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Aims & objectives – Parts of presentation

Aims and objectives:

• to present the attributes and the
characteristics of the notions of
‘modern museum’, ‘museums in the
digital world’, and ‘digital strategy
for museums’

• to help towards defining digital
strategies for museums in the 21st
century (steps, processes, ethics,
the future)

• to stimulate discussion towards
museum digital strategies and the
future of museums

Parts of this presentation:

• PART 1: Overview of the modern
museum and the digital heritage
world

• PART 2: Towards digital strategies
for the modern museum



What is a museum?

The International Council of Museums (ICOM), established in 1946, is the
biggest museum organisation in the world and the reference point for
museums and museum professionals in the globe. The current ICOM’s
definition of museums, a definition that has been included in national or
international legislations, is as follows:

“A museum is a non-profit, permanent institution in the service of society
and its development, open to the public, which acquires, conserves,
researches, communicates and exhibits the tangible and intangible
heritage of humanity and its environment for the purposes of education,
study and enjoyment.”



What is a museum?

The Executive Board of ICOM selected a new alternative museum definition. Voting for it

took place at ICOM’s Extraordinary General Assembly (EGA), on 7 September 2019, from

9:30 to 10:30 a.m., at the Kyoto International Conference Centre (ICC Kyoto) in Kyoto,

Japan. Here it is:

Museums are democratising, inclusive and polyphonic spaces for critical dialogue about
the pasts and the futures. Acknowledging and addressing the conflicts and challenges of
the present, they hold artefacts and specimens in trust for society, safeguard diverse
memories for future generations and guarantee equal rights and equal access to heritage
for all people.
Museums are not for profit. They are participatory and transparent, and work in active
partnership with and for diverse communities to collect, preserve, research, interpret,
exhibit, and enhance understandings of the world, aiming to contribute to human dignity
and social justice, global equality and planetary wellbeing.



What is a museum?



Titanic, Belfast Louvre, Paris Guggenheim, Bilbao

Hermitage, St. Petersburg

British Museum, London

Acropolis Museum, Athens



National Museum, Doha

Louvre Abu Dhabi



Museum inside

Louvre, 1796

Metropolitan Museum

New York, 2020

source : https://www.wikiart.org/ source: A.G. Sakellariou

source : Getty images

source: The New York Times









The Digital Museum – Digital Cultural Heritage



The Museum as Predators in the Digital World “…for the purposes of 

education, study and enjoyment…” 

Who is the predator? What’s the precious prey? Define the digital habitat

The museum, 

the museo-saur!

Exhibits – exhibitions
Visitors and e-visitors
Numbers
Funding
--------------
Ideas
Participation
Views 
Comments
Attention
Time! 
Inspiration
Enjoyment
Involvement
---------------
Evaluation and 
Assessment

• Documentation, digitization, 
cataloguing, metadata
• Multimedia applications in the 
exhibitions
• Information uploaded: museum 
websites, museum portals, cultural 
portals
• No Comments: museums in/and the 
social media
• Communication, marketing, online 
ticketing / shopping
• Games
• Virtual and Augmented Reality
• Second Life
• Digital co-curation
• The Internet of Museum Things – The 
Smart Museum



The Past



Classification and Taxonomies



Documentation, digitization, cataloguing,

repositories, metadata



Towards heritage documentation uniformity: 

CIDOC-CRM

E31 Document

“Yalta 

Agreement”

E7 Activity

“Crimea Conference”

E65 Creation 

Event

*

E38 Image

P86 falls  

within

E52 Time-Span

February 1945

P81 ongoing 

throughout

P82 at some time 

within

E39 Actor

E39 Actor

E39 Actor

E53 Place

7012124

E52 Time-Span

11-2-1945



Are we digital enough? - Let’s keep getting digital!

gpapaioa@ionio.gr

From the Digital 

Michelangelo Project



Cross-border digital data travelling: EUROPEANA –

GMN - IMR

gpapaioa@ionio.gr



Beyond screens and guides: Holograms –

Animatronics - 3D modelling

Animatronics

Helping Pheidias, ACT2013Railway Museum, London Byzantine and Christian 

Museum, Athens



Beyond screens and guides: Holograms –

Animatronics - 3D modelling



Virtual & Augmented Realities



Games!!!



Museums in Videogames

The Last of us, Part II, 2020



Second Life



Digital Co-curation



Digital Co-curation



Museums and Social Media





Museum Big Data - The Internet of Things – The 

Smart Museum!



Be an artwork!

https://www.youtube.com/watch?v=XYRjaZl08lQ&t=95s

ARTLENS Gallery: Create, Engage, Connect

The Cleveland Museum of Art

https://www.youtube.com/watch?v=XYRjaZl08lQ&t=95s


What is Strategy? 

“The kernel of a strategy contains three 

elements: a diagnosis, a guiding policy and 

coherent action”

Richard Rumelt



What is a Digital Strategy? 

The goal of digital strategy is a statement of 

vision with objectives for the museum’s 

digital programmes, based on evidence, 

‘owned’ by leadership, backed up by adequate 

resources and used as a guide by management 

and operations



Towards a Museum Digital Strategy

• Start from the Museum’s overall strategy

• Understand the need of a digital strategy

• Involve the museum’s leadership

• List the digital aspects and programme(s) of the museum as they 

currently are

• Apply the digital strategy across the museum’s departments and 

services

• Research on the museum’s digital needs

• Focus on digital audiences

• Develop the digital strategy framework

• Write up and get approvals

• Implement, evaluate, fine-tune





What to do:

• Front Matter: Who? What? Where? When?

• Description of current state of digital assets

• Museum’s Vision and Mission

• Personnel and Teams

• Current digital programmes and provisions

• Audiences

• Benefits and Drawbacks

• The New Digital Strategy

• Description of new programmes and actions

• Expected Benefits and Drawbacks

• Action Plan and Involved Parties

• Evaluation and Revisiting Milestones



What can go wrong:

• Not enough (any) research

• Not enough focus on audiences and their needs

• Not enough input from senior management / departments

• Misguided formulation of ‘the significant challenge’, i.e. pursuing 

objectives that don’t really matter

• All ‘what’ and no ‘how’. A good strategy needs to explain. 

• Too many disjoint objectives

• Poor analysis of key risks

• Failure to consider ‘value for money’ i.e. resource costs in relation 

to outcomes

• Not enough resources for implementation

• Weaknesses that block successful implementation (e.g. strategy 

predicated on unrealistic staffing and resource plan)



Thank you!
and do not hesitate to keep in touch!

Assoc. Prof.  Georgios Papaioannou

Director of Museology Research Lab, 

Department of Archives, Library Science and Museology, 

Ionian University, Corfu, Greece

gpapaioa@ionio.gr


