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Information about the project

Programme: Creative Europe

Sub-programme: Culture

Category: Cooperation projects - Small scale cooperation projects

Name of the project: MUSeum NETwork

Acronym of the project: MUS.NET

Duration of the project: September 1, 2019 - April 30, 2022 (32 months)
Partnership includes 5 project partners.

Project leader: Provincia di Padova (Italy)

Project partners: RIS Mansion Rakican (Slovenia), Museum of Lebork (Poland),
Butterfly Arc s.r.l. (Italy), Fundacion Santa Maria La Real Del Patrimonio Historico
(Spain)

Budget of the project: 325,299.00 €




Creative Europe Programme

This project is funded by the European Union programme Creative Europe 2014-2020
and will be completed by 2022.
The Creative Europe programme 2021-2027 has a budget of € 2.44 billion,
compared to €1.47 billion of the previous programme (2014-2020). Creative Europe
invests in actions that reinforce cultural diversity and respond to the needs and
challenges of the cultural and creative sectors.
The main objectives of the programme are to
e safeguard, develop and promote European cultural and linguistic diversity
and heritage
e increase the competitiveness and economic potential of the cultural and
creative sectors, in particular the audiovisual sector.
The novelties of the programme will contribute to the recovery of these sectors,
reinforcing their efforts to become more inclusive, more digital and environmentally
more sustainable.
The Creative Europe programme is divided in 3 strands: Culture, Media and

Cross-sectoral.




Goals of the project

e to develop verifiable and concrete methods for ensuirng
availability of intangible and tangible cultural assets for all
citizens;

e to increase the number of visitors, especially in museums and
galleries

The project is based on the establishnment of a network of European
institutions that work in the field of culture and are managing small
museums and galleries.

The measurements are intended for a wider target group and the project
focuses on smaller families, visitors that are older than 50 and
representatives of vulnerable groups, as well as migrants or new members
of the community.

The main tool in developing audiences is the use of modern technology,
as well as digitalization of exhibits and other material.




This kind of approach changes the visitors museum experience and makes
it more interesting, which ensures the design of a much more attractive
cultural offer and that leads to expansion and increasing the visits of
target groups.

By establishing an international network, a part of which are the smaller
museums and galleries, the project aims to strenghten cultural
diversity, enables more frequent mobility of knowledge and
personnel, as well as contributes to expansion and sustainability of
achieved results in european space and strenghtening ties between
partners.

Through innovative methods and new knowledge, project partners aim
to increase the number of visitors in smaller museum and
galleries, which is also connected with training of staff and volunteers. In
this part of the project, the goal is to increase the expansion of cultural
assets, get easies access to cultural contents and create bonds with
visitors (the use of social media and other technology for communication
with visitors, bigger involvement of local media ...).

These measurements positively effect the economic functioning of the
environment, which increases social development of the community.




Some of the challenges, with which we, the project partners, are faced
with and that comply with four main priorities when it comes to forming
measurements in the field of European culture, are:

1. available and inclusive culture in the field of development and
market approaches (to attract new visitors);

2. protection of cultural heritage, which is connected with
informing citizens about the cultural background of an individual
community;

3. introduction of creative economy and innovation as a tool for
communicating effectively and reaching future visitors;

4. encouragement and expansion of culture diversity in EU
relatons and expansion of mobility with intention to strenghten
ties with project partners.




SURVEY AND BENCHMARKING
OF BEST PRACTICES



METHODOLOGY

A questionnaire was prepared for the MUS.NET project
under the Creative Europe program. The initial assumption
was to conduct a paper-based survey in the areas where
partner institutions are located. For this purpose, the plan was
to involve volunteers to conduct street surveys. However, as a
result of the COVID-19 pandemic and the resulting restrictions
(partial or complete lockdown), the methodology of the survey
had to be reconsidered.

'In order to protect both the employees engaged by the
partners and the respondents, a decision was made to
create and conduct an online survey. The creation of the
online version was also dictated by the fact that some of the
partner centres have either been closed or their activities
severely limited.

The content of the survey was prepared by the Polish
partner - the Museum in Lebork.




The survey was translated into partner languages. The online
survey template was prepared by two teams of IT specialists, Italian
and Polish. The first team of IT specialists created an online survey in
the Italian language for partners from lItaly, i.e. the project leader
Provincia Padova and the partner Butterfly Arc. The other team of IT
specialists created online questionnaires in Polish, Slovenian and
Spanish versions for other partners.

The prepared links with ready-made questionnaires were sent to the
partners. The statistics were collected by both IT teams. When the
set number of completed questionnaires was reached, the statistics
were sent to the partner responsible for the survey - the Museum in
Lebork, which then analysed the data.

The survey comprised 12 questions. However, 4 questions were
semi-open questions, requiring the respondent to complete them.
The survey can be divided into two thematic parts. The first part
contained 6 questions focusing on obtaining answers from
respondents regarding their needs, expectations and preferences in
terms of cultural offers presented by the project partners.




Questions, used in the survey

1. The frequency respondents made use of the cultural offer available in their local area

2. The sources from which respondents obtained information on the cultural offer

3. The type of cultural offer the respondents participated in

4. How often the respondents participated in the cultural offer offered by the partner institution

5. Details of the cultural offer that arouse the greatest interest among the respondents

6. Respondents' opinions on suggestions for making the cultural offer of the partner institution more attractive

The second part of the survey presented the profile of the respondents who took part. These questions concern:
/. Gender structures

8. Age structures

9. Educational profile

10. and 11. Place of residence of the respondents

12. The main life activity carried out by the respondents

The study covered a total of: 278 questionnaires, including:

A. Provincia di Padova: 51 (including 39 + 12 questionnaires for the visually impaired group)
B. Museum in Lebork: 50

C. Butterfly Arc s.r.l.: 30
D. Ris Raziskovalno Izobrazevalno Sredisce Dvorec Rakican: 32
E. Fundacion Santa Maria la Real del patrimonio historico: 115 Provincia di Padova



Where do you get information about the cultural
offer in the city from?







What particularly attracts your attention at
exhibitions? Please select up to 3 answers.







What, in your opinion, would make our cultural
offer more attractive?




BENCHMARKING OF THE BEST PRACTICES

A survey was conducted by all partners among selected cultural institutions.

Questions:

1. General information: a brief description of the history of the museum, collections, objectives

2. What projects had the organization joined? Which target group/s were involved in these activities?
3. Why are new audience development solutions necessary?

4. Which good practices have been implemented to increase the attraction of the cultural offer and the

number of visitors?

The report was prepared by the Museum in Lebork on the basis of a survey conducted on 18 cultural
institutions from 4 European Union countries as part of the MUS.NET project.



GENERAL INFORMATION

e Statistics about the budget, staff, visitors annual turnout, collections, objectives,
e projects joined and target groups




WHY ARE NEW AUDIENCE DEVELOPMENT SOLUTIONS NECESSARY?




Which good practices have been implemented to increase the attraction of
the cultural offer and the number of visitors?

e ONLINE ACTIVITIES (websites, social media profiles)

e NATIONAL AND FOREIGN PROJECT IMPLEMENTATION

e STAFF TRAINING

e COOPERATION WITH LOCAL GOVERNMENTS, CULTURAL AND SCIENTIFIC INSTITUTIONS
e CULTURAL EVENTS ORGANIZATION

e MODERNIZATION AND TEMPORARY EXHIBITIONS

e MERCHANDISING

e ACCESSIBILITY FACILITIES

e EDUCATIONAL ACTIVITIES



BENCHMARKING OF THE BEST PRACTICES -
CONCLUSIONS

Constant technological progress, the attractiveness and modernity of displays in large museum centres, the popularity
of multimedia forms of education provided for visitors are increasingly forcing smaller museums to update their
exhibitions and search for innovative ways to attract audiences.

The survey proves that insufficient funding for promotional activities is directly linked to lack in an explicit increase in
visitor numbers. Despite the often-unique collections, the form of their presentation is not enough to effectively
promote cultural heritage and increase audience development.The largest number of respondents (24%) regarding the
reasons for seeking new solutions for audience development (AD) reports the low attractiveness of exhibitions lacking
in modern educational tools.

A few respondents answering the question about good practices mention modernization of their exhibitions in terms
of applying the multimedia arrangement forms available on the market, 3D visualization, VR or AR technology and
others. Most of the small museums still work in the educational field based on direct contact with the recipient through
the organization of workshops, museum lessons, temporary exhibitions, conferences etc.



Role of RIS Mansion Rakican

RIS Mansion Rakican cooperates in this project as a
leader of the pilot project implementation, which
includes selection, procurement, implementation and
testing of the technology equipment to introduce
innovative methods of digitalization of cultural contents.

The partner also cooperates in preparational,
educational and communicational activities, as
well as takes care of the dissemination of project results.

The pilot implementation workpackage is the main part
of the MUS.NET project and it includes webinars for
museum managers and the development of digital
cultural activities (e. g. interactive open days,
digitalization of exhibits with the use of digital
applications etc.).




Mobile Application - "Museum
In the pocket”

In the framework of the MUS.NET Project, all partners have
developed an app that features their museum collection.

All applications are available in their native language as well as
English. In addition, they are accessible for people with
disabilities as they offer different sets of functions in order to

facilitate them.

Some applications are also available on Google and AppStore
for users to download them.




ICT Tool Museum in the Pocket - example of RIS Mansion
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DRAW ALIVE

Draw Alive is a unique interactive drawing game in which
users can watch their drawings come to life on a large screen.

HOW DOES IS WORK?

e First, pick out a coloring template of your choice. All of
our themes come with fun templates to choose from.

e Next, color in your template and write your name!

e Once you're done, walk over to the scanning cabinet and
place your coloring page under the scanner.

e |n about three seconds, you'll see your coloring and name
on the screen!

e Watch your coloring and others interact around the
screen.




Using social
media in
MUSEUMS

(marketing, audience
development)



How should museums
approach social media?

Social media should be to see it as another tool with which to accomplish
your museums mission. For many this means sharing a passion for art,
history or science.

Social media is the perfect platform to communicate this passion and to
tell stories in a way that will resonate with your audiences.

Finding the right tone of voice for your social media is something that
most museums seem to struggle with, and it isn't hard to see why.

Museums are often long establish, respected and authoritative
institutions and the way in which they approach most communications
from wall labels through to advertising reflects this.



https://www.museumnext.com/article/how-museums-use-tone-of-voice-to-reveal-their-hidden-personalities/

Social Media is a conversation not a
broadcast

While composing interesting, informative and
entertaining social media posts is essential, it's
important to recognise that these platforms offer the
opportunity to speak with your audiences not just at
them.

Schedule time to answer questions and participate in
conversations across your networks.

Some platforms such as Facebook, Instagram and
YouTube will reward content that receives comments
by showing it to more people. So it's worth asking

gquestions in your content to encourage your followers

to leave comments and engage with your institution.
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Tips to Make the Most of Social Media and Marketing

e You're far more likely to have your customers sharing about
your brand if you're actively incentivize sharing, this we know.
For example, your museum could give out a free tickets or small
gifts from a museum shop.

e You would also want to email new guests (via the email). You're
goal is to get more people sharing honest reviews and social posts
about their experience with your brand so you can increase your
overall exposure and brand awareness.

e Lastly, get them to post interesting photos or videos that are
relevant to your brand and industry with a unique hashtag.
Make sure they tag you in their post so their networks are
exposed to your business.




PREPARE FOR NEGATIVE FEEDBACK




Tips to Make the Most of Social Media and Marketing

o Another great way to use a variation of social listening is to discover travelers who are
planning a trip to your city or town. Searching for hashtags related to your location will
inevitably help you find people still in the planning stages of their trip. It can also be helpful
to put yourself in the place of your target persona.

« Which destinations would provide the best mix of activities, entertainment, and good value?
And where would they find out about your products? As well as the standard Google search,
parents might check reviews on Facebook or gather ideas from a discussion forum.

e Before you undertake any other marketing activities, it’s critically important to have a
profile of your target customer pinned down.



https://digitalmarketinginstitute.com/blog/5-technologies-that-can-help-enhance-customer-experience

LEVERAGE VISUAL MEDIA



Tips to Make the Most of Social Media and Tourism
Marketing
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e You can also advertise directly on platforms like Facebook, Instagram,
and Twitter.

e Setting up an account on each platform is simple, and running a
campaign is relatively straightforward.

e You'll also have access to engagement data and insights that are useful
for finessing your content and strategy, both now and in the future. N . . ‘ ‘
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4 Fast and Engaging Ways to
Create Content for Social Media

o Twitter is a tried-and-true method of reaching potential travelers. Tweets are 140 characters
and allow you to voice short travel tips, specials, and promos, or even photos and videos
related to your brand.

o Twitter is one of the most popular platforms for social listening and establishing a social
media customer service handle. If you're going to participate, you'll need to have an active
Twitter handle that’s regularly updated with engaging content. To make the most of each
tweet, remember to consider who you're speaking to.

e Don't post travel tips about your destination unless they apply to the personas you're
marketing to. For example, you wouldn’t post family friendly activity ideas if you were
targeting couples for romantic getaways.



How should museums
approach social media?

Social media should be to see it as another tool with which to accomplish
your museums mission. For many this means sharing a passion for art,
history or science.

Social media is the perfect platform to communicate this passion and to
tell stories in a way that will resonate with your audiences.

Finding the right tone of voice for your social media is something that
most museums seem to struggle with, and it isn't hard to see why.

Museums are often long establish, respected and authoritative
institutions and the way in which they approach most communications
from wall labels through to advertising reflects this.



https://www.museumnext.com/article/how-museums-use-tone-of-voice-to-reveal-their-hidden-personalities/

4 Fast and Engaging Ways to
Create Content for Social Media

e While you may already be posting regularly to your Facebook or Instagram
accounts, consider going live on a regular basis to give your audience a firsthand
look at what's going on behind the scenes in your organisation. Live videos are
becoming more popular and receive priority in Facebook’s newsfeed.

e Going live is a great way to get peoples attention, just be sure you have something
fun and exciting to share. Whatever makes your brand fun, unique, and exciting, be
sure to share it with the world!




They always start with # but they won't work if you use spaces,
punctuation or symbols.

Make sure your accounts are public. Otherwise the hashtagged content
you write won't be seen by any non-followers.

Don't string too many words together. The best hashtags tend to be
relatively short and easy to remember.

Use relevant and specific hashtags. If it is too obscure, it will be hard to find
and it won't likely be used by other social media users.

Limit the number of hashtags you use. More isn't always better. It actually

looks spammy.




e Use hashtags (1 or 2 only) when they make sense and when you use something
relevant that people can filter or to find more relevant conversation.

e Use industry specific hashtags and create your own if they will be relevant to
your audience.

e If you are currently using hashtags in a campaign on Twitter or Instagram,

start including those hashtags in your Facebook content (cross social platform
branding is important).

o Use tools like Hashtagify.me to find other trending hashtags related to your
specific tag.

e Create and save hashtag groups for future use. Cluster them by product,

campaign, or topic so that you can quickly pull them up whenever needed.



https://www.postplanner.com/best-instagram-hashtags-for-businesses-by-niche-market-industry-sector/
https://www.postplanner.com/category/social-media-tips/

4 Fast and Engaging Ways to
Create Content for Social Media

Linked

LinkedIn groups are a great way to reach out and offer some no-obligation

value to your visitors. Linkedin groups exist for users to come together and |
share information about most topics business, including travel. - 1 |
a% | |
| A 1 i
‘* . . e 9
You can: >

e Include Employee LinkedIn Profile

e Use LinkedIn as a Publishing Platform

e Join a Discussion Group or Create Your Own
e Advertise to specific target groups
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Other tools to Make Your Tourism Social Media
Marketing More Effective

oo
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e Hootsuite is a great tool to help optimize your social listening activities. It
helps you monitor multiple social networks at once, saving the hassle of
sifting through each platform on a daily basis.

e It has a number of other functionalities that will help your social media
marketing across the board, so be sure see if it fits your needs and can help
your organization.
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¢y mention

e Mention offers real-time social media monitoring, and you can
set up alerts for your brand, your competitors, and your
industry.

o With this tool, you can view and respond to each like, tag, or
mention right in the app. You can also sort mentions by
importance or significance, and even set up filters, including by
source or by language.

e Mention also offers two options tailored to the different who
need social media monitoring: small businesses focused on their
own branding and agencies working on behalf of their clients.
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e Perfect Audience is a retargeting tool that can be used for
Facebook advertising. It is very effective for your business.

e Retargeting is a big part of any advertising strategy - or at least
it should be. Perfect Audience simplifies the process and helps
you set up campaigns and view results.

e It provides info on impressions served, clicks back, conversions,
and cost. The tool can be used for the Web and mobile as well as
Facebook.



https://awario.com/
https://www.wordstream.com/blog/ws/2018/09/04/facebook-retargeting
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OPEN
DAYS
AT THE MUSEUMS




Muzeum of Lebork, Poland

Kontakt do redakcji Facebook  Wiadomosci Katalog Firm  Sport W

On June 9th, 2021 the Polish Museum of Lebork
started the Open Day campaign with an contest
announced in May. Twenty two school children took
part in the contest "From the Pocket to the Head".

The award took place within the framework of the
Open Day.

The awards and diplomas were handed out by Mariola
Pruska — director Museum in Lebork and Witold -

Namyslak- the mayor of Lebork. ey T =\\-... 5 _
-rom the beginning of June the Museum in Lebork and [ESSS e - LRl i o4 A

the Water Tower were visited by over 1400 visitors.

I konkursie zorganizowanym przez muzeum w Leborku wzieli udziat uczniowie szkot powiatu
borskiego, a ich zadaniem bylo zapoznanie sie z zabytkami i eksponatami dzieki aplikacji
iobilnej "Muzeum w kieszeni". Te wiedze sprawdzili pézniej nauczyciele przy pomocy
vnkursowych pytan.



RIS Mansion Rakican, Slovenia

The Open Day took place on the premises of Mansion Rakican, from
17.00 to 23.00 p.m. CET. The idea behind this event was to present
the project MUS.NET along with other project, current implemented
in Research and Education Center Mansion Rakican in general,
distribute promotional material created so far in the project, test
Museum in the pocket application and test Draw Alive Tool with our
target groups. Different activities were set up inside and outside the
mansion. There were 4 main points:

e Info point

e Draw Alive corner

e Creative workshops corner

e Pottery workshop corner
Outside of the mansion, a pottery and creative workshops were set
up 17.00 to 20.00 p.m. CET. Visitors were able to make their own
beaker out of clay. In addition, creative workshops offered a chance
for the visitors to make their own historical map of Mansion Rakican
and its surroundings.
The total number of visitors was estimated at 50.




Esapolis Museum, Italy

The Open Day took place on June 19th in Padova. The event launched
the deliverables released during the previous months and funded by
MUS.NET.

Starting from June 19th, three new tools were made available to the
visitors:

- a video which tells the history, the activities, and the collections of the
museum informing about Esapolis and the museums of the project
network;

- a user friendly App that innovates the approach to the collections,
engaging the visual, sensorial and emotional spheres of the visitors. The
App is integrated with videos, comments, and photo captions to make it
accessible also to visually impaired people;

- a Kids Corner equipped with the Draw Alive software that creates a
magical place in which children can unleash their imagination.

The 19th June 2021 Open Day was free.

At the open day official opening took part the stakeholders of Butterfly
Arc and Provincia di Padova, Associazione Xena, Associazione Caso,
Associazione Voyager, the regional and provincial visually impaired
association members and the vocational school Forema, the Italian
Canale 5 broadcasting company.




Fundacion Santa Maria la Real del Patrimonio Historico, Spain

Coinciding with the San Juan Festivities in Aguilar de Campoo, Rom
Museum: Romanico y Territorio Exhibition Center yesterday
organized an open day to present to the public the new spaces and
technological tools.

The museum received 140 visits in a single day “The people of the
area have learned about the news that we have introduced in recent
months in the museum thanks to the MUS.net project and how they
contribute to us continuing to discover history and heritage from
emotion, entertainment and education.”

Furthermore, del Valle continues to explain, “interesting
contacts” have been established with local associations and
institutions that have competencies in matters such as culture,
education or tourism; so important to a museum. Yesterday,
representatives of the Aguilar de Campoo and La Pernia town
councils, the Palencia Provincial Council and ARCO, the
Association of Friends of the Aguilar de Campoo Heritage,

passed through the Rom.

Radio Aguilar, Norte de Castilla (Newspaper), Diario Palentino
(Newspaper), Onda Cero Radio, SER Radio, TV Palencia, and the
newspaper La Vanguardia covered the Openday.
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