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ABSTRACT 

 

In the last decades the museums have faced the unprecedented museum boom. Today, having to 

exist in the conditions of highly competitive market of various leisure activities, the museums 

are facing the decline in the number of the visitors, combined with the lack financing. Moreover, 

the transition from Web 1.0 to Web 2.0 forced the museums to adapt to the new digital reality 

and a new generation of visitors. In order to differentiate themselves not only from the other mu-

seums, but also from leisure activities, which are offered to the modern user, the museums had to 

adapt and strategically reposition themselves to satisfy the desires of the visitors. This research 

focuses on before and after the visit experience, and the capabilities of Web 2.0 features. The 

rise and the influence of Web 2.0 created multiple opportunities for the museums to enhance vis-

itors’ and potential visitors’ experience through personalization, interactivity orientation and co-

creation. Implementing the functionalities of the Web 2.0 on the websites can result in a stronger 

visitor-museums long-term relationship. Social networking sites have also become an important 

channel of value proposition delivery and also customer relationship management.  

This research made an attempt to investigate how the museums with the best social media and 

website practices strategically apply Web 2.0 features in order to enrich visitors’ experience. For 

the purpose of the studies ten museums were selected for the analysis based on their popularity 

in the social media platforms, such as Facebook and Instagram. Through an in-depth observation 

of the museums’ official websites and social media pages in Facebook and Instagram the data 

was collected. The data collection process and the analyses were guided by the conceptual mod-

el, which was created through theoretical research. The conceptual model, based on Business 

Model Canvas, was aimed to identify, whether the museums apply Web 2.0 features as the new 

value propositions.  

Most of the theory is confirmed by the significant findings. The evidence from the multiple-

source data corresponds with the theoretical propositions about Web 2.0 features implemented 

by the museums as value propositions. It was demonstrated that both museums’ websites and 

social networking sites integrate Web 2.0 functionalities in order to offer different from the 

competitors’ value propositions and establish stronger relationships with the visitors.  
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1. Introduction 

The museum experience has massively changed in the last decade. With the appearance 

of Web 2.0, museums had to adapt to the new digital reality and a new generation of users. In the 

last few years the researches have been investigating how museums can build their strategic and 

communication model around the new generation of customers and engage them by using digital 

innovations and social media networks (Kelly, 2014; Meecham, 2014; Marselis & Shütze, 2014). 

Today the museums are facing multiple challenges, including lack of financing, high lev-

el of competition on the market and decrease in the number of visitors (Burton & Scott, 2003). 

Museums have always had preservation of cultural heritage (Šola, 1992) and education as their 

core historic role (Meecham, 2014). Today it became more than that: Web 2.0 is changing muse-

ums’ marketing strategies and transforms passive consumers into active contributors and partici-

pants (Pulh & Mencarelli, 2015). Apart from delivering education through physical presence, 

museums are actively establishing a two-way relationship through social networking sites (Kelly, 

2014). Their appearance and growth have given the museums educational and informational 

tools to get the visitors involved in communication and participation. Together with Web 2.0 

functionalities, social media networks enhanced the process of learning and created new forms of 

co-creation.  

With the new tools offered by Web 2.0, the museums are able to reach different target 

groups and at the same time attract new users and keep in touch with actual visitors. It can result 

in having a long-term visitor-museum relationship, rather than just one-time experience (Kotler 

& Kotler, 2009). Potentially longer and deeper relationship has not only important educational 

role, but can also conduce to transforming visitors into volunteers, donors and long-term mem-

bers (Kotler & Kotler, 2009). 

The practice of using social media networks as a tool to provoke curiosity of the visitors 

and make them aware of the new exhibitions and events has been widely spread among muse-

ums. Various social media networks are used for these purposes: for example, the Tropenmuse-

um in Amsterdam used Flickr, Facebook and Twitter not only to promote its project ‘One Way 

to Holland’ (Marselis & Shütze, 2014), but also to reach postcolonial migrants and let them 

share their stories. 

New projects are being established through collaboration with tech giants: Google’s Art 

Project, launched in 2011, allowed the visitors to virtually access art museums and galleries, 

such as The Frick Collection (New York City), The State Hermitage Museum (St. Petersburg) 

and Uffizi (Florence). The museums are not just places with historical objects anymore, it is an 

experience, delivered to the visitors in a new, digital way: projects, such as ‘Van Gogh Alive: 

The Exhibition’ (Singapore), show how art and audio-visual technology produce something 



	 8	

unique.  

Today museums are working to create a brand, which would be known and recognized. 

Similarly to different popular brands, museums are working on their strategic positioning 

(Marselis & Shütze, 2014) in order to add value and differentiate themselves on the market. In-

stitutions, which are able to grasp the proactive presence and implementation of Web 2.0 func-

tionalities, provide more channels for engagement with the actual and potential visitors (Pulh & 

Mencarelli, 2015). Web 2.0 became not only a way to outreach the audience, but to make “tradi-

tional-seeming institutions less intimidating” (Wong, 2012, p. 281) and build a closer visitor-

museum relationship.  

According to Carah (2015), brands use participation of users to ‘authentically’ embed 

themselves into their lives. The core component of contemporary branding includes “consumer 

participation in creation and circulation of content” (Carah, 2015, p. 9). Museum branding also 

involves managing how visitors create content by using media devices. It has been proved that 

user-generated content, for instance, can become a valuable contribution to the museum (Marse-

lis & Shütze, 2014). The research demonstrated how the knowledge about the communities’ her-

itage helped to enrich Tropenmuseum database: more specifically, content provided in social 

media by the users was used to add more information about people on the exhibited photographs.  

Web 2.0 and it’s social features, such as personalization, interactivity and user-added 

content have a great potential to add value to the museum experience and differentiate it from 

what competitors offer. Differentiation, which can be achieved by providing additional features 

in order to add surplus value to the customers, can help the museums outperform competitors 

(not only other museums, but leisure activities overall). It can be reached through reputation and 

brand image creation, as well as personalization, innovation, and service (Porter, 2001).  

Museums can use a wide range of tools to build new relationship with different audiences 

by including them in participation. Many museums’ websites have virtual studios, where users 

can interact with digital collection, create their pieces of art from the images, offered by the mu-

seums, and share them with others through the website or social media channels. Reviews and 

opinions of the visitors can be read on the digital guestbook. Social networking sites can serve as 

content delivery channels, communication channels and also as a tool to facilitate user-generated 

content.  

This research aims to study how museums use social features of Web 2.0, including so-

cial networking sites, to enrich online visitors’ experience. While some of the academic works 

have touched upon the subject of Web 2.0 features used by museums (Pulh & Mencarelli, 2015; 

Kotler & Kotler, 2009; Chung, 2014), there is still a gap in the literature on the impact of the 

Web 2.0 tools on visitors’ experience and their effectiveness as a part of museums’ strategy. 
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While the aforementioned studies focus more on the visitor and its experience with Web 2.0 

tools and social media, the current study takes a business perspective. 

This paper is relevant both to the museums and to the scientific world. Taking in consid-

eration the struggle of building long-term relationship with visitors and potential visitors, this 

research would be beneficial for the museums as an example of how Web 2.0 tools, including 

social networking sites and functionalities of the museums’ websites, can be used to build strong 

visitor-museum relationship by connecting museums and their visitors online. Secondly, this re-

search is relevant to the scientific world, as it adds knowledge on museum experience from busi-

ness perspective and strategic positioning of the museums, more specifically differentiation 

strategy usage by ‘non-profit organizations”. It observes museums as businesses and analyses 

their practices from the strategic point of view through Business Model Canvas. Finally, even 

though some research has been done on this topic already, the digital world grows every day and 

Web 2.0 offers more and more possibilities to enrich the users experience. Hence, the latest 

changes in social media strategies and possibilities of the museums’ websites are reflected in the 

research.  

This study was carried out in cooperation with Rijksmuseum, which has been paying 

close attention to the possibilities of social media and Web 2.0. One of the museum’s successful 

projects, Rijksstudio, allows users to create their personal masterpiece out of the images of cul-

tural objects, exhibited in the museum, and share them with other users. Based on this project 

Rijksstudio Awards was created to distinguish the most interesting ideas and creations of the vis-

itors. Rrecently Rijksmuseum released another product, SnapGuide, which involves active user 

participation and user-generated content. Since the museum has been involving their visitors and 

potential visitors in active participation, this cooperation provided deeper understanding of the 

existing ways of Web 2.0 usage by the museums and served to enhance the knowledge on the 

topic. The museum provided access to different employees and key people, connected to the mu-

seum. Expert meetings and valuable information, which was gained through these meetings, was 

used to deepen the understanding on the subject.  

The study is organized as following: the first part explains the concept of visitor experi-

ence and strategic positioning of the museum; then the value propositions offered by the muse-

ums are analyzed, as well as customer relationship, which museums establish with visitors and 

channels through which they connect; finally, the existing websites and social media pages of the 

museum are examined in order to understand how they can enrich the experience of the visitors 

online. 

The purpose of this paper is to observe how museums are facing challenges, adapting to 

the digital tools and finding their opportunities to enrich the visitors experience through partici-
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patory web and social media usage. The following research questions and sub-questions, there-

fore, are proposed:  

1. How can museums strategically use social features of Web 2.0 to differen-

tiate themselves by offering new museum experiences?   

Sub-questions: 

2. How can museums use Web 2.0 social features to develop and offer new 

value propositions?  

3. How can museum use Web 2.0 social features to enrich museum-visitors 

relationships?  

4. How do museums use social networking sites and museums’ websites to 

deliver content and target different users’ segments? 
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2. Theory and previous research  

2.1. Purpose of museums and current challenges 

The official Statutes, proposed by ICOM (International Council of Museums), define the 

museum as a “non-profit, permanent institution in the service of society and its development, 

open to the public, which acquires, conserves, researches, communicates and exhibits the tangi-

ble and intangible heritage of humanity and its environment for the purposes of education, study 

and enjoyment” (ICOM, 2016). Museums are often classified as non-profit institutions and or-

ganizations “oriented to the fulfillment of the social function of collection, preservation, and 

public education” (Pietro, Mugion, Renzi, & Toni, 2014, p. 5746). An unprecedented museums 

‘boom’ of 1970s (Burton & Scott, 2003) resulted into modern museums surviving in the highly 

competitive market. Considering the growing number of other venues and attractions for poten-

tial visitors, the overall trend is showing the struggle of the museum sector in maintaining its au-

diences (Burton & Scott, 2003; Kotler & Kotler, 2000). In the beginning of the 21st century, the 

researchers started to question the traditional role of a museum, which is to acquire and preserve 

objects (Burton & Scott, 2003), ‘civilize’ and ‘discipline’ the mass and overall be a cultural au-

thority. The changes, which started to happen at the end of the 20th century and which most of 

the museums have been facing were defined as ‘new museology’ (McCall & Gray, 2014). A dis-

cussion emerged about new forms of communication and the social role of the museums, beyond 

being just collection-centered. More specifically, the concept of ‘new museology’ involves re-

definition of relationship between museums and people and implies the change in that “visitors 

are bringing a living reality to the museum experience” (Burton & Scott, 2003, p. 65). Mancini 

& Carreras (2010) explain, that the new museology implies that the museums have to shift from 

being simply “a place where there are just ‘things’ on display” to a place of connection between 

people and society, which main role focuses on education of people.  

It was suggested that information is becoming the primary function of the museums and 

the relationship with public has to be redefined, meaning that the public will be in power and 

make the decisions (Weil, 1997). There were several reasons behind this suggestion, including 

the emergence of more educated public and the development of consumer-orientated society. 

Hence, ‘new museology’ means the shift for public to have a more active role as visitors and as 

controllers of curatorial function (McCall & Gray, 2014). According to Mancini & Carreras 

(2010) this tendency indicates the rejection of vertical hierarchical structure of the museum. Due 

to the appearance of new technologies, the way that the visitors want to enjoy museums differs 

from the “traditional vision of visitors as passive actors who should be enlightened with the ex-

pert knowledge provided by a curator’s exhibition” (Mancini & Carreras, 2010, p. 61). 
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By realizing this new trend, museums are focusing more and more on the audience re-

search and new consumer patterns, which include more leisure options, but less time. Overall, 

whatever the reason to focus on audience is, the museums are trying to reach larger public 

through different means and compete effectively with other providers of leisure and educational 

activities. Capriotti (2013) suggests that the museums are shifting from “modern” (information-

al/functional) museum to “postmodern” (relational/purposive) museum.  

According to Burton & Scott (2003), one of the strategic aspects, which museums should 

be taking into account, is the fact that museums “offer value for money” (p. 66), when the ten-

dency is that people are searching for more than just one leisure activity at a time. Moreover, 

museums are usually perceived not just as leisure: in fact, museums imply intellectual and edu-

cational experience. For this reason, one of the main struggles for the museums is to keep their 

educational and informational function but also position themselves as an attracting and exciting 

way to spend leisure time, which would attract a wide range of visitors. While “physical” market 

of leisure is very competitive, the online market is even more, considering millions of entertain-

ment, infotainment and information websites. Therefore, when museums are competing for the 

leisure time of the visitors and potential visitors, it implies not only the physical visit per se, but 

also an online pre-visit and post-visit experience, which altogether form a museum visitor expe-

rience.  

2.2. Museum visitor experience 

Establishing strong museum-visitor relationship is closely connected to the quality of the 

visitor experience. The level of visitor satisfaction and the service, that the museum is providing, 

have an impact on the long-term growth of the museums (Brida et al., 2016). Museum-visitor 

relationship, according to constructivist museology (Mancini & Carreras, 2010), has to focus on 

each visitor, which is perceived as an active interpreter of a museum’s message with his own vi-

sion. Constructivist approach, applied to the museums, includes the audiences’ prior knowledge, 

meaning that museum in the position on communicator lets the audience fill the not communi-

cated gaps with their own experience and previous knowledge (Nielsen, 2015). Based on this, a 

research conducted by Silverman (1995) acknowledges that visitors build deeply personal mean-

ings of the exhibition as a part of their museum experience. 

The customer orientated research has been focusing on the stages used in marketing, 

through which people go to make a decision about visiting a museum (unawareness, awareness, 

knowledge, liking, preference, conviction, action to purchase) (Kawashima, 1998). The re-

searcher notices, that most of the museums claim to enrich visitor museum experience without 

knowing exactly what stands behind the ‘experience’ and how it can be improved. In a broad 

sense, an experience provides an emotionally, physically, intellectually and spiritually mixed 
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feeling (Shaw & Ivens, 2002). Brida et al. (2016) define the process of visiting a museum as a 

combination of tangible and intangible experiences, which are related to external factors, such as 

provided museum services, as well as internal factors, such as visitors’ feelings and motivations.  

Museum visitor experience is a construct, which according to Falk (2009), should be un-

derstood as a complex system. It includes both content-focused and non-content-focused events, 

understanding of the visitors, and overall it has to answer the question of why people visit the 

museums. Visitors’ experience model has to not only describe but also predict what they will get 

from the visit (Falk, 2009).  

While in the last century the museum experience was limited by the museum’s walls and 

the physical presence of the visitors, with the development and growth of media it expanded. It 

was proposed (Falk & Dierking, 1992), that visitor experience is a process before, during and 

after the event, which results in interaction with influences of different contexts. Both pre-

expectations and post-memory also have an impact on the final visitor experience.  

The recent research by López Sintas et al. (2014) also suggests, that museum experience 

in fact expands beyond the boundaries of the museum, beyond four walls of the museum build-

ing. Visitor experience consists of connected between each other phases before, during and after 

the visit. Considering this, the museum managers need to apply the best practices to interact the 

services in every phase between each other. For instance, a well designed website would allow 

visitors and future visitors to feel more connected to the exhibition (Pallud & Straub, 2014).	

Kawashima (1998) claims that the museums’ visitors participate in the services, offered 

by the museums and overall, the quality of the visit is defined not only by the exhibition, but also 

by a number of other significant factors, such as physical space of the museum and its facilities. 

For many people visiting experience is mainly motivated by social and educational reasons 

(López Sintas et al., 2014). Another research by Goulding (2000) states that there are social fac-

tors and cognitive factors, which influence the experience of museum visitors. Cognitive factors 

include the creation of mindful activity, involvement and engagement, inner reflection and imag-

ination, variation of stimulus to create a meaningful “whole'” and perceived authenticity. Gould-

ing (2000), therefore, concludes that the visitor needs to be engaged and stimulated with the ma-

terial, which can be processed in a meaningful way.  

The museums have been experimenting with enhancing visitor museum experience, try-

ing to engage them during all of the stages: before, during and after the visit. Mobile technolo-

gies, for instance, provided a possibility of additional virtual reality during the museum visiting 

process (Tesoriero et al., 2014). Modern PDA’s (Personal Digital Assistant) or mobile applica-

tions, provided by the museums, are able to enrich users’ experience through audial, visual and 

textual content. Visitors are able to see additional information about physical pieces, choose a 
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guided tour or even share the experience with others. An active participation in the exhibition 

can also be captured through photos or tweets (Brida et al., 2016). It has been claimed, that 

young generations in particular expect to interact more with the museum (Brida et al., 2016). The 

visitor experience, therefore, can be a journey, which would start with gathering information 

about the museum before the visit and finish with sharing the experience from the visit on social 

media. Therefore, new forms of participation help to build the identity of the museum as a “cul-

tural asset that enriches the wider digital community” (Brida et al., 2016, p. 65).  

Building relationship between the museum and its visitors and finding new opportunities 

to enrich museum experience for visitors online and offline are one of the core strategic goals of 

the museums. In order to reach these goals the museums choose their strategic positioning. It is 

essential for modern museums to define their business model and strategic positioning to build 

long-term relationship with visitors, especially in the heavy competitive conditions with more 

choices of leisure activities for the visitors (and users). The “leisure society” (Taheri & Jafari, 

2014) is characterized by people valuing their limited time, which can be spent on their satisfac-

tion. Even though historically the museums have been known for creating quality leisure experi-

ence, which included learning and entertaining, today the success depends on the level of en-

gagement. Since multiple online and offline venues compete with each other to win and keep the 

audience, the museums have to remain attractive to their “evasive and modern audiences who 

demand more different and memorable experience” (Taheri & Jafari, 2014, p. 203). Through dif-

ferentiation strategy, which involves new experiences, the museums can be more attractive to the 

audience than other leisure-orientated competitors.  

 

2.3. Strategic positioning of museums 

Several studies (Tesoriero et al., 2014; López Sintas et al., 2014; Brida et al., 2016) fo-

cused on the museums’ strategies and stressed the importance of managerial and strategic plan-

ning, which focuses on more proactive campaigns and encourages attendance of museum visi-

tors.  

The strategic decisions of each company, whether it’s a for-profit or non-profit organiza-

tion, define its prosperity position on the market. The museums, which today exist and function 

under the conditions of a very competitive market (Burton & Scott, 2003; Taheri & Jafari, 2014) 

have to choose a strong strategic positioning in order to not only attract new visitors, but also to 

fulfill their cultural and social roles.  

According to Porter (1996), strategic positioning is aimed to reach “sustainable competi-

tive advantage” by “performing different activities from rivals, or performing similar activities in 

different ways (p. 1). Successful strategic positioning of museums depends, first of all, on defin-
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ing and measuring value, which is delivered to the customers. Porter (2006) presents strategic 

goals of the museums through which the value can be defined: collection, visitation, visitor expe-

rience, education, research/scholarship. Visitor experience, in particular, includes level of inter-

activity and extent of ancillary services.  

 

2.3.1. Differentiation strategy 

The importance of visitor experience for the strategic positioning of the company is well 

described by Pallud & Straub (2014). Most of the organizations, including the museums, no 

longer offer just goods or services, but emotional, physical, intellectual engagement, namely ex-

perience. The authors conclude, that those businesses that offer unique experience as a part of 

their differentiation strategy are predicted to perform better on the market (Pallud & Straub, 

2014, p. 360). For the museums, therefore, differentiating the visitor experience is a successful 

way of reaching their major strategic goals, such as broadening the audience base and encourag-

ing repeat visits (Reussner, 2003).  

Differentiation strategy is applied by firms to set their product or service apart from what 

the competitors offer. A different value proposition or set of benefits is the key factor, which dis-

tinguishes the company from its rivals (Porter, 2001). Differentiation can be achieved by provid-

ing additional features in order to add surplus value to the customers. These services or products 

must be different from what other companies offer and, hence, more valuable. Differentiation 

can be established by reputation and brand image, as well as through reliability, performance, 

design, customization, innovation, and service.  

Differentiation is defined by Sharp and Dawes, 2001 (p. 755) as following: “Differentia-

tion is when a firm/brand outperforms rival brands in the provision of a feature(s) such that it 

faces reduced sensitivity for other features (or one feature). Through not having to provide these 

other features the firm has an avenue to save costs. The firm benefits from the reduced sensitivi-

ty in terms of reduced directness of competition allowing it to capture a greater proportion of the 

value created by exchange”. Distinctive differentiation strategy aims to make the customers less 

sensitive to the price by focusing on other competitive aspects, such as product selection, product 

design, service, image and other areas (Porter, 2001). Museums, for instance, can differentiate 

themselves by offering new experience before and after the visit, services and museum-related 

products during the visit.  

Successful strategic models are able to deliver the quality of the museum experience, 

which heavily depends on the one main component: visitor satisfaction (Kawashima, 1998). 

Other authors (Goulding, 2000) mention, that museums’ effectiveness is closely connected to its 

ability to involve the visitors through the social exchange, a “two-sided, mutually contingent, 
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and mutually rewarding process involving ‘transactions’ or simply ‘exchange’” (Emerson, 1976, 

p. 336).  

Pietro et al. (2014) research shows how integrated qualitative and quantitative tools help 

to better understand visitors’ cultural needs and their level of satisfaction. This approach can be 

used to “develop customized information for specific targets of visitors” (p. 5757). According to 

the analysis of Kawashima (1998), the description of the current attendance can predict the fu-

ture pattern and, in long term, help the marketing process.  

As described by Clemons, Gu & Spitler (2003), the data can determine the desires of the 

customers so that the companies can tailor their products to their needs, make them more person-

alized and, therefore, increase the differentiation and make the services or products less inter-

changeable. Hyper-differentiation (Clemons et al., 2003) implies that companies are able to offer 

products or services, which are better suited to the individual preference of a particular customer.  

Therefore, personalized museum experience, which can be achieved online and offline is 

a very important differentiation strategy for the museums. Offering personalized elements 

through Web 2.0 tools is one of the ways to create additional value for the visitors.  

 

2.3.3. Brand awareness creation 

The appearance of Web 2.0 platforms, such as online social networks, which imply 

“many-to-many” type of communication, offers organizations avenues for creating electronic 

word of mouth (eWOM) and increasing brand awareness. Brand awareness is an important con-

cept (Barreda, Bilgihan, Nusair & Okumus, 2016) in marketing and consumer behavior studies, 

which is also important for non-profit cultural organizations, such as museums. Brand awareness 

is an ability of users or customers “to recognize and recall the brand when provided a cue” 

(Barreda et al., 2016, p. 600). It is suggested that being effectively presented on social media can 

directly contribute to the brand awareness. High level of brand awareness also has an impact on 

formation of the brand image, brand equity and brand loyalty, which are very important for an 

organization, operating in the competitive conditions. The main purpose of the brand awareness 

creation is the spread of word of mouth, which is considered to be vital for organization’s suc-

cess. Online social networks, which include Facebook, Instagram, Twitter, Snapchat etc., serve 

as a platform for two-way conversation with consumers, who today participate in development 

of brand image. Since interaction and communication (in a from of comments, reviews, videos, 

and pictures) is the major function of online social networks, it can be used by museum visitors 

for information and experience sharing. The research by Chung (2014) showed that social media 

is effectively used for building visitor awareness of the museum in general and various activities 
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in particular, “providing behind-the-scenes tours, and serving as a memory-keeping device for 

past events” (p. 196).  

Finding a personalized and unique way of communication with visitors and is a crucial 

aspect of strategic positioning. In order to define how the museums can do it, the following chap-

ters focuses on business model canvas. It defines, how the museums can differentiate themselves 

through value propositions, customer relationship and channels.  

 

2.4. Business Model Canvas 

Strategic positioning of museums is developed as a part of a business model. Business 

model is a conceptual tool, which “describes the rationale of how an organization creates, deliv-

ers, and captures value” (Osterwalder & Pigneur, 2010). Business models can be applied to the 

non-profit organizations, and even though their motivations and goals are different, the structure, 

strategies and employees can be similar to the for-profit businesses (Hull, 2006). Business model 

is a logical way to successfully innovate the business. Osterwalder & Pigneur (2010) propose 

nine building blocks, which cover four main components of the business: customers, offer, infra-

structure, and financial viability. More specifically, they consist of customer segments, value 

propositions, channels, customer relationships, revenue streams, key resources, key activities, 

key partnerships and cost structures.  

This research focuses on four segments from the Business Model Canvas and through 

conceptual model explores, how museums strategically use social features of Web 2.0 to differ-

entiate themselves through value proposition, channels, customer relationship and customer 

segments. Value proposition segment describes the services and products, which the company 

offers to their customer segment. The value propositions have to satisfy customers’ needs, solve 

their problems or provide value, which other businesses do not offer. For instance, value can be 

delivered through the newness of the product or service, its improvement, customization and tai-

loring it to the customers’ desires. Customer segments define the groups of people, which the 

business wants to reach, and all these groups require different types of relationship. Establish-

ment of company-customers relationship is described in the Customer relationship building 

block. Channels block focuses on the means of communication, distribution and sales between 

the business and the customers.  

 

2.4.1. Value propositions 

Value creation and its delivery to the customer is one of the main focuses of any business 

model. According to Osterwalder & Pigneur (2010), value propositions can differentiate the 
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business by being innovative and represent a new or disruptive offer. Other types of value propo-

sitions that are similar to those already existing on the market may have additional features and 

attributes. 

Adapting business model to the opportunities, which are offered by the Internet, is crucial 

for the contemporary market. The 21st century provided museums with multiple digital and tech-

nical opportunities, which can be offered as value propositions in order to achieve better visitors 

engagement. The evolution of technologies has massively influenced almost every sphere of 

people’s lives and introduced one of the biggest trends of the past decade: Web 2.0. The concept 

was introduced by Tim O’Reilly in 2005, when he defined Web 2.0 as a network as platform. 

The key elements of the concept include the active presence of individual users, who contribute 

to the network by providing their own data – what O’Reilly calls the “architecture of participa-

tion” (O’Reilly, 2005).  

While Web 1.0 already offered multiple opportunities for the museums to connect with 

their audience, the rise of Web 2.0 provided them with even more possibilities for interaction, 

personalization of the experience, but also abilities to differentiate themselves on the market. 

The modern museums’ visitors tend to want not only to consume, but also to be involved in cre-

ating social and cultural value, to model their environment (Mancini & Carreras, 2010). In order 

to establish strong relationship with their audience, museums have to treat online and in-house 

visitors as a single entity and understand how their needs change over time (Padilla-Meléndez & 

Águila-Obra, 2013). 

Internet and Web 2.0 have become one of the tools, which are able to stimulate visitors’ 

imagination, start conversations and raise questions before and after the visit. Web 2.0 and its 

social features offer museums cultural and commercial strategic opportunities as they create a 

dialog with the audience through information exchange and also help museums to increase pro-

motion, advertising and revenues, which are gained from visits, merchandise and e-commerce 

(Mancini & Carreras, 2010). This study focuses on the ways that Web 2.0 and its technical and 

social opportunities create value propositions, which can be offered by museums to their cus-

tomers. Based on the framework of Web 2.0 phenomena, described by Wirtz, Schilke & Ullrich 

(2010) this research focused on four fundamental factors, which should be offered by organiza-

tions as a surplus value. Their research focused on the effect of Web 2.0 phenomenon on busi-

ness model types. As a result, a Web 2.0 framework was developed, based on the theoretical 

knowledge combined with two case studies and in-depth interviews.  

 The Web 2.0 factors, which affect business models, are defined by Wirtz et al. (2010) as 

following: social networking, interaction orientation, personalization/customization and user-

added value.  
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Figure 1: Web 2.0 – Four Factors Model by Wirtz et al. (2010) explains the fundamental factors of Web 2.0, which 

are essential for business model.  

 

2.4.1.1. Personalization/customization 

According to the factor framework by Wirtz et al. (2010), personalization or customiza-

tion is a concept, which offers users to reconfigure (e.g., change the look of) websites “according 

to their specific needs and preferences, which is becoming increasingly vital for Web 2.0 appli-

cations and platforms” (p. 278). Another type of personalization, social customization, refers to 

specifically customized to specific social layers products or services. Research by Wirtz et al. 

(2010) shows that users often expect organizations to offer automatic personalization that does 

not require effort: it has to be easy and natural to use.  

Shaping visitor experience outside and inside of the museums is an important element of 

value proposition. According to Osterwalder & Pigeur (2010), tailoring products and services 

according to specific needs and desires of the customer creates value for the customers. Custom-

ization, applied to the context of museum, reshapes the museum experience and makes it person-

alized not only during the visit itself, but also before and after the visit.  

While the concept of personalization is closely connected to interactivity and sometimes 

includes interactivity between users, this research follows the study done by Thurman and 

Schifferes (2012) and defines personalization as: 

“A form of user-to-system interactivity that uses a set of technological features to adapt the 

content, delivery, and arrangement of a communication to individual users’ explicitly 

registered and/or implicitly determined preferences” (p. 776) 
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A conceptual model, suggested by Falk (2009) explains that the actual visitor experience 

is shaped by personal context (prior knowledge and experience), physical context (the specifics 

of exhibition) and social-cultural context (interactions). Hence, the museum experience is evalu-

ated as satisfying if the affordances of the museum match with visitor’s identity-related needs, 

which motivate each person to visit the museum. In a perfect scenario, suggested by Falk (2009) 

museums need to know these needs and motivations prior visit, and if they do, the experience 

can be personalized and customized both online and offline. In order to improve visitors’ experi-

ence, their personal, social and museum physical context have to be taken into account (Kuflik, 

Kay & Kummerfeld, 2010). The quality and the customization of the services and products pro-

vided by the museum impact the consumer value, which is a prominent factor on a competitive 

market (Kotler & Kotler, 2009, p. 289).  

One of the best ways to personalize visitors’ experience is through pervasive technolo-

gies. (Kuflik, Kay & Kummerfeld, 2010). Computational power, memory and the connection to 

the network play an important role for the museum experience of the visitor. Mainly, they can be 

used to provide the foundation for client-side personalization. Wecker, Kuflik & Oliviero (2013) 

also propose that personalization is a key factor in reaching such objectives as expanding the vis-

itors’ prior, on-site and post experiences through desktop computer as well as expanding one-

time experience to a repetitive, lifelong one. Overall, the goal of the museum is to integrate mu-

seum experience into visitors’ daily life through personalized content.  

The tools that Web 2.0 offers for personalization can be integrated by the museums on 

their websites. Web-based activities have a big potential to include visitors in active participation 

and add the surplus value in a form of personalized elements, such as designing a personalized 

gallery tour in advance, creating personal account or gallery within a websites, subscribing to a 

newsletter. Based on the previous research (Thurman & Schifferes, 2012) this analysis observes 

the data to detect explicit personalization functionality, which uses direct user inputs, namely: 

registration for a personalized page, ability to save content (articles, images, pages) to a person-

alized page for repeated viewing, ability to create and edit a personal gallery within a personal-

ized page, ability to adapt the language of the content presented on the website, ability to adapt 

the parameters of the page (brightness, color of the text, size of the text) for individuals with 

sight problems.  

 

2.4.1.2. Interaction orientation 
One of the earlier definitions of interactivity cover a range of different topics (Heeter, 

2000): in the context of Web 2.0 it implies “the ability to make the interface for a visitor an easy 

rather than a difficult process”. Interactivity is also believed (Heeter, 2000) to be an important 
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element of the new media, which facilitate and allow interactivity among or between users and 

information. A definition by Busy and Tao (2007) describes interactivity as a “technological at-

tributes of mediated environments that enable reciprocal communication or information ex-

change, which afford interaction between communication technology and users or between users 

through technology” (p. 656). The most recent research by Ariel & Avidar (2015) perceives in-

teractivity as a process-related concept, the center of which is the transmission of information (p. 

24).  

 Wirtz et al. (2010) connect the necessity in interactive tools as a part of value proposition 

with the growing customer demand for authentic dialogue with the organizations. Important as-

pects of interaction orientation include customer centricity and customer response, which implies 

fast reaction or respond to individual customer feedback. Therefore, to increase interactivity, the 

museums have to include Web 2.0 tools, which are defined as collaborative, multidirectional and 

dialogical (Capriotti et al., 2016). They can provide museums with possibilities of exchange of 

information, discussion and debate. 

According to the research (Wirtz et al., 2010) there are three essential activities, which 

increase interaction orientation. First, users expect immediate response 24/7 (dialogical function 

of Web 2.0); second, clear motivations are needed to get users engaged (collaborative feature of 

Web 2.0). Finally, both negative and positive feedback has to be encouraged (multidirectional 

feature of Web 2.0). Web 2.0 enables the museums to choose particular tools, which would al-

low them to keep the audience engaged, interested and, consequently, bring them to the museum 

itself.  

One of the examples of interactive tools is given by Pulh & Mencarelli (2015). The “folk-

sonomy” approach or a “folk classification” allows users to index digital documents, instead of 

experts doing it (Peters, 2009). This is one of the ways how content and museum channels can be 

interactive and include the users. This approach tends to be an alternative to a more traditional 

way to discover the museum with an expert guidance. 

Museums that start to implement interactive and dialogic tools of Web 2.0 tend to man-

age their platforms more successfully because they “establish more participatory and collabora-

tive communication system with their visitors and users” (Capriotti, Carretón & Castillo, 2016, 

p. 97). 2.0 features lead to the renewal of museums’ audience, which gains more freedom and 

opportunities to interact with the museum.  

Barreda et al., (2016) propose the importance of virtual interactivity, “the extent to which 

online users might participate in adjusting the content of website in real time” on brand aware-

ness. Therefore, implementation of tools that enhance interactivity can induce visitors to partici-

pate in sharing and communicating more actively.  
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Interaction can be one of the most effective ways to build strong, long-term relationship 

with the visitors, however still museums believe that choosing to allow the visitors to contribute 

to the museum experience puts the museums in a position of less control (Mancini & Carreras, 

2010). This kind of freedom and democracy can question museums’ authority, as the consumer 

is not longer passive but active, communicative and ready for debate. Therefore, it is suggested 

for museums to understand the limits of consumers’ involvement (Pulh & Mencarelli, 2015). 

Due to the fact that for many years museums had held the authority of being the sole expert in 

particular sphere, in the beginning of the participation trend and the rise of Web 2.0, some re-

searches were skeptical about the participatory opportunities of Web 2.0. For example, Keen 

(2008) wrote that inviting visitors to contribute might result into chaos and loss of museums’ au-

thority and legitimacy. Later, however, it was argued (Simon, 2010) that a balance maintained 

between visitor contribution and museum expertise can ensure the quality of museum content. 

The museums’ goal is to establish social networking and Web 2.0 environments, at the same 

time “maintaining a certain degree of control over published content and reconciling quality of 

information with users’ freedom of participation” (Mancini & Carreras, 2010, p. 62). It implies 

the two-sided communication and constant interaction between the museum and users, and not 

only the facilitation of Web 2.0 tools.  

Capriotti, Carretón & Castillo (2016) in their research analyzed interactions between the 

museums’ websites and the visitors. The research of 20 museum websites showed that not a lot 

of museums provide users with interactive resources. For the purpose of the analysis the authors 

used both tools for the information presentation and the resources for interaction with the users. 

The most successful practices were demonstrated by American museums, followed by Asia-

Pacific and European museums, which less actively involve visitors and users in participation. 

Most of the museums are still at the low level of interactivity: most of the tools allow users only 

to connect and to share (almost 50% of the museums), however the analysis indicates a growing 

application of interaction tools to generate greater involvement and participation. An earlier re-

search by Mancini and Carreras (2010) shows that innovative programs with Web 2.0 tools im-

plemented by the museums in 2010s were mainly spread in the United States and Canada, while 

in Europe (with an exception of the Scandinavian countries) the user content creation was still 

seen as a threat. Therefore, the later research indicated that there is an evidence of museums 

gradual improvement of their websites’ interactivity and Web 2.0 innovation in general.  

The research by Shao (2009) suggests that there are three types of interaction between in-

dividual and content: consumption, participation and production. Consumption refers to people 

who only consume the content, but do not participate or interact with it: this process today is 

known under the definition of ‘lurking’ (Kushner, 2016). Participation includes some level of 
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interaction, both individual-to-individual and individual-to-content, for example ranking the con-

tent, sharing it with others, leaving comments. Production implies active creation and publication 

of the content. 

This research by Shao (2009) is used in combination with theoretical framework for the 

analysis of the museums’ websites Capriotti, Carretón & Castillo (2016). This conceptual 

framework, that was created for the analysis, described five types of users’ interactions on the 

website: ‘connecting’ (low level of interaction); ‘sharing’ (distributing information with low in-

volvement); ‘reviewing’ (commenting, which involves greater level of interaction) and ‘partici-

pating’ (participation in certain activities). For the purpose of our research we took this frame-

work and these levels of interactivity as a value proposition, which can be offered by museums 

before and after the visit, and analyzed, how museums enrich users’ online experience through 

interactive social features, implemented on their websites.  

 

2.4.1.3. User-added value 

The research by Wirtz et al. (2010) describes user-added value as the most discussed 

concept of Web 2.0, which includes such phenomena as user-generated content, user-generated 

creativity and user-generated innovation. User-generated content is one of the most evident ex-

amples of Web 2.0 nature: it implies “many-to-many” platform structure rather than “one-to-

many” (Capriotti et al., 2016). According to Wunsch-Vincent & Vickery (2007) and more recent 

research by Christodoulides et al. (2012), UGC (or also called ‘user created content’) is defined 

as content, which is publicly available through the Internet and which is created “outside of pro-

fessional routines and practices” (Wunsch-Vincent & Vickery, 2007, p. 9). It is important to note 

that user-generated content has a voluntary and gratuitous nature. In order for organizations to 

offer the possibility of content creation for the users, it is necessary to foster user-added value by 

integrating user reviews, user-generated information (wikis) and media uploads, such as photos 

and videos on the company’s website. Additionally, the research (Wirtz et al., 2010) emphasizes 

the importance of rewards and triggers to encourage user-added value. 

Web 2.0 and its developing relationship with the museums encourage an ongoing discus-

sion about historical memory, opportunities for participation of the audience, and the creation of 

content by users (Mancini & Carreras, 2010). While the development of the Internet and techno-

logical development allowed the museums to introduce online exhibitions and virtual museums 

(Pulh & Mencarelli, 2015), there is not a lot of academic research on museums focusing on user-

generated content as a value proposition.  

 The participatory nature of Web 2.0, nevertheless, allowed museums to give their audi-

ence a possibility of creating user-generated content, which became a common form of self-
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expression in blogs, wikis and social networks (Yildirim, Gal-Or & Geylani, 2013). The devel-

opment of UGC is traced back to the 1990s and the portal sites, such as Yahoo and AOL. Since 

then it has been claimed that UGC has changed the world fundamentally, affecting the spheres of 

entertainment, communication and information, due to the growing audience size and the self-

sustaining nature (Shao, 2009). UGC gives diversity, increases users autonomy and provides an 

access to information, knowledge and entertainment (Wunsch-Vincent & Vickery, 2007). Educa-

tional UGC is a collaborative production of information, ideas, knowledge and opinions, which 

can improve and provide a better access to education. Unlike the traditional educational content, 

UGC encourages sharing and peer-production and can have positive impact overall. Therefore, a 

possibility offered by the museums and an invitation to make a contribution and engage can trig-

ger understanding, commitment or learning.  

It is notable, that even though many museums in some way try to encourage users to con-

tribute to the museum experience, not all of them integrate user-generated content in the museum 

experience. User-generated content can become an enriching part of visitor experience and its 

facilitation by museums can create different value proposition from the competitors. In 2007 

Wunsch-Vincent and Vickery described the emerging practice of facilitating UGC by commer-

cial entities. They also defined UGC as an “important economic phenomenon with direct impact 

on various industries” (p. 28). In particular, they were one of the first to describe the shift from 

organization-generated content to user-generated.  

Recently the museums have been paying more attention to the abilities of the audience to 

contribute and participate in the museum experience. Some of the museums are specifically fo-

cusing on the user-generated content. An interesting example explained by Knutson (2014) is a 

Timeweb project, launched in Warhol museum. The focus of the project was educational and 

allowed users to create their own “node maps” by adding new events, creating new connections. 

Thereafter, these maps could be saved and shared with other users (Knutson, 2014). This project 

was created mainly for college students and scholars, willing to find a lot of information on life 

and art of Andy Warhol. According to Knutson, one of the key goals of this project was to de-

velop a space for user-generated content by allowing users to create their own time path with 

events from Warhol’s life, which they found notable. Still, the biggest challenge was to under-

stand, what can induce the users to participate in this kind of project. So far, this is one of the 

main questions being asked by museums when it comes to UGC and its usage.  

Even earlier examples of user-generated content created for the museums by users are 

wiki’s. For example, Minnesota Historical Society launched a Placeography project in 2007 as a 

follow up the exhibition in the History Center. Users were able to contribute with information 
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about the historical heritage, buildings, companies, and people of Minnesota. The quality of the 

posted content was considered to be generally good (Mancini & Carreras, 2010). 

Mancini & Carreras (2010) described several forms of user-generated content, which can 

be used by the museums. As the previous example shows one of the first forms of UGC, which 

museums adapted, were wiki’s and blogs, which contributed to the historical knowledge and 

were written and edited by common people under the surveillance of museum staff. With the ap-

pearance of social networking sites, it became clear that the most effective way for the museums 

to encourage UGC production is through SNS, which proved to be a great strategic tool. First 

experiments with social networks resulted in museums establishing communities within Flikr, 

Facebook and YouTube. Finally, the research by Capriotti et al. (2016) gave examples of the 

museum websites being actively used for high-level user-museum interaction and user-generated 

content possibilities. Museums’ websites can include tools for creating a personal gallery, up-

loading tools for texts, images, videos or podcasts, tools for experiments, such as simulations, 

reconstructions, etc., and, finally, tools for co-creation of content or displays.  

Some researchers (Mancini & Carreras, 2010) have focused on the user-generated content 

as value proposition and how it satisfies users’ needs. First and foremost, it increases the sense of 

community among the visitors and users of the museum. For instance, Brooklyn Museum Graffi-

ti exhibition was generated through collaboration between the museum and the visitors, which 

resulted in the development of genuine community around the museum’s activities. Tate Britain 

through an exhibition How We Are: Photographing Britain invited the audience to participate by 

publishing pictures through the ‘How We Are Now’ Flickr group. The aim of the project was to 

show portraits, landscapes, customs and documentaries about Britain. All photos were available 

online for other visitors and some of them displayed in the gallery itself. Another example is the 

use of Flickr community: audience can be involved into tagging and geo-locating the photos, 

which contributes to the work of the museum and also unites people. Overall, active involvement 

of the visitors and users online into generation of the content has knowledge dissemination as an 

ultimate goal. Additionally, content, created by the audience, can provide the museums with a 

quality feedback, which would also indicate the success or failure of an exhibition.  

Some recent concerns on user-generated content have been expressed by Kushner (2016) 

on most of the contemporary users being passive lurkers. The curve “90-9-1” indicates that 90% 

of the users lurk, 9% contribute from time to time and only 1% participates a lot. Taking this no-

tion into consideration, most of the modern platforms are trying to involve users into “easy” par-

ticipation. Nevertheless, taking this into account, the current study focuses on the existing oppor-

tunities of UGC, offered by the museums and explores, how this content is being used by the 

museums and for what purposes. Even 1% of active visitors and contributors (and 9% of irregu-
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lar contribution), nevertheless generates enough content, which can be interesting for the muse-

ums to fulfill their strategic purposes.   

 

2.4.1.4. Social networking 
Wirtz et al. (2010) describe social networking sites as structures of human interactions, 

which are commonly used for connecting with other users, image building, entertainment, in-

formation access and assessment of products and services. The research shows that users rec-

ommend organizations to implement networking tools on the websites, which would serve as 

network plug-ins and encourage users to be a part of social network page of the company. 

Social media sites today are the most popular platforms for communication between 

companies and customers, for user-generated content and for accessing information. They are 

defined as “a group of Internet-based applications that build on the ideological and technological 

foundations of Web 2.0, which allows the creation and exchange of user-generated content” 

(Kaplan & Haenlein, 2010). The research by Chung (2014) indicated that the museums have 

been using SNS for harnessing ideas, micro-fundraising, communication and engagement with 

the audience.  

One of the purposes of the SNS usage, apart from the mentioned above, are the commu-

nity creation. Chung et al. (2014) suggest, that the museums using SNS provide users with an 

opportunity to interact with the museum and other users and to belong to a special group. The 

research indicated, that social networks are also effective for building awareness and engaging 

with community and networking. Being a way for museums to market themselves in the condi-

tions of limited financial resources, SNS deliver new value propositions to the users. They in-

clude personal, two-way communication between users and the museums, information about the 

collection and upcoming events and education. For example, one of the research participants 

(museum staff member) implemented educational element in the social networking strategy: un-

der an “object of the week” post a short article about the artist or piece of art was written (Chung 

et al. 2014).  

 

2.4.2. Customer relationships 

The specific relationships, which the museums are willing to establish with their visitors, 

are described in the Customer Relationship Building Block, according to Osterwalder & Pigneur 

(2010) Business Model Canvas. The authors describe different categories of customer relation-

ships, which the company tries to establish. One of them is co-creation, a less traditional custom-

er-vendor relationship the purpose of which is to co-create value with customers.  
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With appearance of the Internet Customer Relationship Management (CRM), according 

to Winer (2001), has become the new “mantra” of marketing. It implies tracking customer be-

havior, predicting future moves and communicating with the customer in order to establish rela-

tionship.  

Customer relationship marketing strategy results into the cultivation of long-term rela-

tionships built on establishing partnerships and “trust in the quality of services offered” (Oster-

walder & Pigneur, 2010, p. 189). Implementing social features of Web 2.0 and offering them as 

a value proposition can engage visitors in the museum-visitor relationships in a more innovative 

and less expensive way.  

The Internet allowed companies and organizations build stronger relationships than it was 

possible in the offline world. The possibilities for customer relationship management has mas-

sively expanded with various tools and techniques, such as newsletters and direct emails, cus-

tomization and personalization, customer service, frequency/loyalty programs, rewards pro-

grams, and community building (Winer, 2001). Museums who offer membership programs not 

only engage users in active contribution and repeated visiting, but also build a community of the 

visitors, both online and offline. The sense of belonging to a particular group of members gives 

visitors a personal experience of almost belonging to the “family”.  

One of the reasons for museums to motivate visitors and potential visitors to use 2.0 de-

vices and to be more participating is to enhance their status by making them partners or members 

of the institution. This status might lead to greater attachment and commitments of these visitors 

(Pulh & Mencarelli, 2015), which would, in turn, create a word-of-mouth (also electronic word-

of-mouth), result in a repeated physical visit of the museum, and create long-term relationship 

between the museums and the visitors.  

Social CRM (Heller Baird & Parasnis, 2011), which uses social networking sites as a 

main tool for collaborative experiences and is valuable for the dialogue with users, helps the or-

ganization to create a feeling of loyalty and build a social community. Therefore, engaging with 

the museum via social media may result in a feeling of connection for visitors, even though users 

might originally visit the social media page of the museum only for general information, reviews 

or latest news.  

 

2.4.3. Communication 
As a part of their customer relationship management many museums start to pay more at-

tention to strategic museum communication. It is considered to be one of the key tools for cul-

tural institutions, which use it to attract visitors and stay visible. Since one of the main goals of 

modern museums focuses on attracting and serving visitors, building relationship between the 
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museum and its visitors is a crucial process. Capriotti (2013) points out that strategic manage-

ment of communication can contribute to the museums not only by spreading the knowledge 

about cultural heritage but also by helping the museums to differentiate themselves from other 

cultural actors and leisure activities. Finally, strategic communication also aims to create visibil-

ity, awareness and building a reputation. By using communication and public relations strategi-

cally the museum can build and maintain long-term relationship with its visitors. Any organiza-

tion, including museums, today is expected to have a dialogic communication through their 

communication strategy, particularly online. The museums use SNS as a tool to increase com-

munication with the visitors (Chung et al., 2014).  

Organizations can apply two ways of communication with their customer: reactive or 

proactive (Winer, 2001). Reactive communication or services are applied when the customer has 

a certain problem and wants the organization to solve it. Proactive communication seeks to con-

nect with the customer and establish a dialog before the question or problem has appeared.  

One of the ways to connect with the customers and offer customer support is through so-

cial networking sites, such as Facebook (Hennig-Thurau et al., 2010). Communication with 

online Facebook communities can affect brand perception, brand affinity (Heller Baird & Paras-

nis, 2011) and enable better “touch-points” with the customer. For the purpose of this research 

we focus on Facebook as a social media channel for communication.  

 

2.4.4. Channels 
Osterwalder & Pigneur (2010) indicate several functions of channels, which connect the 

company and their customers. They include raising awareness, evaluating, purchasing of prod-

ucts and services, delivering value propositions and providing customer support. For this re-

search, we focus on the channels that simultaneously function as value proposition delivery and 

also awareness raise.  

According to research done by Pulh & Mencarelli (2015), when the museums realized the 

opportunities offered by Web 2.0, many of them adopted a ‘proactive presence’ strategy through 

channels, such as websites and social networks which provided space for communication and 

participation. 

According to the research by Pallud & Straub (2014), the museums’ websites are playing 

the crucial role in delivering visitors’ experience online. Their findings show that “visitors who 

have a good experience with a museum website and who intend to return to this website also de-

velop a stronger interest in the museum’s collection” (p. 367). Additionally, these visitors online 

are more likely to experience the museum also in real life. One of the key elements of a good 
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website experience is the design. Their findings indicate that “the esthetics is as important as us-

ability for potential museum users” (p. 368). 

As well as the museum websites, social networking sites became an important tool for 

museum-visitor interaction. Padilla-Meléndez & Águila-Obra (2013) analyze the use of social 

media by museums. They categorize all social media into three frames, according to the goals of 

the museums: marketing, (which serves as a promotion and brand awareness tool), inclusivity 

(for real and online community development) and collaboration.  

The MoMA in New York, which created a Facebook page in 2008, demonstrated one of 

the first examples of proactive presence and active usage of different channels. According to the 

research by Padilla-Meléndez & Águila-Obra in 2013 the nature of the relationship between 

MoMa and its visitors has been fundamentally reshaped due to the use of digital technologies. 

Already in 2013 the research showed that the museum has the best practices of social media us-

age (including Facebook and Twitter) and one of the strongest presence on the Internet. The 

MoMa proposed value online by giving the possibility to download mp3 guides and allowing the 

users to customize their own personal page within the museum website, so that it displays infor-

mation that is of interest to them (Padilla-Meléndez & Águila-Obra, 2013). 

Chung et al. (2014) focused on the marketing function of social networking sites. 

Through the in-depth interviews with museums’ staff members it is clear, that the most used so-

cial networking sites are Facebook, Twitter and YouTube. However, considering the growing 

popularity of Instagram, in this research Facebook and Instagram were analyzed, additionally 

with the museums’ websites.  

 

2.4.5. Customer segment 
The introduction of Web 2.0 and social features leads to the changing role of the visitor. 

The contemporary visitors, who tend to record and document their daily activities, need to be 

digitally connected and engaged in communication with others and the museum (Budge, 2017). 

The audience of the museum gets a more active role and is invited to take part in participation, 

co-creation and communication with the museum and with each other.  

The Customer Segment building block defines the customers, which the company is aim-

ing to reach. Particular groups of customers are united by the same needs or the same problems, 

which need to be solved. According to the research by Chung et al. (2014), the main visitors of 

the museums belong to a  “demographic group with the time and ability to appreciate art; the so-

phistication, knowledge, and motivation to learn about art; and an elevated socio-economic sta-

tus” (p. 189). Additionally to this, Web 2.0 tools gave the museums an opportunity to engage 
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also with younger audience (teenagers, kids) online through social networking and websites 

(Budge, 2017).  

Even though more older customer segments all over the world are actively using social 

media with every year, the audience of social networks and Web 2.0 is still considered to be 

young (25 to 44 years old) and is usually not as philanthropically minded as an older generation 

of museum visitors (Chung et al, 2014). Therefore, the museums are usually trying to reach a 

younger audience through social media, which is necessary for the future growth of the muse-

ums, and older audience through more familiar format of websites.  

The opportunities of Web 2.0 and the evolution of technology have blurred the division 

between the web visitors and real, onsite visitors (Johnson, Becker, Estrada & Freeman, 2015). 

Not only the real visitors are considered to be a part of museums’ customer segment: also “virtu-

al” visitors on the websites and social media are able to experience collection, learn and engage 

with museums, as well as “contribute meaningfully to the conversations about exhibitions and 

programming occurring in the physical space” (Johnsom et al., 2015), since social media plat-

forms along with websites, today can even substitute physical museum experience. That’s why 

the museums are striving to connect not only with specific audience, which could be interested in 

the museum experience and be a potential visitor, but to reach global audience all over the world, 

which would include different target groups.  

 

2.5. Conceptual model 

 

 Museums  

• Competitive market 

• Decline of visitors  

 

 

Museum experience 

• Museum experience 

• Before, during and after the visit 

• Engagement 

 

 

Strategic positioning 

• Differentiation 
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• Brand awareness 

 

 

 

Business model canvas 

Value proposition Customer relationship Channels Customer segment 

Personalization 

Interactivity: 

• Connecting 

• Sharing 

• Reviewing 

• Participating 

User-added value  

Social networking 

CRM 

Communication 

 

Museums’ websites 

Social media sites 

(Facebook, Insta-

gram)  

Wide range of media 

users 

Figure 2: Conceptual Model. The data collection and analysis were guided by this conceptual model.  

 

3. Methodology 

3.1. Case study approach 

In order to answer the proposed research question the study takes a qualitative approach, 

which implies that qualitative evidence from multiple sources was used. Qualitative methods an-

alyze the phenomena of social realities and focus not only on the facts and activities, but also on 

experiences, perspectives, emotions, impressions and views (Boeije, 2010; Strauss & Corbin, 

1998). For this study an in-depth observation of the museums websites is combined with the 

analysis of social media posts and additional documents, containing views and opinions of Social 

Media and Communication managers of the analyzed museums. Therefore, qualitative evidence 

collected from the multiple sources has to expand and generalize the theories, as well as to de-

scribe interventions in the real-world context (Yin, 2014). For this thesis the comparative case 

analysis of ten museums’ websites and social media channels (Facebook and Instagram) was 

conducted. 

As one of the possible methods of case studies, multiple case studies have been selected. 

The study focused on analyzing several cases on museums using Web 2.0 functionalities through 

their services. This analysis aimed to reveal how Web 2.0 features are used by the museums to 

reach various goals, including differentiation, and how it enriches overall museum experience of 

the museums’ audience online.  



	 32	

One of the strong sides of this research method is its ability to examine the case in-depth 

and investigate the social phenomena within its ‘real-life’ context (Yin, 2011). According to Yin 

(2009), “a case study is an empirical inquiry about a contemporary phenomenon, set within a re-

al-world context - especially when the boundaries between phenomenon and context are not 

clearly evident” (p. 18). Case studies closely examine the present cases and contemporary events 

and their dynamics. The exploratory nature of this research method allows to observe real-life 

situations with relation to previous literature and to see some patterns, which can contribute to 

the scientific discussion of this topic. Case studies approach allows shedding an empirical light 

(Yin, 2014) on particular theoretical concepts. Through analytical generalization it is possible to 

see patterns, which can further be investigated in other concrete cases or situations.  

While one of definitions by Schramm (1971) focuses on case studies as an observation of 

set of decisions: “why they were taken, how they were implemented and with what result”, case 

studies can include ‘individuals’, ‘organizations’, ‘processes’. This thesis focuses on case studies 

of museums as businesses, and observes the museums’ value propositions, customer relation-

ships, customer segments and channels, namely websites and social networking sites.  

This research method is a suitable approach for the chosen research question for several 

other reasons. First, the study aims to understand and analyze a rather new concept of Web 2.0 

features within the museum experience. Moreover, according to Yin (2014), case study method 

is often used to address the explanatory research questions, such as questions, which begin with 

‘How’ and ‘Why’. Finally, Yin (2012) believes that a case study is an appropriate research 

method when the investigator has little or no control over the events or situations, which are be-

ing examined.  

3.2. Case selection  

For the current study a multiple-case design was chosen with total amount of ten cases. In 

contrast to other research methods, the number of the cases in case studies is smaller due to the 

more depth and extent of details for each case. The chosen number of cases increases the confi-

dence in the study’s findings. At the same time, the higher amount of cases might not allow deep 

and rich investigation due to the time limitations (Rowley, 2002).  

The cases were selected from the most famous worldwide museums due to the fact that 

they implement Web 2.0 tools on their websites, actively use social networking sites and, there-

fore, provide more evidence of the museums using Web 2.0 functionalities. The selection crite-

ria, according to which the cases were chosen among other museums, is the level of popularity 

among users of the museums’ social media pages. The museums were selected from those, who 

have the biggest following base on Instagram and Facebook (at least 100,000 followers). This 

selection provided us with the data on museums, which have the best practices of engaging users 
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on the museums’ official social media pages, involving them in participation and co-creation. 

The popular platforms Facebook and Instagram are taken as a measure to define some of the 

most successful museums in terms of social media management. Therefore, 10 museums from 

USA (4), United Kingdom (3), France (2) and the Netherlands (1) were selected.  

The following table outlines the ten cases, which were analyzed:  

 
Table 1: Case Selection 

Museum Number of likes on Face-

book (approximate) 

Number of followers on 

Instagram (approxi-

mate)  

Rijksmuseum  334,000 142,000 

The Louvre 2,3 million 1,1 million 

The British Museum  1,3 million 818,000 

LACMA 323,000 597,000 

The Met Museum  1,8 million 2 million 

Tate 1,1 million 1,7 million 

Guggenheim 790,000 1,4 million 

The MoMa 1,9 million 2,8 million 

V&A Museum 581,000 527,000 

Centre Pompidou  635,000 428,000 

 

3.3. Data collection 

Principles of data collection during the case study are supposed to ensure the validity and 

reliability of the research. Multiple sources of evidence and chain of evidence ensure the triangu-

lation, meaning that every conclusion and finding is based on several sources of information 

(Yin, 2014). When the data is triangulated, it develops convergent evidence and strengthens the 

validity.  

As long as Web 2.0 functionalities exist in all kinds of forms and types in this study dif-

ferent channels and forms of its existence and distribution were analyzed. The data was collected 

through observation of different channels and additional documents, such as articles, reports and 

interviews. The three main channels of observation that were used are the museums’ websites, 

their Facebook pages and Instagram accounts. Multiple sources, such as the museums’ blogs, 

news articles, annual reports and interviews were examined in order to get information on how 

the museums differentiate visitor experience through Web 2.0 features. This research was carried 
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out with support of Rijksmuseum, which was able to provide access to additional information on 

the subject.  

The following table (Table 2) consists of all the recourses that were used, which include 

various documents, articles, blogs and the observed websites and social media pages, in order for 

a triangulation of the data to be achieved:  

 
Table 2: Data collection 	

Case Theme Document 
Type Source 

Rijksmuseum Value propo-
sition 

Video file Roope, N. [Rijksmuseum]. (2012, November 8). 
Rijksstudio Digital Innovation Think Tank [Vid-
eo file]. Retrieved from: 
https://www.youtube.com/watch?v=5MzgijfLV-
E  

Rijksmuseum  Value propo-
sition 

Article  Pivec M., Kronberger A. (2016, September). 
Virtual Museum: Playful Visitor Experience in 
the Real and Virtual World. VS-Games 2016: 8th 
International Conference on Virtual Worlds and 
Games for Serious Applications, Barcelona. Re-
trieved from:	
http://toc.proceedings.com/32039webtoc.pdf  

Rijksmuseum Value propo-
sition 

Article  Pijbes, W. (2015). Netherlands: The Battle for 
Beauty in a Virtual World: How Museums Can 
Profit from the Digital Revolution. Uncommon 
Culture, 6(2), 138-145. 

Rijksmuseum  Channel Website  https://www.rijksmuseum.nl  
Rijksmuseum  Channel Social 

network-
ing site 

https://www.instagram.com/rijksmuseum/ 
See Appendix A, page 87-88 for complete over-
view 

Rijksmuseum  Channel Social 
network-
ing site 

https://www.facebook.com/rijksmuseum  
See Appendix A, page 102-103 for complete 
overview 

Louvre  Channel Website  http://www.louvre.fr  

Louvre  Value propo-
sition 

Online 
campaign 

http://www.tousmecenes.fr/en/the-campaign  

Louvre  Channel Social 
network-
ing site 

https://www.instagram.com/museelouvre/  
See Appendix A, page 84-86 for complete over-
view 

Louvre  Channel Social 
network-
ing site 

https://www.facebook.com/museedulouvre/  
See Appendix A, page 98-100 for complete 
overview 

British Muse-
um 

Value propo-
sition 

Article  Spiliopoulou, A. Y., Mahony, S., Routsis, V., & 
Kamposiori, C. (2014). Cultural institutions in 
the digital age: British Museum’s use of Face-
book Insights. Participations, 11(1), 286-303. 

British Muse- Value propo- Article  Blooloop. (2015, December 11). The Digital 
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um sition/ Chan-
nel 

Transformation of The British Museum. [Online 
article] Retrieved from: 
https://blooloop.com/features/the-digital-
transformation-of-the-british-museum-2/  

British Muse-
um 

Channel Website http://www.britishmuseum.org  

British Muse-
um 

Channel Social 
network-
ing site 

https://www.facebook.com/britishmuseum/  
See Appendix A, page 92-93 for complete over-
view 

British Muse-
um 

Channel Social 
network-
ing site 

https://www.instagram.com/britishmuseum/ 
See Appendix A, page 80-81 for complete over-
view 

Museum of 
Modern Art 

Channel Website https://www.moma.org  

Museum of 
Modern Art 

Channel Social 
network-
ing site 

https://www.facebook.com/MuseumofModernAr
t/  
See Appendix A, page 100-102 for complete 
overview 

Museum of 
Modern Art 

Channel Social 
network-
ing site 

https://www.instagram.com/themuseumofmoder
nart/  
See Appendix A, page 88-90 for complete over-
view  

Museum of 
Modern Art 

Value propo-
sition 

Article  Museum Revolution. (n.d.). MoMA and the Art 
of Social Media. [Online article]. Retrieved 
from: http://museumrevolution.com/moma-art-
social-media/  

Museum of 
Modern Art 

Value propo-
sition 

Blog arti-
cle 

Armstrong, J. (2016, August 1). Sorting 
through moma.org. [Blog article]. Retrieved 
from: https://medium.com/digital-moma/sorting-
through-moma-org-52c2d5ecdfb0  

Museum of 
Modern Art 

Value propo-
sition 

Blog arti-
cle 

Armstrong, J. (2015, May 19). Agile Evaluation: 
User Testing and the Feedback Loop for the Re-
design of MoMA.org. [Blog article]. Retrieved 
from: 
https://www.moma.org/learn/moma_learning/blo
g/agile-evaluation-user-testing-and-the-
feedback-loop-for-the-redesign-of-moma-org  

Los Angeles 
County Muse-
um of Art 

Channel Social 
network-
ing site 

https://www.instagram.com/lacma/  
See Appendix A, page 83-84 for complete over-
view 

Los Angeles 
County Muse-
um of Art 

Channel Social 
network-
ing site 

https://www.facebook.com/LACMA  
See Appendix A, page 95-96 for complete over-
view 

Los Angeles 
County Muse-
um of Art 

Channel Website www.lacma.org  

Los Angeles 
County Muse-
um of Art  

Value propo-
sition 

Article The Webbys. (2016, December 1). Lucy Re-
doglia Social-Media Manager LACMA. [Online 
article]. Retrieved from: 
http://webbyawards.com/news/lucy-redoglia-
social-media-manager-lacma/  

Los Angeles Channel/ Article  Hannon, K. (2016, October 28). Museums, the 
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County Muse-
um of Art 

Value Propo-
sition 

New Social Media Darlings. The New York 
Times. Retrieved from: 
https://www.nytimes.com/2016/10/30/arts/desig
n/museums-the-new-social-media-
darlings.html?_r=0  

Guggenheim Channel Social 
network-
ing site 

https://www.instagram.com/guggenheim/ 
See Appendix A, page 82-83 for complete over-
view  

Guggenheim Channel Website https://www.guggenheim.org  
Guggenheim Channel Social 

network-
ing site 

https://www.facebook.com/guggenheimmuseum/ 
See Appendix A, page 103-105 for complete 
overview  

Guggenheim Value Propo-
sition 

Blog arti-
cle 

Kleger, L. (2016, April 20). Meet the New Gug-
genheim.org. [Blog article]. Retrieved 
from:https://www.guggenheim.org/blogs/checkli
st/meet-the-new-guggenheim-org 

The Metropoli-
tan Museum 

Channel Social 
network-
ing site 

https://www.instagram.com/metmuseum/ 
See Appendix A, page 86-87 for complete over-
view  

The Metropoli-
tan Museum 

Channel Social 
network-
ing site 

https://www.facebook.com/metmuseum/  
See Appendix A, page 97-98 for complete over-
view 

The Metropoli-
tan Museum 

Channel Website www.metmuseum.org  

The Metropoli-
tan Museum 

Value propo-
sition 

Website/ 
Blogs 

Kong, C. (2015, October 14). Experiencing the 
Met in Social Media. [Blog article]. Retrieved 
from: http://www.metmuseum.org/blogs/digital-
underground/2015/experiencing-the-met-in-
social-media  

The Metropoli-
tan Museum 

Channel Blog Post  Sreenivasan, S., Tallon, L. (2016, February 29). 
A Fresh Digital Face for The Met. [Blog article]. 
Retrieved from: 
http://www.metmuseum.org/blogs/digital-
underground/2016/fresh-digital-face-for-the-met  

The Metropoli-
tan Museum 

Channel Blog Post  Sreenivasan, S., Tallon, L. (2015, October 22). 
Next Steps in the Met's Digital Evolution. [Blog 
article]. Retrieved from: 
http://www.metmuseum.org/blogs/digital-
underground/2015/next-steps-digital-revolution	

The Metropoli-
tan Museum 

Value propo-
sition 

Blog Post Ambar, n.d. (2016, August 9). The Art of Social 
Media with Kimberly Drew. [Blog article]. Re-
trieved from: 
http://www.metmuseum.org/blogs/teen-
blog/2016/the-art-of-social-media  

The Metropoli-
tan Museum 

Value propo-
sition 

Blog Post Tallon, L. (2017, February 7). Introducing 
OpenAccess at The Met. [Blog Post]. Retrieved 
from: http://www.metmuseum.org/blogs/digital-
underground/2017/open-access-at-the-met  

Tate Channel Social 
network-
ing site 

https://www.instagram.com/tate/  
See Appendix A, page 90-91 for complete over-
view  
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Tate Channel Website www.tate.org.uk/visit/tate-modern 
 

Tate Channel/ Social 
network-
ing site 

https://www.facebook.com/tategallery/  
See Appendix A, page 105-107 for complete 
overview 

Tate Value propo-
sition  

Article  Stack, J. (2013). Tate Digital Strategy 2013–15: 
Digital as a Dimension of Everything', Tate Pa-
pers, 19. Retrieved from: 
http://www.tate.org.uk/research/publications/tate
-papers/19/tate-digital-strategy-2013-15-digital-
as-a-dimension-of-everything  

Tate Value propo-
sition 

Blog Stack, J. (2013, November 5). Art Maps and the 
museum as platform. [Blog article]. Retrieved 
from: http://www.tate.org.uk/context-
comment/blogs/art-maps-and-museum-platform  

Tate Channel Website Tate (2016, June). Welcome to the new Tate 
website. [Website update] Retrieved from: 
http://www.tate.org.uk/welcome-new-tate-
website  

Tate Channel  Website  Tate. (n.d.) Tate Digital Strategy Update 2016 – 
2017. [Blog Article] Retrieved from: 
http://www.tate.org.uk/about/our-work/digital  

Victoria and 
Albert Muse-
um 

Channel Social 
network-
ing site 

https://www.instagram.com/vamuseum/ 
See Appendix A, page 91-92 for complete over-
view 

Victoria and 
Albert Muse-
um 

Channel Social 
network-
ing site 

https://www.facebook.com/victoriaandalbertmus
eum/ 
See Appendix A, page 107-108 for complete 
overview 

Victoria and 
Albert Muse-
um 

Channel Website http://www.vam.ac.uk/ 
 

Victoria and 
Albert Muse-
um 

Value propo-
sition 

Article Grincheva, N. (2015). ‘The World Beach Pro-
ject’ Going Viral: Measuring Online Influence—
Case Study of the Victoria and Albert Online 
Museum Project. Journal of Creative Communi-
cations, 10(1), 39-55.  

Victoria and 
Albert Muse-
um 

Value propo-
sition 

Article  Price, K. (2016, April 21). The new V&A web-
site – the inside story. [Blog article]. Retrieved 
from: http://www.vam.ac.uk/blog/digital-
media/the-new-va-website-the-inside-story  

Centre Pompi-
dou 

Channel Social 
network-
ing site 

https://www.instagram.com/centrepompidou/ 
See Appendix A, page 81-82 for complete over-
view 

Centre Pompi-
dou 

Channel Social 
network-
ing site 

https://www.facebook.com/centrepompidou.fr/  
See Appendix A, page 93-95 for complete over-
view 

Centre Pompi-
dou 

Channel Website https://www.centrepompidou.fr  
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3.4. Operationalization  

The theory-driven thematic approach was taken for this study. The goal of the theoretical 

sampling is to choose the cases, which can extend the existing theory (Eisenhardt, 1989). There-

fore, the cases for the case study method are not selected randomly, but are chosen purposefully. 

Based on the theory, the research design analyzes various resources, including documents, inter-

views, which are combined with observation (Rowley, 2002). The same evidence from different 

sources of data enables to see a pattern and ensure the confidence in the finding.  

The data is observed though conceptual model based on four Business Model Canvas 

blocks: value proposition, customer relationship, customer segment and channels. The conceptu-

al model is applied to the selected cases in order to compare the existing theory with real-life 

practices and see if the patterns are created or if the theoretical knowledge can be expanded. The 

official websites of the museums, as well as official pages on Facebook and Instagram are ob-

served: all the observations are supported with screenshots. In conjunction with these channels, 

documents, such as articles, reports, museums’ blogs and interviews are used in order to develop 

empirical knowledge. Value proposition elements are analyzed thought in-depth observation of 

websites, analysis of Facebook and Instagram pages and external documents. Customer relation-

ship is analyzed through websites observation, customer segment is researched through websites 

and social media posts observation and channels are analyzed through observation.  

3.5. Case study template 

	
Table 3: Operationalization  

Value propo-

sition 
Operationalization 

Personalization 

	

Websites observations 

Personalization of the website experience allows users to change it according to 

their specific needs and preference. The main websites of the museums were 

observed in order to identify what elements can be customized or adjusted by 

the users to make their experience of the website more personal. Elements, such 

as creating personal account and personal gallery, tagging images as favorites, 

creating personalized tours were observed.  

Interactivity 

orientation 

	

Websites observations 

Interactivity orientation was estimated according to the ability to adjust or in-

teract with the content on the website through interactive elements, which are 

divided into four categories, based on the research done by Capriotti et al., 

(2016). 
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Connecting: Connecting implies the presence of registration and subscription 

to newsletter forms. 

Sharing: Sharing is analyzed through the presence of such tools as 

tools/buttons for tagging, linking and sharing information to external sites, in-

cluding social networking sites. 

Reviewing: Reviewing is indicated through ability to leave comments and sug-

gestions, presence of the guestbook, polls. 

Participating. Participating is analyzed through an ability to make donations, 

participate in games and conversations with others users.  

User-added 

value  

 

Websites observations; external websites and documents 

To indicate the ability for users to create content the museums’ websites, Face-

book and Instagram pages were observed. The websites were observed to indi-

cate the ability to create a personal gallery, upload files and share them with 

other users within the website. Specific projects of the museums and articles 

about them were also examined.  

User-added 

value 

Facebook and Instagram pages observations  

For each case 20 Instagram and 20 Facebook posts which reached a certain 

amount of likes (the benchmark was chosen for each case separately due to big 

variation for each platform and museum) and which were posted from 1st of 

January 2017 until the moment of data collection were coded to see if the con-

tent created by the users is used by the museums or if the museums motivate 

the users to add value to their pages by creating photos. 

Social net-

working 

	

Relevant documents 

The presence of the museums on social networking sites was estimated: the rel-

evant articles, which included interviews with social media managers, were ob-

served in order to detect the importance of social media presence.  

	
Customer re-

lationship 
Operationalization 

Customer rela-

tionship man-

agement  

Website observations 

Based on the customer relationship management framework by Winer (2001), 

the museums are observed for loyalty programs and online members groups, 

which potentially build a community of the visitors. The museums’ websites 

were observed to distinguish if the users have a possibility to get a membership 

or partnership with the museum, if these membership groups have their sepa-
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rate websites or communities on social media pages, created by the museum.  

Communication Facebook posts and reviews observations  

The museum communication is believed to be an important element of strate-

gic positioning. Facebook, as a commonly used channel for communication 

between organizations and their customers was observed to detect, whether the 

museums use it to engage users in conversations, motivate them to create con-

tent and interact with each other. The same 20 posts from Facebook were ob-

served for comments of the museums in order to see how frequently users’ 

questions are answered and what is the content of the questions and answers.  

10 latest (on the moment of data collection) reviews from the Facebook review 

section of each case were also analyzed to understand the feedback from the 

customer side and the content of their questions, suggestions and complaints. 

The reaction of the museums to these posts was also observed.  

	
Channels Operationalization 

Websites 

	

Website observations and relevant documents 

Research has shown that the museums have started to implement various Web 

2.0 tools on their website in order to engage the audience in a long-term rela-

tionship with the museum. Different social functionalities of the websites can 

help the museums to differentiate themselves. Therefore, the websites of ten 

museums are observed and compared between each other to identify whether 

the museums have started implementing the most modern Web 2.0 functionali-

ties. More specifically, the websites, together with the evidence from relevant 

documents and articles, were observed to detect, if the websites have been ren-

ovated in the past several years.  

Facebook 

	

Facebook page observations 

The content of Facebook posts was analyzed in order to detect, what kind of 

information the museums deliver. The 20 Facebook posts which reached cer-

tain amount of likes (the benchmark was chosen for each case separately due to 

big variation for each platform and museum) and which were posted from 1st 

of January 2017 were analyzed to indicate whether the content is categorized, 

whether the hashtags are being used and whether different triggers, such as 

questions for the users or motivations are used or not. The analysis, therefore, is 

aimed to detect whether the content is educational, is related to internal and ex-

ternal museums affairs and if it delivers relevant and useful information to the 
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users.  

Instagram 

	

Instagram page observations 

Instagram, which has been gaining more and more popularity in the recent 

years (Budge, 2017), is frequently used by organizations to create and spread 

awareness. Therefore, Instagram pages were analyzed to detect how the muse-

ums create awareness through hashtags and content. The 20 Instagram posts, 

which reached certain amount of likes (the benchmark was chosen for each 

case separately due to big variation for each platform and museum) and which 

were posted from 1st of January 2017 were analyzed to indicate whether the 

content is categorized, whether the hashtags were used and whether different 

triggers, such as questions for the users or motivations were used or not. The 

analysis, therefore, is aimed to detect whether the content is educational, is re-

lated to internal and external museums affairs and if it delivers relevant and 

useful information to the users.	

	
Customer 

segment 
Operationalization 

Wide range of 

media users  

Website, Facebook and Instagram observations  

The extent to which the content on the social media pages and the museums’ 

website provided is customized to the needs and interests of diverse groups of 

users is analyzed. More specifically, the websites are observed to see whether 

information for different groups of visitors (e.g. families, children, schools) is 

available and whether the museum offers virtual activities for these groups (for 

instance, sections, designed specifically for kids). Facebook and Instagram 

were observed to detect posts, which were specifically orientated for particular 

target groups.  
 

 

3.6. Data analysis 

The analysis of the data in the comparative studies focuses on pattern matching process: 

an analytical technique, through which the evidence from cases is compared between each other 

and the theories (Yin, 2014). The selected sources are analyzed and the conceptual template 

serves to answer particular questions through these multiple sources of evidence.  

The units of the analysis for each section of the case template were compared between 

each other. More specifically, either the museums’ websites, Instagram and Facebook pages and 
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posts or the museums documents were analyzed and compared with each other for every separate 

section of value propositions, customer relationships, customer segments and channels. Through 

this the triangulation was achieved since multiple data collection methods and analysis tech-

niques are combined to strengthen the results of the studies and conclusion.  

The study aims to validate the evidence found, based on the conceptual framework and 

the propositions, which were developed through the theoretical research.  

The replication logic was used for the cross-case search for the patterns. Similarities and 

differences for each case were observed through the comparison of the ten cases between each 

other. These similarities and differences were identified through thematic analysis in order to 

examine themes across cases. Through the thematic analysis applied through the case template, 

the insights from different data evidence were collected.  

Consequently, through thematic analysis a pattern-matching logic was implied to com-

pare empirically based pattern and predicted, theoretically based, pattern. Cross-case synthesis 

was applied in order to see whether the cases replicate or contrast with each other, whether they 

produce similar results or contrasting results. The results indicate how the theoretical proposi-

tions were demonstrated across the cases and whether the evidence corresponds to the theory 

used.  

 

4. Results 

	
The overall research is aimed to provide a better understanding of how museums can stra-

tegically use social features of Web 2.0 to differentiate themselves by offering new museum ex-

periences. In order to investigate this question in its depth, the study also made an attempt to de-

tect how museums empower the users to produce user-generated content, how it is used to create 

brand-awareness and social networking sites are used to contribute to the new experience of the 

visitors. Ten cases of the museums with best social media practices were chosen to search for the 

patterns, which could validate theoretical propositions.  

The research was based on the part of the Business Model Canvas, more specifically val-

ue propositions, customer relationship, channel and customer segment, created and described by 

Osterwalder & Pigneur (2010). Therefore, the analysis was built on these four sections, accord-

ing to which the data was collected and systemized. The process of the research was divided into 

four stages: firstly, the websites of the museums were observed, secondly the social media chan-

nels, namely Facebook and Instagram were observed in general; then 40 posts from these social 

networking sites and 10 users’ reviews for each case were analyzed; finally, the additional doc-

uments, such as news articles, museums’ blogs articles, strategy documents and annual reports, 
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interviews and external channels were analyzed.  

Furthermore, after all the data for each case were collected, all of the cases were com-

pared between each other in order to detect the differences and similarities in patterns and 

themes. This comparison makes an attempt to give the reader a further understanding of the ways 

the museums use Web 2.0 social functionalities on their websites and social media channels to 

enrich the users experience. 

 

4.1. Value Propositions  

4.1.1. Personalization  

Personalization of the visitor’s experience outside and inside of the museum creates addi-

tional value for the users. Since the current study analyzed the websites of the museums, the pos-

sibility of website customization before and after the visit was indicated. Personalization can be-

come a key factor for creating a one-time experience Wecker, Kuflik & Oliviero (2013) and ex-

panding it to a lifelong one. Once the user has established a personalized account or created a 

gallery with his favorite works on the website, he might be more eager to return again and again, 

eventually integrating the museum into every day life.  

Personalization and customization are one of the vital elements of Web 2.0: in order to 

enrich visitor’s experience they have to be easy to use and understandable. The museum’s web-

sites were analyzed to detect elements of customization, which could be used to extend the expe-

rience after the visit and inspire the users before the visit.   

The outcome of the analysis showed that all of the museums have at least one element of 

personalization. All of the museums can be divided into three groups according to the amount of 

opportunities for personalization. 

First group consists of six museums (Rijksmuseum, The Louvre, Los Angeles County 

Museum of Art, The Metropolitan Museum of Art, Tate and Centre Pompidou), which allow us-

ers to personalize the page and customize the content to the greatest extent. All of these muse-

ums give users an opportunity to create a personal page either through email or social media ac-

count (Facebook and Google+). The personal account is used to allow users to mark their favor-

ite pages, save and edit content (including the events, which can be saved through iCalendar and 

email services), communicate with the museum and other users and sign-up for the newsletter. 

More specifically, Louvre only allows users to bookmark pages for a faster access from the per-

sonal profile. LACMA’s website visitors can have a personal page and save images from the dig-

ital collection to the gallery, however, some functions of the website are not working properly: 

as a matter of fact it was not possible to save any of the images to the gallery. The personal page 
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of the Metropolitan Museum (“My Met”) is mainly used for communication with other users 

through comments, which can only be posted once a user is registered and signed in. The per-

sonal account of Centre Pompidou mainly exists to allow visitors to buy tickets, follow the status 

of the orders and stay informed.  

The most advanced personalization was achieved by the Rijksmuseum and Tate. Both 

museums not only allow users to create a personal account, but once singed in, users also can 

create and change their personal gallery (in Rijksstudio), an album or showcase, which can be 

either private or public (in Tate Albums).  

 

 

 
Figure 3: Personalization features, which allow users to edit and upload content (Screenshot 1: Rijksmuseum web-

site; Screenshot 2: Tate website).  

 

Rijksmuseum has a personalized element implemented as a part of the game. For in-

stance, tool named “Master Matcher” in the Rijksstudio allows users to create a personalized set 

of images, based on the users’ answers in the quiz. Based on the questions, such as “Holidays! 
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What will it be?” and answers “On-beach”, “Bees and trees”, “Gimme culture”, “Big splash”, 

“Off road” and “Let it snow” the website creates a set of images of the art objects, that the user 

matches with. The “Master Matcher” set can be shared with other users through Facebook and 

Twitter. 

The second group of the museums includes The Museum of Modern Art, Centre Pompi-

dou and Guggenheim. Even though none of them allow users to have a personal account, their 

websites can be customized for the people with disabilities and special needs. More specifically, 

the website of MoMa can be adapted to people, who experience eyes problems: website has a 

feature of using high-contrast text, which can be accessed from every page. The website of Cen-

tre Pompidou provides personalization for people with special needs. This personalization is 

available through a special website, which can be accessed through the main site. This website 

exists only in French (automatic Google page translation was used for the analysis). It provides 

information about the museums, events, visit and accessibility, allows users to leave comments, 

and all of the elements can be personalized. For example, users can adjust the display of charac-

ters, colors and media (photos, videos, sounds). The website allows users with visual and hearing 

disabilities, as well as mentally handicapped visitors to prepare for the visit and also extend the 

experience by getting additional information about the museum, artists and art objects. It pro-

vides information about all the activities, which could be relevant for people with disabilities 

(sign-language tours, lip-reading tours, audio and “touch to see” tours, adapted tours for mentally 

handicapped), including the time of the event and access to the place. Additionally, this website 

does provide a possibility of registration, during which the user can subscribe for the newsletter 

with relevant customized information for a particular group of disabled visitors. The website of 

Guggenheim museum, unlike the website of the Centre Pompidou, cannot be adapted for the 

handicapped users, however, it does provide audio descriptions of most of the texts on the web-

site, which are available through Soundcloud for those who are blind or have low vision. 
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Figure 4: Customization features for handicapped users (Screenshot 1: Centre Pompidou website).  

 

The third group consists of the last two museums, namely British Museum and Victoria 

and Albert Museum, which have the least number or personalized elements, such as language of 

the page.  

 Finally, 6 out of 10 museums exist also in different languages, other than English. 2 of 

these 6, however, only provide the most significant information in the PDF format in several 

languages. The MoMa, which has English as its main and only language, however provides au-

dio-tours, available on the website, in 10 languages.  

Overall, the personalization elements do not only extend the experience by allowing users 

to create a gallery and, as a result, learn more about the museum’s art object; they also allow the 

wider audience to access information on the website by changing the language or adapting it for 

specific needs or impairments.   

 

4.1.2. Interaction orientation 

Interactive side of Web 2.0 is the key to establishing a dialog between the users and or-

ganizations (Wirtz et al., 2010). The interactive tools of Web 2.0, which are collaborative, multi-

directional and dialogical, allow museums and their visitors to connect, discuss and debate. Four 

levels of interactivity, proposed by Capriotti, Carretón & Castillo (2016), namely ‘connecting’, 

‘sharing’, ‘reviewing’ and ‘participating’, were detected in the process of observation of the mu-

seums’ websites. The outcome of the analysis indicated that all of the museums were interaction 

orientated, but not all of them provided the same level of interactivity.  
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Connecting functionalities, the most basic level of website-visitor interaction, are pre-

sented on the websites of 9 out of 10 museums. The main connecting tool is an email sign up, 

which exists either separately (usually, at the bottom of the page) or as a part of registration of 

personal account. The newsletter is provided in order to keep the visitors updated on the latest 

events, news, exhibitions and activities. Additionally, two museums (Guggenheim and LACMA) 

offer customized subscription: visitors can choose, which group they belong to or what kind of 

news they can get, for instance “What's Happening at the Guggenheim”, newsletter for “Visitors 

with disabilities” or specific topic: “Families”, “Talk and Courses”, “Educators” or “General”. 

All of the museums provide links to the official pages or accounts in social networking sites. 

Since social media today is an essential channel for every organization or company, the muse-

ums make sure to be connected to the most popular social networking platforms among users: 

Facebook, Twitter, Instagram, YouTube and Pinterest. Some of the museums also connect visi-

tors to their pages in Google+, Tumblr and less popular Dailymotion, Deezer, Soundcloud and 

Flickr. An outstanding example is MoMa, which offers users to connect through an external plat-

form Medium. Through this website visitors of MoMa are able to sign up for the museums’ blog, 

get updates and notifications about new articles and communicate with each other.  

Sharing, one of the key functions of Web 2.0, is available to a certain degree through the 

websites of all of the analyzed museums. 8 out of 10 museums allowed sharing of particular 

pages, such as events, exhibitions, collections, specific works of art mainly through three chan-

nels: Facebook, Twitter and Google+. Several museums also provided sharing buttons to other 

social platforms, such as Pinterest, Tumblr, Instagram and links to share content through email 

with individual users.  
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Figure 5: Interaction orientation: users are able to share images from the digital collection as well as pages about 

events and exhibitions (Screenshot 1: The Met Museum website; Screenshot 2: Tate website). 

 

Two museums stand out: Guggenheim and MoMa. Their sharing options are limited to 

just a few sections of the website or particular content. Guggenheim allows users to share only 

audio tours, verbal descriptions and other audio content provided through Soundcloud. MoMa 

encourages users to share blog posts and articles, which are incorporated on the website through 

the platform Medium. Every article from the museums’ Medium channel can be “liked”, book-

marked and shared through Facebook and Instagram. Unlike other museums, The MoMa website 

does not provide users with tools or buttons for sharing the images of the museum’s collection, 

exhibition or event information. One of the possible explanations for this is the necessity of legal 

written permission, which is required whenever the users want to “reproduce an image of a work 

of art in MoMA's collection, or an image of a MoMA publication or archival material” 

(https://www.moma.org).    

Reviewing functionality implies the possibility of users to leave feedbacks, comments 

and communicate both with other visitors and the museum itself. 6 out of 10 museums allow us-

ers to leave comments or feedback through websites’ message and comment boxes. The most 

common space for communication is museums’ blogs. V&A Museum, MoMa, LACMA, The 

Met and Tate give users a possibility of communicating with each other, commenting and leav-

ing reviews under blog’s articles and posts. Centre Pompidou only provides users with a mes-

sage box for a feedback in the “Contact Us” section. LACMA provides visitors with comment 

box under images from digital collection, however, in order to comment users need to be regis-

tered and signed in. It is important to note, that in the process of data collection this function did 

not seem to be working properly, and no comments of any other visitors were indicated. One ex-

planation of this is the obsolescence of the website and irrelevance of this function, especially 
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considering an existence of a separate website of the LACMA’s blog where users can comment, 

once registered and signed in.  

The appearance of the social networking sites made website communication less usable 

and, hence, less required by the users. Only two museums, The Met Museum and Tate, provided 

a modern, properly working reviewing and commenting functionalities. Both websites have been 

recently renovated and redesigned, which signalizes that the museums still see the necessity in 

this communication, mainly with the purpose of community building.  

 

 
Figure 6: Reviewing function. The users are able to leave comments and communicate with each other on the web-

site (Screenshot 1: Tate website, Screenshot 2: The Met website).  

 

Participating functionality is closely connected with co-creation and collaboration, how-

ever it doesn’t imply users to be able to change or add content. Participation forms on the muse-
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ums’ websites include online donations, group or individual games, quizzes, tests, interactive 

studying spaces. 

9 out of 10 museums provide users with a possibility to participate online by making a 

donation. While some museums make the donation button more explicit and visible on the web-

site, others keep it in the “support us” sections. Only Centre Pompidou does not provide users 

with an opportunity of online donation, instead offering visitors to become a member online. 

Louvre, British Museum, The Met and Tate offer participating experience through educational 

games. For example, both The Met and Tate have separate sections of the website, dedicated for 

kids (#MetKids and Tate Kids), which contain games, quizzes, interactive buttons, filters and 

other activities.  

 

 
Figure 7: Participating features, which allow users to play interactive games (Screenshot 1: The Met website; 

Screenshot 2: The Louvre website).  
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4.1.3. User-added value  

User-generated content is believed to enrich visitor experience mainly by increasing the 

sense of community among the visitors (Mancini & Carreras, 2010). Additionally, active in-

volvement of the users in content creation has knowledge dissemination as an ultimate goal. The 

museums, in their turn, can manage the user-generated content in different ways. It can be used 

to create awareness, reach new visitors, attract attention to campaigns, events and exhibitions.  

The analysis of museums’ websites, Facebook and Instagram was conducted in order to 

detect, how the museums encourage users to create content, what possibilities for co-creation 

and collaboration museums offer to the users and how the user-generated content is used and for 

which strategic purposes.  

Overall, 7 out of 10 museums encourage the creation of user-generated content. Other 3 

museums, MoMa, V&A and The Met have an experience of utilizing user-created content, how-

ever, no trace of current user-generated content usage has been detected in the process of the 

analysis.  

The website user-generated content is usually created through special Web 2.0 tools, such 

as a personal gallery. Rijksemuseum and Tate showed the best examples of how the personal 

gallery can be used and which option for creation it offers to the users. The Rijksstudio, a digital 

collection, which is available on the website of the Dutch museum, invites users to discover the 

collection in Rijksstudio and to make their own masterpiece. It gives an ability to create a per-

sonal gallery, where users can manage their own sets with images of the famous artworks. The 

idea behind Rijksstudio was to bring great paintings into people’s living rooms and make them 

interact with them. Nicolas Roope, the founder and creative director of Poke London, believes 

that “the more the museum encourages people to form relationship with those pictures by play-

ing and interacting with them, the more it strengthens visitor-museum relationship and increases 

the value, the quality and the richness of the experience” (Roope, 2012).  

Through Rijksstudio, users are also encouraged to download the images and get inspired 

to develop new products, digital and physical, with the artworks (Pivec & Kronberger, 2016). In 

order to encourage users to do so, the museum invented Rijksawards, an annual award, which 

inspires users to make and share artworks, which are based on the art objects and paintings, ex-

hibited in the museum, by using images from digital collection of Rijksstudio.  
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Figure 8: User-added value in a form of personal gallery on the website (Screenshot 1: Rijksmuseum website).  

 

Similarly to Rijksmuseum, Tate Gallery allows users to create personal and public al-

bums, where visitors can save artworks from the museum’s digital collection, combine them and 

share these albums through social media. Apart from Tate’s content, which can be added through 

the website, users can also upload their own content, thus making a unique set of images. Tate is 

also the only museum, which invites to co-create and collaborate not only adult visitors, but also 

younger groups: teenagers, young people and kids. Young users between 13 and 25 are encour-

aged to add their own content through Tate Collectives: Showcase, an “online portfolio platform 

for users to share art and ideas with Tate and other young creatives” 

(http://www.tate.org.uk/art/collectives). With this tool young people can share their art works 

with other young users and at the same time create a unique portfolio, inspired by the museum’s 

art collection. Additionally, users are invited to share and tell friends, in order to establish a 

“creative community”, which will be a “busy, active and inspiring space” 

(http://www.tate.org.uk/art/collectives).  
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Figure 9: User-added content in a form of a platform, where users can share their artworks (Screenshot 1: Tate web-

site).    

 

Another type of website content creation can be implemented through interactive games 

on the website. The opportunity to create and share an artwork through games is given to the 

kids: they can upload their artworks through the Tate Kids Gallery, as well as create them digi-

tally by using drawing tools on the website. Another example of user-generated content through 

website games is the campaign, launched by the Louvre on their website. The purpose of the 

campaign was to gain money for the Mastaba reconstruction. The website of the campaign was 

available in two languages and encouraged the visitors to help the Louvre to reconstruct the 

Mastaba chapel. The page included various interactive elements, such as a guestbook for the re-

views, educational information about the Mastaba in a video and text format, virtual tour and 

online donation tool. Website was also available in the mobile format. The museum made use of 

the user-generated content to attract attention to the campaign in an easy and entertaining man-

ner. A game #MyMastaba allowed users to create their “own” Mastaba by adding stickers and 

creating their unique image of the Mastaba. This image could be shared with others on the web-

site of the campaign and also through social media (Facebook and Twitter). The trigger was used 

for the users to participate in content creation: the creator of the best Mastaba was promised to 

have a chance “to follow in Akhethotep’s footsteps in Egypt” (http://www.tousmecenes.fr/en) in 

a trip for two people. The campaign was successful: it gained more than 500,000 euros from 

3773 donors and exceeded the goal by 35%. Therefore, user-generated content was one of the 

promotional tools to create awareness and make visitors donate money.   
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Figure 10: User-generated content in the form of online game, used by the museum to promote an online campaign 

(Screenshot 1: The Louvre website; Screenshot 2: The Louvre website).  

Both social networking sites, which were analyzed, have used user-generated content, 

however Facebook was used only by two museums: Rijksmuseum and Guggenheim. Rijksmuse-

um posted users’ sets from Rijksstudio with their names to encourage other users to create. Gug-

genheim used photos, which were posted in Instagram by the users as a part of #Frank-

LloydWrightFridays competition. Visitors were encouraged to enter #FrankLloydWrightFridays 

giveaway for a chance to win a Lego Guggenheim model. To participate users had to leave a 

comment under the post telling how the museum inspires them and why. These comments, ac-

companied by the photos, which were made by the visitors, were then posted on official Face-

book and Instagram accounts of the museum. This competition took place between 31st of March 

and 3rd of April 2017.   
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Instagram is the main social media platform for 6 out of 10 museums analyzed for getting 

and using user-generated content. The Louvre, British Museum, LACMA, Tate, Guggenheim 

and Centre Pompidou frequently repost photos, which were uploaded by the users to their main 

page for various purposes. For instance, as a part of promotion of a Hockney exhibition, Tate 

invited the users to share images or any content, inspired by the artist, through Instagram. One of 

the Instagram posts announced: “Share your original artwork with #HockneyInspired for the 

chance to have your image showcased in a Tate email newsletter!” Therefore, users’ images are 

not only shown through Instagram, but they also have a chance to appear in the museums’ news-

letter. On the moment of the data collection there were 1181 images posted with the hashtag 

#HockneyInspired.  

The Louvre appeared to be the museum, which used Instagram photos of the users more 

frequently than others. Centre Pompidou used users’ photos to create a beautiful layout, while 

British Museum encouraged users by saying “we really enjoy seeing all of your great snaps!” to 

tag the location for a chance to have their image reposted. Finally, LACMA used visitors’ photos 

to show the main attractions of the museum and tell about their history, give information about 

particular types of membership, wish users a good day or to inspire. Most of these photos were 

posted with a special hashtag #LACMAPlusYou, which allowed users to see more photos of 

each other (7381 photos could be found with this hashtags on Instagram on the moment of the 

data collection).  
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Figure 11: User-generated content is used by the museums in Instagram (Screenshot 1: LACMA Instagram post; 

Screenshot 2: Louvre Instagram post; Screenshot 3: British Museum Instagram post; Screenshot 4: Guggenheim 

Instagram post).  

 

4.1.4. Social networking  

 In order to analyze the social media presence, the museums’ pages on social networking 

sites were observed as well as relevant articles with insights from the social media managers. All 

of the analyzed museums had a strong social media presence. Based on the overall analysis, both 

Instagram and Facebook are successful in reaching wide range of audience. Half of the museums 

have a stronger presence in Instagram, rather than Facebook: LACMA, The Met Museum, Tate, 

Guggenheim, The MoMa. This might be explained by the fact, that these museums are more ori-

entated for the young audience.  

 LACMA, for example, has a strong presence on the platforms, which are more popular 

among young people: Snapchat and Instagram. In 2015 the museum gained 500,000 followers (it 

now has nearly two million across all of its platforms), reaching more than 89 million viewers 

(The Webbys, 2016). Some posts are able to reach more than three million people, which is 

much more than the annual number of actual museum visitors (1,4 million). According to the 

social media manager of LACMA, Lucy Redoglia, social media and Snapchat in particular be-

came the game changer for the museum, as it was able to not only reach the diverse audience 

around the worlds, but also to engage younger audience. For the museum it is also a way to gain 

brand recognition. Snapchat helped the museum to bring the collection to the phones of millen-

nials and teenagers. “Our strategy is to appeal to the younger audience to get the word out there 

about LACMA,” Lucy Redoglia said: “These are people who may not be interested in art right 

away, but might find a connection through something that we post” (The Webbys, 2016). LAC-

MA’s social media strategy bases on the idea, that artworks and the collection are meant to be 

interpreted and these interpretation broadcasted through storytelling tools, such as Snapchat, to 

reach different types of audiences.   
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According to the 2016-2017 digital strategy of Tate, the museum’s mission bases on ‘au-

dience first’ content strategy, which aims “to produce quality content that builds scale, particu-

larly for non-specialist audiences. This includes understanding the impact of the content, chang-

ing the types of content, providing multi-lingual content and increasing community engagement” 

(Tate, n.d.). The museum is doing it by reaching different audiences with different social media. 

A fresh approach to social media is demonstrated by The Met, which social media man-

agement is curated by young and innovative Kimberly Drew. The social media strategic “vision 

rethinks the ways in which users can interact and identify with the Museum's collection online” 

(Kong, 2015). Social media transforms museum experiences and connects the Met to its global 

audience. According to Drew the goal is to communicate “the beauty” of the collection. For the 

social media pages she chooses those images, which present spaces in the museum, and those 

artworks, which are interesting for the audience (Ambar, 2016). Similar approach is described by 

Kim Mitchell, the Chief Communications Officer at the Museum of Modern Art: “From the be-

ginning, our strategy has been to speak in conversational tone about our program, but not exclu-

sively, so we share interesting topics in the world of culture at large, and take the time to listen 

and respond” (Museum Revolution, n.d.).  

Apart from reaching bigger audience and communicating with it, one of the main func-

tions of the social media is brand awareness creation. Guggenheim gives a great example of how 

to promote the museum through social media. At the end of April Guggenheim partnered with 

The MoMa to launch the campaign #MuseumInstaSwap. All the museums, which participated in 

the campaign, were paired with each other. The purpose of the campaign was to visit partner’s 

museum and take photographs which resonate with their own collections, exhibitions, and 

themes and to post them with the hashtag #MuseumInstaSwap 

(https://www.guggenheim.org/news/museuminstaswap). Visitors were also invited to follow and 

interact by using the hashtag. 

 Overall, engagement of the audience with social media is unavoidable for the modern 

museums. According to Chris Michaels, Institution’s Head of Digital & Publishing in the British 

Museum, mobile and social networking sites is what “brings and connects the audience outside 

to the audience inside the museum” (Blooloop, 2015). Engaging more people is possible by 

adapting the website to mobile phones, by using social media and by making interesting content 

for the audience, which wants to consume it.  
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4.2. Customer Relationships 

4.2.1. Customer relationship management 

Web 2.0 features allowed companies and organizations to build stronger relationships 

with their customers through various tools and techniques, such as newsletters and direct emails, 

customization and personalization, customer service, frequency/loyalty programs, rewards pro-

grams, and community building. More specifically, membership programs engage users in active 

contribution and repeated visiting, and also build a community of the visitors, both online and 

offline. The sense of belonging to a particular group of members gives visitors a personal experi-

ence of belonging to the “family” (Winer, 2001). 

From the observation of the websites, it was found that all the websites include member-

ship cards, which can be bought or ordered online, either through online form on the website it-

self or through email. Most of the memberships offered similar things, such as access to private 

events and rooms, free admission, special guide tours and workshops, magazines, discounts in 

the shop and cafes. 7 out of 10 museums use Web 2.0 features to create an online bond with the 

members. 3 out of 10 museums (The MoMa, V&A, The Met and Guggenheim), for example, 

provide a special newsletter, customized for the members of the museum. It contains information 

about special events and their date, and information about other benefits of the membership 

cards.  

Other museums offer different customized features. The Louvre provides its members 

with an access to the website designed specifically for them, which updates the members about 

the new acquisitions, publications and information about the benefits and renovation of the 

membership. LACMA has a special mobile app, The Mobile Member Card, a free app for 

LACMA members, aimed to replace the traditional plastic membership card. Tate, which offers 

general users to have a personal account, incites the museum member to log in with a special, 

membership account. Once signed in, visitors can upgrade and renew their membership and sign 

up for Members e-bulletin. The Met Museum invites its members to follow a special Instagram 

account, specifically made for the Met Members. Even though the account is open for everyone 

to follow, the content aims to show an inside of membership at The Met. It updates the followers 

about special events, dates of the member previews and posts photos from various member 

events. Part of the Guggenheim’s website is designed for the members: it provides information 

about upcoming events and even uploads photos of the members from different events, which 

can be seen in the gallery.  

These Web 2.0 functionalities prove theoretical propositions of Winer (2001): such fea-

tures, as separate log in, separate sections of the website, dedicated to the members, and even 
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separate social media channels, include visitors in a closer relationship with the museum, not on-

ly offline but also online.  

 
Figure 12: Membership opportunities offered by the museums online (Screenshot 1: The Louvre website; Screen-

shot 2: The Met website). 

 

4.2.2. Communication  

Social media communication, as a part of social CRM, is one of the main tools for dialog 

between an organization and the users (Heller Baird & Parasnis, 2011). Its main goal is creating 

a feeling of loyalty and building a social community. While most of the users originally might 

visit the social media page only for general information, reviews or latest news, engagement 

through communication may result in a feeling of connection and build a strong museum-visitor 

relationship.  
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The overall analysis showed, that most of the museums (8 out of 10) are using Facebook 

as a tool for communication with members. The Louvre turned out to be the most active museum 

in terms of communication: 5 out of 20 observed posts had an answer from the museum in the 

comment section. The answers provided users with information about paintings and artworks, 

tickets for the museum, opening of the rooms and contained links to additional information on 

the website. However, all the questions were answered in French, which certainly can limit the 

audience, which can be reached with these answers. Additionally, a few of the analyzed Face-

book posts invited users to share their opinion and personal experience. The reviews section of 

the page was also used by the museum to connect with the audience and answer their requests 

and suggestions. For instance, one of the negative reviews, which expressed dissatisfaction with 

the help of the museum’s stuff, received an answer from the museum with several links to visitor 

trails, museums’ app and website and a suggestion to the visitor to be their own guide. Another 

negative review received an apology (however it was done in French, even though the review 

was in English). Similar outcome was found in the analysis of Centre Pompidou social media 

communication. Two out of 20 posts showed communication between user and the museum, one 

of the answers being in French. Interestingly, one user, whose comment was left without an an-

swer, asked the museum to post content in English. The fact that most of the content is posted in 

French doesn’t allow the museum to attract more users.  

  
Figure 13: The museums communicate with their visitors through Facebook (Screenshot 1: The Louvre Facebook 

page; Screenshot 2: Centre Pompidou Facebook Page).  

 

Rijksmuseum is also quite active in answering users’ questions: 4 out of 20 posts con-

tained museum-visitor communication in the comment section. Similarly to the Louvre and Cen-

tre Pompidou, Rijksmuseum provided most of these answers (3 out of 4) in Dutch. The answers 

focused on visiting information, events, exhibitions and tours. Another way to engage visitors in 

the conversation is by asking questions about users’ opinion or plans (“Which [festival] are you 

going to attend?”; “What’s your favorite book?”; “What book are you reading at the moment?”). 
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The users react to the questions through sharing personal information about them. Tate Gallery 

engaged users even more: 8 out of 20 analyzed posts contained questions about users’ interest in 

particular exhibitions (“Which exhibition are you most excited to see?”), their personal prefer-

ences and ideas (“How would you describe Giacometti's work?”) and level of interaction with 

the museum (“Have you signed up to Tate emails yet?”). With these questions the museum in-

vites users to share their thoughts on particular matters (“Tell us one place you'd love to travel 

to”) and to provide valuable feedback. 

Similarly, the British Museum keeps the communication going with the visitors by plac-

ing questions in the post, which could spark the conversations (“Are you celebrating today? 

What are your Easter traditions?”) This museum also provided replies in the comments sections. 

One reply focused on the objects, which can be bought in the shop; the other one was to thank 

the user, who pointed on the museum’s mistake. 

Communication with the users of The Met and Guggenheim was relatively weak, since 

the analysis showed that only one question out of 20 posts received a reply, which were ana-

lyzed. Three museums, namely LACMA, the MoMa and V&A museum did not demonstrate an 

ongoing communication with the visitors. However, V&A, in fact, provided one answer, but to 

the complaint, which was written in the reviews section. The visitor was dissatisfied with the 

work of the Members support, and the museum apologized and provided more information on 

the matter.  

The analyses showed that the review section of the Facebook could be a valuable source 

for a users’ feedback. Among positive and negative comments about general matters, such as 

exhibitions, collection, stuff work and facilities, some of the visitors provided museums with 

useful suggestions about improvement of the museums’ work (for example, bigger font in the 

legends of the artworks in the museum or more audios for more pieces of art). Additionally, as 

the example with V&A shows, some visitors tend to post their questions and complaints in the 

reviews section. Reacting to these negative reviews can be a great opportunity for the museum to 

provide better proactive webcare.  

4.3. Channels 

4.3.1. Websites 

 Channels play the crucial role in delivering value propositions to the customers (Oster-

walder & Pigneur, 2010). For the museums, websites and social networking sites play the main 

role in delivering their value propositions to the visitor. The purpose of this section was to see, 

whether the websites are modern enough to deliver all of the most contemporary Web 2.0 fea-

tures and functionalities. 
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 The outcome of the analysis showed, that most of the museums (7 out of 10) pay close 

attention to delivering all the functionalities in the most modern and updated format. These mu-

seums, except for the Louvre, LACMA and Centre Pompidou have re-launched their websites in 

the past one to four years. Frequent website renovation is a necessity in the competitive market 

of the Web, and the museums can use their websites as a distinctive feature to differentiate them-

selves from the propositions of the competitors.  

 The analysis of the websites and additional sources showed, that the majority of the mu-

seums focused on renovation and re-launching of their websites in 2015 and 2016. Rijksmuse-

um, out of all the museums analyzed, was the first one to update the website to the current digital 

demand of the users. Rijksmuseum was one of the first museums, which made their collection 

available digitally. In 2013 150,000 high-resolution images of the art works were introduced to 

the visitors on the website. This digital collection was made available to allow the users to create 

their own sets of images and even print them on canvas, on a laptop cover, as wallpaper or eve-

rywhere they want to (http://www.branddialogue.eu/cases/rijksmuseum/). Additionally, the web-

site was adapted for different digital devices, such as tablets and mobile phones. After the re-

launch, the number of visitors doubled compared to the previous website. Today the website is 

highly interactive and connected with external social networking sites, such as Facebook, Insta-

gram, Twitter, Pinterest.  

 The Met “refreshed” the website in 2016, which was a part of their digital strategic goals 

(Sreenivasan & Tallon, 2015). These goals are focused on placing The Met's venues “on equal 

digital footing”, making the platform responsive and mobile, and achieving “consistency in all of 

the materials and communications” (Sreenivasan & Tallon, 2016). Tate announced the new web-

site in June 2016. Similarly to the Rijksmuseum and The Met, Tate’s priority was to make the 

website work across all the devices, since 36% of the traffic came from mobiles and tablets 

(Tate, n.d.). Identifying visitors’ three main desires (learning and understanding art, finding out 

what’s on and planning a visit) led to the simplification of the website’s navigation. The main 

reason for updating the website was “to create rewarding experiences before, during and after a 

visit” (Tate, n.d.).  

V&A, which re-launched its websites in 2016, had reputational and commercial reasons. 

According to the information from V&A blog “each visitor to the museum makes a contribution 

– a.k.a. profit, if we were in the commercial world – which is made up of exhibition tickets, café 

and shop sales. Based on this figure, the museum modeled what different increases in conversion 

might look like, and this helped make the case for further investment in our digital infrastruc-

ture” (Price, 2016). 
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 The overall goal for all of the museums, which recently updated their websites, is well 

expressed by Chris Michaels, Institution’s Head of Digital & Publishing in the British Museum: 

“the time has come where a museum and digital feel right together” (Blooloop, 2015). The Brit-

ish Museum, which is undergoing a transformation, from being a physical place to becoming 

digitally connected, uses a lot of interactive elements, such as virtual tours, which are available 

through Google Maps and are integrated in the museum website. Website gives users an oppor-

tunity to build the British Museum in the computer game Minecraft, shows interactive, clickable 

3D models of archaeological artifacts, which can be rotated and zoomed. 

 There was no evidence of a recent website renovation found regarding three museums: 

The Louvre, LACMA and Centre Pompidou. Even though all of them contained necessary for 

the visitor information about the visit and the collection, the infrastructure and the functionality 

was outdated. For example, The Louvre offers users to share content to MySpace, which is no 

longer used by most of the modern web users. LACMA allows users to create a personal gallery, 

but none of the functionalities work (adding to the gallery, commenting or tagging). As for the 

Centre Pompidou, the navigation on the website is difficult and even though the content is avail-

able in three languages, every time the page is reloaded, the language settings return to French. 

 

4.3.2. Facebook  

 Facebook is used by the companies and organizations not only for communication with 

their customers, but also for content delivery. The following section focuses on Facebook as a 

way for the museums to deliver content. 

 Based on the analysis of the posts, all of the museums have more or less the same tactic. 

Most of the posts deliver educational content and the latest news about upcoming exhibitions and 

events. Some of the museums also include information about tickets, opening hours and dis-

counts for the special groups of the visitors.  

All of the museums showed presence of educational content to some degree. For exam-

ple, most of the educational posts on the Louvre’s page contained information about the painters, 

art objects and the links to more information about the artwork on the website. The British Mu-

seum had a special category for some of the posts, which contained information about historical 

figures and important events in the history: these posts we tagged with a hashtag #onthisday. 

Similar format is used by Guggenheim museum: posts that deliver educational information fre-

quently start with “Born on this day”. These posts talk about famous people in the history (with-

out focusing specifically on art). Another format, which is chosen to deliver educational infor-

mation is video: LACMA posts video guide tours around the museum, The MoMa introduces 
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video content through hashtag #ArtSpeaks, which is used with the videos of the museum staff’s 

talks and Centre Pompidou posts video content from the museum’s YouTube channel, which is 

accompanied by short description or an artist’s quote. The Met often presents content in the for-

mat of storytelling: most of the posts lead to the blog articles and the text of the posts gives read-

ers a hint. It is often a short story behind an art object, a quote from the artists or an insight about 

the process of the work. The focus of Facebook strategy is grasped in one of the posts: “Sound 

artist, master storyteller, <...> whose popular podcast animates the Met’s American Wing and the 

Museum at large, interrogating the collection to draw out the revealing secrets and stories of the 

art”. Similar strategy can be seen in Tate’s posts. They deliver interesting and less known infor-

mation about art works and artists in a form of a story or a quote from the artists themselves. 

 
Figure 14: Educational content delivered through Facebook page (Screenshot 1: British Museum Facebook post; 

Screenshot 2: Guggenheim Facebook post).  

 

 While all of the museums also include information about events, exhibitions, tickets and 

opening hours, internships and live tours, V&A mainly focuses on promotion posts, rather than 

educational content. 11 out of 20 analyzed posts were dedicated to the two ongoing exhibitions: 

they revealed secrets and the most interesting objects of the exhibitions, invited users to book 

and buy tickets ahead and provided a link. One post promoted activities for the family, another 

one invited users to check out the Twitter tour, which shows the gallery’s highlights.  

Based on the analysis, all of the museums included links to their websites or other pages 

in the social networking sites. Three museums, namely the Louvre, Centre Pompidou and Rijks-

museum, also post information in the languages other than English. While the Louvre includes 

French text and its translation to English, two other museums mix posts. Centre Pompidou’s Fa-

cebook page has a prevailing number of posts in French, which can seriously limit the amount of 
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the users and visitors, who would like to get some information from the page. For the Rijksmu-

seum it is the other way around: most of the posts (19 out of 20) were written in English. 

 

4.3.3. Instagram  

 Instagram, which in the last years has become one of the most popular social networking 

platforms, is used by the museums to deliver content. Unlike Facebook, Instagram is not fre-

quently used for communication; it is more often used by brands and organizations to create 

awareness and reputation. Apart from that, following the social mission, the museums try to im-

plement also educational element in their social media. According to the interview with Kim 

Mitchell, Chief Communications Officer at the Museum of Modern Art, “for young people who 

get their art preferences delivered instantly via an Instagram feed, the prospect of planning a trip 

to a museum can be daunting” (Museum Revolution, n.d.). Therefore, delivering an experience 

that “starts with the artistic object, performance, film or installation, but also encourages learning 

beyond looking” can help people “to understand the social, political and historical context as 

well as the aesthetic” (Museum Revolution, n.d.). 

 While most of the analyzed museums post similar (or even the same) content to their 

pages both on Facebook and Instagram, the last one has its certain distinctions. For instance, 

hashtags serve not only as a way for the museums to make posts searchable to the bigger audi-

ence; they also can serve as a method of differentiation. While the name of the museum itself is 

an obvious hashtag, some of the museums also create their own hashtags for different categories 

of posts.  

 LACMA used its main art object, “Urban Light”, to create a name for a hashtag, which 

was taken over by the users. The visitors can share pictures of themselves on their accounts, us-

ing the hashtag #202lights. As it is explained by Lucy Redoglia, Social-Media Manager of 

LACMA, usage of the artworks in Instagram is a “great way to connect with at least one large 

segment of our audience—particularly those who skew younger. It lowers the “intimidation fac-

tor traditional art history might have, and provides an easy entry point for people whose interests 

may not fall squarely in the visual art realm” (The Webbys, 2016). 

 The Met, which also creates hashtags for special events (#MetGala, #MetWinterParty) 

and even special visitor groups (#MetKids, #MetTeens), uses them to attract attention to their 

mission. One of the posts, for example announces the #MetWinterParty, which “supports com-

munity engagement initiatives, cultural festivals, and the mentoring program at The Met, which 

reflects the Museum's mission of serving the widest possible audience in a spirit of inclusive-

ness”. 
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 A special hashtag is created by Centre Pompidou #LeCentrePompidouVuParVous: it is 

used to mark all of the user-generated photos (translation: Centre Pompidou seen by you). 

Hashtags can also be used to attract attention to a campaign or competition. Victoria and Albert 

Museum posted the hashtag #prixpictetcompetition with a post, encouraging users to participate: 

“Tell us in a comment what is your favourite shot of those we posted for #prixpictetcompetition 

on Instagram for a #chancetowin a free exhibition catalogue, tote bag and an exclusive tour of 

the exhibition with V&A Senior Curator of Photographs and Prix Pictet jury member Martin 

Barnes”. 

 
Figure 15: Instagram hashtags are used by the museum for user engagement (Screenshot 1: V&A Instagram post).  

 

 Two of the museums (The British Museum and Centre Pompidou) show that Instagram 

can be used to create visually attractive layout. Both of the museums post photos is a certain 

way, to create a layout of 3 photos in a row, which are united by the same style or theme.  

 The content analysis of the posts in whole showed that the content is often very similar or 

identical to Facebook. Rijksmuseum uses Instagram for educational content, as well as the Brit-

ish Museum and The Met. However, The Louvre, unlike on Facebook, focuses on user-generated 

photos, information about opening hours. Most of the analyzed photos have short caption, which 

regularly wishes users a good weekend, nice day and invites them to spend it in the museum.  

 Similarly to Facebook, Instagram posts of the museums deliver information about exhibi-

tions, events, and working hours and promote products from the museums’ shops.  
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4.2. Customer segment  

4.2.1. Wide range of media users 

 With the appearance of Web 2.0 the potential audience of the museum has grown. Today 

the museums strive to target not only those, who would make a physical visit to the museum, but 

also those, who might not be a frequent museum visitor. Learning about art outside of the muse-

um has become a new tendency for the modern museums, which provide users with rich before 

and after museum experience.  

 Although all of the museums provide information about facilities and programs available 

for different segments of customers (families, educators, kids, teens, people with disabilities), 

only some of them actually provide online features for specific groups of customers. 

 All the websites to a certain degree contain information for disabled people about the fa-

cilities accessible in the museum and the tours specifically orientated for blind and partially 

sighted, learning disabilities and autism, dementia, deaf and hearing loss. While Rijksmuseum, 

for instance, provides information only for the visitors with limited mobility, Tate includes in-

formation about bringing a guide dog (which can be provided with drinking bowls), touch tours 

for blind and visually impaired visitors, tours and facilities for deaf and hearing impaired. Free 

talks and workshops are also available for mental health service users, homeless people, adults 

with learning difficulties and ESOL refugee groups. Guggenheim and Centre Pompidou went 

even further and included content adapted and orientated for the visitors with limitations. Gug-

genheim offers an interesting feature, a set of the videos for deaf people, which serve as guides 

for the Thannhauser collection and are displayed in American Sign Language. 

 Websites of all the museums contain information about special tours and events for kids 

and teens, however only 3 out of 10 museums include interactive and educational content orien-

tated specifically for kids. The Louvre offers younger visitors amusing videos mostly about ad-

venturous tales, in the form of cartoons. By pressing on the cartoon images young users can ac-

cess information about historical facts, pieces of art and famous people. This section, which is 

entitled “Tales of the museum”, consist of around 50 educational videos. The learning section of 

the Met website has information for kids and families, such as #MetKids, which is made for and 

by kids. This digital feature lets children learn through special videos and articles and get in-

spired. Tate Kids section of the Tate’s website is designed for young audience of the museum 

and includes interactive and entreating content in a form of games, quizzes, and videos. 
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Figure 16: Customer segmentation based on the age of the visitors (Screenshot 1: The Met website; Screenshot 2: 

Tate website).  

 

 2 out of 10 museums also offer specialized information for young adults and teenagers.  

The Met offers them special classes, internships and events and also an official group on Face-

book, where users can communicate and learn the latest news. The teen blog on the website of 

the Met provides teenagers with a place for exchanging ideas and talking about art. Tate museum 

offers young visitors their own space in the form of Tate Collective: Showcase and groups on 

social networking sites, such as Facebook, Tumblr, Twitter, and Instagram. On Tumblr, a popu-

lar social networking site among teenagers, the museum creates a space for young people to ex-

press themselves, share their ideas about art and create a community. Apart from the main Insta-

gram channel, members of Tate Collective have an Instagram account @tatecollectives. The ac-

count frequently uses user-generated content created by Tate collective members, as well as 

works of art from showcases of young people. This way the museum creates a space for teenag-

ers to communicate, exchange ideas and create. The British Museum offers articles and infor-
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mation about the activities that will be displayed in the museum, as well as workshops designed 

with support of Samsung specifically orientated for teenagers. 

 Other notable segments of the visitors, which the museums include, are students and edu-

cators. The Met addresses the college students and former graduates, who have a separate Face-

book group, with internship opportunities and special events (The Observant Eye). The British 

Museum website has the section Teaching History with 100 Objects, which provides several pic-

tures of multiple interesting objects with little pieces of information attached to them from mu-

seums across UK with support from the British Department for Education. 

 The analysis showed, that sometimes, the main Instagram channel of the museum can 

also be used to target particular segments of the visitors. One post on Instagram was specifically 

dedicated to military personnel and their families and invited them to visit the museum for free: 

“We are proud to offer free admission to all active-duty military personnel and their families as 

part of #BlueStarMuseums, a collaboration among the @NEAArts, @BlueStarFamilies, the De-

partment of Defense and more than 2,000 museums across the United States”. Another post in-

formed Mind's Eye program, for visitors with visual disabilities: “This gallery tour for visitors 

who are blind or who have low vision explores the work of #AnickaYi, the 2016 recipient of the 

Hugo Boss Prize, and an artist who engages multiple senses in her work”. Therefore, the analysis 

shows that Instagram, apart from the general visitors, also targets the minor, specific groups of 

the visitors. 
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5. Conclusion  

The starting point of this study was the evidence from the scholars that the Web 2.0 ap-

pearance and growth has tremendously changed the relationship between the museums and the 

visitors. An increasing role of the visitor in the online dimension as an active participant and 

contributor in the meaning-making process forced the museums to align their strategic position-

ing with their demands. Additionally, the museums of the 21st century faced the conditions of 

highly competitive market of the growing number of other leisure activities, which resulted in 

the museums dealing with the decrease in the number of visitors (Burton & Scott, 2003; Kotler 

& Kotler, 2000). 

The desire to maintain the museums’ audience and establish long-term relationships with 

the visitors, who no longer consider themselves passive actors (Mancini & Carreras, 2010) and 

expect more than just expert knowledge of the museum, requires the museums to reposition 

themselves in a way that the visitor would feel involved in communication and participation 

(Pulh & Mencarelli, 2015). The theoretical proposition of Falk & Dierking (1992) about the ex-

pansion of the visitor experience before and after the actual visit became feasible for the muse-

ums with the variety of Web 2.0 features, which the museums can offer. Through personaliza-

tion, interactivity and co-creation the museums can reach the audience and make themselves, 

traditional-seeming institutions, seem less intimidating (Wong, 2012). One of another important 

aspects of building long-term relationships became strategic media communication through so-

cial networking sites. Apart from serving as a tool to engage the visitors in content creation pro-

cess and participation, SNS became one of the main channels for customer relationship man-

agement.  

The theoretical framework of this thesis suggests that Web 2.0 features of the museums’ 

websites and social media pages can differentiate the experience, which the museums can offer 

to the actual and virtual visitors. Therefore, this thesis posed the following research questions: 

How can museums strategically use social features of Web 2.0 to differentiate themselves by of-

fering new museum experiences? Additionally, three research sub questions have been posed: (i) 

How can museums use Web 2.0 social features to develop and offer new value propositions?; (ii) 

How can museum use Web 2.0 social features to enrich museum-visitors relationships? and (iii) 

How do museums use social networking sites and museums’ websites to deliver content and tar-

get different users’ segments? 

The case analysis provided several interesting findings, which revealed the strategic op-

portunities for the museums in terms of differentiation through Web 2.0 features. The evidence 

collected from the different sources allowed to answer the research questions.  
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Based on the theoretical framework created by Wirtz et al. (2010) the research analyzed 

the value propositions, which affect business models and can improve the museums’ strategic 

positioning. These Web 2.0 factors include personalization, interaction orientation, user-added 

value and social networking. The analysis and comparison of the cases has confirmed that the 

museums apply these functionalities following the same pattern. It was revealed that all of the 

museums provide at least one of the afore-mentioned value propositions through Web 2.0 func-

tionalities.  

It was found that the personalization feature, which was available in at least one form on 

all the websites, allows users to connect with the museums on a more personal level and creates 

a lifelong instead of a one-time experience (Wecker, Kuflik & Oliviero, 2013). The most basic 

personalization allowed users to create an account for saving their favorite pages or signing up 

for newsletter; the most advanced personalization was shown by the two museums, which en-

hance the users’ website experience through personal gallery and content creation options. Cus-

tomization of the technical parameters for people with limited abilities was available on the web-

sites three of the museums. This feature allows the museums to reach and engage wider audience 

by satisfying special needs of people with impairments.   

Interaction orientation was observed through all of the museums’ websites. However, not 

all of the levels of interactivity proposed by Capriotti et al. (2016) were present on every web-

site. While the theoretical propositions indicate the importance of interactivity orientation for 

successful establishment of communication with the visitors (Capriotti et al. 2016; Barreda et al., 

2016), even the most successful museums do not implement all of the available levels of interac-

tion online. The current study identified the same tendency, which was indicated in the research 

of Mancini and Carreras (2010) and Capriotti, Carretón & Castillo (2016): the museums in Unit-

ed States and Europe are gradually improving interactivity on the website. While almost all of 

the museums provide functionalities such as newsletter subscription, links to social networking 

sites and ability to share content, only few of them allow website communication and reviewing. 

This might be connected with social networking sites becoming the major platforms for muse-

um-visitor and visitor-visitor communication.  

User-generated content (or user-added value), one of the most determinant features of 

Web 2.0, is implemented and used by more than half of the analyzed museums. While theoretical 

propositions of Mancini & Carreras (2010) and Capriotti et al. (2016) prove the significance of 

personal galleries and website content creating as a user-added value tool, no theoretical evi-

dence was found for Instagram being the main channel for the museums to stimulate user-

generated content. The cases comparison and analyses have identified the main reasons for the 

museums to use user-generated content: awareness creation, reaching new visitors, attracting at-
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tention to campaigns, events and exhibitions. The presence of personal galleries increases inter-

action of the visitors with art (and results in knowledge dissemination); it strengthens visitor-

museum relationship and increases the value, the quality and the richness of the experience. The 

case of Tate Collectives: Showcase also indicates that user-generated content through website 

allows users to express themselves through creativity and inspiration. While only two museums 

used Facebook as user-generated content source, Instagram, a social networking platform for us-

er-created photos, is used by more than half of the museums to activate visitors, promote special 

events and exhibitions, show the main attractions of the museums and tell about their history, 

and give information about particular types of memberships. 

The evidence from the case analyses has shown that social networking sites, which have 

been proven to be a valuable communication, knowledge and information delivery channel 

(Chung et al., 2014), is what «brings and connects the audience outside to the audience inside the 

museum» (Blooloop, 2015). Half of the analyzed museums have a stronger presence in Insta-

gram, rather than Facebook: this might be explained by the fact, that these museums are more 

orientated for the young audience. This is confirmed by the social media manager of LACMA, 

Lucy Redoglia, who mentioned that social media pages, which are orientated for the younger 

audience (such as Instagram and Snapchat) could connect with even those, who might not be in-

terested in art. 

Regarding the customer relationship approach, all the websites provided CRM features, 

more specifically membership, which could be ordered or bought online. However, only a few 

museums’ websites demonstrated CRM settings, which build the online community and give the 

users a personal feeling of belonging to an elite or closed group (Pulh & Mencarelli, 2015). 

Three museums, The Louvre, Tate and Guggenheim, have a special segment on their websites, 

dedicated to the members, which includes separate log in, customized information about events 

and membership benefits. Additionally, one museum (The Met) even has a separate Instagram 

account for MetMembers with latest news and programs for the members. 

Strong customer relationships depend not only on the loyalty programs, but also on 

communication, which can be established through social media (Capriotti, 2013). While many 

users might visit social media pages of the museums only for the reviews or latest news, en-

gagement through communication may result in a feeling of connection, build strong museum-

visitor relationships and also help the museums provide proactive webcare (Winer, 2001). The 

analysis of the museums’ Facebook posts showed that the majority of the museums communi-

cate with the visitors both by engaging them in the conversation through the post messages and 

answering the questions in the comment section. Two museums also showed the presence of re-

active service in the reviews section of the Facebook page. Review section is mainly used by the 
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visitors for suggestions and opinion sharing, but also for expressing dissatisfaction and com-

plaints. Two museums, namely Victoria and Albert Museums and The Louvre, respond to the 

visitors’ requests, by providing links to the website or apologizing for dissatisfactory experience. 

Both social networking sites and the museums’ websites analyzed from the perspective of 

experience delivery channels provided interesting findings. The analysis of the websites and rel-

evant documents confirmed theoretical propositions by Pallud & Straub (2014): usability and 

visual aesthetics of the website can trigger stronger interest in the museum and its collection. 

This theory is supported by the fact that most of the analyzed museums have re-launched or 

modernized their websites in the past few years. By updating the functionality and usability, as 

well as the design, the museums such as The Met, MoMa, Tate, V&A and Guggenheim can dif-

ferentiate themselves from those competitors, whose Web 2.0 features do not function in a prop-

er way. As for the social media channels, most of the museums deliver similar or even identical 

content through their official pages on Facebook and Instagram, with the exception of aforemen-

tioned user-generated content. Most of the posts, both in Facebook and Instagram deliver educa-

tional content and latest news about upcoming exhibitions and events. Some of the museums al-

so include information about tickets, opening hours, discounts for special groups of the visitors, 

products from the museums’ shops and even internships. The main difference of Instagram 

posts, compared to Facebook ones, is their pithiness. Most of the museums include Instagram 

native features, namely hashtags, in the captions of the images in the posts to mark particular 

events and exhibitions. The usage of hashtags can be considered to be a way to deliver content to 

bigger audiences by making it searchable, but also a tool to create brand awareness. The evi-

dence from the interview with Kim Mitchell, Chief Communications Officer at the Museum of 

Modern Art, shows that the content delivered in Instagram, can encourage younger audience 

learning beyond looking, especially when for them “the prospect of planning a trip to a museum 

can be daunting” (Museum Revolution, n.d.). 

The evidence from the analyses has indicated that the museums’ segmentation has 

changed with an expanding role of the visitor. While the research (Chung et al., 2014) assigned 

the average museum visitor with an elevated socio-economic status, the demographic boundaries 

of the virtual visitors have been blurred (Johnsom et al., 2015). This proposition was proven by 

the presence of online activities and information for various groups of media users on the muse-

ums’ websites, including parents, kids, teenagers, young adults, educators and visitors with disa-

bilities. 

To sum up, the findings of this study show that well-designed and usable websites as well 

as social media pages can provide new before and after experience to the contemporary users. 

These channels are crucial for the museums’ goal of developing long-term relationships with the 
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visitors. The museums are able to achieve their strategic goals by providing personalized, inter-

active and collaborative experience for the visitors across several platforms.  

The findings highly correspond to the theoretical framework of this research as they 

demonstrate that Web 2.0 features can be integrated by the museums as new value propositions. 

Modern, accessible and up-to-date Web 2.0 functionalities allow museums to establish stronger 

museum-visitor relationships and differentiate themselves on the market of leisure activities by 

providing education and entertainment in a digital format.  

 

5.1. Limitations and Further Research  

This research aimed to see the strategic opportunities of using Web 2.0 functionalities on 

the museums’ websites and social networking sites in order to deliver new experiences to the 

contemporary visitors. Several limitations of the research need to be mentioned.  

First of all, since the study aimed to focus on the best practices, based on the popularity 

of the museums in the social media, only North American and European museums were repre-

sented in the research. Therefore, this is one of the limitations, which can be perceived as a 

ground for the future research and include also Asian, Australian, South American and African 

museums.  

Secondly, during the analysis, some of the minor limitations were met, such as content of 

the posts, which existed in other languages than English. For this purpose, online translation was 

applied, which might have distorted the meaning, but should have not influenced the results of 

the research in general.  

The third limitation is connected with the channels, which were chosen for the analysis of 

the social media content. For the purpose of the study two of the most popular current platforms 

among users were chosen: Facebook and Instagram. However, other platforms, where the muse-

ums are presented and through which they deliver their value propositions were left out. Further 

research might focus on in-depth observation and content analysis of the platforms, such as 

Twitter, Pinterest, Tumblr and Snapchat, to compare the presence of the museums throughout 

different platforms.  

While the current research has taken the perspective of the museum from the business 

angle, the further research might focus on the users’ perspective. In this case, the in-depth inter-

views or survey might shed a light on the opinion of the visitors on Web 2.0 functionalities and 

their necessity for the visitors’ satisfaction.  
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Appendix A 

Social Media Posts references to all of the analyzed posts are presented in this appendix.  
 
Instagram  
 
Britishmuseum (2017, May 14). Mary Delany produced nearly a thousand of these exquisite 

works made from tiny pieces of coloured paper.  [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BUE-4zkD-qo/?taken-by=britishmuseum  

Britishmuseum (2017, May 11). In 1831 Hokusai created his famous series ‘Thirty-six view of 
Mount Fuji’  [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BT9fpdxjsAN/?taken-by=britishmuseum  

Britishmuseum (2017, May 6). The Staffordshire Hoard is the largest Anglo-Saxon hoard ever 
found in the UK [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BTv5aDtjsOn/?taken-by=britishmuseum  

Britishmuseum (2017, April 27). This brilliant photo taken by @v_square gives a great sense of 
how high the roof of the Great Court is [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BTYnYVrDrFv/?taken-by=britishmuseum  

Britishmuseum (2017, April 28). This Roman mosaic was made around AD 100, and would 
probably have decorated the floor of a dining room, along with other panels. [Instagram 
post]. Retrieved from URL: https://www.instagram.com/p/BTbktwYhBLw/?taken-
by=britishmuseum  

Britishmuseum (2017, April 20). Did you know the @natural_history_museum was once part of 
the British Museum? [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BTHdEoJjkU2/?taken-by=britishmuseum  

Britishmuseum (2017, April 19). Natural history objects were part of the British Museum for a 
very long time, having formed a significant part of our founding collection from 1753. [In-
stagram post]. Retrieved from URL: https://www.instagram.com/p/BTEvfa8DH5K/?taken-
by=britishmuseum  

Britishmuseum (2017, April 18). Happy birthday to @natural_history_museum, which opened in 
South Kensington #onthisday in 1881 [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BTCLTMeD17a/?taken-by=britishmuseum  

Britishmuseum (2017, April 16). A symbol of birth and renewal of life, these traditional hand-
decorated Easter eggs are from Romania. [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BS77FPZDhu0/?taken-by=britishmuseum  

Britishmuseum (2017, April 15). Is the Easter bunny bringing you anything nice? [Instagram 
post]. Retrieved from URL: https://www.instagram.com/p/BS5TxF3DCLm/?taken-
by=britishmuseum  

Britishmuseum (2017, April 14). The Easter weekend is one of the most important Christian hol-
idays.  [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BS2yoMhj8np/?taken-by=britishmuseum  

Britishmuseum (2017, April 11). This large hanging lamp for a mosque was made in İznik [In-
stagram post]. Retrieved from URL: 
https://www.instagram.com/p/BSwOlPsDReX/?taken-by=britishmuseum  

Britishmuseum (2017, April 6). Renaissance artist Raphael died #onthisday in 1520. [Instagram 
post]. Retrieved from URL: https://www.instagram.com/p/BSjUb2CDQvE/?taken-
by=britishmuseum  

Britishmuseum (2017, April 2). Trailblazing artist and scientist Maria Sibylla Merian was born 
#onthisday in 1647. [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BSYOOatjphc/?taken-by=britishmuseum  

Britishmuseum (2017, March 27). Thanks to all our 6.4 million visitors in 2016 for making us 
the leading visitor attraction in the UK for the 10th year running! [Instagram post]. Re-
trieved from URL: https://www.instagram.com/p/BSJlbL8jfzO/?taken-by=britishmuseum  
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Britishmuseum (2017, March 20). This delicate image by Hokusai was made around 1828 and 
the blue sky and blossoming flowers evoke the coming of spring. [Instagram post]. Re-
trieved from URL: https://www.instagram.com/p/BR3guINjb1c/?taken-by=britishmuseum  

Britishmuseum (2017, March 8). Our #InternationalWomensDay blog (link in bio)  [Instagram 
post]. Retrieved from URL: https://www.instagram.com/p/BRYdiQkDvbP/?taken-
by=britishmuseum  

Britishmuseum (2017, March 1). his is a superbly detailed close-up of an 18th-century astronom-
ical clock, photographed by @gervasio.perez. [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BRGAywzjzXE/?taken-by=britishmuseum  

Britishmuseum (2017, February 28). You’ve been taking some brilliant black-and-white photos 
around the Museum recently – we’re going to #regramsome of our favourites! [Instagram 
post]. Retrieved from URL: https://www.instagram.com/p/BRDx-zyDUfY/?taken-
by=britishmuseum  

Britishmuseum (2017, February 22). Today marks 30 years since the death of Andy Warhol [In-
stagram post]. Retrieved from URL: 
https://www.instagram.com/p/BQ0b7yLD4QH/?taken-by=britishmuseum  

 
Centrepompidou (2017, June 3). Vous avez des souvenirs embrumés de votre soirée ? [Instagram 

post]. Retrieved from URL: https://www.instagram.com/p/BU36cCbD3lX/?taken-
by=centrepompidou  

Centrepompidou (2017, June 2). #LeCentrePompidouVuParVous @ich.style [Instagram post]. 
Retrieved from URL: https://www.instagram.com/p/BU1J_OHjEIA/?taken-
by=centrepompidou  

Centrepompidou (2017, June 2). #LeCentrePompidouVuParVous @ich.style [Instagram post]. 
Retrieved from URL: https://www.instagram.com/p/BU1J813DGjk/?taken-
by=centrepompidou  

Centrepompidou (2017, May 29). Exposition à ciel ouvert [Instagram post]. Retrieved from 
URL: https://www.instagram.com/p/BUrWcePjPR-/?taken-by=centrepompidou  

Centrepompidou (2017, May 26). #LeCentrePompidouVuParVous @pedro_o_pinto [Instagram 
post]. Retrieved from URL: https://www.instagram.com/p/BUjKWT2D8Cq/?taken-
by=centrepompidou  

Centrepompidou (2017, May 26). #LeCentrePompidouVuParVous @olivia_gatt [Instagram 
post]. Retrieved from URL: https://www.instagram.com/p/BUjJ4DnjQfZ/?taken-
by=centrepompidou  

Centrepompidou (2017, May 19). #LeCentrePompidouVuParVous @lilclu #instarchi [Instagram 
post]. Retrieved from URL: https://www.instagram.com/p/BURKRUJD7_V/?taken-
by=centrepompidou  

Centrepompidou (2017, May 17). @ARTEfr et @Molecule_music monte le son au 
@CentrePompidou ! [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BUL9NrqDrsk/?taken-by=centrepompidou  

Centrepompidou (2017, May 15). Over hill and dale [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BUG09pFDq6f/?taken-by=centrepompidou  

Centrepompidou (2017, May 15). Over hill and dale [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BUG0u4Xjf6b/?taken-by=centrepompidou  

Centrepompidou (2017, May 12). #LeCentrePompidouVuParVous @distria #ExpoRoss-
Lovegrove [Instagram post]. Retrieved from URL: 
https://www.instagram.com/p/BT_SKwdjH82/?taken-by=centrepompidou  

Centrepompidou (2017, May 9). Dans un futur proche et selon les recherches que j’ai engagées, 
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Appendix B 

Table: an overview of the analyzed websites of the museums, which were you for data collection 

Case Website page Dates of data col-

lection 

References  

Rijksmuseum  https://www.rijksmuseum.nl  Captured from 15 

April to 18 April 

2017 

See Appendix 1 

pages 1-13 for 

complete overview 

The Louvre http://www.louvre.fr  Captured from 18 

April to 20 April 

2017 

See Appendix 1 

pages 18-31 for 

complete overview 

British Museum  http://www.britishmuseum.org  Captured from 25 

April to 28 April 

2017 

See Appendix 1 

pages 35-44 for 

complete overview 

Los Angeles Coun-

ty Museum of Art  

 

www.lacma.org 	 Captured from 5 

May to 7 May 

2017 

See Appendix 1 

pages 50-60 for 

complete overview 

Museum of Mod-

ern Art 

https://www.moma.org  Captured from 1 

May to 4 May 

2017 

See Appendix 1 

pages 65-76 for 

complete overview 

Tate www.tate.org.uk/visit/tate-

modern 	

Captured from 16 

May to 19 May 

2017 

See Appendix 1 

pages 82-94 for 

complete overview 

The Metropolitan 

Museum 

www.metmuseum.org 

 

Captured from 12 

May to 15 May 

2017 

See Appendix 1 

pages 100-110 for 

complete overview 

Victoria and Albert 

Museum  

 

http://www.vam.ac.uk/ 

 

Captured from 19 

May to 20 May 

2017 

See Appendix 1 

pages 115-123 for 

complete overview 

Centre Pompidou  https://www.centrepompidou.fr  Captured from 21 

May to 22 May 

2017 

See Appendix 1 

pages 127-135 for 

complete overview 

Guggenheim https://www.guggenheim.org 	 Captured from 9 

May to 11 May 

2017 

See Appendix 1 

pages 139-147 for 

complete overview 

 


