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1. INTRODUCTION

“The Internet is the fabric of our lives” (Castells, 2001: 1). This inspirational statement of Castells (2001) indicates that the Internet as the archetype of new media has become an integral part of everyday life. Its unique characteristics such as the global reach and its networked form influence all aspects of human activity as well as human activity influences the form of the Internet (Castells, 2001). As the Internet affects social, cultural and economic aspects of life, traditional institutions such as museums are not an exception.

This thesis examines the employment of the Internet possibilities in the museum field by focusing on three case studies. Three museums of different subjects in the Netherlands were selected as the sample of the present study. An art museum, a photography museum and an architecture museum compose the sample of the present research.

The main research question of the present study is: ‘how do museums exploit the interactive possibilities that the Internet offers?’ This research question was further developed into three sub-questions for the effectiveness of the research:

1. What are the interactive features provided in the museum websites and what possibilities do they offer to the user?

2. How does the subject of the museum influence the employment of interactive features on the museum website? 

3. What are the goals of the museum regarding the museum website?

Interactivity is the core concept of the research design of the present study. The operationalization of the concept of interactivity is based on academic arguments that consider interactivity “to be a central characteristic of new media” (McMillan, 2006: 206) as well as the “key advantage” of the Internet (Ha and James, 1998: 458). With the concept of interactivity as the core concept of the research design, the present study attempts to examine the employment of the Internet possibilities in the museum field.

The present study aims at examining the possibilities that museums offer to the visitors of their website as well as to reveal the impact of the subject of the museum on the employment of interactive features. In contrast to previous research in the museum field that focused on the usability of the museum websites, the present study focuses on the nature of the features present on the museum websites. 

The increasing importance of the museum in the contemporary environment that is marked by the prevalence of new media and the Internet, underlines the significance and social relevance of the present study. At the same time that the latest developments in new media encourage users’ creativity and participation, users confront an overload of information that is often of questionable quality. In an environment where users become producers on websites such as Wikipedia that continuously gain popularity as sources of information, museums can satisfy people’s “desire of stability and timelessness” that is generated by “the information overload and fast pace of digital revolution” (Marstine, 2006: 4).

The exploitation of the Internet possibilities in the museum field is urgent in order for the museums to become innovative institutions of knowledge and to reach their audience that has new needs and demands for online content. Prensky (2001) coined the term “Digital Natives” in order to describe generations that grew up with a computer in a new media environment. The “Nintendo generation” (Jones & Christal, 2002) has to be approached through new techniques that are related to the contemporary environment and not through anachronistic ones (Prensky, 2001). These observations of scholars highlight the necessity of the employment of the interactive possibilities in the museum field in order for museums to continue serving their social purpose.

In the continuously changing contemporary environment the role of institutions such as the museums that are traditionally assigned with the social purpose to promote culture for the benefit of the society (Burcaw, 1997) is crucial. The importance of the museum in the social environment is underlined by its educational, entertaining purposes as well as its potential to level social inequalities (Sandell, 2002) and to influence individual and collective identities (Hooper-Greenhill, 1992, Marstine, 2006, Kaplan, 1995).

The introduction of the Internet in the museum field generates both great opportunities and challenges for the museums. The academic discussion about the possibilities that the Internet offers in the museum field is concerned with the impact of the museum website on the museum in the physical dimension, on the experience of the visitors, the value of works of arts and exhibitions online as well as generally the role of the museum in society. Taking into account both the opportunities and challenges that the Internet poses in the museum field, museums have to make important decisions about the extent to which they should exploit the interactive possibilities of the Internet.

The results of the present research show that Dutch museum websites are quite innovative as they include a variety of different interactive features. The influence of the museum subject in the employment of interactive features was evident. The professional sphere was also found as a factor that affects the content of the museum website. Moreover, the results showed that museums have started employing highly interactive features that offer edutainment which is considered the main advantage of the museum experience. 

The present thesis is organized into five chapters. The first chapter is the introduction of the thesis. The second chapter presents the theoretical framework of the research. The main concepts of this study, that of the museum and the Internet, are defined and described. Moreover, the academic discussion about the opportunities and challenges that museums face in the employment of the Internet possibilities is also presented. 

The third chapter of the present thesis is that of methodology. In this chapter, the method and the research design of the present study are explained. The method and the sample chosen for the conduction of the research are presented. More specifically, the seven dimensional model of interactivity that was developed for the purposes of the research is described.

In the fourth chapter of the thesis, the results of the website content analysis and the expert interviews are presented and analyzed. More specifically, the chapter of results shows how museums employ interactive features in each of the seven dimensions of interactivity along with the professional opinions recorded during the interviews.

 Finally, the last chapter of the present study includes the conclusions drawn from the research. The research sub-questions as well as the main research question are answered. The limitations of the present study as well as suggestions for further research are also discussed.

The systematic examination of three Dutch museum websites elucidates the academic discussion about the opportunities and challenges that the Internet poses in the museum field as well as provides professional opinions about the subject. The present research can be considered as a useful contribution in a not so thoroughly examined and dynamic subject as that of museums and their employment of the interactive possibilities of the Internet possibilities. 

2. THEORETICAL FRAMEWORK

The focus of the present research is on how museums exploit the interactive possibilities of the Internet. Such subject entails the examination of two main concepts, that of the museum and that of Internet. Further on, the present study aims to examine how these two concepts come together as well as what are the opportunities and the challenges that museums face in the employment of the possibilities that the Internet offers.

Therefore, the theoretical framework is divided in three main sections. In the first section the role of the museum is discussed as well as its social role that underlines the importance and social relevance of the present study. Further on, the conceptualization of the museum as a communicator as well as the similarities and differences between the museum and mass media are presented, as they elucidate the challenges that the museums confront in exploiting the Internet possibilities. The second section of the theory concerns new media, the Internet, Web 2.0 as well as interactivity which is the core concept of the research design. The impact of the Internet on cultural participation is also examined.   Finally, in the last section of the theoretical framework, the concepts of the museum and the Internet come together in an academic discussion that refers to the opportunities and challenges that arise when museums employ the Internet possibilities. 
2.1. Museum defined: Curators, Exhibitions and the elites
According to the International Council of Museums (ICOM) a museum is “a non-profit making, permanent institution in the service of society and of its development, and open to the public, which acquires, conserves, researches, communicates and exhibits, for purposes of study, education and enjoyment, material evidence of people and their environment” (ICOM, 2010). The definition of ICOM is an inclusive one as it summarizes the social purposes of the museum in education and entertainment. Moreover, the importance of the museum in conservation of objects, research and scholarship is also presented in the definition. 

Van Oost (2003) criticizes the definition given by the ICOM for its linear and simplified approach towards the complexity of the museum and she points out that it is more focused into four functions of the museum: “the acquisition of a collection, the conservation of a collection, scientific research of the collection, and the communication of the collection” (Van Oost, 2003: 6). Van Oost also discusses that this last function of the museum that of the communication of the collections is the one that has the greatest importance today that museums have started exploiting the Internet. This thesis endorses Van Oost’s emphasis on the communication function of the museum as it is the one that is being challenged from the exploitation of the interactive possibilities of the Internet. This aspect of the museum will be further discussed in a following section where the museum is conceptualized as a communicator.
In order to start discussing the embracement of the Internet in the museum field, it is crucial to first examine the unique characteristics and the constitutive elements of the museum. An important aspect of the museum is the professional sphere that refers to the people who work in the museum and influence with their practices and their opinions its form and generally the museum experience. Unfortunately, the professional museum practices were not observed or recorded in the past as museums in general were not adequately examined as other fields like media or schools (Hooper-Greenhill, 1992). Hooper-Greenhill (1992: 3) argues that this lack of research in the cultural and professional aspects of the museum resulted in “a failure to examine the basic underlying principles on which current museum and gallery practices rest, and a failure to construct a critical history of the museum field”. In the present research, the examination of the professional sphere was found essential as it is an integral part of the museum that influences decision making in important museum matters such as the exploitation of the interactive possibilities of the Internet.
Another constitutive part of the museum that is affected by the introduction of the Internet in the museum field is the museum exhibition. Exhibitions are a vital part of the museum that generally employ components such as objects either created by humans or found in nature (Kaplan, 1995). Exhibitions are not randomly composed but they are the result of scholarship, research and they are constructed in a way to communicate ideas through the human senses with the most important the visual (Kaplan, 1995). The importance of the exhibitions rests on the fact that they are the product of scholarship and research as well as they are the point of contact between the museum and its audience. Their form and presentation influences the perceptions of the visitors about the world and about themselves (Marstine, 2006). Therefore, the discussion about the opportunities and challenges that the museum faces with the introduction of the Internet also concerns the future and the form of the museum exhibition.
The examination of the museum and its constitutive parts should not be done separately from the social context as museums and society continuously influence each other. Kaplan (1995: 38) suggests looking at museums in a holistic and anthropological approach as “social institutions, as arenas in which political messages in the broadest sense are displayed, conveyed and converted into meaning by museum professionals and the audiences who view and review them”. Further on, exhibitions can be considered as political arenas where powerful social groups contest for dominance which can be challenged by the emergence of new groups that also wish for social power (Kaplan, 1995). Elites have always employed the objects and collections to legitimize themselves in the social environment. In that sense, museums can provide this possibility to the elites through their exhibitions (Kaplan, 1995).

With a careful observation of the relationship between the museum and society, one might rightfully argue that museums are elitist institutions regarding both their audience and their professional sphere. In this way, Kaplan (1995: 38) defines the exhibitions within the museums as “collective rituals” that maintain and prolong patterns of social power and consist of objects and knowledge “secret and ‘sacred’, available to “those who ‘know’, and who have been initiated into the western notion of art and the world academia”. In the same approach, the curators are considered as “ritual specialists” (Kaplan, 1995: 38) who are responsible for the exhibitions and hold the display techniques. This image of an authoritative and elitist museum is being contested by the introduction of the interactive possibilities of the Internet that have the potential to reconfigure social power as they empower the simple user to perform activities and tasks that was not previously possible.
2.2. The museum in transition

At the end of the 20th century, scholars (Hooper-Greenhill, 2000, Macdonald, 2004) identified a period of changes that is still in progress and poses a lot of challenges for the museum sector. This transition that museums undergo is caused by three main reasons: the introduction of the commercial values in the museum field, the expansion of the museum themes as well as the emergence of new media and the Internet.
The introduction of commercial values and objectives that was followed by the entry of the museum in the competitive industry of entertainment and leisure is one of the main causes that evoked the transitional phase for the museums. The museum has entered the leisure industry (Hooper- Greenhill, 2000) and it competes with the theme park and other similar activities (Schweibenz, 1998). Mcdonald (2004) argues that the introduction of the museum in the entertainment industry along with other factors such as the limited number of visitors that belong to minorities and the high storage costs compose an instable environment in which the museum has to maintain its social value.

Another cause of the transitional period that museums undergo is the fact that the museum subjects expand into themes that were not traditionally related to the museum field (Mcdonald, 2004). At the same time, professionals in the museum field admit that the boundaries between the museum and other organizations become blurred (Mcdonald, 2004). Art and natural history are some characteristic examples of traditional subjects of museums whereas the architecture and photography museum, that are included in the sample of the present research, are museums with subjects that were previously not that common in the museum field. 

The third cause of the transitional phase that museums undergo is the emergence of new media and the Internet (Mcdonald, 2004). Academia is concerned with the opportunities and challenges that new media and especially the Internet pose for the museum field. In this academic discussion there are utopian and dystopian views (Van Oost, 2003). From a utopian approach, museums can benefit from the employment of the Internet possibilities attracting visitors both in its website as well in the physical place. From a dystopian point of view which is technologically deterministic, the physical place of the museum is degraded by the introduction of its online counterpart (Van Oost, 2003). The present study deals with the employment of the interactive possibilities of the Internet in the museum field. Therefore, a more detailed discussion about the opportunities and challenges that the museum faces in the exploitation of the Internet possibilities is presented in the last section of the theoretical framework.
In this transitional period, museums are involved in a paradox due to their unique nature as social institutions. At the same time that museums are traditionally connected with the values of authenticity, stability and the nation-state, they function in an instable and continuously changing globalized environment (Mcdonald, 2004). Through this paradox, the social value of the museum is not degraded. On the contrary, museums seem to intensively occupy the media as well as the academic world (Mcdonald, 2004) which denotes the realization of the necessity of the museum in society. Thereby, in the next section of the theoretical framework, the social role of the museum will be discussed as it denotes the main functions of the museum and it underlines the social relevance of the present research. 
2.3. The social role of the museum
According to the definition of ICOM, the museum is assigned with the goals of education and entertainment. Although, the ICOM definition is criticized for its linearity and the simplification of the complex entity of the museum (Van Oost, 2003), it is a useful one as it announces the social role of the museum as well as its main functions. As the fundamental function of the museum can be identified both in the education field and the entertainment industry (Hooper-Greenhill, 2000), scholars (Hooper-Greenhill, 2000, Schweibenz, 1998) argue that it is the combination of information, education and entertainment that could give the museum a great advantage to compete among other leisure activities.

“Knowledge is now well understood as the commodity that museums offer” (Hooper-Greenhill, 1992: 2). Museums provide the possibility to change the way reality is understood and thus to communicate knowledge (Hooper-Greenhill, 1992). Moreover, Hooper-Greenhill (2000) points out that the educational role of the museum is a complex one and she argues that it is vital for the museums to realize their social responsibility to educate. “The development of a critical museum pedagogy that uses existing good practice for democratic purposes is a major task for museums and galleries in the twenty-first century” (Hooper-Greenhill, 2004: 4). By critical museum pedagogy, Hooper-Greenhill means an educational approach that aims to the improvement of the educational practices through a more democratic museum in terms of access and pluralism as well as a critical evaluation of the museum practices.
Hooper-Greenhill (2000) points out that the major change that museums undergo in the transitional period that was previously discussed also influences the museum’s educational role. “The thrust of this shift is clear - museums are changing from being static storehouses for artifacts into active learning environments for people” (Hooper-Greenhill, 2000: 1). Museums that were previously occupied with scholarship and research, nowadays they turn their interest towards the educational needs of the audience that for so long they had been neglecting (Hooper-Greenhill, 2000).

“The museum has become an establishment for learning and enjoyment” (Hooper-Greenhill, 2000: 2). Hooper-Greenhill (2000) points out that education and entertainment are two aspects that compose the museum experience. Although, education is the primary goal of the museum, entertainment is utilized as an educational method that can enhance visitors’ learning in the museum through the provision of an exciting entertaining experience (Hooper-Greenhill, 2000). Hooper-Greenhill (2000: 140) argues that “learning is best achieved in circumstances of enjoyment”.  

 Edutainment, the combination of information and entertainment, is the one that gives the museums a competitive advantage among other leisure activities such as theme parks (Schweibenz, 1998). Silverstone (1988, in Schweibenz, 1998: 187) remarks that “museums are in the communication business” offering education, information and entertainment services. Therefore, museums combine entertainment and education in order to satisfy an audience that is not only interested in short term superficial entertainment (Hooper-Greenhill, 2000). Therefore, in order for the museums to become more attractive to visitors, they should offer more information and education or edutainment which is a combination of the previous two (Schweibenz, 1998). 
In the transitional period that museums nowadays undergo, that is marked by the introduction of the Internet in the museum field, museums have to fully exploit their competencies to survive in the fierce competition of the leisure industry. Edutainment, which is recognized as the main advantage of the museum can be also exploited online when museums create an online counterpart and employ the interactive possibilities of the Internet.
Apart from the important educational and entertaining role that museums play in society, there is another social purpose that they are assigned with, which is not easily recognized in the field. Sandell (2002: 3) argues that “museums and galleries of all kinds have both the potential to contribute towards the combating of social inequality and a responsibility to do so”. He also points out that this role of the museums is often deliberately neglected as it is considered secondary (Sandell, 2002). Museums are widely presumed more as cultural agents and not so much as social agents (Sandell, 2002). 

The importance of the museum in the social context partly rests on its capability to influence the construction of individual as well as collective identities. Through the manipulation of the meanings of material things in the museum exhibitions and the through the creation of associations in the social context, museums affect the construction of identity (Hooper-Greenhill, 1992). Marstine (2006) also discusses the impact of the museum on individual and collective identities as according to the theorist Donald Preziosi “museums are such dominant feature of our cultural landscape that they frame our most basic assumptions about the past and about ourselves” (Marstine, 2006: 1)

In the last years the role of the museum as a social agent is changing and becomes even more important. Until recently, the literature focused more on “processes of construction within the museum, rather less on processes of reception and the tangible impact on audiences” (Sandell, 2002: 3). Today, there is a concern around the potential that museums have to create and influence cultural identities. Sandell (2002) also points out that museums might also be responsible for negative social influence as through their exhibitions they can exclude minority groups from the cultural and social arena. 

Sandell (2002) stresses the fact that a start has been made in the exploration of the museum’s potential to influence individuals and communities as well as generally the crucial role that museums can play in subduing social inequality that is expressed through various forms of social malfunction such as discrimination and unemployment. Although there are limited empirical results on the social impact of museums in communities, museums “can be uniquely positioned to act as catalysts for community involvement” (Sandell, 2002: 7). More specifically, museums have the potential to enhance social participation by increasing the participation of social groups in decision making that were previously not given this possibility (Sandell, 2002). 

The discussion about the social role of the museum highlights the importance of the present research that examines the employment of the Internet in the museum field as well as underlines the main functions of the museum in the social environment. 

2.4. The museum as a communicator

An approach that tries to connect Information Science and Communication literature to the museum field, suggests that the museum can be understood as a communicator (Schweibenz, 1998). This approach of the museum as a communicator is a useful one for the purposes of the present study as it allows a conceptualization of the opportunities and challenges that museums face in their employment of the Internet possibilities. The authoritative ‘voice’ of the museum as a communicator of culture and knowledge is contested by the Internet that enables multiple ways of interaction and positions the user in the centre of attention.

Scholars identify interesting similarities between museums and the mass media. Both can be seen as serving entertaining, educational and informational purposes (Silverstone, 1994 in Schweibenz, 1998: 187). Moreover, as in mass media, the museum exhibitions “involve a one-way process, a single message source with a large group of receivers, and the messages themselves are in public domain” (Hooper-Greenhill, 1995: 6). As with mass media texts, exhibitions are presented in a complete state and they are composed by a group of professionals.
Another interesting similarity between the museum and mass media refers to their audience. Museums visitors seem to have a certain behavior in the museum that resembles to the behavior of the mass audience (Schweibenz, 1998). Treinen (1993, in Schweibenz, 1998: 187) calls this behavior the “cultural window shopping”. Visitors wander in the exhibition, spend a few minutes in front of objects, especially those that they are familiar with before the museum visit and after a few minutes that they obtain some information about the object, they move to the next one. According to Schweibenz (1998: 187) this behavior does not allow the visitors to obtain “the full value out of their visit”. One might observe that this behavior resembles to zapping, a common behavior of television viewers that continuously change the television channels and they spend a few minutes in some shows that they like.
Apart from the similarities that scholars identify between the museum and mass media, there is also an interesting difference between the two that might affect the employment of the Internet possibilities in the museum field. More specifically, museums are bounded with the physical spaces and the objects that they exhibit whereas television and radio do not have this potential and they only “mediate between spaces” (Silverstone, 1998 in Schweibenz, 1998: 187). Moreover, museums allow visitors to wander according to their will in the exhibitions something that is not possible in the broadcast media. Another important difference of the museum with the mass media is the fact that in the museum another kind of interaction emerges, that of interpersonal communication between the visitors and the curators, the teachers and the museum guides (Hooper- Greenhill, 1995). 

The discussion about the similarities and differences between the museums and mass media is an attempt to conceptualize the form and function of the museum in relation to its audience. The importance of understanding the museum as a communicator elucidates the challenges and opportunities that museum face in their employment of new media. The museum as a communicator that resembles to mass media is challenged by the emergence of new media and the Internet that positions simple users in the centre of attention and empowers them even to become producers of content through interactive applications. 
In the first section of this chapter, the museum and its constitutive parts were defined. Moreover, the social role of the museum was also discussed along with the causes of the transitional period that the museum undergoes. Finally, the museum was conceptualized as a communicator and the similarities and differences with mass media were presented. The following chapter deals with the concept of the Internet. The concept of interactivity is also tapped as it constitutes one of the central concepts in relation to new media and it is the axis of the research design. 
2.5. New media and the Internet 

The second main concept of the present study is that of the Internet. As the present study researches the employment of interactive possibilities of the Internet in the museum field, an examination of the characteristics of the Internet will elucidate the discussion around the opportunities and challenges that arise with its introduction in the museum field.
The Internet is described as “a kind of archetype” (Lievrouw & Livingstone, 2006: 1) of new media. Therefore, before moving on to describe its unique characteristics, it is important to define what exactly new media are. Lievrouw and Livingstone (2006) define new media while trying to avoid a technologically deterministic definition that focuses on the technologies and considers the society in which these technologies exist in as contextual information. Moreover, new media are described as infrastructures that are comprised of three elements: the “artifacts or devices”, “the activities and practices” that people develop around them and the “social arrangements” that are related to the devices and the activities of people (Lievrouw & Livingstone, 2006: 2). Lister (2003) argues that while the term ‘media’ previously had institutional connotations as it brings into someone’s mind the radio or television organizations, the term ‘new media’ is  an inclusive one as it is not reduced into technical terms such as digital and electronic media. Lister (2003) admits that the term ‘new media’ is very abstract and vague, but it also implies a sense of “newness” (p.11) and a possible technological, ideological and social as well as cultural change (Lister, 2003). It is this cultural change that the present study attempts to explore by examining the embracement of the Internet in the museum, an important cultural institution of the contemporary society. 
The advent of new media influences all aspects of contemporary life as well as communication research. In mass media, communication research focused on the assumed linear relationship between the production, the text and the audience (Lievrouw & Livingstone, 2006). With the advent of new media, such presupposition has to be avoided (Lievrouw & Livingstone, 2006). Media research that was previously occupied with examining the audiences and their perception of the message sent, nowadays, is focused on the “dynamic links and interdependencies among artifacts, practices and social arrangements” (Lievrouw & Livingstone, 2006: 3) that were described as the three constitutive elements of new media. In the 1990s, scholars in the media field started focusing on the concept of interactivity, that is described as the central attribute of new media, in order to investigate “its potential to fundamentally alter the nature of interpersonal and mass communication” (Sundar, 2004: 385). In the present study, interactivity is utilized as the central concept of the research design.
From the wide category of new media, the present research focuses on the Internet. Castells (2001: 1) points out that “the Internet is the fabric of our lives” and he argues that, nowadays, it is as important as electricity was during the industrial era as it has the power to distribute information, one of the most important forces of the contemporary environment. Before starting describing the characteristics of the Internet, it is important to define it. Lievrouw and Livingstone (2006) point out that Internet can be considered as an archetype in the general category of new media. Moreover, the Internet is “the electronic network of networks that links people and information through computers and other digital devices allowing person-to-person communication and information retrieval” (DiMaggio et al., 2001). This definition summarizes the form and some of the main characteristics of the Internet that influence the museum field. 
Castells (2001) proposes that “the Internet is a global communication network”, that its form and development is “the product of human action under specific conditions of differential history” (Castells, 2001:7). Similarly, DiMaggio et al. (2001) suggest that the influence of the Internet in society has to be examined along with the influence that society has in its form. Therefore, the impact of the Internet on social, cultural and economic aspects of human activity have to be carefully approached in respect with the characteristics of the respective contexts. As the present research examines the employment of the interactive possibilities of the Internet in the museum field by focusing on three Dutch museum websites, the provision of some contextual information about the Internet usage and penetration in the Netherlands is essential.
According to the results of research on the population in the Netherlands, the Dutch audience seems to be computer skilled and Internet savvy. More specifically, the percentage of the Internet penetration in the Netherlands is 85,6%, the second highest in Europe after Sweden. Out of the 16.715.999 people living in the Netherlands, 14.304.600 have access to the Internet
. In 2006, the PC penetration was 80% while the percentage of people that accessed the Internet everyday or almost everyday was 30% (OECD, 2007). The Internet access among highly educated people in 2005 was 90%, among people with medium educational level it was 85% and with low educational level 60% (OECD, 2007). With such high percentages of Internet penetration and Internet usage in the Netherlands, an expectation of innovative museum websites can be formed as they serve an audience of heavy Internet users.
After the description of the Dutch context, it is crucial to identify the main characteristics of the Internet that might be seen as useful in the museum field. One of its unique attributes is the fact that the Internet allows many-to-many communication along with communication among individuals (Hesmondhalgh, 2007). Communication among small groups of people is very important for the museum field as it allows the emergence of communities that are developed under a common purpose or interest (Frissen, in Pauwels & Van Oost, 2005). Hesmondhalgh (2007: 247) argues that “small-group communication” today emerges mainly through email and social network websites that, nowadays, continuously gain popularity among users as well as among the communication practices of organizations.
Another important characteristic of the Internet is its capability as a means of communication “for storing and finding information (like networked electronic databases, libraries, even museums)” (Hesmondhalgh, 2007: 247). This is possible through the translation of images, words and other material into binary code which is called digitalization and constitutes the core issue in the discussion about the introduction of new media and the Internet in cultural industries (Hesmondhalgh, 2007). Digitalization is crucial for the museum field as it offers the possibility to make museum content, such as collections, available online.
Internet is a “means by which commercial transactions take place” (Hesmondhalgh, 2007). Ha and James (1998) argue that an important advantage of the web that is a part of the Internet, is its ability to increase profits for organizations. The web’s “potential for generating revenue” (Ha & James, 1998: 458) is great for the museum’s financial survival especially after the introduction of the commercial values in the sector that accompanied the entry of the museum in the competitive leisure industry (Schweibenz, 1998). 
The global reach is another important attribute of the Internet that can be useful for museums. Before the advent of new media and the Internet, museums could only reach a local audience or through advertising in mass media could attract tourists that would travel to the town they were located. Nowadays, museums can reach a global audience that might be interested in the subject of the museum. 
The Internet as a “means for providing and experiencing entertainment” (Hesmondhalgh, 2007: 247) can be useful for the museum which is assigned with entertaining and educational purposes. Scholars (Schweibenz, 1998, Hooper-Greenhill, 2000) argue that the combination of entertainment and education is the competitive advantage of the museum among other activities. Therefore, the Internet can enhance the social role of the museum as it can provide creative opportunities for the museum to offer edutainment to its online visitors. 
After discussing the unique characteristics of the Internet that can be useful in the museum field, it is important to examine the concept that describes websites and applications that, continuously gain popularity today, such as Facebook, MySpace and Wikipedia, that of Web 2.0. In the following section, Web 2.0 and its attributes are described in order to reveal its potential for the museum field. 
2.5.1. Web 2.0

The term Web 2.0 has become a buzzword today as it is widely employed to describe various new media applications. However, O’Reilly (2005) argues that Web 2.0 is more than a buzzword. It is term that is associated with the new web era that followed the collapse of the dot-com bubble in 2001. O’Reilly and Dougherty coined the term of Web 2.0 and attempted to set its conceptual foundation (O’Reilly, 2005). Understanding the characteristics of Web 2.0 is crucial in order to identify the opportunities and challenges that museums confront while exploiting the interactive possibilities that are connected to the specific concept.
The concept of Web 2.0 cannot be explained through a strict static definition as it does not have a “hard boundary” (O’Reilly, 2005: 2). O’Reilly tries to grasp the term by setting a number of principles that function as the core of Web 2.0 but he argues that first of all, the web should be conceptualized as a platform which is constructed under the “architecture of participation” (O’Reilly, 2005: 7). O’Reilly (2005: 5) points out that the most important core competency of Web 2.0 is the “harnessing of collective intelligence” and that it is this element that gave the advantage to the companies that survived the dot-com collapse. One of the most striking examples of that is the Wikipedia website as the whole content of the site is created by simple users who are given the possibility to upload and share the knowledge they have about a subject online. Without the active contribution of the users, Wikipedia would be an empty platform without content. 
The increasing popularity of websites such as Facebook and YouTube, that are the second and third most popular websites in the world
, proves that the concept of Web 2.0 not only is not a buzzword but it is more current than ever. Users seem to prefer Web 2.0 websites as “they get more personalized content, and their engagement and passion for that content is reinforced by the social, networked aspects of their experiences” (Simon, 2007: 259). The democratic character of Web 2.0 that allows the emergence of interaction among users and their active participation, offers opportunities for museums to create a website with highly interactive options that attract visitors to involve with the subject of the museum.

The potential of Web 2.0 to provide a platform for social participation by enabling interaction among strangers and encouraging them to create content, also poses challenges for the museums that try to exploit the Web 2.0 possibilities in their effort to become up-to-date and better serve their social purpose. The bottom-up approach of Web 2.0 that empowers the simple user conflicts with the form of the museum as a mass communicator that is mainly a sender of messages to a general audience (Hooper-Greenhill, 2000). As museums have started employing the Web 2.0 applications in order to become more appealing to their visitors, they have to make important decisions in order to overcome the tension between the participatory culture of Web 2.0 and the authoritative voice of the museum.
After describing the characteristics of the Internet and of Web 2.0 that can affect the museum field, it is crucial to examine the impact of the Internet on cultural participation in relation to the museum.
2.5.2. Internet and Cultural Participation


The discussion about the Internet’s potential in the museum field inevitably involves the concept of the divide in cultural participation that according to Pauwels and Van Oost (2005: 187) it is “layered, dynamic and highly charged”. By ‘charged’ Pauwels and Van Oost (2005) mean that the non participants and the participants are two completely different groups that are described as highly heterogeneous. This indicates that it is very hard to define those two groups as well as to examine their reasons of participating or not. The divide is also described as dynamic as members of both groups of the participants and the non participants can easily switch sides.


The concept of cultural participation is a complex one. In the museum field it is translated in rates of physical attendance (Pauwels & Van Oost, 2005). This is due to the fact that during the 80s, cultural participation was given a more economic approach as attendance figures were used by the museums to justify their existence and to claim subsidies. Thereby, the “participant in culture” became “a consumer of culture” (Pauwels & Van Oost, 2005: 186). Today, with museums having an online counterpart, the examination of cultural participation in online environments becomes an even more ambitious task as it is cut out of the physical dimension (Pauwels & Van Oost, 2005).

The divide in cultural participation constitutes of a number of different obstacles (Pauwels & Van Oost, 2005). One of those obstacles is the competency obstacle which prevents the poor uneducated people to experience the museum in the same way that highly educated people might do. This group of people might also want to abstain from the museums and thus can be excluded from the ‘arena’ of cultural participation. This can also happen when the museum collections (subject, aesthetics etc) do not relate to the reality of a social group such as an ethnic minority. This fact adds the socio-demographical obstacle to the divide. Moreover, financial and geographical obstacles also constrain specific groups with limited financial resources or people who do not live close to the museum from visiting it. People with disabilities or the elderly face accessibility problems in visiting the physical space of the museum whereas other specific groups are confronted with “a tacit code of behavior” (Pauwels & Van Oost, 2005: 189) that is still prevalent in the museum and relates to the conformity obstacle. Lastly, the non participation of specific groups can not always be attributed to specific obstacles of the divide. Sometimes the reason why people do not visit some museums is simply the fact that they are not interested in their subject (Pauwels & Van Oost, 2005). Although Pauwels and Van Oost (2005) are focused in the divide in arts museums, the divide in cultural participation and its constitutive obstacles could be generalized for all kinds of museums.

Internet can play a crucial role in enhancing social as well as cultural participation (Pauwels & Van Oost, 2005) as visitors, through the museum website, can overcome geographical, financial as well as conformity obstacles that comprise the divide in cultural participation. The Internet’s potential to offer personalized content and to allow the creation of communities that are based on common interests, are some of the Internet’s unique characteristics that influence cultural participation (Pauwels & Van Oost, 2005) Pauwels and Van Oost (2005) suggest that the Internet, with the provision of interactive features might can also increase cultural participation among youngsters. Similarly, Simon (2007) and Frissen (in Pauwels & Van Oost, 2005) propose that museum websites can enhance cultural participation by exploiting the community aspects of the Internet. More specifically, Simon (2007) argues that in the museum that employs the possibilities of Web 2.0, “the visitor experience shifts from one focused on observing artifacts to one that encourages communal sharing” (Simon, 2007: 266).  

Although the Internet might play an important role in bridging the divide in cultural participation, it can also widen it as problems that are related to the online environments are being added (Pauwels & Van Oost, 2005). In particular, the lack of skills on behalf of museum professionals and the public as well as problems with intellectual property, charge even more the divide in cultural participation (Pauwels & Van Oost, 2005). The limited display of museum objects online in comparison with the objects exhibited in the physical place of the museum might become another obstacle in the divide of cultural participation (Pauwels & Van Oost, 2005). Finally, Pauwels and Van Oost (2005) argue that museum websites are addressed to existing audiences that have access to the Internet, audiences that were previously interested in the subject of the museum and master the technical skills to use the Internet. 
After discussion the potential of the Internet to increase cultural participation it is important to proceed to the presentation of  the central concept of new media, that of interactivity. In the next chapter, interactivity is defined as well as it is deconstructed into five dimensions according to the approach of Ha and James (1998) which is employed as the axis of the research design of the present study.
2.5.3.   Interactivity

McMillan (2006) points out that “interactivity is generally considered a central characteristic of new media. In the same approach, Ha and James (1998: 459) propose that “interactivity is a critical concept in computer-mediated communications, because it is seen as the key advantage of the medium”. The significance of interactivity as an attribute of new media and thus the Internet entails the utilization of such concept in the research design of the present research that explores the embracement of the Internet in the museum field.

Interactivity is a complex concept that is difficult to grasp and that many scholars have tried to approach and define it. McMillan (2006) suggests that the most important aspects of interactivity are: the interactive features, perceived interactivity as well as the interactive exchange. Through the first characteristic, interactivity is perceived as a feature of technology. Research that focuses on this aspect of interactivity, attempts to identify and examine the interactive features available online. The second aspect of interactivity considers that “interactivity may be ‘in the eye of the beholder’” (McMillan, 2006: 207) which underlines the fact that interactivity is perceived in different ways by different users and that it should not be analyzed only by the presence of interactive features. The last aspect of interactivity that refers to the ‘interactive exchange’ is based on Rafaeli’s suggestion that interactivity is “located in the relatedness of information exchange among participants rather than in either features or perceptions” (McMillan, 2006: 208).

Liu and Shrum (2002: 55) also identify two different aspects of interactivity: the structural and experiential. “The structural aspect of interactivity refers to the hardwired opportunity of interactivity provided during the interaction, whereas the experiential aspect of interactivity is the interactivity of the communication process as perceived by the communication parties”. From this definition of the two aspects of interactivity, Liu and Shrum (2002) argue that the structural aspect of interactivity is related to the ability of the computer system and computer interface to provide interactivity. The structural aspect of interactivity relates with the presence of interactive features that McMillan (2006) also proposes as one of the aspects of interactivity. The experiential aspect refers to the way that the communication parties experience the use of interactive features and also relates to perceived interactivity that McMillan (2006) suggests as another aspect of interactivity. 

The present study aims to operationalize the concept of structural interactivity in order to examine the employment of interactive features in the museum websites. Sundar (2004) argues that focusing and measuring perceived interactivity that places the user at the centre of attention, does not elucidate the concept of interactivity but creates a further confusion around it. He also argues that “the experiential aspect of interactivity is not part of its definition, but rather its effect, specifically a behavioral effect” (Sundar, 2004: 386). 
Research on interactivity has examined the phenomenon through many different approaches. One of these approaches is that of Ha and James (1998: 461) who define interactivity as “the extent to which the communicator and the audience respond to, or are willing to facilitate, each other’s communication needs”. Through this definition, Ha and James (1998) try to avoid a common misconception that interactivity is always desirable and assume different individual needs in computer mediated communication.

Ha and James (1998) deconstruct the concept of interactivity into five different dimensions: playfulness, choice, connectedness, information collection and reciprocal communication. With the development of those five dimensions of interactivity, Ha and James (1998) examined business websites for the presence of interactive features that could be categorized in each of these five dimensions. More specifically, the dimension of playfulness refers to features that contribute to the entertaining value of the website such as interactive games and humorous animations. Choice relates to the different options that are given to the users to easily navigate in the website. Further on, the dimension of connectedness refers to features that give users “the feeling of being able to link to the outside” (Ha and James, 1998: 462) whereas the dimension of information collection relates to features that allow the website producers to collect data about the users of the website. Finally reciprocal communication refers to features that facilitate the communication between users and the website producers.

In order to examine how the museums exploit the possibilities that Internet offers, the concept of interactivity that is considered as the “key component of the new media” (Dholakia et al., 2000) and thus of the Internet, is utilized as the central concept for the examination of the museum websites. More specifically, the five dimensional model of interactivity proposed by Ha and James (1998) is utilized as the core of the research design and it is further developed to meet the needs of the research. Although there have been many different and more recent academic approaches (McMillan, 2006) towards the concept of interactivity, the selection of the specific approach of Ha and James is based on the fact that their interactivity model is a classic one in academic literature about interactivity and it is suitable for the purposes of the present study. Its suitability rests on the fact that it offers an interesting categorization of interactive features that is useful in order to answer the research question, it is applicable to different kinds of websites and not only to business websites as well as it can be easily further developed according to the necessities of the research. The multidimensional model of interactivity that was developed for the present research from the one proposed by Ha and James (1998) is presented in Chapter 3.
2.6. Museums and the Internet
“Society is changing” (Hooper-Greenhill, 2000: 18) and traditional values, remains of the 19th century, are being challenged. Along with this social change, Internet continuously gains popularity as it provides new ways of conveying information as well as new forms of communication, participation and interaction (Rice & Haythornthwaite, 2006). Rice and Haythorthwaite argue that the access to the Internet is not equally increasing in a global level and thus social inequalities become wider and deeper for the populations that lack Internet access. Nevertheless, the prevalence of the Internet influences all aspects of the contemporary environment even traditional and conservative institutions such as the museums (Schweibenz, 1998).

Museums as other educational and cultural institutions try to exploit the possibilities of the Internet in order to attract their visitors and become more up-to-date. The use of the Internet within the museum field varies among different kinds of museums and different contexts, from preserving simple informative museum websites to museum websites with online exhibitions, links to social network websites as well as highly interactive features that allow users to create content and become producers (Simon, 2007).

 Scholars (Pauwels & Van Oost, 2005, Van Oost, 2003) identify three generations of museum websites. Although the introduction of the Internet for general use is dated back in the early 90s, its continuously changing nature constantly generates new applications that provide opportunities for the presence of the museum online. The distinction of those three generations is based on dimensions of “content, technical skills and public involvement” (Pauwels & Van Oost, 2005: 192).  As the present research focuses on the interactive features present in the museum websites as well as the possibilities that they offer to the users, it taps all three dimensions that Pauwels and Van Oost (2005) use to distinguish the three generations of museum websites but it does not measure the audience’s opinion and use of the museum website. This could be the subject of another research.
The first generation refers to museum websites that are informative and “contain nothing more than a brochure-like page” that provides practical information (Pauwels & Van Oost, 2005: 192). These websites are created by museum professionals that are not specialized in web designing. The second generation websites are slightly more developed from the first generation museum websites in a technical level. This means that they still present basic information about the museum but also information about the collection whereas the website is developed and preserved by both volunteer museum professionals and web developers. Finally, museum websites of the third generation are very different from the ones of previous generations as they focus on conveying information about the collections as well as generally for the museum (Pauwels & Van Oost, 2005). Websites of the third generation also provide interactive and participatory applications that allow new forms of interaction among visitors as well as between visitors and web producers. The categorization of the museum websites into three generations proposed by Pauwels and Van Oost (2005) is a useful one for the purpose of the present study and it will be employed as a general framework through which the three museum websites examined will be categorized in one of the three generations according to the interactive features found in the website. 
The three generations of museum websites do not necessarily present a chronological evolution of the museum websites, as until today museum websites of the first generation can be still encountered on the Internet. This indicates that although the interactive possibilities are available, some museums make decisions on how they would employ such possibilities. This decision is a complex one and it is influenced by the opportunities and challenges that museums face in employing the Internet possibilities that has also occupied academia. 
2.6.1. Opportunities

In the discourse about the potential of the Internet in the museum field, there are ‘voices’ that claim that the Internet provides great opportunities for the museum. These opportunities concern the improvement of the visitors’ museum experience both online and offline as well as the benefits for the offline museum from a successful relationship with its online counterpart. The discussion about the opportunities that the Internet offers in the museum field concerns all three generations of museum websites that were previously discussed, into different extents. 

Schweibenz (1998: 191) points out that the Internet offers the possibility to create the virtual museum which is defined as “a logically related collection of digital objects composed in a variety of media, and, because of its capacity to provide connectedness and various points of access, it lends itself to transcending traditional methods of communicating and interacting with the visitors being flexible towards their needs and their interests”.  This definition summarizes the attributes of the virtual museum and underlines its benefits to the visitors’ experience which becomes more personalized and therefore more suitable to their needs. The visual museum relates to the third generation of museum websites, according to the categorization of Pauwels and Van Oost (2005), and not so much to the museum websites of the first generation that function as brochures offering only practical information about the museum. Therefore, whenever the term of virtual museum is used in this chapter, it refers to museums of the third generation.
 “The Internet is a great opportunity which the museums should use to broaden their audience” (Shweibenz, 1998: 194). Van Oost (2003) argues that virtual museums have the potential to democratize access to the museum as physical barriers can be overcome. For example, visitors who can not travel and visit a museum in another city, country or continent, are not anymore excluded from its content as they can access the virtual museum. McTavish (2006) points out that the virtual museum has the potential to expand its audience from the elites that are proposed as the main visitors of the museum, to a more general public as financial and conformity obstacles can be overcome in the online environment.
The Internet can enhance the educational role of the museum. Museums have started digitalizing their collections in order to make them available on their websites. Some others make one step further by employing interactive features that enable interaction between the users and the online collections. Tagging online collections is such an example through which users can use their own words and create labels next to items from the online collection of the museum (Simon, 2007). Marty (2007) argues that the possibility to interact with online exhibitions provided through the presence of interactive features, has great potential for the learning process in the museum (Marty, 2007). Moreover, the Internet offers easy access to research and scholar resources through the provision of databases from different places of the world (Schweibenz, 1998). This also contributes to the enhancement of the educational role of the museum as the exchange of academic ideas and the retrieval of scientific information becomes easier through the museum website.
Simon (2007) focuses on the potential of Web 2.0 in the museum field. She coined the term ‘Museum 2.0’ to underline the possibilities that Web 2.0 offers for the visitors’ engagement in the museum subject. She points out that “if museums want to become venues for discourse, the Web’s transition to 2.0 is a powerful model” (Simon, 2007: 258). Simon (2007) argues that the web like the museum was a space where producers as authorities were defining and distributing the content for the visitors. The emergence of Web 2.0 has helped for this rhetoric to change (Simon, 2007). 

Simon’s main argument is that the museum can embrace the practices of Web 2.0 not only online but also offline. Although this revolutionary perspective is beyond the scope of this study, Simon (2007) also provides a complete picture about the possibilities of Web 2.0 for the online museum. Moreover, she identifies three main areas of interest regarding the museums and Web 2.0: the creation of communities, the interaction in digital galleries and exhibitions and the personalization of the museum experience which is discussed as the starting point for communal sharing. 

Simon argues that users prefer spending time on Web 2.0 applications and therefore the employment of such applications in the museum field enhances the visitors’ engagement with the museum content through the social and networked characteristics of such applications (Simon, 2007). Many museums have started creating blogs where users are invited to sign up, become members of the community of the museum and post comments along with the posts of the blog producers (Simon, 2007). Moreover, museums have employed other websites as platforms for the creation of communities such as MySpace, Facebook, and Flickr. 
The personalization of the museum experience is another important possibility of the Internet. Simon (2007) who focuses specifically on the benefits of Web 2.0 for the museums, argues that personalization features in the museum website offer the visitors the opportunity to select the content they wish and access it whenever they wish through their personal profiles (Simon, 2007). In this way users also satisfy “the narcissistic desire to be known and noticed” (Simon, 2007: 264). Simon points out that creating an online personal profile provides visitors with a “virtual home” (2007: 264) where they can enjoy the content that either they have created themselves or they have selected. Moreover, this virtual home is the starting point for communication with other users, the exchange of material and opinions with other users and thus for further involvement of the visitors in the museum website. 

While Simon discusses the possibilities of Web 2.0 in the museum field, Marty (2007) argues that an effective relationship between the museum, its online counterpart and the visitors, can generate great benefits for the museum in general. More specifically, digital content in museum websites such as digital collections can create closer relationships between museums and their visitors (Marty, 2007). Consequently, a successful museum website should attract online visitors and generate the need of visiting the offline museum. Moreover, visitors of the museum in the physical dimension should be inspired to visit the website of the museum in order to enrich their museum experience with additional information about the collection and the subject of the museum (Marty, 2007). Similarly, Bowen, Bennett and Johnson (1998, in Schweibenz, 1998) propose that museums should use the Internet as a way to attract visitors who after visiting the online museum would like to also visit the real museum as well. A successful relationship between the museum and its online counterpart can have positive results for both the online and offline museum (Marty, 2007, Schweibenz, 1998)

The Internet is an important marketing and communication tool for the museum as it is highly used for the retrieval of information by tourists and others (Pauwels & Van Oost, 2005). More specifically, a research in the employment of the Internet in the museum field conducted by Bowen, Bennett and Johnson (1998, in Schweibenz, 1998) indicates that museum websites offer international publicity, as well as easy and effective communication between the museum professionals and the museum visitors. Moreover, Schweibenz (1998) argues that the Internet can be employed as an effective means of communication between the museum and its audience. 
2.6.2.Challenges

As discussed earlier, the introduction of the Internet in the museum field raised an academic discussion around the opportunities and challenges that museums face. After examining the opportunities, the challenges that museums confront come to the spotlight in this section. Those challenges concern mostly the third generation of museum websites that include online collections and exhibitions as well as offer interactive features.

Museum websites perpetuate traditional constraints in the museum field.  McTavish (2006: 229) questions the enthusiastic proclamations of some museum professionals who suggest that virtual museums provide “intellectual stimulation and freedom to visitors”. She points out that virtual museums as their real counterparts are “paradoxical entities ripe for analysis” (McTavish, 2006: 229) as they degrade and at the same time prolong stereotypes in the museum field. McTavish (2006: 228) argues that virtual museums are similar to the museums in the physical dimension that are considered as “elitist institutions that both exclude popular classes and attempt to fashion them into “civilized” members of society”. Therefore, the uncritical embracement of the notion that virtual museums can democratize access in the museum is a careless one (McTavish, 2006). Similarly, Pauwels and Van Oost (2005: 195) point out that art museums address their website and the features available to a “scientific ‘in-crowd’” which also confirms the notion that the virtual museums as museums in the physical dimension perpetuate traditional constraints in the museum field. 

Scholars (Marty, 2007, Schweibenz, 1998) argue that the main concern around the role of the virtual museum refers to the impact of the latter to its physical counterpart. Museum professionals often confront such problems when they design online galleries. Marty (2007) argues that research on the field has shown that digital galleries enhance museum visitation. Nevertheless, museum professionals lack this kind of scientific information and that is why the dilemma of allowing online access to museum exhibitions is still prevalent in the museum field (Marty, 2007). 

Regarding digital and virtual representations of museum collections, McTavish (2006) points out that questions concerning authenticity and the loss of aura especially for objects of art, are being raised. The quality of the depictions online is rarely satisfactory and is highly dependable to the hardware and software applications of the user (McTavish, 2006). Additionally, the provision of low quality of online galleries by the museums reaffirms the notion that real art can only be experienced in the physical place of the museum (McTavish, 2006). Moreover, McTavish (2006) argues that many museums intentionally provide online collections of low quality in an attempt to hamper the users’ downloading of images of works of art without payment. 

Scholars (McTavish, 2006) question the potential of interactivity on the museum websites to enhance the museum experience. More specifically, the idea that online galleries and virtual or digital representations of museum objects provide a more personalized experience where users have the power to ‘wander’ around an exhibition at their own will is contested by McTavish (2006: 235) who argues that  virtual reality exhibitions available online are “pre-programmed menus”. Manovich (in McTavish, 2006) argues that the interactive features in the museum websites are employed to simulate real life interactions rather than to engage online visitors psychologically and intellectually. “Individualized intellectual operations, such as remembering, identifying and problem solving, are not encouraged by ‘interactive’ computer software” (McTavish, 2006: 232). Moreover, McTavish is also critical towards the interactive possibilities offered on the website in relation to the online collections as most of the times they relate to the option of ‘possessing’ digital objects, representations of works of art.

Schweibenz (2000: 259) points out that museums face moral problems that have to do with “quality control, integrity, and paternity”. The museum website has to provide high quality of content online and then has to ensure that users will not interfere with the digital content through interactive applications that are available on the website (Schweibenz, 2000). Lastly, paternity concerns the fact that the exhibits, especially on the art museums, have to be clearly attributed to their creators as the original content might change through the interventions of the users when they are given this possibility through interactive applications (Schweibenz, 2000). Similarly, Pauwels and Van Oost (2005) argue that the problem of intellectual property is one of the most serious, especially for the art museums in their employment of the Internet.

After discussing how the museum can benefit from the attributes of Web 2.0 applications in the previous section, Simon (2007) identifies a tension between the museum and Web 2.0 in three different aspects. The first tension concerns the ‘architecture’ of the two concepts. While museums are fixed places, Web 2.0 is a platform open to all users who can add content as well modify it. Furthermore, the collections of the physical museum are exhibited in a “completed state” whereas Web 2.0 is constantly changing through the contributions of the users. Lastly, museums are based on scholarship, research and curatorial expertise while Web 2.0 is based on the simple users’ contributions. This tension between the top-down form of the physical museum and the bottom up form of Web 2.0 indicates a big challenge for the museums in their employment of the highly interactive Web 2.0 applications. Moreover, Simon (2007) argues that museums in their attempt to exploit the opportunities of Web 2.0 are faced with the fear that simple users, who are encouraged to add value on the museum website, will produce content of low quality jeopardizing the social role of the museum.

Taking into account the opportunities and challenges that the Internet poses in the museum field, museums have to make important decisions about the content of their website. Museum professionals have to determine the content of the museum website and the nature of the features that should be available for the users in it, in order to enhance the museum experience for the users as well as maximize the benefits for the museum as a whole from the employment of the Internet. This study aims to reveal how museums embrace the Internet possibilities in practice by examining three museum websites as well as reveal possible communication strategies and goals behind the specific use of the Internet. 

3. METHODOLOGY

The main research question of the present study is ‘how do museums exploit the interactive possibilities that the Internet offers?’ This research is followed by three specific sub questions:

1. What are the interactive features provided in the museum websites and what possibilities do they offer to the users?

2. How does the subject of the museum influence the employment of interactive features on the website?

3. What are the goals of the museum regarding the museum website?

For the purposes of the present research three different cases of museum websites were selected, examined and compared with each other for their employment of interactive features. For the examination of the museum websites, qualitative content analysis was used. Moreover, expert interviews were also utilized in order to explain and complement with the professional perspective the findings of the content analysis in the three museum websites and reveal potential communication strategies behind the specific employment of interactive features on the website. Moreover, the method of expert interviews was employed in order to answer the third research sub question.

3.1. Sampling

Mcnamara (2006) explains that in qualitative research the sample chosen does not have to meet statistical validity. He also points out that “random or even representative methods of sampling may not capture the issues or themes which are the subject of qualitative analysis” (Mcnamara, 2006: 17). Miles and Huberman (1994) argue that the selection of the sample in qualitative research has to be based on “a conceptual question”, not on a “concern for representativeness” (in Mcnamara, 2006: 17). The conceptual question in this case is the research question that premises the close examination of the interactive features present in museum websites as well as the impact of the museum subject on the employment of these interactive features.

Flyvbjerg (2006) argues that there are two ways for the researchers to select their cases. The first one is based on random criteria and the second is information-driven. Within the second category of information oriented selection of cases, Flyvbjerg (2006) identifies four different kinds of selection such as the selection of extreme or deviant cases, the selection of the maximum variation cases, the selection of a critical case and finally the selection of paradigmatic cases. The sample of the present research was chosen in accordance with the second type of the selection of the maximum variation cases. Flyvbjerg (2006: 230) argues that in order to acquire information about the “significance of various circumstances for case process and outcome” three or four different case studies have to be selected that differ in one dimension, for example size, place or budget. 

For the purposes of the present study three different cases of museums were selected that differ in one important dimension: the subject of their exhibitions. The sample of the present study includes three different museums: the Netherlands Architecture Institute, the Museum Boijmans Van Beuningen and the Nederlands Fotomuseum. The three museums selected are located in Rotterdam and they host exhibitions of different subjects: architecture, art and photography respectively. The different subjects of the museums introduce to the sample a broader view of sector’s employment of the Internet as museum themes expand into fields that were not previously common (Mcdonald, 2004). The different museum themes included in the sample enable a comparison among the findings on the three museum websites and the expert interviews as well as allow the researcher to develop a wider perspective on how museums exploit the Internet possibilities.

As previously presented, three museums were selected as the sample of the present study according to the criteria of Flyvberg (2006) for the selection of case studies. Those three museums are all important museums in the Netherlands and they are all located in Rotterdam. More specifically, the Museum Boijmans Van Beuningen and the Netherlands Architecture Institute are located in the Museumpark, the museum area of Rotterdam whereas the Nederlands Fotomuseum is located in the south of Rotterdam. All three museums maintain a website with an English version. 

The Netherlands Architecture Institute (NAi) is a museum about architecture. It mainly hosts exhibitions, symposia, lectures and debates – all related to the subject of architecture. The Netherlands Architecture Institute is located in Rotterdam and in 2008 it attracted 99.711 visitors
. According to the museum’s annual report, the mission statement of the museum indicates an effort to broaden its audience, addressing not only architects but also the general public
.

The Museum Boijmans Van Beuningen is an art museum located in Rotterdam that hosts approximately 126.000 objects. Its collection spans from art from the Middle Ages to contemporary art
. The Museum Boijmans Van Beuningen attracts approximately an average of 200.000 people per year and its annual budget accounts to 12 million Euros. In 2009, 460.577 users visited the website of the museum according to the annual report of the museum
.

The Nederlands Fotomuseum is located in Rotterdam and it hosts exhibitions of photography. The Nederlands Fotomuseum has its own collections, a library as well as places that photographs are restored. In 2009, the Nederlands Fotomuseum attracted approximately 50.000 visitors in the main building of the museum and 300.000 online visitors in the museum’s website according to the annual report.

3.2. Content Analysis

In order to answer the first research sub-question, content analysis was applied on the three museum websites. Krippendorff (2004) argues that content analysis is one of the most valuable research techniques to approach social phenomena. Moreover, he defines it as “a research technique for making replicable and valid inferences from texts (or other meaningful matter) to the contexts of their use” (Krippendorff, 2004: 18). Krippendorff suggests perceiving the word ‘text’ as an inclusive one that can describe material such as images, works of art, signs or even sounds. All those different types of material can be described as ‘texts’ as “they speak to someone about phenomena outside of what can be sensed or observed” (Krippendorff, 2004: 19). In this direction the content of web pages can be considered as ‘text’ that can be examined through content analysis. 

Weber (1996) points out that content analysis can be employed by the researchers to examine “the sender(s) of the message, the message itself, or the audience of the message” (Weber, 1996: 9). In the present study three museum websites are perceived as ‘messages’ that are created by the website producers (senders), for the museum audience (audience of the message). Although the audience can also become senders of messages through the provision of interactive features in a website, the present study does not aim to investigate the usability of the museum website or the perceptions of the audience about the website. A description of the specific features found in the websites is essential in order to shed some light on the possibilities that are offered to the users on the museum websites as well as the influence of the subject of the museum in the employment of interactive features.

3.3. Content Analysis on the Web 

McMillan (2000) argues that research examining the applicability of content analysis on the web proved that this research method has a great potential even in a continuously evolving online environment. However, the constantly changing nature of the Internet poses some important challenges for the researcher who tries to employ the content analysis method in the online environment. McMillan argues that the continuously changing nature of the web makes it a “moving target for communication research” (2000: 80) as the results of one research can become invalid in a short time because of the continuous development of new features or the updating of the website content. However, the examination of the online environment is crucial.
The challenges that researchers face in applying content analysis on the web are caused by the three unique characteristics of the Web and the Internet. Firstly, the Internet allows the convergence of text, video, sound and images at the same platform (Weare & Lin, 2000). Secondly, the Internet “has broken the shackles of linearity” (Weare & Lin, 2000: 274) and the role of the gatekeepers that characterized the traditional media. Thirdly, the Internet allows synchronous forms of communication which means that users are given possibilities to interact in real time online. In the present research, the mazy form of the Internet and its continuously developing nature, were some of the obstacles that were encountered in the effort to define the units of analysis of the research design. Although, in quantitative approaches of content analysis the homepages of the websites can be considered as the ideal units of analysis as they eliminate problems of different website sizes, the qualitative nature of the present study entails an in depth examination of the museum websites that differ in size and structure. In order to overcome this problem, the three museum websites were examined in four levels depth, with the homepage of the website being the first level.

3.4. Research design 
The present research focuses on the presence of interactive features on the three museum websites. Ha and James (1998: 459) argue that “interactivity is a critical concept in computer-mediated communications, because it is seen as the key advantage of the medium”. Accordingly, the concept of interactivity is the axis of the present research design. As discussed earlier in the theoretical framework, the present research examines structural aspects of interactivity and not experiential. Scholars (McMillan, 2006, Liu & Shrum, 2002) identify different aspects of interactivity such as the structural and experiential aspect of interactivity as well as the interactive exchange. The structural aspect of interactivity is connected with the provision of interactive features whereas the experiential interactivity refers to the way users make use of the interactive features and the way they perceive interactivity. The interactive exchange refers to “the relatedness of information exchange among participants rather than in either features or perceptions” (McMillan, 2006: 208). 

As discussed in Chapter 2, the definitions of interactivity vary in the academic literature with scholars trying to identify the dimensions that would allow a better examination of the concept. The approach towards the concept of interactivity employed in the present research design is that of Ha and James (1998: 461) who define interactivity as “the extent to which the communicator and the audience respond to, or are willing to facilitate, each other’s communication needs”. Ha and James (1998) deconstructed the concept of interactivity into five dimensions and examined early business websites for the presence of features and applications that could be categorized in those five dimensions. These five dimensions are: playfulness, choice, connectedness, information collection and reciprocal communication (see Chapter 2).

The model proposed by Ha and James (1998) is from 1998, which may be seen as a limitation given that the Internet is rapidly evolving with new features and applications continuously being developed. For that reason, the five dimensional model of interactivity proposed by Ha and James (1998) that is the starting point of the present research design was updated and further developed to meet the latest developments on the Web as well as the needs of the present research. More specifically, apart from the five dimensions proposed by Ha and James (1998), two more dimensions were developed: community and personalization. 

Simon (2007), as discussed in Chapter 2, argues that in order for the museums to become spaces that encourage civic discourse, they have to embrace new media practices and more specifically the possibilities of Web 2.0. Moreover, Simon (2007) points out that the potential of social network websites, such as Facebook and MySpace, is great for the museum field. In addition to that, Dholakia and her colleagues (2000) argue that websites that present links to online chat rooms, discussion forums and other relevant websites that enhance the sense of belonging in a community are perceived by users as highly interactive. Therefore, the dimension of community examines the presence of features and applications that enhance the sense of belonging in a community. More specifically, the websites were examined in terms of presence of links to social network websites, blogs, forums and any other feature that increases the feeling of belonging in a community for the users.

The second new dimension that was developed for the needs of the present research is that of personalization. Ha and James (1998: 462) point out that “eye-opening experience” on websites “fulfill individual information needs” of the users and enhance a feeling of trust. Nevertheless, their model was developed for business websites when Internet as a medium was still in its infancy. Simon, writing in 2007, underlines the aspect of personalization in the museum websites. Simon (2007) also argues that museums can learn useful lessons from websites such as Facebook and MySpace, where users can create a personal profile, “a virtual home” that “personalizes the online experience, giving you immediate access to the content you have selected and also satisfying the narcissistic desire to be known and noticed” (Simon, 2007: 264). Therefore, from the early suggestion of Ha and James (1998) about the connection of the concept of interactivity with that of personalization and the recent approach of Simon (2007) who suggests that personalization is of great importance in museum websites, the dimension of personalization was included to examine the presence of options given to the users to personalize the content and the layout of the website according to their individual needs.

The employment of the approach of Ha and James (1998) towards interactivity in the present research design is based on its openness to the researcher’s creativity as well as to the new features that are continuously being developed not only in commercial websites but also in websites of cultural institutions like museums. Most importantly, the approach of Ha and James (1998) provides a tangible and effective operationalization of the complex concept of interactivity.

3.4.1. A proposed model for the examination of interactivity on museum websites

In this section, the multidimensional model of interactivity that was employed for the conduction of the content analysis of the museum websites is presented and each dimension is explained for what it attempts to examine. The first dimension of interactivity is that of playfulness which refers to features and applications that contribute to the entertaining value of the website. Such features are interactive games, quizzes and humorous animations. According to Ha and James (1998: 461), “by displaying mastery and control in games, one can reinforce self-esteem or sense of existence”. Consequently, the presence of playful features in the websites enhances the engagement of the user to the content of the website. It is proposed that successful websites have to serve both entertaining and informative purposes. 

Choice is the second dimension of interactivity and it refers to “the availability of choice and of unrestrained navigation in the cyberspace” (Ha & James, 1998: 462). The dimension of choice also relates to features that decrease the effort needed from the user for the completion of a task online. Therefore, search engines and different language options are some of the features that Ha and James (1998) suggest as related to the dimension of choice. Additionally, possibilities that are offered in the website so that the users can not feel disappointed because they do not use the latest technology, such as the free downloading of programs that support features of the website, are also related  to the dimension of choice. With the provision of a number of different alternatives related to navigation, users feel emotionally satisfied and therefore might spend more time in the website, “exploring alternatives and absorbing materials” (Ha and James, 1998: 462).

The third dimension of interactivity is that of connectedness. Ha and James (1998: 462) define connectedness as “the feeling of being able to link to the outside world and to broaden one’s experience easily”. Ha and James (1998: 462) link the dimension of connectedness with features such as links that give the users the opportunity to easily “jump, with little effort, from one point in cyberspace to another” as well as videos, audio files and animated graphics that increase the feeling of connectedness of the users. In the present study, the dimension of connectedness refers to features that compensate the users for the lack of physical interaction as well as videos, audio files, virtual reality applications and any other kind of feature that might give the users the feeling that they are connected to the world outside the website. Accordingly, the presence and the form of online collections is examined on the museum websites.

The fourth dimension of community refers to the presence of links to social network websites, links to photo sharing websites as well as to blogs and chat forums. According to Dholakia and her colleagues (2000), the presence of such options enhances the sense of belonging in a community and increases the levels of interactivity on the websites. The three museum websites are examined in terms of presence of links to Facebook, Flickr, Twitter, blogs and forums for the visitors.

The dimension of personalization that was further developed by the suggestions of Ha and James (1998) and Simon (2007) about the importance of the personalization of the online experience, examines the presence of features that allow the users to create personal profiles as well as any other feature that offers them the possibility to customize the content and the layout of the website in order to meet their personal needs.

The dimension of information collection according to Ha and James (1998) refers to the data gathering on behalf of the communicator. More specifically, on the web this can be done through registration forms for the users as well as through cookie files. Therefore, “the information collection dimension of interactivity consists of audience’s willingness to provide information or the automatic recording of audience data” (Ha and James, 1998: 463). The presence of cookies was not examined as it was not related to the scope of the present research. The presence of cookie files does not premise the users’ involvement in providing information to the website producers. In order to avoid the overlapping of features in the dimensions of interactivity, in the present research design, the dimension of information collection includes only features that invite the user to provide personal information to the website producers such as online questionnaires. 

The reciprocal communication dimension of interactivity is proposed by Ha and James (1998) as related to the communication between the site producers and the users that can be initiated on websites by both sides through interactive features and applications. In the present research design, the dimension of reciprocal communication is further developed in order to include any kind of feature that allows reciprocal communication between users and producers such as emails of the professionals in the museum, chat applications and contact forms.

3.5. Methodological progression 

In the present research, the websites were examined in the level of four clicks depth with the homepage of the website being the first level because of the different and mazy size of the museum websites. However, the four levels depth examination of the museum websites can be considered as representative of the museum website as whole, as no new features could be found in further depths. Only the English version of the websites was analyzed due to language barriers. Webpages that were included in the English version of the museum websites but were not adequately translated were not examined. Nevertheless, the findings of the English version of the website can be contemplated as representative of the Dutch version as well, as the English version is an exact translation of the Dutch website and the features provided in the Dutch version are also common for the English one. No exhibition archives were examined in the websites in the case of the Netherlands Architecture Institute that maintained an archive of web exhibitions. The collection of the data was conducted in a period of two weeks between the 15th and 31st of May. 

The features in each website were detected, categorized according to the multidimensional model of interactivity as it is proposed in the previous section and described for the possibilities they offer to the users. After the collection and the analysis of the data, the museum websites were categorized within the three generations of museum websites that Pauwels and Van Oost (2005) propose as it was explained in Chapter 2. Through this categorization, the results of the content analysis are summarized and a general picture of the museum websites is drawn.

Further on, a special attention is given to the features that were encountered in the homepage of the museum website. “Whether a surfer explores or skips Web site largely depends on his or her beliefs and attitudes toward the home page and the site” (Singh & Dalal, 1999: 93). Ha and James (1998) also argue that the homepage of the website defines the users’ first impression towards the website. Therefore, a closest examination of the features present in the homepages of the museum websites is essential as it reveals how museums invite random users who are not familiar with the subject or the collections of the museum to further navigate in the museums website.

3.6. Expert Interviews

The method of expert interviews was employed as complementary to the content analysis of the websites in order to supplement the findings and shed some light on the professional views towards the employment of the Internet interactive possibilities. More specifically, the expert interviews aimed to partly answer the second research sub question that refers to the impact of the museum subject in the employment of interactive features. Moreover, the interviews with the museum professionals seek to find explanations for the specific employment of interactive features on the museum websites like mission statements, expectations and goals, professional practices, specific target audience etc. 

The method of semi structured interviews was utilized. Expert interviews are seen as a type of semi structured interviews and “in contrast to biographical interviews, here the interviewees are of less interest as a (whole) person than their capacities as experts for certain field of activity” (Flick, 2009: 165). Flick (2009: 166) argues that expert interviews can be employed “to collect context information complementing insights coming from applying other methods”. Accordingly, in the present research the expert interviews support or even explain to a certain extent some of the findings of the website content analysis. 

The selection of the interviewees was based first on the subject of the research. The sample of the three museums was defined and then the interviewees had to be workers of these three specific museums. More specifically, as the focus of the present study is on the museum websites and the presence of interactive features in them, expert interviews with representatives from the web team was necessary. The first contact with the museum professionals was made through the emails found in the three museum websites. Out of three requests for interviews, only two interviews were arranged with the chief editor of the web team of the Netherlands Architecture Institute and the web editor from the Nederlands Fotomuseum. Although a face-to-face interview was not arranged with the professionals from the Museum Boijmans Van Beuningen, specific questions about the features of the website were sent by email and answered by the new media project manager of the Boijmans Van Beuningen museum and the head of the marketing and communication department of the museum.

The interviews with the professionals aimed at explaining the presence or not of interactive features that were found in the museum website as well as at revealing possible communication strategies or mission statements behind the specific presentation of the museum online. The open ended questions addressed to the museum professionals were divided into four main sections. The first section included questions about personal information of the interviewee such as working experience in the organization and educational background. The second category included questions about the museum website, its objectives and the audience that is addressed to. The aim of this part of the interview was to shed some light on how the audience of the museum can influence the content of the website. The third part of the interview included open ended questions concerning the general objectives of the museum, the role of the website in the overall mission of the museum. The questions addressed at this point aimed to reveal how the objectives and goals of the museum are reflected on the museum website and what is the relationship between the museum and its website.

The fourth section of the semi structured interviews included questions that were generated after the examination of the websites and refer to specific features or interactive applications found in each of the museum websites. The questions are posed in order for the professionals to provide explanations about the purpose of such features in the website as well as personal opinions around the value that these features have for the museum and the audience. (See Appendix)
4. RESULTS

4.1. Introduction

The main research question of the present study is ‘how do museums exploit the interactive possibilities that the Internet offers’? This research question can be developed into two research sub questions:

1. What are the interactive features provided on the museum websites and what possibilities do they offer to the user?

2. How does the subject of the museum influence the employment of interactive features on the website?

3. What are the goals of the museum regarding the museum website?

In order to answer the first and the second research sub question, content analysis was applied to the websites of the three museums that constitute the sample of the research: the Museum Boijmans Van Beuningen, the Netherlands Architecture Institute and the Nederlands Fotomuseum. Interviews with professionals from each museum were conducted in order to shed light on the professional perspectives in relation to the findings of the content analysis as well as answer the third sub question, which attempts to examine possible relations between communication strategies, visions of the museums as well as professional practices and the employment of interactive features in the museum websites. In the following section, the results of the content analysis of the museum websites are presented and discussed. After that, the results from the interviews are presented and finally in the last chapter, a summary is provided.
4.2. Content Analysis Results
4.2.1. Playfulness

The playfulness dimension of interactivity, as discussed in Chapter 3, refers to features such as interactive games, quizzes and humorous animations that contribute to the entertaining value of the website (Ha and James, 1998). However, merely the dimension of playfulness cannot entirely measure the entertainment value of the website. Playfulness is associated with highly interactive features that premise the active contribution of the user (games and quizzes) as well as features that stimulate the user’s interest and create an entertaining atmosphere. In this playful environment users are encouraged to spend time on the website and further engage with the subject of the museum. Ha and James (1998) argue that users prefer websites that include playful features and “that a successful web site must combine both entertainment and information” (Ha and James, 1998: 461).

NAi

On the NAi website, one quiz was encountered as part of the web exhibition ‘Polders’. Web exhibitions are created only for the online environment and they do not have an offline counterpart. Moreover, in the quiz, users were invited to answer eleven questions about the subject of polders and win a prize related to the subject of the exhibition. The quiz presents multiple choice questions that are accompanied by pictures relevant to the subject of the web exhibition and the subject of each question. When the content analysis was conducted, the quiz had already been completed and the winners had been announced at the beginning of the quiz. The quiz can be seen in Image 1.
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Image 1. Online quiz on the Netherlands Architecture Institute website
The playfulness of the quiz found on the NAi website can be traced in the endeavor of the user to successfully complete the task of answering questions and prove knowledge in this specific subject of architecture. The winners of the quiz might experience not only the feeling of satisfaction for completing a demanding task and receiving the prize but also the psychological gratification of seeing their names announced on the website of the museum in case they win. The latter becomes even more important if one takes into account that the quiz is mostly addressed to a specific audience of architects, other professionals and researchers that are already involved in the subject of architecture as the questions of the quiz are specific about a subject of architecture. Becoming recognizable in this community could also be considered as one of the motives for completing the quiz.

The presence of the quiz in the web exhibition of the NAi website can be linked to the concept of edutainment. While users entertain themselves by voluntarily filling in the online quiz, they obtain information about the subject of polders. The entertainment that the user experiences while completing the quiz enhances the obtainment of information around the subject of architecture. Ha and James (1998) argue that the feeling of success of those who play online games or complete online quizzes increases their concentration and engagement online. Consequently, online visitors have a personal and exciting experience on the museum website and they are more open to obtain information about the subject of the museum. The presence of the quiz on the NAi website indicates that the museum employs the opportunities the Internet offers for the museum to provide edutainment to the users, one of the great advantages of the museum experience (Schweibenz, 1998, Hooper-Greenhill, 2000). 

Through the provision of the playful feature of the quiz, the museum attempts to create a closer relationship with its main target audience by providing it with playful and intense experiences. The form and the position of the quiz in three clicks depth from the homepage as well as the nature of the questions indicate that it is addressed to a specific audience that already deals with architecture. According to the chief editor of the web team, the museum’s mission statement is to “get everybody involved with architecture” which is also clearly stated in the annual report of the museum
. Besides this desirable goal, the museum still serves a target group of people that includes professionals in the field of architecture and researchers, as the chief editor of the web team mentioned. The architecture museum website does not only offer information about the museum and architecture but also tries to offer stimulating and entertaining activities online that built a close and permanent relationship with its audience.

In another web exhibition of the NAi, ‘Disputed City’, users were invited to vote for the architectural model of a building, for which they wish to become a part of a permanent offline exhibition of the museum, as is depicted in Image 2. ‘Disputed City’ was also an exhibition in the physical dimension of the museum where users could also vote for an architectural model. The same format was transferred on the museum website.
Image 2. Users voting in “Disputed City” web exhibition of the Netherlands Architecture Institute
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The option of voting online in a web exhibition of the museum is a very important finding on the architecture museum website. Online visitors were given the possibility, after reading the details about a building and watching relevant videos in the web exhibition, to decide and vote for this building if they wish for its architectural model to become a part of a permanent offline exhibition. The playfulness of this feature rests on the fact that users are given the option of becoming for a while the curators of an offline permanent exhibition by voting the architectural model of their preference. Online visitors can determine with their vote the content of the exhibition. At the same time, this responsibility of determining an offline exhibition encourages them to obtain more information about the subject of the exhibition by reading details about the building and by watching relevant videos. Therefore, this feature offers edutainment, the combination of entertainment and education that is the great advantage of the museum experience (Schweibenz, 1998).

The feature of voting for an offline exhibition is a characteristic example of the possibilities that the Internet offers to democratize access in the museum and broaden its audience (McTavish, 2006). This feature rejects the intimidating image of the museum as an elitist institution (Kaplan, 1995) as it empowers simple users to determine through their vote the form of a museum exhibition. Additionally, through the specific feature, a close permanent relationship between the museum and its visitors develops as users who will vote in the web exhibition might have a motive to also visit the offline exhibition that they determined with their votes. 

On the Boijmans Van Beuningnen museum website as well as the Nederlands Fotomuseum, no features were found regarding playfulness.

The playfulness dimension of interactivity on the NAi website seems to be influenced by the subject of architecture. According to the chief editor of the web team, the museum of architecture cannot display real objects of architecture but only derivatives of architecture. This generates the need to intensively exploit the possibilities the Internet offers in order to create an engaging online environment that would attract online visitors. The employment of playful interactive features on the museum website is a creative possibility for the architecture museum and an appealing option for the online visitors that compensates for the lack of ‘real architecture’ in the architecture museum. 

The distinction of playfulness and entertainment on the museum website is crucial in order to avoid possible misunderstandings and overlaps in the results of the content analysis. The photography museum can be used as an example. On the Nederlands Fotomuseum website no games, quizzes or humorous animation were encountered. Although the website of the photography museum did not present any playful feature, this does not mean that the entertaining value of the website is generally low. The dimension of playfulness, in the present research examines the presence of highly interactive features such as games, quizzes and humorous animation that contribute to the entertainment aspect of a website whereas entertainment is a broad concept that includes different individual tastes and perceptions. At the same time, entertainment in the museum field is combined with education which is one of the primary purposes of the museum (Schweibenz, 1998, Hooper-Greenhill, 2000). This makes the examination of the entertainment value of the museum website even more complex. Moreover, in order to fully investigate the entertaining value of the museum website, one should also take into account the users’ opinions not only the presence of features. This is out of the scope of the present research but could be an interesting subject of another study.

An important conclusion, after the examination of the museum websites, is that both features that are provided on the architecture website had value only online as the web exhibitions on the architecture museum website are created only for the museum website. This denotes the realization that the museum website is not complementary to the physical space, but it is a creative space where online visitors can have intense and stimulating experiences. However, a successful online web exhibition can benefit the physical place of the museum, as it might motivate the online visitors to visit the physical place.

4.2.2. Choice 

“The choice dimension of interactivity may be seen as consisting of the availability of choice and of unrestrained navigation in the cyberspace” (Ha and James, 1998: 462). As previously mentioned in Chapter 3, search engines and language options are some of the features proposed by Ha and James (1998) as related to the dimension of choice. Choice also refers to the options of downloading software when users meet a feature or application that cannot be supported by the software of their personal computer. “The different alternatives during the navigation process” (Ha & James, 1998: 462) create a friendly and comfortable environment for the users who can easily navigate on the website and retrieve information. Therefore, the dimension of choice examines any feature or application that enables users to easily surf the museum website by having a number of different options online.
Museum Boijmans Van Beuningen

Regarding the Boijmans Van Beuningen museum, two different language options, English and Dutch, as well as a general search engine were found on the homepage of the website. Moreover, two other search engines were present in the collection section of the website. The first one allowed a search of the collection by artist or by title whereas the second enabled an advanced search of the collection as the users have to fill in fields such as the name of the collection, the artist, the title, date, type of object, words in description, whether the item searched is accompanied by a video, an audio file or a tag as it is depicted in Image 3. Moreover, users could add a search field. A simple search engine was also found in the ArtTube, which is the online video channel of the museum that will be discussed in the dimension of connectedness.
Image 3. Extended search engine in the collection section of the Museum Boijmans Van Beuningen
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Apart from the four search engines available on the art museum website, users were also given the possibility to view and browse the online collection of the museum by period, collection, type of object and artist as it is illustrated in Image 4. Finally, on the ‘calendar’ webpage of the users could select the date that they wish and see the events that are available on that certain date.

Image 4. Different view options in the collection section of the Museum Boijmans Van Beuningen.
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NAi 

On the website of the Netherlands Architecture Institute a number of different features related to choice were found.  More specifically, several search engines were encountered on the website. On the homepage of the website, a general search engine was available for users to enter a word or phrase of the subject that they wish to search for. Further on, a calendar search engine was also present on the website where users could search for an activity by selecting the date, the location (for example external location, NAi Maastricht, NAi Rotterdam, open model storage and Sonneveld House), the activity (exhibition, lecture/debate, symposium, tour/excursion, movie/theater/music, book presentation, event workshop, educational program) as well as the target group that they wish (for example children, courses, families, friends of the NAi, general cultural interest).

 On the NAi website, the Collection Information System (CIS) was encountered that allowed users to search with a single general search engine through exhibition archives, architectural models as well as persons and organizations related to the subject of architecture. Additionally, online visitors could use the CIS to search the library of the museum. One general search engine was also found in a web exhibition (‘101 highlights’) through which online visitors could search the exhibition by giving a phrase or a key word. Additionally, in another web exhibition named ‘Disputed City’ of the NAi website, users were given the chance to browse the exhibition by map, by photo, by name and by period. 

Choice, as previously mentioned, is a dimension that refers not only to search engines but also to the possibility to download software when the user encounters an application which requires the support of a program that is not widely used. On the NAi website, the option of downloading the program of RSS reader was available for the users who would like to subscribe to the RSS feature that will be discussed later in the dimension of personalization. Moreover, in a web exhibition that included a virtual presentation, users could download the VRML viewer, the software that supports virtual reality presentations. Finally, two language options are available on the website, Dutch and English.

Nederlands Fotomuseum

On the Nederlands Fotomuseum website several search engines were found. One general search engine was present on the homepage of the website as well as the ‘directly to’ feature that provided a selection of popular web pages on the website such as press, photo sales, visit, for schools, conservation, events and ‘image bank’ that users could directly go to. Two language options were available to the users: English and Dutch. 

In the collection section of the Nederlands Fotomuseum several different search and view options were found. More specifically, in the ‘image bank’ webpage three different search options were available: simple search, extended search, and finally advanced search where users could find more specific details of the item that they search for, such as inventory number of photography or type of article. Additionally, users could enter one more search condition or remove one.  The different search options are illustrated in Image 5.
Image 5. Different search options in the collection section of the Nederlands Fotomuseum website
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In the ‘photographers dossiers’ webpage users could see online photography collections of the museum by alphabetical order as well as use a simple search engine. Similarly, four different search options were available in the ‘image selection’ webpage: the option of browsing the new selections, search the collections by alphabetical order, by using a search engine as well as search through nine thematic categories such as architecture and spatial environment, art, culture and entertainment, atlas, books, exhibitions and series as well as historical events, man and society, nature and science, people and photographic styles, movements and genres as it is depicted on Image 6.
Image 6. Different search options in the collection section of the Nederlands Fotomuseum website
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In the section ‘Masterpieces from the Collection’ four different view options of the collection were available: ‘gallery view’, where users could only see the pictures of the collection, ‘list view’, where pictures were presented with a short list of details such as the name of the artist and the title of the picture and ‘text view’ that presented only textual details about the picture. Finally, the ‘detail view’ presented images along with extensive details about the photograph. The different view options are depicted on Image 7. Additionally, on the website users were also given the possibility to search in digital books and albums for a subject of their interest. Users were given four different options while browsing a book to see a summary of the book, an overview of the pages, see details about a specific page as well as find relevant links to the pictures illustrated.

.
Image 7. Different view options in the collection section of the Nederlands Fotomuseum website
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The calendar feature that allows users to search for an exhibition or an event in the museum by selecting the month they wish was also present on the homepage and on every webpage of the website as it depicted on Image 7. Moreover, users could search the calendar archive through a search engine. Online visitors were also provided with a search engine that allowed them to find answers to their questions as well as access the museum’s online library and search for a specific book or article. Lastly, users could download the software (RSSreader, Sharpreader) that is needed in order to use the RSS feature.
Discussion

The three museum websites were examined in terms of presence of features that refer to the dimension of choice. Such features give users different alternatives while surfing on the museum website. Additionally the dimension of choice also examines the presence of features that help users to make less effort in order to achieve a task online. In a comfortable online environment, users are more open to the online museum experience and more positively biased towards the museum website and the museum in general. Moreover, features that refer to the dimension of choice allow users to easily navigate and retrieve information on the museum website. Such features enhance the educational role of the museum in the online environment. 
In the examination of the three museum websites in terms of presence of features related to choice, several patterns emerged. More specifically, on all three museum websites a general search engine was available as well as two language options. All three museums have an international presence and that is why the English version of the website was available and up dated in all three museum cases. The general search engine found on the homepages of the museum websites indicates that all of them follow a general design pattern that allows users to easily navigate on the website.

Another interesting finding in relation to the dimension of choice was the presence of the calendar feature on all three museum websites. Both in the art and the photography museum, the calendar was present as users could choose the date and find events and exhibitions in the museum. What is interesting here is the fact that the calendar is an online feature that informs users about current or upcoming events in the physical place of the museum. Consequently, the calendar offers an easy, cheap and fast way to promote exhibitions in the physical dimension of the museum. 

Regarding the architecture museum, the feature of the calendar was found as a search engine where users could select the specific kind of activity that they are interested in as well as the target group that they belong to. For example users could choose among tours and excursions, lectures and debates as well as select a group like family, schools and general cultural interest.  The offer of these options is related to the different areas of activities of the museum and indicates an attempt on behalf of the museum to define and satisfy the different needs of a broad audience of students, professionals, researchers and tourists.

The website by presenting features like the calendar, functions as an effective tool of advertising and promotion that could have positive results for the museum both online and offline. All three museum professionals stressed the role of the website in providing information about the physical place of the museum. The calendar connects, in a sense, the museum website with the museum in the real dimension as the visitors are informed about upcoming or current exhibitions and events online and are encouraged to visit them offline. Although the museum and its online counterpart are different entities, they strongly affect each other. Schweibenz (1998) and Marty (2007) argue that a successful relationship between the museum and its website could have positive results for the museum as an institution. 

The presence of features such as the calendar could be used as an argument in the discussion about the opportunities and challenges that new media and the Internet pose in the museum field. It challenges the common opinion in the professional sphere, according to Marty (2007), that the online counterpart of the museum will degrade the role of the museum in the real dimension and its exhibitions. On their websites, museums can employ interactive features that give users the opportunity to easily retrieve information about exhibitions and events in the physical dimension. The easy navigation in the museum website as well as the easy and immediate obtainment of information through interactive features that refer to choice results in the users’ satisfaction and might generate them the need to visit the physical place of the museum.

The influence of the subject of the museum in the employment of interactive features regarding the dimension of choice was evident after the analysis of the features found on the three museum websites. Most of the different search and view options in the art and the photography museum were found in the online collection of the website. Consequently, one might observe that museum websites that deal with the subject of art (the subject of photography is also included in the subject of art) are collection driven. The online collections of art museums, as their offline counterparts, are of high artistic value and the information about the artists and the works of art is considered of high importance. Therefore different search alternatives and view options are considered essential in the online collections of the museum website.

The photography museum website is the one that concentrated the highest number of different search options as well as view options of the online collection of the museum. This might be indicative of the effort of the museum to satisfy a broad audience with different needs online. According to the web editor of the museum, the audience of the Nederlands Fotomuseum is a wide one including students, researchers, amateur photographers and simple visitors with an interest in photography. She also pointed out that the museum’s audience could be better categorized in terms of behavior on the website and not so much in terms of demographic characteristics. For example, she mentioned that an amateur photographer might want to search in depth about a subject whereas a professional photographer might just want to browse the online collection of the museum just to get inspiration. Therefore, the different view options in the online collection and the variety of search engines that were found in the photography museum are presented to meet different needs of the broad audience of the museum.

One of the findings on the museum websites, the options of extensive search, seem to be addressed to a “’scientific in-crowd’” (McTavish, 2006: 195). As it is described before, extensive search options require the user to provide details about the items in the online collection of the museum which indicates that these options concern mostly those who are already involved with museum’s website. Moreover, on the architecture museum website, the search subjects available through the CIS, the main search engine of the website, such as the search in libraries, in exhibition archives as well as search about people, organizations and architectural models, indicate that these options are more useful to professionals and researchers that already have knowledge about architecture. Although the Internet can play a crucial role for the democratization of access to the museum (Van Oost, 2003, McTavish, 2006), the findings in the dimension of choice indicate that the image of the museum as an elitist institution regarding its audience, is still prevalent.

Another important finding regarding the dimension of choice is the option for downloading software that supports a specific feature on the museum website. This option allows users to overcome technical barriers in the website and to easily navigate in it. Downloading software contradicts the idea that the online museum depends on the software and hardware of users (McTavish, 2006) which might prevent them from using innovative features. The provision of the downloading option on the museum website allows simple users to employ all the features provided on the website and not feel deprived of any possibility that other users, internet savvy or familiar with the museum website and its subject, might enjoy.

Apart from the easy navigation and use of the website’s features, the option of downloading software can be associated with the subject of the museum and its strategy, especially in the case of the architecture museum. On the architecture museum website, users were given the option of downloading software that is required in order to watch a virtual reality presentation in a web exhibition. Virtual reality presentations are innovative features that are employed by the architecture museum in its attempt to counterbalance the lack of real architecture in the museum and its website and offer an intense and interesting experience for the user. In addition to that, as the museum tries to expand its audience from a group of architects and researchers to a general public, it is realized by the museum that simple users might not have the software that is needed to use such features. Therefore, the option of downloading the software is essential in cases that the museum website offers innovative or not so widely used applications.

The different search options of the three museum websites (with the Nederlands Fotomuseum presenting the highest number of different search and view options of the online collection) indicate that the provision of easily accessible in depth information about the collections and the subject of the museum is one of the primary goals of the museum websites. The editor of the web team of the photography museum confirms this finding as she pointed out that the goal of the website is to provide a place where users can learn in-depth about photography. In the same direction, the chief editor of the architecture museum mentioned that new media innovations are employed in order to “tell the story about architecture” implying that the interactive features in the museum website are employed to provide in depth information about the subject of the museum.  
4.2.3. Connectedness

Ha and James (1998: 462) argue that connectedness is “the feeling of being able to link the outside world and to broaden one’s experience easily”. Thereby, the dimension of connectedness can be associated with links to other websites as users can easily move from one space to another online as well as features such as videos, virtual reality tours, audio files that can enhance the user’s feeling of connectedness to the world outside the website (Ha and James, 1998). Although all three museum websites presented a number of different links to other websites with relevant subjects, a detailed examination of the external links is out of the scope of the present research but it is a very interesting and important subject that could constitute the theme of another research. Connectedness, in the present study, examines the provision of features that contribute to a multimedia online experience and any other feature that gives users the feeling of being connected to the outside world.

Museum Boijmans Van Beuningen 

The Boijmans Van Beuningen website included a collection section where over 600 works of art were presented. Users could see images of the works of art in the collection along with details about them and the artist as well as a short description about the collection item. Moreover, works of art that belong to the same artistic movement were also presented as it is depicted in Image 8. Users could also zoom in on images, something that could only be possible in real life if visitors of an exhibition come closer to a painting or a sculpture to observe its details. Additionally, on the museum website YouTube videos were found related to the subject of the museum. 

Image 8. Text and image in the online collection of the Boijmans Van Beuningen museum website
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The Boijmans Van Beuningen museum website did not incorporate videos in the collection section of the website, but it is the only Dutch museum website to present the online video channel about art, the ArtTube. The ArtTube is the online channel of the museum and it was presented on the homepage of the museum website through a flashing icon that is depicted on Image 9. The Museum Boijmans Van Beuningen is the first museum in the Netherlands to launch an online video channel where visitors can find videos related to art as well as the TV series of the museum called ‘Boijmans TV’. The presence of an online art video channel increases the levels of interactivity of the website. 

Image 9. Animated icon of the online video channel of the Museum Boijmans Van Beuningen 
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The provision of the ArtTube button on the homepage of the website could be considered as an attempt of the museum to advertise this new feature to a general audience. Moreover, online visitors or even users that might be randomly directed to the homepage of the museum are encouraged by the playful icon of ArtTube to use this feature but also to further navigate in the museum website and involve with the subject of art. In this sense, the art museum, that is traditionally characterized as an elitist institution (Kaplan, 1995), becomes more democratic and more open to the general audience through the employment of interactive features.
Attention has to be paid particularly to the animated flashing form and the playful design of the ArtTube icon. The presentation of such icon in the homepage of the museum website influences the perceptions and the attitude of the online visitors towards the art museum. The icon transpires a sense of freshness which might have important impact on youngsters. This fact is also confirmed by the museum's annual report which indicates that an important number of young people visited the ArtTube after its launch in 2009
. This fact is of high importance as one might observe how the new generations are immediately attracted by the presence of a playful icon and probably further engage with the subject of the museum. From this, it is important to stress the fact that interactive Internet possibilities enhance the social role of the museum and make this traditional and old institution more appealing to youngsters.

The design of the ArtTube icon that can be seen in Image 9 can be associated with the museum’s general practices in relation to the website as well as the subject of the museum. The head of the marketing and communication department mentioned that one of the main concerns of the museum professionals regarding the website is that of design. This special attention on the design is directed by the subject of art because as an art museum that exhibits exquisite works of art, the obligation to present an online environment of high aesthetics is great. The museum website functions as the general frame of the museum and its online collections and it plays an important role in the creation of a museum image.
According to the new media project manager of the art museum, the purpose of ArtTube is “to offer interesting art and design video content to the online video watcher”. She mentioned that ArtTube is connected to edutainment. Users can watch videos and entertain themselves while they obtain information about art. According to Hooper-Greenhill (2000: 140) “learning is best achieved in circumstances of enjoyment”. This finding of ArtTube is very important as it indicates that museums have started exploiting the Internet possibilities in order to enhance their social role and their great advantage which is edutainment. 
NAi
In the online collection of the Netherlands Architecture Institute, the format of image and text was prevalent. Moreover, online collections were also presented through slide shows where users could select to go back and forth in the collection as well as enlarge the pictures of the online collection. Additionally, web exhibitions were encountered on the website that incorporated text, videos, animations, access to databases as well as virtual reality presentations. Web exhibitions are applications created only for online use and in the case of the Netherlands Architecture Institute, the digital curator of the web team is responsible for their content and presentation. Moreover, the option of zooming in on pictures from the offline exhibition was also found, but the feature was not prevalent in the museum website.

Generally on the website, slide shows and YouTube videos were also encountered as well as audio files in mp3 format with speeches relevant to the subject of architecture. Additionally, the annual report of the museum is presented through an application that resembles the browsing of a book, as users click and flip the pages of the report. 
Nederlands Fotomuseum

The Nederlands Fotomuseum was also examined in terms of presence of interactive features related to connectedness. More specifically, exhibitions were presented through the format of image and text. Additionally, users were given the possibility to zoom in on pictures in order to observe the details. The photography museum presented web exhibitions that were solely created for online use. Web exhibitions in the Nederlands Fotomuseum incorporated image and text. Generally on the museum website, videos from YouTube were found. Users could also browse books and albums of photography as they would do in reality while ruffling a book and they can zoom in on pictures of the books as it is depicted on Image 10. On the right and left side of the picture, the options that users were given while browsing the albums and books are illustrated. 
Image 10. The option of browsing books and albums of photography on the Nederlands Fotomuseum website
Discussion

After the examination of the three museum websites for features that refer to the dimension of connectedness, several interesting findings were encountered. A consolidation of the features found in the websites in the dimension of connectedness is presented in Table 1.

Table 1. Overview of features encountered on the three museum websites/ Dimension of connectedness

	
	Dimension of connectedness

	Museum Boijmans Van Beuningen
	Online collections

Image and text

Zoom on works of art

Generally on the website

ArtTube (online art channel of the museum)

YouTube videos

	Netherlands Architecture Institute
	 Online collections/web exhibitions
Image and text

Virtual reality presentation

animations

Videos

Zoom on images

Generally on the website

Browsing annual report

Slide shows

Audio clips

YouTube videos

	Nederlands Fotomuseum
	Online collections/web exhibitions
Image and text

Zoom on photographs

Slide shows

Generally on the website

Browse albums and books

Zoom on albums and books

YouTube videos


After the examination of the three museum websites in relation to connectedness, online collections and web exhibitions were encountered. More specifically, the art and the photography museum websites presented online collections, whereas the architecture and the photography museum included web exhibitions that were created solely for the online environment. Online collections in the art and photography museum websites incorporated image and text. Users, for example of the art museum website, could see images of works of art along with a description of the specific item, the artist as well as other details about the collection item. The photography museum’s online collections also combined image and text that presented details about the name of the artist, the date of creation and other relevant details. This possibility of the Internet to combine different elements on a single computer screen has great educational potentials as it allows users not only to admire a work of art but also to learn details about the artist, the artistic movement and generally go in more depth about art.

An important finding in the examination of the museum websites was that of the presence of web exhibitions in both the photography and architecture museum websites. Web exhibitions are interesting findings as they do not have offline counterparts and they are created only for the online environment. Web exhibitions incorporated image and text regarding the photography museum whereas on the architecture museum website, web exhibitions included text, images, videos animations and virtual reality applications. This indicates that museums have started realizing the potential of the Internet as a creative space for the presentation of museum content. The web editor of the photography museum and the chief editor of the web team of the architecture museum mentioned that there is a need to develop content that has value only online. However, the chief editor of the architecture museum pointed out that the marketing and communication department opposes to the attempt of the web team to create more online content as its primary purpose is to “sell exhibitions” in the physical dimension of the museum. This indicates that professional practices also influence the employment of interactive features in the museum websites. 

Through the possibility of online collections, the Internet offers the museum the opportunity to present works of art that are not presented in a physical dimension. The museum in the real dimension faces the limitations of time and space, whereas the Internet allows the transcendence of such constraints. For example, on the art museum website, next to the images of works of art it was announced that this item was not currently exhibited in the museum. This Internet possibility offers great opportunities for the museum as, ideally, it can exhibit any work of art without facing the limitation of time and space. Moreover, this possibility allows users who access the museum website after their museum visit in the physical dimension, to enrich their museum experience as they can admire works of art that were not available in the museum. This can be linked to the purpose of the online collection of the museum website, which according to the new media project manager of the museum is to offer art content to visitors before and after the museum visit.

In all museum websites, the option of zooming in on the pictures and the works of art was common in the online collections. For the art museum websites, the presence of that feature can associated to the fact that works of art have a unique artistic value that is inextricably connected with the object and its texture, and in that way, the close observation of details of works of art are very important for other artists or researchers, teachers and students. Accordingly, in photography the details of the image are considered very important as according to the web editor of the museum, the photography museum “is all about image”. In the online collection of the architecture museum website that includes sketches from designers and architects, the option of zooming in is useful for the users who want to observe details on the design. Thereby, it is evident that the subject of the museum influences the employment of interactive features on the website.

In all three museum websites, several features were found that allowed the interaction of the online visitors with the online collections of the museum. For example the option of zooming in was prevalent in all museum websites. This possibility of the Internet to enable interaction with the online collections and web exhibitions of the museum has great educational potentials (Marty, 2007). However, interactive features such as zooming on works of art resemble real life interactions that according to McTavish (2006) do not stimulate intellectually or emotionally the online visitor. However, the presence of such features increases the feeling of connectedness for the user who might feel more comfortable in a multimedia environment.

The presence of online collections and web exhibitions in the museum websites is of great importance as it enhances cultural participation. Users who cannot visit the physical place of the museum due to geographical, financial or accessibility problems that compose the divide in cultural participation, can access online museum content through the museum’s website (Pauwels & Van Oost, 2005). All the interviewees mentioned that the online collections and exhibitions serve an audience that cannot visit the museum in the real dimension. The global reach of the Internet as well as its continual availability overcomes geographical and accessibility constraints. However, people who lack access to the Internet are deprived from the opportunity to visit the online museum and the divide in cultural participation becomes even bigger (Rice & Haythornthwaite, 2006).
The presence of online collections and web exhibitions in the museum website, are of high importance for the museum and its visitors. The visitors’ museum experience is enriched as the museum website offers great amounts of information around the subject of the museum. Moreover, online collections in the museum website contribute to the development of a close relationship between the users and the museum and might also generate them the need to visit the physical museum (Marty, 2007) if that is possible. Both the web editor of the photography museum and the new media project manager of the art museum mentioned that, ideally, users visit the website before and after the visit. In that way, a permanent and close relationship between the visitors and the museum can be created. This close relationship between the museum and its visitor allows the museum to better serve its social role and enrich the visitors’ museum experience.

The findings from the museum websites regarding connectedness, such as videos and virtual reality applications also contribute to the entertaining value of the website. The provision of information through different elements and not only through text creates an entertaining online museum experience. In the case of the museum, entertainment is inextricably connected to the educational role of the museum. Therefore, videos, audio files, slide shows and other multimedia elements can entertain the users as well as provide them interesting information about the subject of art, photography and architecture. This is crucial, as edutainment is one of the great advantages of the museum experience (Schweibenz, 1998, Hooper- Greenhill, 2000). The Internet offers great opportunities that enhance the function of the museum in education and entertainment. 

4.2.4. Community

The dimension of community was developed for the purposes of the present study. The development of the specific dimension is based on the argument of Dholakia and her colleagues (2000) that features that enhance the sense of community increase the levels of interactivity in a website. Along with that, Simon (2007) argues that community building is one of the main attributes of Web 2.0 applications and has a great potential for the museum field. Therefore, the community dimension examines the presence of links to Facebook, Flickr, Twitter and any other social network website as well as the presence of blogs, forums and any other feature through which the users might experience the feeling of being part of a community.

Museum Boijmans Van Beuningen

On the Boijmans Van Beuningen museum website, a link to Twitter was found in the ArtTube section of the website as well as a link to the Flickr profile of the museum in the collection section of the website. Through this, users can access the profile of the museum, become members and post pictures of the museum and its exhibitions. No links to forums or chat rooms were present. The museum preserved an active profile on Facebook with 1.941 fans. Nevertheless, no links to the Facebook profile were found in the website. Another feature that can be linked to the community dimension is that of sharing personal collections with other users by making them public. Through their personal account of ‘My Boijmans’, that will be discussed in the dimension of personalization, users could select images from the online collection of the museum and share them on Facebook, Twitter, StumbleUpon, Delicious, Live, MySpace and Digg and many other social network websites as well as mail them to a friend. The ‘share’ feature acts like a link between the website and other social network websites and allows the users to connect the content they find in the museum’s website with their profile on other websites.

NAi
In the Netherlands Architecture Institute a ‘Community’ webpage was found where users could enter the profile of the museum in Flickr and Facebook. In Flickr users were invited to upload pictures of the museum. The NAi had an active profile on Facebook with 1.611 fans. The museum also presented a blog where users could comment on items posted. The blog was only available in the Dutch version of the website. Users were also given the possibility to ‘share’ content that they find in the museum website to other social network websites such as Facebook, Twitter, StumbleUpon, Delicious, Live, MySpace, Digg. The links to Facebook, Flickr, the ‘share’ feature as well as the blog connected to the museum’s website are elements that increase the sense of belonging in a community for the online museum visitor.
Nederlands Fotomuseum

In the Nederlands Fotomuseum no links to social network websites were found. The website does not include a blog or a forum for the users. The features found in the three museum websites are summarized in Table 2.

Table 2. Overview of features encountered on the three museum websites/Dimension of community

	
	Dimension of community

	Museum Boijmans Van Beuningen
	Flickr

Twitter

Option of ‘public’ collections

‘Share’ feature

	Netherlands Architecture Institute
	Facebook

Flickr

Blog

‘Share’ feature

	Nederlands Fotomuseum
	-


Discussion

The art and the architecture museum websites presented similar options regarding the dimension of community. Both of them had a link to Flickr which is a photo sharing website. In this website users can become members of the museum’s profile and upload their pictures from the museum as well as see other people’s pictures from the museum. Joining the Flickr group of the museum enhances the feeling of being a member of a community, for the online visitor, that was created under a common interest: the museum. The sense of belonging in a community increases the engagement of the users in the subject of the museum (Simon, 2007). 

Museum professionals recognize the importance of the social network websites like Facebook. The chief editor of the architecture museum pointed out that Flickr and Facebook along with the blog of the museum are considered as important platforms for the visitors’ engagement with the museum’s subject. The employment of such popular social network sites is in accordance with the museum’s vision to broaden its audience from architects and researchers to a more general public. The web editor from the photography museum which was found as the one with no features related to the dimension of community mentioned that embracing the social network websites is a future plan of the museum. She also pointed out that there is reluctance in the museum field towards the use of social network websites as the results of such websites are not obvious yet. However, the web editor mentioned that her personal opinion is in favor of the social network sites that she considers as effective communication channels.

Although the potential of the social network sites as communication channels and their popularity is uncontested, museums face challenges while employing them. Firstly, museums cannot control the users’ reactions and comments that might be of low quality or even offensive (Simon, 2007). On the other hand, people who join the museum’s profiles for example on Facebook, are those who are already interested in the museum. Museums are partly responsible for that. The architecture and the art museum did not present the links to Flickr, Facebook and Twitter in the homepage of their websites in order to attract simple users. In addition to that, although the art museum maintains a Facebook profile, no link to this profile was found in the website. From this one might observe that the museum as an elitist institution is a strong image that is difficult to be overcome.

The feature of ‘sharing’ is an interesting finding on the museum websites. Users can use this option to share with their friends and their colleagues, something that they found interesting in the museum website. Through this feature, one user who visited the museum’s website transfers content to other sites where online communities develop. This sharing might initiate a discussion around a subject relevant to the museum and might motivate other people to visit the museum website. However, the plethora of messages posted everyday by users of social network sites and their rapidly changing environment disorients the attention of the users from interesting and important subjects. Even in that worst case, users who ‘share’ content still feel the satisfaction of sharing something that moved their interest in the museum website with their friends. Moreover, the transfer of the community developing outside the museum website, on websites such as Facebook, that continuously gain popularity especially among youngsters indicates the attempt of the museums to exploit the Internet possibilities to broaden their audience and democratize the access of the audience to the museum content online (Schweibenz, 1998, McTavish, 2006). 
The blog in the architecture museum (available only in the Dutch version) is an interesting finding regarding the dimension of community. The presence of the blog allows the creation of a community of people who are interested in architecture and who are also given the possibility to comment on items posted and express their own opinion. In a sense, users become producers as their voice can be heard in the blog of the museum. This dialogue among users that emerges in the blog of the museum and the creation of a community that discusses subjects of common interest, enhances the engagement of the users in the museum subject (Simon, 2007). By allowing users to comment in the museum blog the image of the museum as a mass communicator (Schweibenz, 1998) seems to be changing. The museum is not only a sender of messages. Online visitors, through the provision of interactive features and applications, can express their opinion. The museum by employing the interactive possibilities of the internet becomes a place of dialogue and exchange of ideas.

Another interesting finding in the art museum in relation to community was the option to publicize personal collections that was available on the art museum website. Users (through the ‘My Boijmans’ personal account that will be discussed in the next section) could create their personal collections by selecting their favorite items from the online collection. They were also given the possibility to share their personal collections with other users by making them public in the museum website. According to the new media project manager of the museum, this feature can be considered useful for researchers and teachers who can share their notes with others. This is of high importance as in a way, academic discussions are transferred in the online museum next to the images of works of art and museums become “active learning environments” (Hooper-Greenhill, 2000: 1). For simple users, sharing their favorite works of art with other users can be an entertaining option and a way to satisfy “the narcissistic desire to be known and noticed” (Simon, 2007: 264). Through the feature of sharing personal collections, a community emerges in which users from all around the world can exchange notes, ideas and opinions about the subject of art.

Although the architecture and the art museum presented very interesting findings regarding the dimension of community, their position on the two websites in second and third level (except for the blog in the architecture museum that was found in the homepage of the website) denotes that those features are addressed to a more specific audience that is already involved with the subject of the museum. Simple users who might randomly visit the museum website will not encounter such features. The position of those features is crucial as users, especially youngsters, prefer spending time on websites like Facebook (Simon, 2007) as they are attracted by the networked aspects social networked sites and blogs. By presenting them in two or three clicks depth from the homepage, museums perpetuate the image of an elitist institution (Kaplan, 1995). This is also evident on the art museum website, as although the museum maintains a Facebook profile, a link to this profile was not available on the website. Finally, the dimension of community seems not be influenced significantly by the subject of the museum.

4.2.5. Personalization

The dimension of personalization is the second dimension that was developed for the purposes of the present study. Ha and James (1998: 462) argue that interactivity is also related to the ability of the website to “fulfill individual information needs” and create a feeling of trust among users. Ha and James (1998) proposed this in relation to the dimension of connectedness. However, the latest developments on the web and the arguments of scholars who argue that personalization is an important aspect of interactivity (Dholakia et al.,2000) as well as an important possibility in the museum experience (Simon, 2007), entailed the examination of personalization as a separate dimension. Personalization, in the present study, refers to features that enable users to personalize the content and the layout of the website such as the creation of personal accounts, the customization of web pages and any other feature that allows users to manipulate the content of the website according to their own needs.

In all three websites several features related to the dimension of personalization were encountered. More specifically, the feature of RSS was found in all museum websites. Users can personalize they way they receive news and updates from the museum website by subscribing to the RSS feature. RSS is an application that informs users for updates in a website without the need of entering the specific website
. RSS itunes was also available in the ArtTube section of the Boijmans Van Beuningen website for users who use itunes, an application for the reproduction of videos and music
. Through this feature, users could be informed about new videos in ArtTube, the online video channel of the museum. In the Nederlands Fotomuseum website, the feature of RSS was presented in the homepage along with the feature of iCalendar. The feature of iCalendar enables the users to be constantly informed about events, exhibitions and other activities of the museum
. It is different from the calendar feature that was also found next to the iCalendar in the Nederlands Fotomuseum, website as the latter allows the user to be informed about current or upcoming events in the museum without entering the museum website.

On all museum websites, the option of the newsletter that allows users to receive news about the museums in their mailboxes was encountered. In both Boijmans Van Beuningen museum website and the Nederlands Fotomuseum website the feature of newsletter was presented in the homepage of the websites. In Boijmans Van Beuningen museum website, users who want to use the newsletter are given the possibility to choose among a number of different subjects that are interested in, such as printings and drawings, Old Masters, Modern Art, Contemporary Art, Applied Arts, Rotterdam Art and Design, Design Fashion and Graphic Design. Additionally, in the Netherlands Architecture Institute users are given the possibility to subscribe to the Bulletin service of the museum and have access to images and news from the museum. This feature seems to be more addressed to professionals and journalists.

Both in Boijmans Van Beuningen museum website and the Nederlands Fotomuseum website users were given the possibility to create a personal account, ‘My Boijmans’ and ‘My Museum’ respectively. Users in both cases could select images from the online collection of the museum and create their personal collection. Through the ‘My Museum’ feature in the photography museum website, users could create a web exhibition which can be published on the museum website after it is sent to the museum professionals who judge its artistic value. Through the ‘My Museum’ in the photography museum, users can purchase online copies of images from the online collection of the museum through the online museum shop. ‘My Boijmans’ also allows users to make their personal collections and their notes public in the website where other users can access them as it was previously discussed in the dimension of community. They can also tag works of art using their own words. 

Regarding the customization of the website layout, only the Boijmans Van Beuningen museum website provided some limited options. Users were given the possibility to move graphic icons such as the log in box of ‘My Boijmans’ as well as the icon of ‘Collection’ (which has no further function) wherever on the screen users wish. The same happens with the icon of ArtTube on the respective page. No other options of customization and personalization regarding the layout of the website were encountered on the three museum websites. An overview of the features encountered in the three museum websites in relation to the dimension of personalization are summarized in Table 3.
Table 3. Overview of features encountered on the three museum websites/Dimension of personalization
	
	Dimension of personalization

	Museum Boijmans Van Beuningen 
	RSS+ RSS itunes

Newsletter

‘My Boijmans’ personal account

3 movable icons

	Netherlands Architecture Institute
	RSS

Newsletter

Bulletin

	Nederlands Fotomuseum
	RSS

Newsletter

iCalendar

‘My Museum’ personal account


Discussion

From the examination of the three museum websites in terms of presence of interactive features related to personalization, a couple of patterns emerged. The RSS and the newsletter features were found in all three museum websites. Through those features, users are kept informed about new events and activities in the museum without entering the museum website. Receiving an interesting announcement or press release from the museum might motivate users to enter the museum website. Additionally, features like the RSS and the newsletter, function as reminders of current events and exhibitions and might motivate users to visit the museum in the physical dimension. Moreover, the presence of features like the RSS and the newsletter in the museum websites satisfy personal needs of the user, contribute to the creation of a close permanent relationship between the user and the museum as well as function as effective tools of communication and promotion for the museum. The feature of the iCalendar that was found in the photography museum also operates as a reminder of events and exhibitions in the museums. 

The influence of the subject of the museum in the employment of features that refer to personalization was obvious. More specifically, only the art and the photography museum website presented the feature of the personal account and the option of creating personal collections. For the simple users, this feature gives them the opportunity to become virtual collectors of art, something that would not be possible in real life. Moreover, the availability of this feature only in the art museum websites tries to satisfy a common human impulse to collect valuable things. This feature would not be that appealing in the architecture museum as possessing images of buildings or architectural models does not provide the same gratification as an online collection of works of art.  

In the photography museum, users, along with the option of creating a personal account, were given the possibility to publish in the website web exhibitions that they have created. In that case users enjoy the satisfaction of creating something of artistic value and of taking for a while the position of a museum curator. The provision of such features dissolves the intimidating for the simple visitor idea of an authoritative museum where the curator is the “ritual specialist” (Kaplan, 1995: 38) and creates an image of a more democratic museum. Additionally, the interaction of the users with the online collections through options like the creation of personal collections has great educational potentials (Marty, 2007) as the user goes in more depth about art.

Museum professionals argue that the option of creating personal collections is a useful feature for researchers and professionals. The web editor of the photography museum and the new media project manager of the art museum stressed the fact that apart from the simple users, the feature of creating personal collections can be a useful tool for professionals and researchers that can easily exchange ideas and comments. Apart from the communal aspects of this feature that were previously discussed, this feature gives new possibilities for academics and researchers to communicate more effectively through the museum website. Although, the option of creating personal accounts like ‘My Boijmans’ and ‘My Museum’,  can be also utilized by simple users and professionals, their position in four clicks depth in the art museum indicates that this option is mostly addressed to the people who are already familiar with the subject of the museum. The attraction of random simple users to use this feature is more difficult as they have to be already motivated from the homepage in order to continue navigating in the website and finally discover this option. This is indicative of the fact that although the museum employs interactive features in the website, those are still addressed to a specific audience. 

The presence of the online museum shop in the photography museum indicates the impact of the subject of the museum in the employment of the interactive possibilities of the Internet. Users, through their personal account ‘My Museum’, can purchase online copies of images from the online collection of the museum. The availability of this option only in the photography museum website is not a random fact. Photographs are easily replicable works of art and the difference between a copy and an original photograph is found mostly in the idea of originality and not in the material. For example, everybody can understand the difference between an original Van Gogh painting and a poster available in the museum shop whereas the difference between an original photograph and a copy of a photograph is not easily or at all detectable. Therefore, the feature of the online museum makes more sense in the photography museum than in the art or the architecture museum where users could mostly buy books, posters and other gadgets. The web editor of the photography museum mentioned that the feature of the online museum shop was one of the main reasons for the creation of the ‘My Museum’ feature. The position of ‘My Museum’ in the homepage of the website indicates the commercial purposes of the museum through this feature. 

Personalization features like the personal accounts that were found on the art museum websites indicate that museums started to realize the importance of such features for the museum and its visitors. Such features satisfy the users’ “narcissistic desire to be known and noticed” (Simon, 2007: 264) and their need to access content that they have created. Users through the options like the creation of personal collections, engage with subject of the museum. Personal profiles are the starting point of communication among users and the creation of a community according to Simon (2007). 

Personalization features can be useful tools of communication between the museum and its audience. Features like the RSS and the newsletter are employed from the users to personalize the way they receive the news from the museum, but also function as instruments of communication and promotion for the museum. At the same time that users customize according to their needs the way that they receive content from the museum website, the museum finds an easy and immediate way to communicate with its audience and also motivates users to visit the museum in the physical dimension as well. This can be introduced in the discussion about the Internet in the museum field as an argument against the idea that the online counterpart can undermine the role of the museum in the real dimension (Marty, 2007, Schweibenz, 1998). 

4.2.6. Reciprocal Communication

Ha and James (1998) suggest that the dimension of reciprocal communication in the examination of the phenomenon of interactivity has to do with the process and direction of communication between the user and the producer of the website. The three museum websites were examined in terms of presence of features that can be connected with the dimension of reciprocal communication between the users and the website producers as well as the museum professionals.

In the Boijmans Van Beuningen museum website five different email addresses were available along with the telephone numbers of the respective departments in the museum such as the library department, the marketing and communication department, the ArtTube group as well as the reception of the museum. Additionally, users were given the possibility to order visual material from the museum website through a contact form as well as book their tickets by sending an email. 

In the Netherlands Architecture Institute, emails of the professionals in the museum were available and specifically in the collection department, the marketing and communication department as well as the bookstore. Moreover, the online visitors are provided with the opportunity to reach through contact forms the web editors, to register for events, pose general questions as well as questions about the collection of the museum and contact the department of the international activities. 

Eight different emails of museum professionals were found in the Nederlands Fotomuseum website. Users could contact the library, the education department as well as reserve a group tour through email. Moreover, online visitors could reach the photography sales department, the bookstore, the marketing and communication department, the department of conservation as well as the general reception of the museum by email. An overview of the features found in the three museum websites is provided in Table 4.
Table 4. Overview of features encountered on the three museum websites/Dimension of reciprocal communication

	
	Dimension of reciprocal communication

	Boijmans Van Beuningen 
	Emails

Order forms (for visual material)

	Netherlands Architecture Institute
	Emails 

Contact forms

	Nederlands Fotomuseum
	Emails


Discussion

After the examination of the museum websites in relation to the dimension of reciprocal communication, the main channels of communication in the museum websites were the email, the telephone and the contact forms. More specifically, the architecture museum provided a number of different contact forms. This can be explained by the fact that the museum has three main areas of activities: the offline exhibitions, the museum collections and the lectures and debates. Through the different contact forms the museum attempts to allocate the users’ questions and requests to the department responsible for that area of action. 

The photography museum provides a number of different emails from all the departments of the museum. This can be connected with the initial goal of the website to function as a space where visitors and users could find answers to their questions that they would address through the telephone to the professionals of the museum. However, according to the web editor of the museum this initial goal was proven unrealistic.  

4.2.7. Information Collection

Ha and James (1998: 463) suggest that “data gathering is primarily a communication need of the communicator”. They also argue that the more information that an organization has about the users of its website the more it can adapt its content to meet the needs and interest of its audience. 

One option was encountered in the Boijmans Van Beuningen museum website that refers to the information collection dimension of interactivity. More specifically, users were invited, in the ArtTube section of the website, to express their opinion about the online channel of the museum. No other features were encountered in the three museum websites. This indicates that museums are not interested on the feedback of the users about the content and the form of the website or do not realize the potential that the website features have in providing information about the online visitors.

Museums do not seem to recognize the interactive possibilities that the Internet offers for the museums to collect information about their audience. In the interviews, when the museum professionals were asked how the museum defines its audience no one mentioned any online feature as a tool for gathering information about the online visitors. The web editor of the photography museum mentioned that the audience of the museum is defined only through practical ways meaning the observation of the people that visit the physical place of the museum. The chief editor of the web team of the architecture museum pointed out that the museum conducts a usability research online every two years for the museum’s website. Apart from that, no other ways of gathering information about the visitors of the museum were mentioned. The new media project manager of the art museum when asked if the ‘My Boijmans’ feature is a way of gathering information about the users on the website, she pointed out that the museum is not allowed to gather information about the online visitors through such features.

4.3.  Interview Results
Two face-to-face expert interviews with Mr Pepijn Lemmens chief editor of the web team of the Netherlands Architecture Institute and Mrs Cathelijne Hoorn, web editor of the Nederlands Fotomuseum were conducted in the period of May and June 2010. Specific questions were answered through email by Mrs Lotte Meijer, new media project manager and Mrs Femke Haijtema, head of the marketing and communication department of the Museum Boijmans Van Beuningen. Therefore, the information available about the Boijmans Van Beuningen museum website is limited in comparison with the other two. 

An important finding in the interviews with the museum professionals is the fact that all of them mentioned that the responsibility for the website is allocated into different departments of the museum. More specifically, in the Netherlands Architecture Institute, the chief editor discussed that each department in the museum has a web editor who is responsible for the content that is related to the specific department of the museum. This “decentralized editor board” reports to the final editor of the web team who has the responsibility for the content of the website in terms of accuracy and timeliness. The web team also includes a digital curator who creates web exhibitions and presentations as well as a person responsible for the technical matters. The chief editor (the interviewee) leads the web team that directly reports to the artistic director of the museum who has the final saying about the website and generally about everything in the museum. 

In the Nederlands Fotomuseum the responsibility of the website is again allocated into different departments that report to the artistic director of the museum. In particular, the web editor (interviewee) of the museum is responsible for the content of the website that “brings knowledge about photography to the general public”. Practical information about opening hours about the physical place of the museum is the marketing and communication department’s responsibility. The web editor reports to the IT (Information Technology) manager of the web team. The head of marketing and communication department of the Museum Boijmans Van Beuningen also mentioned that different departments of the museum are responsible for the museum website.

Three professionals from each museum mentioned that the web team is not completely responsible for the website. This fact generates tensions between the web team and other departments of the museum and especially the marketing and communication department. For example, the chief editor of the web team in the architecture museum pointed out a tension between the web team, that wishes to create web exhibitions that have value only online, and the marketing and communication team that opposes to that idea as it tries to promote exhibitions in the physical dimension. Commercial values in the museum seem to limit the provision of interactive features such as the web exhibitions that have value only online. On the contrary, the marketing and communication department encourages the employment of social network websites as they are perceived as popular platforms that offer opportunities for the promotion of the museum, according to the web editor of the photography museum.  The marketing and communication department seems to be playing a crucial role in the museum and in the decision making about the embracement of the interactive possibilities of the Internet. Its main purpose is to ensure the museum’s commercial survival in a continuously changing and financially insecure environment. 

Another topic of discussion in the interviews was that of the expectations from the museum website in the past and today. The chief editor of the architecture museum mentioned that in the beginning the website was perceived as a means of communication about practical information about the museum such as opening hours. Today the website has been transformed into a space for presenting content that is created for the online environment. The chief editor discussed that the website still offers practical information about the physical museum but there is an effort of the web team to create things that have value only online.

The chief editor of the architecture museum pointed out that the website goes through a transitional period from presenting information about the museum and architecture to engaging visitors online. At the same time, the mission statement of the museum and the website is to “get everybody involved in architecture”. This indicates an attempt of the museum to broaden its audience from a limited audience of professionals and researchers involved with the subject of architecture to a more general public. The chief editor explained that architecture is everywhere, it is a part of everyday life and that is why it concerns everybody. The creation of the Flickr and Facebook profiles are some simple ways through which the museum tries to engage a broad audience.

The web editor of the photography museum mentioned that the initial expectation about the museum’s website was to provide practical information about the museum and to offer a space where people interested in photography “would find a place where they could go in depth about photography” as well as a place where people could find answers to questions. Although the first two expectations are still valid today, the last proved to be unrealistic. According to the web editor, the website of the museum cannot become a substitute for questions. Today, the ultimate goal of the website is to offer “a very complete and diverse place for people who want to know more about photography”. At the same time, another goal of the website continues to be the provision of practical information about the museum. Additionally, through the interview it was mentioned that features on the website were developed in order to engage visitors online. More specifically, engagement online is understood as a need of the visitors online that the museum tries to satisfy through the provision of the interactive features on the website. This indicates an audience-centered approach in the museum’s professional practices. 

The new media project manager of the art museum mentioned that the museum website offers both practical information like opening hours and events as well as online museum content such as online collections and art videos for users who cannot travel to the physical place of the museum and for people who visited or will visit the museum in the real dimension. The interviewees from the photography and the architecture museum also mentioned that the website reaches an audience that cannot travel and visit the museum. Moreover, the web editor of the photography museum and the new media project manager of the art museum also pointed out that, ideally, the museum website should be used before and after the museum visit. 

Another area of discussion concerned the extent to which the audience of the museum defines the content and form of the website. The chief editor of the architecture museum mentioned that the museum conducts every two years a usability research about the museum website. Not any other method of collecting information about the audience was mentioned. He also argued that although the museum wishes to expand its audience to a more general public, still the main audience of the museum includes architects and other professionals and researchers that work at architectural subjects as well as the educational group of students from all levels of education. The chief editor of the web team also mentioned that approaching a general public is an ambitious task for the museum professionals as they all have a background in architecture and it is hard for them to communicate information about architecture in way that can be understood by people who are not involved with the subject. 

The web editor of the photography museum mentioned that no audience research is done due to budget limitations. Nevertheless, the museum professionals use practical ways to define the museum’s audience by observing the visitors of the physical place of the museum. The web editor of the photography museum mentioned that the museum does not conduct any audience research because of budget limitations. However, she also mentioned that defining the museum’s audience by constructing a profile with demographic characteristics, as it is usually done in marketing research, is not useful for the museum and its website as the audience has to be defined in terms of motives and behavior in the online or offline museum. The web editor argued that the group of students of all educational levels as well as clubs of amateur photographers can be considered the main target group of the museum. She also mentioned that the influence of the main target groups of the museum in the website is not very obvious as the museum develops other websites that focus on specific subjects around photography and are linked to the main museum website, in order to satisfy the needs of different audiences. 

An important area of discussion in the interviews with the museum professionals was that of the limitations and opportunities that the subject of the museum poses in the employment of interactive features in the website. The chief editor of the web team in the architecture museum mentioned that the subject of architecture poses both opportunities and challenges in the employment of the Internet possibilities. According to the chief editor of the web team, the museum of architecture cannot present and exhibit real architecture. Real architecture can only be seen outside the walls of the architecture museum. The subject of architecture forces the museum to find innovative alternatives to present the subject of architecture both online and offline. Consequently, this limitation of the theme of architecture also functions as an opportunity as the museum explores new and innovative ways through the Internet to attract and engage visitors in the subject of architecture. 

Another limitation related to the subject of architecture comes from the professional sphere of the museum. According to the chief editor of the architecture museum, the professionals in the museum have an educational background in architecture and it is difficult for them to communicate information about it in way that can be easily understood by a general audience. This becomes even more difficult in the online environment, as according to the chief editor of the museum, it is difficult to convince professionals, especially those in the collection department, to embrace new media and the Internet as they are used of the old media practices. 

The subject of art poses both opportunities and challenges for the art museum in the employment of the Internet possibilities. According to the head of the marketing and communication department, the art museum has the opportunity to depict great images of unique works of art in its website. Their artistic value is an advantage of the art museum website. However, extra attention has to be paid on the design of the museum website as it presents items of high artistic value according to the head of marketing and communication department. The design of the museum website is crucial as it functions as a virtual frame of the online museum content.

The web editor of the photography museum mentioned the issue of copyrights as one of the most important limitations that the museum subject poses in the employment of the interactive possibilities of the internet. She pointed out that the museum website cannot present any photograph as the matter of intellectual property has to be properly arranged. The web editor also mentioned the high responsibility that the museum has towards the matter of copyrights as it is a role model for the society. The web editor also mentioned that the quality of the online collections is another critical issue for the museum as photography is all about the image. Finally, the unique nature of the subject of photography that can be approached by many different perspectives was discussed as an opportunity in the employment of the Internet in the museum. For example, photography is an art but also a social activity that most of the people do. Additionally, it has many technical details as well as it also concerns academia. Museum professionals can be inspired from all these different perspectives that people approach photography and create a complete space about photography on the website.

When the museum professionals were asked to describe how innovative they consider the website of the museum, the web editor of the photography museum mentioned that it is quite innovative whereas the chief editor of the architecture museum mentioned that the museum website is up-to-date but it could be more innovative. This difference between the answers of the two professionals can be explained by the different subjects of the museums as well as the size of the web team of each museum. The architecture museum, as previously mentioned, has to always be innovative in order to compensate for the lack of real architecture in the museum. Moreover, the web team of the museum is more extensive than the one in the photography museum that constitutes of two people the web editor and the IT manager. On the other hand, the web team of the architecture museum includes a digital curator that is responsible for the web exhibitions of the museum, a final editor that is responsible for the quality of the content that is being uploaded on the Internet as well as a person responsible for technical matters.

The final part of the interviews included questions about specific features on the museum websites and the purpose they serve for the users. In order to avoid repetition, this part of the interviews is incorporated in the analysis of the findings in the three museum websites.

4.4. Summary

After the examination of the three museum websites, some general findings emerged. More specifically, regarding playfulness, only the architecture museum website presented two interactive features such as the online quiz where users were invited to give the right answers and win a prize and the option of online voting for an architectural model. In general, the limited number of features related to the dimension of playfulness indicates that museums do not fully exploit the Internet possibilities to offer stimulating entertaining experiences. 
 One of the main concerns of the museum websites seems to be the provision of in depth information about the collections and the subject of the museum, as all museum websites presented a variety of search options, with the Nederlands Fotomuseum presenting the biggest variety of view and search options in its online collection. This seems to be in accordance with the goal of the museum’s website to provide a space where people can learn in depth about photography as well as the effort of the museum to satisfy a broad audience with different needs.

All three museum websites include online collections presented mainly in the form of images and text that includes details about the item and the creator. The Netherlands Architecture Institute museum website is the only one that incorporated image and text as well as videos and virtual reality presentations in its web exhibitions. Generally on the websites, all museum websites included videos whereas the Boijmans Van Beuningen museum website is the first to launch ArtTube, an online video channel where users can find videos about art and design. Overall, the Netherlands Architecture Institute website was the one offering a more complete multimedia experience to the users than the other two, through videos, audio files, slide shows and virtual reality applications.

 The three museums seem to have started realizing the importance of the sense of community and therefore of the exploitation of social network websites. Two out of three museums, the Museum Boijmans Van Beuningen and the Netherlands Architecture Institute have a Facebook and a Flickr profile whereas only the Netherlands Architecture Institute website includes links to both of the museum profiles as well as a blog. The Nederlands Fotomuseum website is the one that did not present any features related to the aspect of community which can be explained by the skepticism in the professional sphere towards the results of the social network websites as it was mentioned in the interview with web editor of the museum.

Personalization seems to be an important aspect in all three museum websites especially regarding the delivery of information and news updates about the museum. Similar features regarding the dimension of personalization were found in the photography and the art museum such as the creation of personal profiles and the creation of personal collections. The influence of the subject seems to be defining in the employment of features related to personalization as in both the art and the photography museum users were given similar options.

The main communication channel between the users and the museum professionals was that of the email with the Netherlands Architecture Institute website being the one that provided other channels such as various contact forms for different requests and activities. Lastly, regarding the information collection dimension of interactivity, only the Boijmans Van Beuningen museum website encourages users’ feedback about ArtTube through email. 

5. CONCLUSIONS

The main research question of the present study is ‘how do museums exploit the interactive possibilities that the Internet offers?’ This research question is followed by three research sub-questions:

1. What are the interactive features provided on the museum websites and what possibilities do they offer to the user?

2. How does the subject of the museum influence the employment of interactive features on the website?

3. What are the goals of the museum regarding the museum website?

In order to answer the main research question and the sub questions, content analysis was applied on the three museum websites. In addition to that, interviews with museum professionals were also conducted in order to complement the findings of content analysis with insights from the professional sphere of the museums and to answer the third research sub question. 

The websites were examined in terms of presence and nature of interactive features according to the seven dimensional model of interactivity that was developed having as a starting point the approach of Ha and James (1998). The findings regarding the dimension of playfulness indicate that museums have started realizing the potential of the Internet to offer stimulating entertaining experiences as only the architecture museum provided two highly interactive options that can be related to the concept of edutainment, the advantage of the museum experience among other leisure activities (Schweibenz, 1998, Hooper-Greenhill, 2000). 
One of the main concerns on the museum website seems to be the easy navigation and retrieval of information for the users as all museum websites presented several different search and view options in the online collections as well as generally on the website. Art museum websites presented many different view and search options in their online collections which fact indicates that art museums are collection driven.   Extensive search options found on the museum websites are addressed to an audience that is already involved with the subject of the museum. This indicates that museum websites, through the employment of interactive features, try to satisfy the needs of a “scientific in-crowd” (Pauwels & Van Oost, 2005: 195). The presence of interactive features on museum websites that allows the easy obtainment of information can be connected to the educational role of the museum as users can easily retrieve in depth information about the subject of the museum. Therefore, museums employ interactive features to enhance their educational purpose, the importance of which continuously grows (Hooper-Greenhill, 2000).
Museums recognize the importance of the feeling of connectedness for the users on the museum website and they provide various interactive features in order to create a multimedia experience for the online visitor. All three museum websites presented online collections mainly in the format of image and text. The architecture museum, facing the lack of presence of real architecture in the museum, provided the most complete multimedia experience through features such as audio clips, videos and virtual reality presentations. The online video channel of the art museum, the ArtTube, was an interesting finding as it was mentioned by the new media project manager of the museum that it is related to edutainment. The presence of web exhibitions and collections on the museum websites is very important as according to Marty (2007) it enables the creation of a close relationship between the museum and the visitor.
All three museum websites employed the interactive possibilities of the Internet to provide users the opportunity to interact with the online collection. More specifically, the option of zooming in on images of the online collection was prevalent in all museum websites. This interactive feature increases the feeling of connectedness for the users on the museum website and has important educational potentials (Marty, 2007). However, interactive features that simulate real life interactions do not offer intellectual stimulation to the online visitor according to Manovich (in McTavish, 2006).

Museums start to realize the importance of the online communities that are created under a common interest. More specifically two out of the three museum websites provided several features that relate to the dimension of community. Facebook, Twitter, Flickr, and a blog were found as the main platforms where visitors are invited to become members of the museums’ communities. Simon (2007) argues that the presence of features related to community might result into further engagement of the visitors on the museum website as well as further involvement with the subject of the museum in general. However, the photography museum did not present any feature that relates to the dimension of community. This was attributed by the web editor of the museum to a hesitation of the museum to employ social network websites as the influence of such websites in the museum is still unknown. 
All three museums employed interactive features to allow users to personalize the content of the museum website. More specifically, common features were encountered on the museum websites regarding the delivery of news and updates about the museum such as the newsletter service and the RSS feature. The presence of such features on the three websites indicates that museums seem to realize the opportunities that the Internet offers for the museum to communicate with its audience through various ways (Schweibenz, 1998).  Moreover, those features also function as marketing tools, as the visitors are kept informed about new exhibitions and activities of the museum without entering the website of the museum which indicates that museums use the Internet as an effective marketing tool (Pauwels and Van Oost, 2005).

The art and photography museum websites provided one more common feature in the dimension of personalization that was not found in the architecture museum.  They both provided users the option of creating a personal account where they could create personal collections by selecting items from the online collections of the museum. From the provision of this option it is evident that museums realize the potential of the Internet to offer more personalized and more stimulating experiences for the users through the creation of a “virtual home” (Simon, 2007: 263) and satisfy the visitors’ needs to access the content that they have chosen as well as their “narcissistic desire to be known and noticed” (Simon, 2007: 263). Although the interaction with the online collections of the museum has great educational potential (Marty, 2007), interactive options that only allow the “possession” of digital objects does not allow this potential to thrive (McTavish, 2006).
Museums realize the potential of the Internet to improve the communication with their visitors (Bowen, Bennett and Johnson 1998, in Schweibenz, 1998).  On the museum websites several features such as emails and contact forms were present in order to facilitate the communication between the museum professionals and the online visitors. However, in the dimension of information collection the options provided to the users were very limited. No online questionnaires or any other feature that encourages the expression of the visitors’ opinion was found on the three museum websites. Only on the art museum website, one feature was found where the users were invited to email their opinion about the new feature of ArtTube. Although the Internet allows museums to easily collect data about their audience (Schweibenz, 1998), museums employ limited number of features on their websites to allow users to give feedback about the museum website such as online questionnaires. 

After the examination of the three museum websites for the presence of interactive features, some general observations were made. After the analysis of the interactive features found in each of the seven dimensions of interactivity it was evident that museums try to employ the Internet possibilities to broaden their audience from the elites to a general audience and democratize access in the museum (McTavish, 2006). Characteristic examples are the ArtTube feature that was present on the homepage of the art museum and the links to Facebook and Flickr profiles. At the same time, other features such as the options of extensive search in collections, the creation of personal collections on the art museum website and the content of the online quiz on the architecture museum website, indicate that interactive features are employed in order to satisfy the needs of a specific audience of researchers, professionals and others that are already involved with the subject of the museum (Pauwels and Van Oost, 2005: 195). From this, one might observe that the image of the museum as an elitist institution is a strong one. The interactive features presented on the museum websites conflict with this image as well as perpetuate it at the same time.
The second research sub question, ‘how does the subject of the museum influence the employment of interactive features on the website’, was answered through the content analysis and the conduction of expert interviews. Through the content analysis, the impact of the museum subject on the employment of interactive features on the museum website was obvious. The subject of the museum affected the employment and nature of interactive features in all dimensions of interactivity apart from the dimensions of community and information collection. A striking example of that are the features encountered on the architecture museum website regarding the dimension of connectedness. The museum provided videos, animations, audio files, slide shows on its website in order to compensate for the lack of real architecture in the museum and its online counterpart. Another characteristic example is the feature of the personal account on the art and photography museum website through which users could create personal collections. This feature was not available on the architecture museum website as a collection of architectural models does not have the same value with a collection of images of works of art.

Museum professionals that were interviewed for the needs of the present study mentioned that the museum’s subject influences the exploitation of the Internet possibilities by posing both opportunities and challenges. More specifically, the photography museum faces the problem of intellectual property which constraints the employment of the Internet possibilities. The multifaceted nature of photography provides opportunities for the museum both offline and online as the subject of photography can be approached from different perspectives. The architecture museum cannot exhibit real architecture but only derivatives. This fact functions both as a limitation and as an opportunity for innovation both online and offline. Regarding the art museum, although it has the advantage of providing images of great works of art, at the same time, special attention has to be given on the design of the museum website.

The third research sub - question ‘what are the goals of the museum regarding the museum website’, was answered through the conduction of expert interviews with professionals from the web team of each museum. The purpose of that sub-question is to connect the findings on the websites with possible communication strategies or goals of the museum and in general to seek for explanations about the certain employment of interactive features on the museum websites.

The professionals from each museum mentioned in the interviews that the museum website balances between the provision of practical information about the physical place and the engagement of the visitors online. Moreover, all of them mentioned that the museum website would be ideally utilized by museum visitors before and after the museum visit. All museum professionals that were interviewed suggested that the website reaches an audience that cannot visit the physical place due to geographical or economic obstacles. This fact indicates that museum professionals recognize the potential of the Internet to bridge the divide in cultural participation (Pauwels & Van Oost, 2005). Finally, two interviewees from the architecture museum and the photography museum suggested that the educational group that includes students of all educational levels as well as researchers and scholars are one of the main audiences of the museum. Moreover, the educational department and its activities were mentioned as one of the main areas of attention in the museum. Consequently, the educational role of the museum was underlined in the two interviews.

Throughout the interviews it became clear that professional practices in the museum influence the employment of interactive possibilities of the Internet. The chief editor of the web team of the architecture museum mentioned that there is a tension between the marketing and communication department and the web team that influences the employment of interactive features on the museum websites. This tension is caused by the fear that the online presence of the museum will degrade the role of the museum in the physical dimension. Scholars (Schweibenz, 1998, Marty, 2007) argue that this fear is prevalent in the museum field. Nevertheless, this concern that is often found in the museum professional sphere is not legitimate according to Marty (2007), as existing surveys suggest that online digital galleries can increase physical visitation.

The research sub-questions allowed an easier examination of how museums exploit the Internet possibilities. After answering the sub-questions, an overall conclusion has been drawn that can give an answer to the general research question of the present study ‘how do museums exploit the possibilities that the Internet offers?’
In general, the three museum websites examined were found relatively innovative and interactive. According to the categorization of Pauwels and Van Oost (2005) that was discussed in Chapter 2, the three Dutch museum websites can be characterized as museum websites of the third generation as they provide both practical information about the museum such as opening hours, activities, events and information about the collection. In each museum, there are web teams of professionals that focus on the design and content of the museum website along with the cooperation of other departments in the museum. The three museum websites provide “possibilities for more participation and interaction with visitors” (Pauwels & Van Oost, 2005). 

More specifically, the three museum websites have started employing the highly interactive playful features, although the potential of the Internet in relation to edutainment, the core competency of the museum among other activities, was not fully exploited on all the three museum websites. Moreover, the museum websites presented interactive possibilities that enable the easy navigation of the user on the website and the easy retrieval of information especially in relation to the online collections as well as features that enhance the “feeling of connectedness to the world” (Ha and James, 1998: 462) by providing a multimedia museum experience. The interactive possibilities of the Internet that provide personalized experiences (Schweibenz, 1998, Simon, 2000) and allow the creation of communities (Simon, 2007) were also employed on the museum websites. The Internet interactive possibilities that allow the collection of information about the museum audience were employed to a small extent while museum websites presented interactive features to facilitate the communication between the museum professionals and the audience.
The results of the present study prove that the three Dutch museum websites are innovative, providing several interactive features. However, these results cannot be generalized. The sample of the present study is limited and it is focused on museums in the Netherlands, a context that is characterized by high levels of Internet penetration and usage. Research that would include a bigger sample and museums from different contexts could reveal different results. Moreover, the museums examined in the present study are big institutions and successful examples of museums and thus they are not representative of the plethora of different museums that exist in the world in terms of size, subject and organization. 
It is important to stress the fact that the continuously changing nature of the Internet and the development of new features might make the results of the present study outdated really soon. After the collection of the data of the present research, the three museum websites that constituted the sample of the study were reorganized and some of them provided new interactive features. For example, the Museum Boijmans Van Beuningen made available the feature of ‘e-cards’ on its website which allows users to send an electronic postcard with images from the online collection of the museum to their friends or colleagues. This example indicates that researching museum websites is a demanding task as the web is a “moving target” (McMillan, 2000: 80) due to its constantly evolving nature. However, this should not discourage research on museum websites as it is crucial to construct a concrete view of the subject of the employment of the Internet possibilities in the museum field.
The present study was an exploration of how museums exploit the possibilities of the Internet using the concept of interactivity that is argued as a central concept of new media (McMillan, 2006), as the axis for the research design. Further research that would examine the perceptions and the users’ behavior on the museum websites would provide a more complete picture about the subject. 

In a rapidly changing environment that is characterized by the prevalence of the Internet and the new media, museums have to adapt and continue serving their important social role, in research, education and entertainment (ICOM, 2010). Their potential to influence individual as well as collective identities (Sandell, 2002, Hooper- Greenhill, 1992, Marstine, 2006) underlines the value of such institutions in society. Therefore, further research in the museum field in relation to the exploitation of the Internet is of high importance.  

APPENDIX

Questionnaire used for the conduction of expert interviews with the museum professionals

Questionnaire 

· Personal Information
Current position in the museum:

Educational Background

Previous working experience in the museum

The Museum’s website

· How long has the website been in existence and who makes important decisions concerning the content and design? 

· What were the expectations in the beginning of the website and which are now?

· What is the ultimate goal of the website and how do you perceive its role in the objectives of the museum? 

· Is there a specific audience that you try to reach through the website? What are the characteristics of your target audience and how do you define it? 

· How do the characteristics of the target audience influence the content and form of the website? Age, education, lifestyle profile

· What are the main objectives of the website? (Information, Education, Engagement, Participation). What do you see the website as providing for its users?

· What do you think about the employment of social network websites such as Facebook, Flickr or YouTube in the museum websites?

· I s there a communication strategy of the museum that defines content and features of the website? If yes, which is that?

· What is the relation between the museum and its website?

· Do you think that the history and tradition of an art museum influences the content and form of the website?

· How does the subject of the museum (art) influence the content of the website? Are there any limitations and what are the opportunities offered?

· How would you characterize the museum’s website in terms of novelty?

· Are there any future plans about the museum’s website? If yes, which are those and which purpose do they serve?

· Discussion about some specific features found in the museum website.
 REFERENCES

Burcaw, E. (1997). (Eds.). Introduction to Museum Work. Walnut Creek: Altamira Press, 13- 23

Castells, M. (2001). (Eds.). The Internet galaxy: Reflections on the Internet, business, and society. Oxford, New York: Oxford University Press

DiMaggio, P., Hargittai, E., Neuman, W. R., Robinson, J.P. (2001). Social Implications of the Internet. Annual Reviews of Sociology. 27, 307 - 336 
Dholakia, R.R., Zhao, M., Dholakia, N., & Fortin, D.R. (2000). Interactivity and Revisits to Websites: A Theoretical Framework. http://ritim.cba.uri.edu/wp/
Flick, U. (2009). An Introduction to Qualitative Research. London and Thousand Oaks, CA: Sage (4rth edition, first edition 1998)
Flyvbjerg, B. (2006). Five Misunderstandings About Case-Study Research. Qualitative Inquiry, 12(2), 219 – 245.

Ha, L. & James, E.L. (1998). Interactivity reexamined: A Baseline analysis for Early Business Websites. Journal of Broadcasting and Electronic Media. 42(4), 457 – 474

Hesmondhalgh, D. (2007). The Cultural Industries. 2nd Edition. London: Sage

Hooper-Greenhill, E. (2004). (Eds.). The educational role of the museum. London, New York: Routledge (2nd edition, first edition 1994)

Hooper-Greenhill, E. (1992). (Eds.). Museums and the Shaping of knowledge. London, New York: Routledge

Hooper-Greenhill, E. (1995). (Eds.). Museum, Media, message. London, New York: Routledge

Hooper-Greenhill, E. (2000). (Eds.). Museums and their visitors. London, New York: Routledge (1st edition 1994)

Hooper- Greenhill, E. (2000).Changing Values in the Art Museum: rethinking communication and learning. International Journal of Heritage Studies. 6(1), 9 – 31

International Council of Museums. 

Jones, J.G. & Christal, M.  (2002). The Future of Virtual Museums: On-Line, Immersive, 3D Environments. 1-12. Available at: 

http://created-realities.com/pdf/Virtual_Museums.pdf
Kaplan, F.E.S. (1995). In: (Eds.). Hooper-Greenhill, E. (1994). (Eds.). Museum, Media, message. London, New York: Routledge. 37 – 58

Krippendorff, K. (2004). Content analysis: an introduction to its methodology. Thousand Oaks CA, London: Sage

Lievrouw, L., & Livingstone, S. (2006). Introduction to the Updated Student Edition. In: L. Lievrouw & S. Livingstone (eds.). Handbook of new media. Social shaping and social consequences of ICTs. Updated Student Edition. London: Sage Publications, 1-14

Lister, M. (2003). (Eds.). New media: a critical introduction. London, New York: Routledge
Liu, Y. & Shrum, L.J. (2002). What is interactivity and Is it Always Such a Good Thing? Implications of Definition, Person, and Situation for the Influence of Interactivity on Advertising Effectiveness. Journal of Advertising. 31(4). 53-64

Marstine, J.(2006). Introduction 1. In: (Eds.). New Museum theory and practice: an introduction. Oxford, Carlton: Blackwell Publishing, 1-36

Marty, P.F. (2007). Museum Websites and Museum Visitors: Before and After the Museum Visit.  Museum Management and Curatorship, 22(4), 337-360

Mcdonald, S. (2004). Introduction. In: (Eds.). Mcdonald & Fyfe, G. Theorizing museums: representing identity and diversity in a changing world. Oxford, Cambridge: Blackwell Publishers (2nd edition, first edition 1996)

McMillan, S. J. (2006). Exploring Models of Interactivity from Multiple Research Traditions: Users, Documents and Systems. In: L. Lievrouw & S. Livingstone (eds.).Handbook of new media. Social shaping and social consequences of ICTs. Updated Student Edition. London: Sage Publications, 205 – 229

McMillan, S.J. (2000). The Microscope and the Moving Target: The Challenge of Applying Content Analysis to the World Wide Web. Journalism and Mass Communication Quarterly 77(1), 80 – 98.

Mcnamara, J. (2006). Media Content Analysis. Uses, Benefits & Best Practices. Carma. A Media Monitors Company. Asia Pacific 

McTavish, L. (2006). Visiting the Virtual Museum: Art and Experience Online. In: J. Marstine (eds.). New Museum theory and practice: an introduction. Oxford, Carlton: Blackwell Publishing, 226 – 243

OECD . (2007). Participative web: User created content. Paris: OECD

OECD.(2007). Broadband and ICT Access and Use by Households and Individuals. Paris:  OECD.  http://www.oecd.org/dataoecd/44/11/39869349.pdf

O’Reilly,T.(2005). What is Web 2.0? Design patterns and business models for the next generation of software. Available at: 

http://www.oreilly.com/pub/a/oreilly/tim/news/2005/09/30/what -is-web-20.html. 

Pauwels, C. & Van Oost, O. (2005). Hip and Hype, bits and bytes: the art museum, trends in cultural events and participation in a digital era. In: Digital Utopia in the Media: From Discources to Facts. A Balance. Barcelona, Facultat de Ciences de la Communicacio Blanquerna, 185 – 198

Prensky, M. (2001). Digital Natives. Digital Immigrants. On the Horizon, 9(5).

Available at http://www.marcprensky.com/writing/
Rice, R.E. & Haythornthwaite, C. (2006). Perspectives on Internet Use: Access, Involvement and Interaction. In: In: L. Lievrouw & S. Livingstone (eds.).Handbook of new media. Social shaping and social consequences of ICTs. Updated Student Edition. London: Sage Publications, 92-113

Sandell, R. (2002). (Eds.). Museums, society, inequality. London, New York: Routledge

Schweibenz, W. (1998). The ‘Virtual Museum’: New Perspectives For Museums to present Objects and Information Using the Internet as a knowledge Base and Communication System. Workflow Management, Multimedia, Knowledge Transfer. Proceedings, 185 – 200

Schweibenz, W. (2000). Intellectual Property vs. The Right to knowledge. 8th International BOBCATSSS Symposium, Jagiellomian University, Krakov, Poland, 255 – 264.

Schweibenz, W. (2004). The development of Virtual Museums. International Council of Museums. http://cool.conservation-us.org/icom/pdf/E_news2004/p3_2004-3.pdf
Simon, N. (2007). Discourse in the Blogosphere. What Museums Can Learn from Web 2.0. Museums & Social Issues, 2(2), 257- 274

Singh, S.N. & Dalal, N.P. (1999). Web Home Pages as Advertisements. Communications of the AC, 42 (8), 91 – 98.
Sundar, S. (2004). Theorizing Interactivity’s Effects. The Information Society, 20.385 – 389.
Van Oost, O. (2003). Museum participation in a network society: A reflection. Working Paper. Steunpunt re-creatief Vlaanderen.

Weare, C. & Lin, W. (2000). Content Analysis of the World Wide Web: Opportunities and Challenges. Social Science Computer Review. 18. 272 - 290
Weber, R.P. (1996). Basic Content Analysis. Newbury Park CA, London: Sage (2nd edition, first edition 1990)

http://www.boijmans.nl/en/Retrieved 5th of June 2010 

http://en.nai.nl/ Retrieved 5th of June 2010

http://www.nederlandsfotomuseum.nl/Retrieved 5th of June 2010

http://www.nederlandsfotomuseum.nl/images/stories/files/fact_sheets_museum/fs_nederlands_fotomuseum.pdf Retrieved 5th of June 2010

http://en.nai.nl/about_the_nai/visitorinfo/NAI_Rotterdam  Retrieved 21st of May 2010.

http://www.boijmans.nl/en/3/about-us Retrieved 5th of June 2010

http://www.boijmans.nl/nl/3/organisatie Retrieved 30th of June 2010

http://static.nai.nl/anualreport08/ Retrieved 21st of May 2010

http://www.boijmans.nl/en/Retrieved 21st of May 2010

Museum. http://icom.museum/definition.html - Retrieved 8th of June 2010

http://www.alexa.com/topsites Retrieved 10th of May 2010

http://www.internetworldstats.com/stats9.htm#eu Retrieved 15th of June 2010

http://www.boijmans.nl/upload/File/jaarverslag%202009.pdf Retrieved 12th of July 2010

http://www.whatisrss.com/ Retrieved 15 July 2010

http://www.apple.com/itunes/ Retrieved 15 July 2010

http://www.nederlandsfotomuseum.nl/content/view/395/600/ Retrieved 5 July 2010
Interviews material

Cathelijne Hoorn. 2nd of June 2010. Nederlands Fotomuseum

Pepijn Lemmens. 3rd of May 2010. Netherlands Architecture Institute
Emails
Femke Haijtema. Museum Boijmans Van Beuningen

Lotte Meijer. Museum Boijmans Van Beuningen
� � HYPERLINK "http://www.internetworldstats.com" �www.internetworldstats.com�


� � HYPERLINK "http://www.alexa.com/topsites" �http://www.alexa.com/topsites�


� �HYPERLINK "http://static.nai.nl/anualreport08/"�http://static.nai.nl/anualreport08/�


� �HYPERLINK "http://en.nai.nl"�http://en.nai.nl�


� �HYPERLINK "http://www.boijmans.nl/en/3/about-us"�http://www.boijmans.nl/en/3/about-us�


� http://www.boijmans.nl/upload/File/jaarverslag%202009.pdf


� �HYPERLINK "http://www.nederlandsfotomuseum.nl/images/stories/files/jaarverslagen/jaarverslag_2009.pdf"�http://www.nederlandsfotomuseum.nl/images/stories/files/jaarverslagen/jaarverslag_2009.pdf�


� �HYPERLINK "http://static.nai.nl/anualreport08/"�http://static.nai.nl/anualreport08/� 


� �HYPERLINK "http://www.boijmans.nl/nl/3/organisatie" \t "_blank"�http://www.boijmans.nl/nl/3/organisatie�





� �HYPERLINK "http://www.whatisrss.com/"�http://www.whatisrss.com/�


� http://www.apple.com/itunes/


� http://www.nederlandsfotomuseum.nl/content/view/395/600/





2

