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Overview of the Research
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One of ABA’s members in Spain commissioned a custom
research pro_ject on how museums can take advantage of the

opportunities provided by digital

The project was conducted jointly with seven of the other
leading museums in Spain

It involved both interviews with museums around the world and
experts as well as signiﬁcant desk research

This report presents the ﬁndings in two areas:

1. Creating a digital strategy
2. Building an organization that can embrace digital
opportunities



Twenty Interviews Conducted
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Additional Research

Desk Research

* Researched the digital strategies of 30+
museums

*  Reviewed a range of articles and conference
proceedings

* Additional research on social media, Al, gaming,

VR/AR and NFTs
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ABA Studies & Activities

ABA Signature Research Study: Demystifying
Digital Monetization (March 2021)

Custom Research on behalf of Thyssen: Digital

Experiences & Monetization in Museums (January

2021)

Attendance at MuseumNext Digital Summits
(March and December 2021)



Outline
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Museums Believe Digital Is Important

Museums considering increasing their digital offer after

lockdown

B Yes
No

B Don't know

Source: Museums, museum professionals and Covid-19: third [COM report, International Council of Museums, July 2021
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https://icom.museum/wp-content/uploads/2021/07/Museums-and-Covid-19_third-ICOM-report.pdf

However, Many Feel That They Need to Rethink Their Digital Strategy...

N\any cultural organisations are not confident in ... and most museums are currently
their digital strategy.... rethinking their digital strategy

Confidence in Org’s Digital Strategy for Next One Year

[ 6. 2
on a scale of 1-10

B Yes
m No

B Not sure

Source: ABA's Arts Organization Leader Benchmarking, March 2021 Source: Museums, museum professionals and Covid-19: third ICOM report,
International Council of Museums, July 2021
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https://icom.museum/wp-content/uploads/2021/07/Museums-and-Covid-19_third-ICOM-report.pdf
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Overview of Lessons Learned

Arts and cultural organizations have made
tremendous progress in digital over the
past 18 months.

They are currently in an experimentation
phase trying different ideas and no single
‘answer’ has emerged.

What is clear is that a digital strategy is not
something independent - it needs to be
closely tied to the museum’s overall
mission and strategy.

Museums cannot afford to excel at digital
everywhere, they need to focus on one or
two areas.
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Measuring results is critical to building both
momentum and confidence in the
organization.

To attract a broad audience, digital content
should have a personal connection at core
and be easy to consume and try.

Storytelling is key.

While fully embracing digital requires time
and cultural change, best practices are
emerging on how to be successful (even
with limited resources).

Digital has opened up significant
opportunities for museums - which will only
continue to grow.
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8 Best Practices for Embracing Digital Internally
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1. Board and CEO commitment to digital:
align on objectives, communicate them to the
rest of the organization, and allocate budget and

dedicated staff

2. Customized organizational structure:
adapt org charts and process to facilitate
building digital muscles

3. New skills and talents: bring on board a
strong digital leader and involve digital natives to
bring fresh perspective and to change the
culture.

4. Partnerships to deliver the digital
strategy: collaborate with digital and non-
traditional partners, building an ecosystem.
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5. Agile approach: willingness to monitor,
evaluate, experiment quickly and make mistakes
on digital activities.

6. Audience centered thinking: focus on the
needs of the audience to inform your strategy.

7. Data-driven approach: take decisions and
actions based on data and customer feedback,
but within the context of a broader vision for
digital and the museum

8. Step-by-step approach: recognize the time
it will take to embed digital — at least two to four
years.
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Emerging Questions Moving Forward

1)

2)

3)

4)

5)

6)

What part(s) of your mission can best be supported by digital?

What would success look like - and how would you measure it?

What activities would deliver your objectives and the needs of your target audiences?
What possible partners could you involve?

What resources, skills and organizational changes would you require?

Where should you focus and what should you prioritize?
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