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Why this document. 
Through this document we intend to give a boost to the digital transformation of 
museums and artistic heritage. We want to bring art in its different expressions even 
closer to all citizens whose habits, hobbies and illusions are changing at great speed.
This document is not intended to be exhaustive, but rather the beginning of a conversation 
with the different actors in the art world, hoping that it will also serve as a reference and 
inspiration.  

A living document. We are listening to you.

We would love to know firsthand what other museums are doing around the world. The 
activity of cultural entities is many and very dynamic so we would be delighted if you 
would share your institution’s experience with us.

Contact us!
office@migrationbo.com

Who are we?
At MIGRATION (Business and Organization), we help transform organizations for the di-
gital age. We accelerate and optimize operations and grow businesses by leveraging digi-
tal platforms and capabilities. We prioritize the development of talent and organizations as 
a whole, preparing them for the digital era. We respond to new customer needs with new 
propositions and business models and connect companies with the innovative ecosystem 
and startups 

www.migrationbo.com

https://migrationbo.com/
https://migrationbo.com/
https://migrationbo.com/
https://www.linkedin.com/company/migrationbo/
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1. Introduction and methodology

MIGRATION has carried out an X-ray of the present that 
allows us to understand the degree of development of the 
cultural institutions analyzed. In addition, the aim of this work 
is to offer a vision of the path that all these organizations 
must follow to achieve the digital evolution that is now una-
voidable.

To this end, we have carried out an exhaustive analysis of the 
situation of museums as individual entities, gaining first-hand 
knowledge of their digital content and the original proposals 
that add value to their activities.

We cannot ignore the exceptional situation brought about by 
the COVID-19 pandemic. Reality has changed rapidly and 
radically and the situation of museums has been forced to 
reinvent itself. 

The need to move forward makes museums key assets in 
bringing culture and artistic heritage closer to a content-hun-
gry public that lives in the digital space.
Presence has taken a back seat, turning the pandemic into 
an opportunity to bet even more strongly on digitization. 
Those organizations that proved to be in tune with the new 
technologies were able to adapt to the unexpected situation 
more quickly.

CULTURAL HERITAGE, 
AN ASSET WHOSE PATH LIES 
THROUGH DIGITAL TRANSFOR-
MATION

Presentiality took a back seat, 
turning the pandemic into an 
opportunity to bet even more 
strongly on digitalization

RESEARCH METHODOLOGY

MIGRATION has conducted a qualitative research of the 
main museums and cultural centers in the world (about 50), 
of different sizes, ranking of visits, content and mission. 
The choice of these institutions allows us to have a 
snapshot of the five continents and the degree of 
digitization, in this case disparate, that each of the museums 
has. In addition, thanks to this representative selection we 
can learn about some original proposals that go beyond 
mere digitization

To do so, we have focused on their digital assets (web, RRSS, 
microsites, etc.) under two prisms or perspectives:

What they communicate (home, main menu), thus referring 
to a more superficial view on their digital tools and contents, 
and another look based on deeper searches that allow us to 
locate contents of interest, among them, to know first-hand if 
they have used a certain technology at a certain time.

In addition, positioning maps have been created, where the 
variables analyzed have been weighted according to what 
we at MIGRATION consider to be stages of digital 
evolution, ranging from web content to original online 
content  

Each institution is analyzed 
through its online tools, 
the use of new technologies 
and its own value proposition 
and creation.

ioia
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} Solomon R. Guggenheim, New York, EEUU
} British Museum, London, England
} Metropolitan museum of Art, MET, New York, EEUU
} Dalí theater museum, Girona, Spain
} Smithsonian, Washington, EEUU
} Musée d’Orsay, Paris, France
} Rele Arts Found, Lagos, Nigeria
} Benaki Museum of Islam Art, Athens, Greece
} Adachi Museum of Art, Yasugi, Japan
} The State Hermitage Museum, St Petersburg, Russia
} National gallery, London, England
} Whitney Museum, New York, EEUU
} Google cultural institute, online

} Louvre Museum, Paris, France
} Peterson Automotive Museum, Los Angeles, EEUU
} Rijksmuseum, Amsterdam, Holland
} Stedelijk, Amsterdam, Holland
} Fundación Louis Vuitton, Paris, France
} Zeitz Mocaa, Cape Town, South Africa
} Museo Reina Sofía, Madrid, Spain
} Museum of Modern Art, Moma, New York, EEUU
} Thyssen-Bornemisza Museo, Madrid, Spain
} Tate Modern, London, England
} Frida Kahlo, Coyoacán, México
} Australian War Memorial, Campbell, Australia

INSTITUTIONS ANALYZED

List of analyzed institutions

1. Introduction and methodology Methodology
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Formats of the digitized 
collection 

} Video, podcast.
} Blogs

Segmented version of the 
collection for professionals 
and/or segments 

} Teacher-educators.
} Researchers, restorers
} Media/press
} Tourist guides
} Family: Home educators, Children’s Sites

Own created content 
exclusively for online 
media
} Created by artists.

Collaborative content

} Created by the public.

Digitized collection 

} The collection on the network
} Level of transfer
} Search by filters

2. Results of the comparative study

We define 5 stages of digital 
evolution in cultural 
institutions

2.1. ANALYSIS OF 
NEW TECHNOLOGIES: 
A HETEROGENEOUS 
DEVELOPMENT

Over time, cultural institutions have been incorporating 
different technologies into their day-to-day work. The con-
sequences of this digitalization, which is still only halfway 
complete, have been notable both in terms of exhibitions and 
visitors’ experiences.

Among the most widely used technologies, summarized 
below, not all institutions have reached the same level of 
development. It is important to differentiate and analyze 
individually which technologies are used on a daily basis in 
each case. In this way, some ideas can be drawn about the 
digital rhythm emitted by each of the museums analyzed 
. 

STAGES OF CONTENT 
EVOLUTION

Analysis of new technologies

ioia
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2.1 NEW  TECHNOLOGIES USAGE  ANALYSIS. 

Which technologies are used by the institutions, both for visitors and 
for exhibits

} Virtual Reality (VR)

} Internet of things (IOT)

} Apps

} Robotics

} Video 360º

} Augmented Reality (AR)

} Others: Drons, 3dPrints, Holography, AI

Satisfactory Low

2. Results of the comparative study Analysis of new technologies
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SMITHSONIAN MUSEUM

The Smithsonian Museum has incorporated 3D technology 
to improve the experience of researchers, curators, conser-
vators and educators. 

In addition, Pepper, a robot that acts as a guide, has joined 
the institution’s team. His system is programmed to answer 
common questions and tell stories. It can also react and make 
gestures and is equipped with an interactive touch screen. In 
this way, the museum aims to increase its educational capa-
bilities by increasing engagement with visitors.
On this path towards digital immersion, it is worth mentioning 
the incorporation of collaborative mobile applications that 
allow visitors to share experiences and opinions interac-
tively
. 

https://www.si.edu/mobile

WHITNEY MUSEUM

This institution offers visitors Lady Ava Interface, which is 
presented as an artificial intelligence assistant. 

At Sunrise and Sunset, offers visitors to whitney.org a 
menu of ,quirky non-utilitarian calls to action and evokes a 
minia-ture museum from their smartphone. While software 
agents like Siri, Alexa and Cortana help us with practical 
information to augment and increase our efficiency, Ava 
counters the generic and purely functional aspects of the 
technology we often use to begin and end our days.

2. Results of the comparative study Analysis of new technologies

https://www.si.edu/newsdesk/releases/smithsonian-launches-pilot-program-pepper-robots
https://www.si.edu/newsdesk/releases/smithsonian-launches-pilot-program-pepper-robots
https://vimeo.com/272477582
https://www.si.edu/newsdesk/releases/smithsonian-launches-pilot-program-pepper-robots
https://whitney.org/exhibitions/carla-gannis
https://www.si.edu/mobile


9 |9 |

2. Results of the comparative study Analysis of new technologies

GOOGLE CULTURAL INSTITUTE

This institution was born as a non-profit initiative whose 
mission is to preserve and bring the world of art and cultu-
re to the online world, making it accessible to all audiences. 

To this end, and among other initiatives, Google Cultural app 
was created to allow the public to enjoy the treasures of art 
and learn about cultural works and institutions around the 
world. Using the latest technology, this application allows us 
to explore works in high definition, virtually tour different 
entities, find portraits similar to us... etc
.

RIJKSMUSEUM

Augmented reality is one of the big bets of this institution, 
which has a great development thanks to applications ba-
sed on this technology. In this way, the experience of vi-
sitors improves exponentially and allows them to design 
their own route through the museum from their homes  

https://www.youtube.com/watch?v=F8tzNPvwwAE

Summarising this section of the analysis, we could 
acknowledge that the vast majority of 
institutions use Virtual Reality. Specifically, 
75%use this technology while 65% opt for AR. 
Surprisingle, half of the institutions use 
technologies originaly considered as more 
advanced, such as AI and AR.    

Technologies such as AI, Drones or 3D Print 
(55%). These data can be considered, in many 
cases, as iso-lated experimental initiatives, with the 
exception of a select group of institutions that are 
already on board the digital transformation train.

As for the use of apps and 360 video, only 50% of 
museums use them on a regular basis.

The same is true for the Internet of Things IoT 
and Robotics, technologies that are still too 
incipient and occupy, respectively, 30% and 10% 
of the institutions.It is worth mentioning in this 
area museums such as Smithsonian and 
MOMA, whose digitization is in more advanced 
stages.   

Contact us

Request more information 

https://www.youtube.com/watch?v=F8tzNPvwwAE
https://apps.apple.com/us/app/google-arts-culture/id1050970557
https://artsandculture.google.com/asset/the-fall-of-the-rebel-angels-pieter-bruegel-the-elder/ewEs_8lOXkz7tQ
https://artsandculture.google.com/asset/the-fall-of-the-rebel-angels-pieter-bruegel-the-elder/ewEs_8lOXkz7tQ
https://www.rijksmuseum.nl/en/masterpieces-up-close
https://migrationbo.com/
ioia
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   Digitization of artistic heritage

The artistic heritage housed in museums is a unique source 
of information that brings us closer to the past and helps us 
understand the present.

For this reason, many institutions have resorted to digitization 
as a method of preserving thousands and thousands of works. 

Putting a collection online not only creates a virtually indelible 
memory. It is also a method of approaching all those visitors 
who, for various reasons, do not have the opportunity to visit in 
person. Digitization brings culture closer to the public, allowing 
them to interact with the collected and digitized works. 

The digitization of the collection, its exhibition through 
content and educational material as well as its digital 
status are analyzed

2.2 THE DIGITIZATION OF ARTISTIC HERITAGE:
WEB EXHIBITIONS AS A VALUE PROPOSITION

} Online collection
ONLINE Collection, Site position, Quantity

} Content
Video/Audio (Podcast), Blogs, Virtual Tours

} Material for educators
Audios, Podcast, video

} Digital Index
Microsite by Exhibition, RRSS, Ecom Shopping,
Ticketing

Satisfactory Medium Low

2. Benchmark results
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MUSEO REINA SOFÍA

To adapt to this new digital environment, the Reina Sofia 
Museum created Midstream, a collaborative project that 
transforms the role of audiences, who are no longer 
understood only as consumers but also as producers of 
content. Midstream develops its activities in three areas: the 
Mediterranean (Museo Reina Sofía, Madrid), the North Sea/
Baltic (Latvian Center for Contemporary Art, Riga, Latvia) 
and the Central European region (European Institute for 
Progressive Cultural Policies, Vienna, Austria). In this way, 
a growing number of participants are involved with the ul-
timate goal of extending this collaborative action to the rest 
of Europe, thus adapting the artistic heritage to the network, 
making it accessible to all types of public and turning it into 
a participatory asset.  

   Digitization of artistic heritage

THYSSEN BORNEMISZA

The Thyssen Bornemisza Museum has made a clear 
com-mitment to the digitization of its methods. Not only 
does it offer the public the possibility of viewing a large 
number of works through digital platforms. It also offers 
the possibility of making virtual visits to its permanent 
collection and to other exhibitions, accessing the 
galleries from any device or in an even more immersive way 
thanks to the use of virtual reality glasses.

The Conecta Thyssen project is one of the institution’s 
great bets on the digital panorama. In collaboration with the 
BBVA Foundation, this initiative encompasses a series of 
interac-tions such as online publications, webdocs or 360 
videos. In addition, the GigaThyssen project uses super 
zoom techno-logy to show visitors, online, all the details 
and secrets of the works that are not visible to the human 
eye.

The creation of online communities, with projects of 
different kinds and aimed at different types of audiences, 
is an offer that affirms the museum’s conviction towards 
the modernization of methodologies. Also with the 
intention of connecting educational initiatives, the Thyssen 
Bornemisza, in collaboration with the Ministry of Culture 
and Sports, has created Deslocalizados. This interactive 
map becomes an open and constantly evolving atlas that 
makes visible what happens beyond the physical space of 
the museum.

THE NATIONAL GALLERY

This institution includes on its website an enormous amount 
of digitized works that constitute an important educational 
material. In addition to refining its search filters, The 
National Gallery includes innovative material such as 
the innovative material so-called “photo of the 
month”. Choosing this work on a monthly basis not only 
allows us to take a closer look at it through the digital 
platform, but also includes differentiating content such 
as videos in which this work is analyzed in detail.

Online events, especially useful and recurrent in times 
of Covid-19, are another of the assets with which The 
National Gallery approaches different audiences around 
the world, thus exploiting the most educational way that 
the cultural sector has. 
.  

2. Benchmark results

https://www.museothyssen.org/coleccion
https://www.museoreinasofia.es/en/midstream
https://www.museoreinasofia.es/educacion
https://www.educathyssen.org/deslocalizados/
https://www.nationalgallery.org.uk/paintings/picture-of-the-month/picture-of-the-month-january-2021
https://www.nationalgallery.org.uk/learning/teachers-and-schools/teachers-notes
ioia
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Digitisation of artistic heritage

TATE MODERN

As in the previous case, the Tate Modern has also opted for 
the digitization of its collection, reaching already 50% of 
the works available in its facilities. Accessibility thus beco-
mes one of the strong points of a decision that brings art 
closer to any type of public at the click of a button.

All the institutions, as  expected, have digital assets 
to a greater or lesser extent. We can 
acknowledge that 50% of those been analyzed 
are implementing and using the most common 
digital tools in the digital era (microsites per 
exhibition, RRSS, ticketing, Ecommerce 
Shopping, etc.).

With regard to online collections, 80% of the 
centers predominantly show their work 
digitized ,  in many cases to the same degree of 
relevance as their physical exhibitions. There are 
cases where, moreover the public has the 
possibility of customizing the display according to 
individual interest criteria.

All the institutions have a certain amount of online 
content, but we consider  around 50% of them 
include the total of their heritage through 
videos, audios, blogs or virtual tours.

The situation is weaker with regard to 
educational content. However, there is a clear 
trend and purpose as a value proposition from 
institutions (around 75%) to focus on this 
educational content. The remaining 25% do not 
have any material in this regard. It is also 
important to note that among those institutions 
that offer educational content, most do so 
consistently with specific sites and material.

MUSEUM OF MODERN ART. 
MOMA

In collaboration with Google Arts & Culture Lab, The MOMA 
has focused on an Artificial Intelligence-based project 
that uses an algorithm to analyze more than 30,000 
exhibition photos, looking for matches to the more than 
65,000 works in the museum’s online collection.
. 

2. Benchmark results. 

https://www.tate.org.uk/art
https://experiments.withgoogle.com/moma
https://artsandculture.google.com/project/future-work-lab
https://www.coursera.org/moma
ioia
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} Online exhibition
Pure online exhibitions

} Public collaborations
Encourages conversation and collective
creation

LowMedium 

 Content of own creation

Satisfactory

Many museums around the world are betting on original 
self-created proposals that seek to reinvent the world of cul-
ture. In an environment increasingly saturated with content 
and information, it is no longer enough to be present in the 
traditional way. Audiences are looking for extra motivations 
that encourage them to get involved in a given topic. Insti-
tutions are aware of a reality that encourages them to think 
about and promote their own initiatives for the creation of 
content and experiences.

Public collaborations are another of the recurrent plots in the 
cultural sector, understood as initiatives capable of encoura-
ging conversation and collective creation.

Proposals for original online content and executions, 
co-llaborative and research interest are analyzed

2.3. OWN CREATED CONTENT FOR THE DIGITAL MEDIA 
AND COLLABORATIVE PROPOSALS

2. Benchmark results
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THE WHITNEY MUSEUM 

ARTPORT is the museum’s portal for Art and Digital Art, 
being a gallery for specific projects on the web. Originally 
launched in 2001, ARTPORT provides access to original 
artworks commissioned specifically for the platform, docu-
mentation of net art and new media art in the Museum’s co-
llection.

 Content of own creation

METROPOLITAN MUSEUM OF 
ART. MET

This institution offers open access to the collection thanks to 
Artificial Intelligence, a project developed in collaboration 
with MIT and Microsoft. Each research team contributed new 
perspectives on the use of AI to connect people with art. Based 
on these alternatives, museums could attract more audiences. 

In the end, five ideas were developed, namely “Artwork of 
the Day”, “Tag, That’s It!” and “Storyteller”, “Gen Studio” and 
“My Life, My Met”. The goal throughout has been to demons-
trate the growing potential of the Open Access program 
(and the subject keyword dataset in particular), while scaling 
the global reach and relevance of The Met’s collection
.

MUSEUM OF FINE ARTS IN 
BOSTON 

This institution has opted for the participation of the public 
as a creator of content by developing an exhibition whose 
final selection has been carried out through voting. 

The implementation of own created proposals 
for the online medium is one of the strategies already 
being developed by 60% of the institutions 
analyzed. However, it should be noted that this 
creation is carried out in an uneven and 
heterogeneous way, with collaborative proposals 
being probably the only original trend that is starting to 
become a reality.

With regard to purely online content exhibitions, 
we conclude that there is no content offer that is 
pure digital. Only 20% of those analyzed 
provide unique content, of which one (Google 
Cultural Institute) is under a repository form.

As already indicated, collaborative content is 
a growing trend that seems to be becoming the 
common point among the different institutions. 
Nearly 35% provide tools that enable the generation 
of collaborative content and 45% have isolated 
initiatives. However, 55% do not consider these 
aspects to be fundamental. 

2. Benchmark results

Contact us

Request more information 

https://whitney.org/artport
https://whitney.org/artport
https://www.mfa.org/exhibitions
https://www.metmuseum.org/blogs/now-at-the-met/2019/met-microsoft-mit-exploring-art-open-access-ai-whats-next
https://migrationbo.com/
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2.4. ACCELERATORS FOR CULTURAL START-UPS AND 
EDUCATIONAL PROPOSALS

} Labs
Accelerators, Open Innovation Labs

} Academy

LowMedium 

Accelerators

Satisfactory

 Passivity is no longer a charaacteristic of visitors, who are eager 
for constant participation and interaction. Their daily 
experience with the world of technology has considerably 
increased their degree of curiosity and their desire to 
intervene and become part of the ecosystems, instead of 
simply observing them. 

Innovation, in the case of museums, is the result of following 
in the footsteps of all those digital consumers who have 
changed the way they approach art. It is important for all 
institutions to study and understand the changes in 
consumption habits, both those we are already 
experiencing and those to come. This is the main objective 
of the Research Labs, an instrument that allows us to 
better understand audiences and improve the projects and 
offerings of cultural institutions. 

For the world of culture and education, technology 
has become an indispensable tool capable of bringing 
incalculable value to the world of culture and education.

For this reason, many museums have been forced to 
review their proposals and adapt them to this changing 
and innovative technological environment in order to 
be at the forefront of these changes and advances. 

The need to adapt to increasingly active visitors in 
the technological environment and the importance of 
technology in the cultural sector suggest being at the 
forefront of innovations

2. Benchmark results

ioia
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NEW INC

This institution stands as an incubator for all those working at 
the intersection of art, design and photography. In 2020, 
NEW INC launched ONX Studio, an XR accelerator for ar-
tists, in partnership with the Onassis Foundation. This work 
and training space hosts artists and producers for a year 
to develop important works for the public realm. r

THE METROPOLITAN MUSEUM 
OF ART. MET

This institution has explored new ways of interaction between 
visitors and new technologies in order to create a more 
interactive visit. In this way, they are committed to tools such 
as 3D printing and a series of laboratories in which the public 
becomes not only a consumer but also a creator of content.

This institution has also made available to educators a large 
amount of material and has enabled an area of research and 
education widely developed with Mooc, that is, open 
online courses. 

Accelerators

GOOGLE CULTURAL INSTITUTE

Google Cultural Institute and THE LAB, rethinking the expe-
rience of art and culture through technology. 110 collections/
Museums or Foundations and 26 online exhibitions.

TATE MODERN

Training is a strong commitment for some institutions. In this 
case, and in collaboration with Khan Academy, a series of 
online courses and training is available to the public that will 
allow them to expand information about artists, works and 
artistic periods. etc.. 

2. Benchmark results

Contact us

Request more information 

https://www.onassis.org/news/onx-studio-onassis-foundation-usa-and-new-inc-collaborate-creating-extended-reality-studio
https://www.metmuseum.org/blogs/digital-underground/posts/2013/3d-printing
https://www.newinc.org/
https://ultimaker.com/learn/bringing-3d-printing-to-the-metropolitan-museum-of-art
https://experiments.withgoogle.com/collection/arts-culture
https://artsandculture.google.com/
https://www.livemint.com/Leisure/JWtmrodLhyXNv2jUi8gWtM/Art-in-a-digital-age.html
https://www.metmuseum.org/blogs/digital-underground/2015/picture-met-museum
https://www.khanacademy.org/
https://www.khanacademy.org/humanities/art-1010/global-vanguards/global-vanguards-lebanon/v/saloua-raouda-choucair
https://migrationbo.com/
ioia
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MOMA (MUSEUM OF MODERN 
ART)

Like other cultural institutions around the world, The MOMA 
has opted for online training through Coursera, so that all 
those who wish to do so can acquire knowledge related 
to the world of art and culture in a simple and interactive 
way. In addition, this institution has made a large amount of 
material available to educators and has set up a research and 
education area that is extensively developed with Mooc.

Accelerators

PETERSEN AUTOMOTIVE MUSEUM

This institution collaborates with the prestigious school of 
design and innovation, Art Center College of Design. In the 
museum’s own facilities there are several classrooms whe-
re lessons from the Art Center College of Design program 
are taught, allowing students to acquire new digital skills to 
bring their designs to life.

SMITHSONIAN MUSEUM

This institution has created the Science Education Center, 
a specific portal for children. The objective of this initiative 
is education through interactive materials made available to 
teachers and educators. 

There is a minority of cultura entities (30%) that 
are developing research or Labs on the museum 
experience or its relationship with techno-logy. 
Among them we can highlight the Google Cul-
tural Institute in collaboration with the MOMA 
in New York, using AI and online data. We also 
find the case of the MET Metropolitan Museum 
of Art, which carries it out with students on a 
regular basis, with a more face-to-face focus and 
with the use of new technologies.

With regard to MOOCS (Massive Online Open 
Cour-ses) online training proposals, the figure is 
lower: only 10% of the institutions analyzed 
offer onli-ne courses on platforms such as 
Coursera or Khan Academy. This is clearly a 
developing field.

2. Benchmark results

https://www.coursera.org/
http://www.artcenter.edu/
http://www.artcenter.edu/about/campus/satellite-studios/artcenter-at-the-petersen.html
https://ssec.si.edu/
https://ssec.si.edu/
https://www.coursera.org/moma
ioia
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POSITIONING MAPS
Understanding the evolution and digital adaptation of the 
cultural institutions analyzed in this document is made ea-
sier through the use of positioning maps. The aim of this 
chapter is to show graphically where each of the or-
ganizations is in relation to two positioning axes. 

Thanks to this methodology, we can identify which en-
tities are leading this digital transformation and 
creating in turn   a series of unique value propositions 
that make them stand out from other cultural 
organizations. 

The distribution of the museums analyzed was based on se-
veral measurable and easily identifiable variables. In the first 
map we find a vertical axis that reflects web content and 
a horizontal axis that refers to the use of technological 
tools.  

 In the second positioning map, the vertical axis graphically 
shows the development of original content for online me-
dia that each of the entities possesses, while the 
horizontal axis shows us the content and technological 
tools.  

The comparison between museums is inevitable to un-
derstand an unequal panorama in which each entity ca-
rries out a development  and a digital adaptation that follows 
different paths and goes through different stages. 

3. Positioning maps

Contact us

Request more information 

https://migrationbo.com/
ioia
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(Collection, content, educational material and digital 
index)

Within the cultural institutions we find a group of cen-
ters that have a highly digitized collection, although in 
a disparate and heterogeneous way in terms of the te-
chnological tools used. One example is the Smithsonian 
(Washington), whose content is fully digitized thanks to 
the use of many technological resources available on the 
market. In contrast, the Guggenheim (New York), whose 
content is well treated despite being only 50% in the use 
of technological tools available on the market, is in the mi-
ddle of the pack in terms of the use of technological tools. 

Another group is halfway through the digitization of its 
content, as it does not consider it, on some occasions, a prio-
rity. Nevertheless, it is important to note that many of these 
institutions use technological tools, as is the case of the Na-
tional Gallery in London or the Fondation Lous Vuitton in Paris. 

Finally, there is a third group that does not use any tech-
nological tools and whose collection is digitized at a very 
basic level, as is the case of Zeitz Mocaa in Cape Town or 
Stedelijik in Amsterdam.

This map clearly reflects the existence of a group 
of cultural institutions (nearly 50% of those 
analyzed) that are commited to the use of collaborative 
content with a heterogeneous use of technological 
tools. 

Among these centers that are committed to 
collaborative proposals, there is a selection that also 
proposes to create content for self created online 
medium, thus being the standard-bearers in the 
generation of new content for the cultural sector. This is 
the case of such well-known examples as Campbell’s 
Australia War Memoriam or the Whitney Museum in 
New York. 

3. Positioning maps

MAP ACCORDING TO THE USE OF TECHNOLOGICAL TOOLS AND 
WEB CONTENT 

MAP ACCORDING TO THE USE OF TECHNOLOGICAL TOOLS, 
OWN-CREATED AND COLLABORATIVE CONTENT

Zeitz
 Mocaa
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BRITISH MUSEUM

The museum offers, among other things, a wide range of 
free activity sheets and resources for home educators 
that are available for download. All resources are 
available in Word and can be edited to meet your 
specific needs.  

In addition, the institution has digitized nearly 4 
million pieces, available to all users who wish to 
access them through its website. 

SOLOMON R. GUGGENHEIM

Its commitment to technology includes the digitization of the 
works in its collection, with the first online exhibition crea-
ted in collaboration with the public.

In addition, it is possible to take virtual tours, more than ever 
demanded in times of pandemic, and to access ancillary con-
tent consisting of videos, blog and audio elements.

LOUVRE MUSEUM

This important institution has been adapting its methods to 
new technologies thanks to different apps that act as guides 
to the museum’s collections. In addition, they have opted for 
contents such as podcasts, maps and tour auditoriums, not 
only with the intention of helping visitors but also to offer 
educational content to all those who request it. With the 
collaboration of Google and Nintendo DS, they provide 
visitros with audio guides in video console format.  The 
public can thus access the works through a Nintendo 3DS 
console with software specifically designed for the 
museum.

Another of the innovative proposals that the Louvre 
Museum has opted for is the collaboration with various 
companies, including Airbnb and Ponanr Cruises and the 
celebration of concerts or video recordings with artists 
such as Will I AM and Beyoncé.

THYSSEN BORNEMISZA

In collaboration with the BBVA Foundation, the Thyssen Mu-
seum is one of the most connected museums in the cultural 
scene. The ConectaThyssen project encompasses a series of 
free applications that are available to the general public and 
that also enhance the museum experience. In addition, this 
institution has a network of labs and educational activities 
that not only serves as educational material but also con-
nects a whole community of art lovers.

All these digital initiatives are included in a project called 
ThyssenMultimedia, which includes, in addition to the ele-
ments mentioned above, a huge amount of videos. 

4. Individualized strategies

INDIVIDUALIZED STRATEGIES.
WHAT ARE CULTURAL INSTITUTIONS DOING?

https://www.guggenheim.org/exhibition/azone-futures-market
https://www.britishmuseum.org/learn/schools/home-educators
https://www.louvre.fr/en/publishing-audiovisual-productions
https://www.museothyssen.org/en/support/sponsors-and-contributors/fundacion-bbva
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CAIXA FORUM
Educaixa provides digital educational material for educators 
and students, including MOOCs aimed solely at teachers. 
In addition to experiences and training, EduCaixa has a 
large number of interactive resources that facilitate training 
and the development of knowledge through the Internet. 

MUSEO REINA SOFIA
One of the proposals of this institution revolves around one 
of its most important paintings, Guernica. The “Rethinking  
Guernica” is the name given to an interactive application in 
which users can access all the information about this work, 
as well as observe it virtually in detail. 

VATICAN MUSEUMS
The Vatican Museums have an unparalleled collection of art 
and sculpture collected over the centuries. Its offer allows 
the public to take a virtual tour of some of the museum’s 
exhibits.   

MUSEO DEL PRADO
From the museum’s website it is possible to take interactive 
tours that place the virtual visitor in the exhibition hall itself. 
In addition, the Prado Museum has created a timeline, also 
located on its website, which allows users to learn interacti-
vely about the works of art and their historical context.

LOUIS VUITTON FUNDATION
This institution has set up a downloadable PDF training 
program in addition to the various mobile applications that 
digitize the museum experience. Also noteworthy is the aug-
mented reality application, designed especially for young 
people, which transforms the experience of the institu-
tion.

4. Individualized strategies

Contact us

Request more information 

https://educaixa.org/es/home?utm_source=sc&utm_medium=cpc&utm_campaign=plan-editorial&utm_content=educaixa-sem&utm_term=601999&gclid=Cj0KCQjwyN-DBhCDARIsAFOELTmOxE9Gdbf4yoIgSQwX0Y34KyFeM2KxSqq1yhe_A50N_mvh1wGugPAaAjA4EALw_wcB
https://educaixa.org/es/home
https://guernica.museoreinasofia.es/en
https://guernica.museoreinasofia.es/en
http://www.museivaticani.va/content/museivaticani/es/collezioni/musei/cappella-sistina/tour-virtuale.html
https://guernica.museoreinasofia.es/en
https://www.museodelprado.es/coleccion/linea-del-tiempo?pInit=1100-1-1&pEnd=2090-1-1
http://www.museivaticani.va/content/museivaticani/es/collezioni/musei/cappella-sistina/tour-virtuale.html
https://apps.apple.com/us/app/fondation-louis-vuitton/id922479199
https://migrationbo.com/
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THE METROPOLITAN MUSEUM 
MET 
This cultural institution has a specific site for children, brin-
ging them closer to the art collection. In addition, they 
have their own “KidsBlog” where they can access interesting 
content related to the works.

The rest of the users have the opportunity to access the mu-
seum’s collection openly thanks to Artificial Intelligence, in 
collaborationwith MIT and Micro. In addition, laboratories 
have been created in which visitors and museum 
workers can interact with technological elements such as 
3D prin-ing to learn more about the works housed in 
the institution.

AUSTRALIAN WAR MEMORIAL
This institution has developed Busmaster, on close inspec-
tion, an immersive experience that uses 360-degree digital 
video and virtual reality to allow visitors to explore and 
get up close and personal with a Bushmaster, the most suc-
cessful military vehicle of today. 

The Jeu de Paume supports creation on the Internet by 
presenting in the virtual space projects by artists created 
especially for the Web. This initiative, known as online crea-
tion, provides access to content and artistic works born 
in the digital environment. 

MUSÉE D’ORSAY
This museum offers online material segmented for tou-
rism professionals, educators or researchers. In addition, 
the Musée d’Orsay has also set up a site specifically for chil-
dren, called Les Petits M’O. This initiative allows visitors to 
access a gallery of explanatory videos about the works. 

4. Individualized strategies

JEU DE PAUME

https://www.metmuseum.org/art/online-features/metkids/
https://www.awm.gov.au/visit/exhibitions/on-closer-inspection/bushmaster
http://www.jeudepaume.org/
http://www.jeudepaume.org/
https://www.petitsmo.fr/
https://www.petitsmo.fr/
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THE MET MUSEUM
The value proposition of this institution is to make visitors live 
art, to experience it in all its senses. In addition, the MET see-
ks to promote creativity, ideas and knowledge. 

VALUE PROPOSITIONS
The mere transfer of content to digital platforms does not 
have a substantial value for a public increasingly avid for 
innovative proposals.

Research, creativity, digitization of centuries and centuries of 
art are some of the axes along which these value propositions 
must circulate, which undoubtedly help any museum to stand 
out from the rest of the competition. The definition of clear 
and limited objectives is an essential maxim in a panorama 
full of contents that seek to define themselves and adapt as 
much as possible to the different targets.

Original content for the Internet has the capacity to be 
scalable, since it can be improved and distributed through 
the network, thus reaching wider audiences. 

WHITNEY MUSEUM 
In the case of this institution, we will highlight a value proposi-
tion that focuses on 20th century American contemporry 
art. 

Innovation becomes, once again, one of the clearest cha-
racteristics of a strategy that focuses on artists and seeks 
to bring them closer to the public. 

5. Value propositions

https://www.metmuseum.org/about-the-met
https://whitney.org/about
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MUSEO REINA SOFÍA
The Reina Sofía Museum works around a proposal centred 
on what has been christened the “museum of the com-
monplace”. Its collection does not construct a compact and 
exclusive history, although neither is it the disaster box of 
multiculturalism. The institution has conceived of a collection 
in which multiple forms of relationship are established that 
question our mental structures and established hierarchies.

In addition, the Reina Sofía is also working on the creation 
of an archive of the common. A kind of archive of archives 
that implies a break with the notion of the museum as the 
sole owner of a heritage collection. This cultural institution is 
also organising a heterogeneous network of work with co-
llectives, social movements, universities, etc. A network that 
recognises the capacity of these actors as active agents in 
the artistic process

MUSEO THYSSEN BORNEMISZA
The value proposition of this institution revolves around re-
presentation. The Thyssen Bornemisza stands as a museum 
whose aim is to become a representative reference point, 
both for the city of Madrid and for Spain. Its international 
projection is not only a goal, but also a way of disseminating 
knowledge in which sustainability and social responsibility 
also play a central role. Its characteristics include avant-gar-
de and innovation

NATIONAL GALLERY LONDON 
Although it does not have a clear proposal, the National Ga-
llery shows and disseminates its collection of works of art 
with commitment. The aim is to care for a heritage that 
must last from generation to generation. In addition, the 
promotion of knowledge and education for all kinds of au-
diences is one of the maxims of an institution that tries to 
make art an accessible discipline

FUNDATION LUIS VUITTON 
This institution has become a space for dialogue that welco-
mes a wide public and offers artists and intellectuals a pla-
tform for debate and reflection. Its objectives include the 
promotion of contemporary and historical art, the crea-
tion of a unique visitor experience based largely on dialogue 
between visitors, artists and intellectuals, and the inspiration 
of audiences through the beauty of the installations. 

SOLOMON R. GUGGENHEIM

Its value proposition revolves around acommitment   to 
in-novation, education, collaboration and contemporary 
art. All of this is aimed at both local and global audiences

5. Value propositions

https://www.museoreinasofia.es/en/museum/mission-statement
https://www.museothyssen.org/transparencia/mision-valores-normativa/vision
https://www.nationalgallery.org.uk/support-us
https://www.fondationlouisvuitton.fr/en/terms-of-use
https://www.guggenheim.org/about-us
https://www.guggenheim.org/about-us
ioia
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MOMA (MUSEUM OF MODERN ART) 

The pandemic has forced cultural institutions to rethink their 
activities from the ground up. The case of the MOMA Mu-
seum is a clear example of how these art centres have tur-
ned the visitor experience on its head. Its reopening put the 
focus on security and prior planning of visits. In addition, 
another of the value propositions of this museum lies in the 
enormous participation of the public, something that makes 
this museum a place of inspiration.  

TATE MODERN MUSEUM

The Tate’s proposal is about the enjoyment and understan-
ding of art from the 16th century to the present day. Aimed 
at a general public, it provides visitors with an overview of 
the art from the 16th century to the present day. To the ge-
neral public, It is important to emphasise the numerous ini-
tiatives to fulfil its ultimate aim and that of all museums: to 
teach.

The majority of institutions do not have an im-
mediate proposal (with the exception of the Moma, 
Smithsonian and Met), something that must be 
transformed by focusing on deepening the mission 
and values of each institution.

Museums have an enormous variety of keywords 
to define their value propositions, namely, experien-
ce, creativity, art, audiences, global, among others. 
However, most museums use the word “museum” to 
define themselves and emphasise their educational 
objective and their capacity to transmit knowledge, 
collaborative, global and innovative content.

It is important to highlight that most of the institu-
tions focus their purpose on the diversity of 
audiences, and only in two cases the focus is on 
the type of artists (Living Artists at Wihtney) or on 
the definition of themselves as a place of debate 
and reflection for professionals in the sector 
(Fondation Luis Vuitton).

Analysing the variety and the value propositions of 
the different entities, it can also be concluded 
that there is greater vagueness on the part of the 
public institutions compared to the private ones, 
the latter opting for more defined and limited strate-
gies in the majority of cases.

5. Value propositions

LOUVRE MUSEUM
Once again, we are faced with an institution which, althou-
gh it does not have a clear proposal on its website, pursues 
a mission: to be a museum among museums. Universality 
plays a leading role, both in terms of its collections and the 
enormous diversity of the public that visits the Louvre every 
year. Local involvement is essential in an institution that has 
established itself as a point of reference in France and 
which also seeks internationality through partnerships.

https://www.louvre.fr/en/missions-et-fonctionnement
https://www.moma.org/about/who-we-are/moma
https://www.tate.org.uk/search
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Covid-19 has placed world society in a complicated and 
unusual situation that has forced us to rapidly reinvent our-
selves. All kinds of institutions, including museums, have 
witnessed an unprecedented transformation that has taken 
place in record time.

The everyday nature of our lives has changed and, conse-
quently, the way in which we consume culture has also chan-
ged. For this reason, the institutions analysed in this docu- 
ment and many others have sought ways to bring artistic 
production to an involuntarily limited public.

The data provided by the Ministry of Culture and Sport su-
pport this complicated situation faced by cultural institutions 
during the pandemic. The Reina Sofía Museum, which closed 
2019 with almost 4 million visits, registered barely 1.2 mi-
llion visitors in 2020 between its three venues, the central 
one and the Retiro extensions. For its part, the Prado Mu-
seum saw the 3.2 million visitors recorded in 2019 fall to 
852,161 in 2020. The Thyssen Bornemisza Museum recei-
ved just 341,008 visitors in 2020, compared to 1,034,873 
in 2019. As we said, the data show a more than significant 
drop in the number of visitors in all cultural institutions and 
it is even more striking to focus on some of the leading cen-
tres in our country. The presentiality of consumption took 
a back seat during the confinement and post-confinement 
stage. It was at that time that cultural institutions made the 
most of their technological development to bring the works 
closer to our homes. The particularity of each museum and 
territory has led us to an uneven panorama whose coinci-
dence is to be found in the unquestionable commitment to 
the hybrid museum. What is undeniable, despite the com-
plicated circumstances, is that COVID-19 has become a 
driving force for technological development, even for insti-
tutions whose priorities were far removed from digitisation. 

The combination of face-to-face visits and online content 
is already a palpable reality accelerated by the pandemic. 
The development of this digitalisation, which has been taking 
place over the last few years, has experienced an exponential 
impulse that once again places the need to adapt to this new 
technological society that surrounds us at the centre of the 
debate.

As a result of all this, numerous initiatives have seen the light 
of day which, in spite of their sometimes hurried irruption, 
stand as an unprecedented opportunity to fulfil the educa-
tional and disseminating function that rests on cultural ins-
titutions.

The pandemic has prompted a 
number of museums to connect 
with their communities in diffe-
rent ways.

HOW HAS THE PANDEMIC AFFECTED MUSEUMS AND 
CULTURAL INSTITUTIONS?

MUSEUM OF CONTEMPORARY 
ART CHICAGO

The Museum of Contemporary Art Chicago has created 
“Commons Online”, a digital hub that aims to connect 
with audiences in a different way, adapted to 
the new situation. Through this virtual space, 
workshops, events and an enormous amount 
of resources are made available to visitors on a 
weekly basis.

MOMA MUSEUM OF MODERN ART 

The MoMA also opted for virtual initiatives as a method 
of involving the public in times of pandemic. To this end, 
it organised the festival “Come Together (Apart)”, where 
it brought together live DJ sets, documentary screenings, 
film talks and virtual workshops.
.

6. In COVID times

https://mcachicago.org/The-Commons-Online
https://mcachicago.org/The-Commons-Online
https://www.moma.org/calendar/events/5948#:~:text=Come%20Together%20(Apart)%20is%20a,at%20MoMA%20PS1%20this%20weekend.
https://www.facebook.com/watch/?v=202273461219092
ioia




27 |27 |

THE MET MUSEUM
The MET and the Getty Museum launched an innovative 
social media initiative in which they encouraged people to 
recreate works of art from their homes. They used the hash-
tags #mettwinning and #gettymuseumchallenge to allow 
users to share their images with the rest of the online com-
munity. 

The pandemic has shown us, once again, that di-
gitalisation is not a pure add-on to the activity of 
the institutions but an imperative necessity. Tho-
se centres with the most advanced technologi-
cal resources were in a privileged position 
during the pandemic caused by COVID -19.   
Their ability to bring artistic heritage closer to our 
homes gave them a competitive advantage over 
those ins-titutions which, on the other hand, had 
to adapt in a hurried manner to 
the new .circumstances. 

The capabilities of the online museum and all tho-se 
technological activities that bring art closer to the 
public are not a mere passing formality. 
Digitalisation has seen a very rapid 
development, driven by an exceptional 
situation, but it will not appear at the same 
pace as the pandemic. 

The public has welcomed the online interaction 
of cultural institutions, and it would be 
mistaken to give up on building a digital 
relationship that is destined to endure over time 
and to evolve constantly. 

In the wake of the radical decline in the number of 
visitors, museums have carried out numerous 
analyses in order to understand each and every 
nuance of such an exceptional situation as that 
caused by COVID-19. They are also working on an 
in-depth analysis to help them understand the new 
cultural trends imposed by the reality around us. 
Understanding the past, the present and the path of 
the future will enable them to adapt to this 
digital landscape that is here to stay.

6. In COVID times

https://mymodernmet.com/recreate-art-history-challenge/
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Cultural institutions are adapting to the digital transition at a 
completely different pace. Despite the fact that many of 
them are already using innovative technologies such as 
virtual reality or augmented reality, few museums are 
adopting these methodologies following a strategy that 
aims to last over time. After an exhaustive analysis, it can 
be seen that most institutions have used methods 
related to these new technologies on an experimental 
basis, thus beginning a promising path that requires 
perseverance and commitment. Other more incipient 
technologies, such as robotics, need a longer period of time 
to make their way in the world of cultural institutions, 
although we can already see some examples that have 
started in the right direction.

As far as the digitisation of artistic heritage is concerned, 
it is striking to note that most institutions possess, to 
a greater or lesser extent, digital assets. Access to 
works of art through websites, social networks, virtual 
tours, audiovisual material... museums offer the public 
a wide range of proposals through online platforms 
through online platforms. 

Although the pandemic was initially a real obstacle 
(especially for those institutions that had not yet focused 
on digital transformation and were still committed to face-
to-face visits), the world of culture has realised that this 
unpredictable situation can be seen as an opportunity. In a 
reality that is far from normal, museums have made an 
even stronger commitment to digital methods, realising 
that physical visits have inevitably taken a back seat. The 
current situation makes it necessary to carry out an in-depth 
internal analysis of the situation of each institution, always 
with the aim of continuing to advance in a digitalisation 
process that will not stop.

Within this change, the capacity of institutions to offer the 
public a series of original proposals that manage to connect 
with all those users who do not want to renounce culture 
and who wish to access innovative content through online 
platforms comes into play. Within this creation of original 
proposals, we find a heterogeneity that seems to be broken 
only with collaborative proposals. The user, largely thanks to 
new technologies, is no longer a mere visitor who observes 
without intervening. The desire to participate is growing and 
the time has come to respond to the needs of our public.

As the positioning maps re-drawn in this document show, 
each museum occupies a different place according to 
its level of digitisation. Although some institutions seem 
resistant to change, we do see a growing trend that promises 
to last over time.

Digital transformation is a palpable reality in each and every 
sector of our society and culture is no exception. The time 
has come to carry out a correct and profound organisational 
analysis that allows each of the institutions to rethink the 
challenges for the future, always in association with the new 
technologies and methodologies with which the different 
audiences are increasingly familiar.

COMMITMENT TO DIGITAL TRANSFORMATION, A 
SOLID VALUE FOR THE FUTURE

7. Conclusions
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