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The modern trends and innovations are described by the museum experts in order to pro-
pose a solution, how success can be evaluated. Why they fix some necessary innovations in or-
der to evaluate effectiveness? Supposing the new facilities and services attract people and help
increase income, the managers control the number of innovations they do to analyse a museum
as a big system with input, output and feedback. Strictly speaking, the magic of big numbers
was described by Marie-Louise von Franz. The ability to manage numbers gives power. It is
easier to believe figures than to make logical conclusions. The change of museum communica-
tion paradigms resulted in decreasing of the influence of cognitive component on the success
of the museum. That means the success of a museum does not depend on the innovative ap-
proaches or modern trends like the increasing number of multimedia in exhibition halls, it is
influenced by the attractive atmosphere leading to a desire to come again with friends or with
the family. Targeting at the young visitors creates/attracts the constant museum audience for
the following decades. Since the generation Y was revealed as the mainstream of the museum
public, the suggestion is to use in designing web-sites the methodology clear and understand-
able to the generation Y.
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«BO3BPAIILIAEMOCTb» KAK ITOKA3ATEJIb SO®EKTUBHOU PABOThI MY3ES

I'yk [lapbst FOpbeBHa— KaHIunar GUIIOIOrMYEeCKUX HayK, CTApIINi HAYYHBIH COTPYIHHUK,
Tocynapcreennsiii Dpmutax, Poccus, Cankr-IlerepOypr, hookk@hermitage.ru.

CoBpeMeHHbIe TEHACHIIMN U WHHOBAIIMM HCIHOIb3YIOTCS SKCIEpTaMM MPHU OMHUCAHUH MY-
3€€B B IOMNBITKaX OLEHHUTh X YCHEITHOCTb. [loueMy OHU (PMKCHUPYIOT MIMEHHO 3TH HOBOBBEJIE-
HUSL 1U1s olleHKH a¢ddexruBHocTr? [Ipeamnonaras, 4To HOBble OOBEKTHI M YCIYyTH MPUBJICKAIOT
JIFOZICH ¥ IOMOTAlOT YBEIWYHUTh OXOJ], YTOOB! MPOAHATU3UPOBATh My3¢eil Kak OOJBIIYIO CHCTe-
MY C BBOJIOM, BBIBOJIOM U OOPaTHOH CBSI3bI0, MEHEDKEPBI KOHTPOJIUPYIOT UMEHHO HuX. CTporo
roBOpsi, Maruto Oospinx uncen onucana Mapu-Jlynza pon ®pann. CriocoOHOCTh yHpaBisTh
yucnamu Jaet cuiy. Jlerde Beputh nudpam, uem Jenarh JOrMYecKue BHIBOIBL M3MeHeHue
nmapagurM My3eifHOI KOMMYHMKAIlMHM MPHUBETIO K CHWXKCHUIO BIMSHUS KOTHUTHBHOM COCTaB-
JSAIOIIEH Ha YCIEHIHOCTh My3es. DTO O3Ha4aeT, YTO yCIeX My3es He 3aBHCUT OT MHHOBAIHU-
OHHBIX IMOJXOM0B MM COBPEMEHHBIX TEHACHIUH, TaKUX, KaK yBEIHUYEHHE KOJINYECTBA MYIb-
TUME/Ma B BBICTABOYHBIX 3aJlaX, Ha HEro BIMSET MpUBIIEKaTelbHas arMocdepa, MpUBOsIast
K JKEJIJaHWIO CHOBA MpHeXaTh C APY3bIMHU HIM C ceMbeil. OpHueHTaluus Ha IOHBIX MOCETUTe-
Jelt co3gaeT/ IpHUBIeKaeT MOCTOSHHYIO My3€HHYIO ayJUTOPHUIO Ha MOCJISIYIOIHE ASCITUICTHS.
C nosiBJIEHHEM HOBOTO MOKOJICHUS BHPTYyaJbHOE MPOCTPAHCTBO CTANO MOXOXKUM Ha peasibHOe,
W Ui OUeHKH 3(P(HEeKTHBHOCTH yNpaBiCHUS My3€eM MOTYT OBITh NMPHUMEHEHBI METOIbI BEO-
AQHAJIMTUKK: KOJINYECTBO BEPHYBIIMXCS MOCETUTENEH U KOI(DDHUINEHT KOHBEPCHH.

KuroueBrbie ciioBa: myseid, 3 (heKTHBHOCTb, My3eiHas KOMMYHHUKAIIMSI, BO3BPAIIAEMOCTb.
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Magic of big numbers

The modern trends and innovations are described by the museum experts in order to pro-
pose a solution, how success can be evaluated. They propose some system of markers like
a form with check-boxes. Completely filled form brings an excellent mark. Is it correct? Of
course, it is not. Just opened, with all modern conveniences a museum will be not yet popular
simply because it is too young. It takes time to get excellent marks.

The first battle between the museum society and bureaucratic system resulted in the con-
clusion on the state level that museums are not commercial institutions and do not provide
services, their income cannot be managed and control in the same way as a factory does it
because it is not the main goal of functioning. The museums have influence on their visitors
and finally they change them. General Director of the State Hermitage Museum, academician
Mikhail Piotrovsky defined the role of museums in the modern society: “a Museum forms
a complex man without whom our civilization and particularly our country have no future”.

Why they fix some necessary innovations in order to evaluate effectiveness? Supposing
the new facilities and services attract people and help increase income, the managers control
number of innovations, they do to analyse a museum as a big system with input, output and
feedback. Strictly speaking, the magic of big numbers was described by Marie-Louise von
Franz'. Ability to manage numbers gives power. To believe figures is easier than to make log-
ical conclusions.

What does the museum effectiveness mean?

Some basic features are now obligatory for any museum: interactivity (special activities
giving personal experience to a visitor, social inclusion (accessibility for any visitors with dis-
abilities), digitalization of information services (including virtual tours and smart apps). The
programs for volunteers can be considered as a particular case of the so-called participatory
museum.

All these features help to increase the number of visitors—a typical marker of effective
management. But this quantity depends on the season, the day of the week and has some lim-
its according to the security rules. Uniform distribution of visitors inside of the building is
one of the most important problems for a big museum. Too many visitors in high season of
White Nights and summer time, when the museum works all days non-stop, and low atten-
dance in autumn, or in morning time comparing with evenings._Hospitality and minimal com-
fort provide attractiveness of a place. Some years ago in Heureka, the Finnish Science center
(Helsinki), my friends and me had a chance to visit an interactive exhibition sponsored by the
Ministry of internal Affairs of Finland. The title was not very original “Who killed Sarah?”
(reference to Twin Peaks etc.), but we spent an hour and a half trying to solve a puzzle by all
possible criminalistics means (sponsored by the Ministry of internal Affairs of Finland). The
exhibition space presented various places, laboratories and possibilities to pick up informa-
tion about a criminal event. Any visitor could become a policeman and conduct the investiga-
tion. Unfortunately, I did not have enough time to finalize my “mission”; our children did it
earlier. Being one from a museum I tried to notice and remember all useful ideas instead of
simple enjoyment.

Positive emotions for all members of family —it is the Heureka style. Of course, that was
not an art museum, but the goal of the exhibition was absolutely different from aesthetic, it
aimed at giving visitors positive cognitive experience.

' Franz M.-L. von, Hillman J. Lectures on Jung’s Typology. Dallas, 1982.
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In 2005 in Rome during the “White Nights” —cultural event when all museums are open
for public—TI tried a system helping disabled people “to see” houses in Pompeii with the help
of special stylus transferring form of the architecture in resistance of device in hands. “Touch-
ing the architecture” —that was really impressive. I have never met anything similar again.
Up-to-day “VR-AR” (virtual reality-augmented reality) is a tribute to fashion. On the one hand,
VR coming from the game industry is very expensive for the moment. On the other hand,
people having the latest version of smartphones and tablets are not numerous, internet con-
nection, Wi-Fi is not everywhere, even mobile connection can be inaccessible, e.g. in Russia.
VR allows public good experience and could make a museum more accessible with the help
of advanced technologies, translating knowledge to the blind or having deaf-mutism visitors.
The museologists fix the changing of the model of communication, particularly digital com-
munication’. Museum communication involves visitors in discussion. The success is possible
only if a curator speaks the same language with public or allows some ways of translation.
The Concept of an exhibition should be transferred to conscience of visitor and reflected in
his own experience. In case our visitors are able to receive and transfer a message to others,
this shared message defines so-called success in mass media.

Hypothesis

While every December the State Hermitage Museum is celebrating its days, the museum
staff is occupied with special exhibitions, events, meetings and, of course, one day of free
entrance. Once, the necessary words were pronounced by security officer influenced by total
museum hospitality of these days: “Welcome again!” Only two words, but they express the
main idea of success. If you like something, you want repeat it again: to see again you favorite
film, to return to some nice place with friends in order to fix your positive experience and
share with others. We do not take in account the cases when visit was planned according to
the principle “must see”.

In the very beginning the visitors of the Imperial Hermitage were well educated and did
not need special explanations except simple comments of the museum guardians. After the
October revolt in 1917 the Hermitage museum had to adapt the exhibitions for the new type
of visitors according to state requirements. Any state museum had to be simple, homogeneous,
clear for understanding, full of obvious information’. Guided tours gave visitors no chance to
have personal opinion or some positive emotions as a result of communication. According to
the statistical data of 1970s for the 3170000 visitors the ratio organized visitors/individuals was
1:4 with the trend of increasing of the individual visitors*. Foreigners constituted 280 000, that
is less than 10%. The most interested audience at that time— 18-34 years old®; and we can
believe they continue to visit the museum in our days—25%*. They are the basic consumers
of the text comments and printed materials.

2 Leshchenko A. Empowering digital museum audiences to foster museum communication / ICOFOM
Study Series. 2012. Is. 41. P. 237-244.

3 Cynouesa A.A. Ucropus onuol nexiapanuu / Bectauk Tomckoro yausepcurera. 2007. Ne 300 (1).
C.71.

4 I'vouesckuti I1.@. Tlocerurenu Dpmutaxa // Coobuienuss [ocymapctBenHoro Dpmwurtaxa. 1974.
T. XXXVIIIL. C. 70.

5 Tam xe. C. 72.

¢ Xapumonosa T FO. CoupanbHO-IICUXOIOTHYeCKAe 0COOCHHOCTH MOCETUTENEH B CUTYaIllMH MYy3eHHON
KOMMyHHKanuu (Ha npumepe [taBHoro mraba [ocymapcrBenHoro Dpmuraxka). ABroped. AHCC. KaHI.
ncuxoin. Hayk. CII6., 2018. C. 17.
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Nowadays more than 4 millions of visitors arrive annually’. The State Hermitage museum
organizes over 320000 various guided tours. This way the ratio organized visitors/individuals
is equal to 1:10. The foreign tourists prefer summer time and arrive by ferries. The most part
of visitors come to the museum in low season and belongs to the permanent audience of the
museum exhibitions. They are following all museum news and get information anyway includ-
ing the Internet (web-site of social media)®. Social media also demonstrate stability of their
followers’. Strictly speaking, the amount of virtual visitors is also impressive—2120373'° but
nobody writes, if they are unique or returning. Perhaps we talk about a single visit aiming to
get information on actual exhibitions, tickets or opening hours. Unlike the time of the 20" cen-
tury when the linear growth of the number of visitors demonstrated the efficient management,
now we have only one criterion of success—returnability.

Methodology of estimation

Since the generation Y was revealed as the mainstream of the museum public, the sug-
gestion is to use in designing web-sites the methodology clear and understandable to the gen-
eration Y.

The special instruments of web analytics, e.g. Google-analytics or SpyBOX, propose to
fix returning visitors and we are able to do it for the museum web-sites''. For the web-site or
blog these data are not absolutely transparent'?. A unique visitor of a web-site correspond to
a single visitor of a museum, who arrived once with school tour, or only because “everyone
must see”. The modern model of museum communication suppose the returning visitors, com-
ing several times per year for the lectures, special events or opened exhibitions even they are
not ‘Friends of the museum’ (special category of donators). Really effective museum work al-
lows a museum to attract the permanent visitors, because they are ready to visit museum in
low season. There are different methods: evening hours, specially opened rooms, one-day ex-
hibitions, lectures, and other special events.

For the commercial companies the coefficient of conversion plays a big role too: ratio of
the achieved goals (purchase or order) to the total amount of visits. There are museum sites
offering the electronic tickets, but the main goal is not only to buy a ticket but to visit a mu-
seum and get personal impressions. A returning visitor shows the first impression was positive,
that’s good. What are their next goals? In that case an advanced sociological survey aiming at
their formalization can be useful

Conclusion
The change of museum communication paradigms resulted in decreasing of the influence
of cognitive component on the success of the museum. That means the success of a museum

7 Oruer TocynapcrBentoro Dpmuraxa. 2017. CII6., 2018. C. 160.

8 Xapumonosa T IO. ColnaibHO-NCUXOTOTHYECKHE OCOOCHHOCTH MOCETHTENeH B CHTyallu Mys3eii-
Hoil koMMyHuKanuu. C. 17.

> I'yk J.1O., Xapumonoea TIO., Bocomaszosa T.I. Mys3eil B COBpEMEHHOM HH(OPMAIMOHHOM TIPO-
ctpanctse // EBpasuiickuii coro3 ydensix. 2015. Ne 12-5 (21). C. 21.

10" Oryer TocynapcrBenHoro Dpmuraxa. 2017. C. 160.

" I'vk I1O., Onpeodenénos B.B. Metonnueckue acleKThl aHaN3a U KOHTPOIs Y()(HEKTUBHOCTH HH-
(hopManMOHHBIX pecypcoB My3es B ceti Mutepuer / ndopmannoHHbie pecypchl— QyTypoIIOrHIecKuii
ACIIeKT: IIIaHBI, TPOrHO3EL, nepcrekrussl. CI16., 2014. C. 127.

12 Pamupoc K. Bo3BpariaeMocTh MOCETUTENCH U aHaN3 OKUIaHui ayquropun Omora. CM. 1o ajpecy:
https://altblog.ru/recurrence-visitors-analysis-audience-expectations-blog (ccpuika mocieHuil pa3 mpose-
pstmacs 21.12.2018 ).
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does not depend on the innovative approaches or modern trends like the increasing number of
multimedia in exhibition halls, it is influenced by the attractive atmosphere leading to a desire
to come again with friends or with the family. Targeting at the young visitors creates/attracts
the constant museum audience for the following decades. With the advent of a new generation
the virtual space became similar to the real one and the methods of web-analytics can be ap-
plied for the estimation of the efficiency of the museum management: the number of returned
visitors and coefficient of conversion.
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