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I (N TERNATIONAL CONFERENCE

Blogs. Podcasts. Audioguides. Self-guided tours. Guided visits.
Video. Digital interactives. Web-based exhibitions. Plain old
postering. Magazines. Catalogues. There are so many options for
engaging audiences; sometimes it is hard to decide which route
to take, and which tools to use.

This surmer, the 7" annual Communicating the Museum
conference provided an excellent framework for discussing
museum communications strategies, allowing professicnals the
opportunity to do something we don't do very often: debate
marketing mixes, discuss the pros and cons of web technologies,
and discuss the future.

Over four days, 244 delegates came together to network,
learn, and share experiences. Nike Langevin, head of communica-
tions and promotion for Montreal’s McCord Museum of History,
and myself were the two Canadian delegates.

Nike felt that the conference met the needs of the McCord
well, particularly with regard to learning how to take maximum
advantage of communications technology. As she commented,
“the different themes and case studies covered what we are all
encountering, such as the need to adopt new web technologies,
and the need to build personal, long-term relationships with the
public.” However, she noted that she had some practical ques-

Communicating the Museum: Reaching our

audiences

Madrid, Spain, July 4-7, 2007

Naomi Grattan and Nike Langevin

The Museo Nacional del Prado has just opened a new 152-million Euro extension which increases the museum'’s space by 50% and includes
new visitor amenities.

Hosted in Madrid, Spain, this year's theme was New Media
for New Audiences: How to reach wider audiences and improve
the visitor experience. Conference chair Will Gompertz, director of
Tate media, had this to say about the conference theme: “It’s an
extremely timely subject as developments in technology combined
with mass public take-up of these services have given us all a
range of significant new tools to engage audiences. Whether it's
developing online broadband channels or 3G subscription servi-
ces, we have much to discuss and learn from each other.”
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tions that were not addressed: “l would have liked to discuss
the guestions that we will have to address in the coming years,
such as what percentage of a communications budget should
be allocated for new media, or the reality that the web does not
necessarily bring in more visitors.”

The topics addressed at the conference ranged from the do’s
and don't's of e-marketing, to reaching young people, new meadia
work for smaller museums with smaller budgets, and the com-
mercial opportunities it offers, to the potential of user-generated



content, and the role of print material. | took three main points
away from the conference:

The first is simple, but bears repeating: make sure you have
good content. Good content will always attract an audience. As a
basic rule of thumb, try always beginning with the question: will
this be interesting? Focus on your collection and your mandate,
and then see what tools (technology based or not!) you can use
to promote access, interest and public engagement. Often very
successful projects are simple ones: start with ane podcast of
a curator talking about a collection, or one object. Be creative
about how you put it together and disseminate it. See how it
goes, then try a second. As difficult as it is, we ought to try to
think long-term and remember that the content we develop can
always be re-purposed for different delivery tools. Remember
podcasts didn‘t exist two years ago. Corollary to this first point,
try to think of other ways to use the web, beyond your own
website, when developing content. For example, 70% of podcast
users access them via iTunes — so if you can, make your podcasts
available there.

The second point is equally simple: we need to think about
our audiences not only in terms of demographics, but also in
terms of how they communicate, how they like to access and use
information, and how these habits are changing. People are in-
creasingly interested in publishing and participation. The public is

Delegates tour the Prado’s new extension, which opened in October 2007.

interested in our content, and they are interested in manipulating
it. We must think about information exchange, and what can be
gained by allowing people to publish and manipulate our content.
Relinquishing control is difficult, and not always possible, but it is
important to think about the upload as well as the download.
Third is basic usability and quality of experience. To start, be
sure your website is well organized, and has consistent language
and navigation. Include a search function and a site map. Be
careful of your file names (use names and text strings, rather than
catalogue numbers for instance, to ensure they get picked up
by search engines), and avoid using Flash as it's not searchable.
Remember that 80% of your web traffic does NOT land on your
home page first. Would a visitor know where they were and be
able to navigate through the site easily from any page?

Delegates in the auditorium of the Reina Sofia art museum.

Think of the quality of your visitor experience from end to
end, across all your communications tools. What do visitors need
before, during, and after a visit? For example, is your language
consistent across your website, your building signage, your print
material, and your retail operations?

The conference was well organized, well promoted, and well
attended. Delegates attended from all over the world, from Malta
to Hungary, and the United Kingdom to Australia. The best treat
was an architectural tour of the new wing of the Prado, which
opened in October. Next year’s conference will be in Venice, Italy,
at the end of June. Visit the conference website for details. M

Naomi and Nike are happy to share their insights from the confer-
ence. Naomi Grattan is the director of communications for the
Canadian Museums Association, and editor of MUSE. Contact
her at: ngrattan@museums.ca. Nike Langevin is head of com-
munications and promotion for Montreal’s McCord Museum of
History. Contact her at: nike.langevin@mccord.mcgill.ca.

www.communicatingthemuseum.com
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_CONGRES INTERNATIONAL

Blogues. Balados. Audicguides. Visites autonomes. Visites
guidées. Vidéo. Appareils numériques interactifs. Expositions
virtuelles. Affichage traditionnel. Magazines. Catalogues. Il y a
tellement de technologies visant a faire participer le public qu'il
est parfois difficile de choisir la voie & suivre et les outils & utiliser,

En juillet dernier, la 7¢ conférence annuelle « Communiquer
le musée » a fourni un excellent cadre de discussion des stratégies
de communication muséales et a donné aux professionnels

Pendant quatre jours, 244 délégués se sont rassemblés pour
nouer des liens, apprendre et partager leurs expériences. Nike
Langevin, chef des communications et de la promotion au Musée
McCord d'histoire canadienne de Montréal et moi-méme étions
les deux déléguées canadiennes.

Nike Langevin a trouvé que la conférence répondait bien aux
beseins du McCord, surtout en ce qui a trait aux facons de tirer le
meilleur parti des technologies de communications. Comme elle le

« Communiquer le musée » : Atteindre

nos publics

Madrid, Espagne, du 4 au 7 juillet 2007

Naomi Grattan et Nike Langevin

nouvel auditorium du musée.

I'occasion de faire quelque chose gu'ils ne prennent pas sou-
vent le temps de faire : s'asseoir confortablement, discuter de
stratégies marketing, déterminer les avantages et inconvénients
des technologies du Web, et comparer diverses stratégies.

La conférence de cette année s'est déroulée & Madrid, en
Espagne, sous le théme Nouveaux médias pour de nouveaux
publics : comment atteindre un public plus vaste et améliorer
I'expérience des visiteurs. Le président de la conférence, Will
Gompertz, directeur de Tate Media, a déclaré, en parlant de ce
théme : « C'est un sujet de grande actualité, car les progrés tech-
nologiques, alliés a I'adoption par le grand public des nouveaux
services offerts, nous ont dotés de toute une gamme d'outils
importants pour faire participer les publics. Que I'on parle de
développement de canaux & large bande en ligne ou de services
d'abonnement de troisiéme génération, nous avons beaucoup a
examiner et a apprendre les uns des autres. »
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disait, « les différents themes et études de cas présentés portaient
tous sur des situations auxquelles nous faisons face, comme
la nécessité d'adopter les nouvelles technologies du Web et le
besoin de batir des relations personnelles et & long terme avec le
public. » Elle a toutefois regretté que certaines questions d’ordre
pratigue n‘aient pas été examinées : « J'aurais aimé discuter des
guestions que nous aurons a résoudre au cours des prochaines
années, comme le pourcentage du budget des communications
qu'il faudrait allouer aux nouveaux médias, ou parler du fait que
le Web ne nous améne pas nécessairement plus de visiteurs.»

La conférence a traité des sujets variés : conseils pratiques sur
le cybermarketing; facons de joindre les jeunes; utilité des nouveaux
médias pour les plus petits musées ayant de plus petits budgets; dé-
bouchés commerciaux offerts par les nouveaux médias; potentiel du
contenu généré par les usagers; guestionnement sur le role des docu-
ments imprimés. I'ai retenu trois points principaux de la conférence.






