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ABSTRACT

The main aim of this chapter is to describe the current status of participation and commitment of stake-
holders in museums and cultural institutions through social networks. The study and analysis were 
developed following a quantitative methodology to calculate an index of online engagement through 
direct observation of data from the social network Facebook. Results show low levels of engagement, 
being most of interactions carried out through “like” and “share” actions, with few comments. It has 
been also detected that science museums lead in popularity, thematic museums are more prone to com-
ments, and virality stands out in monuments. Likewise, the publication of posts containing audio-visual 
content are more frequent, and its publication is usually carried out during the week and in the morning.
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INTRODUCTION

The irruption of Web 2.0 has led to the general development of social media, and of social networks, 
in particular. Their levels of popularity have made them present in any area of life at a social, political, 
business and cultural level. The communication strategy in social networks is based on the fundamental 
principle of content generation, especially if the generation is carried out by the user (Consumer Gen-
erated Media, CGM) (Viñaras & Cabezuelo, 2012). In this context, users become active agents in the 
communication process, with “engagement” as a concept of increasing importance.

According to the dialogical theory, the achievement of a true commitment by organizations on the part 
of their stakeholders has different benefits, mainly the establishment of open and two-way relationships 
with stakeholders that helps to effectively improve the organization performance (Kent & Taylor, 2002). 
A growing interest aroused in researchers about social networks has caused the previous literature to be 
expanded with research aimed at studying online engagement in different areas (Sobaci, 2016). Thus, 
works have been developed in the field of public government (Bonsón, Royo & Ratkai, 2014), politics 
(Vergeer, 2015) or in economic sectors such as tourism (Gálvez-Rodríguez, Saraite, Alonso-Cañadas 
& Caba-Pérez, 2017).

Regarding the cultural sphere, and specifically the museum field, the emergence of the Internet and 
Web 2.0 technologies have improved the access to information about museums and collections they 
offer (Tasich, 2014). Traditional image-based and text-based formats have given way to digital formats 
which, together with the fast expansion of new information technologies, have provided the opportunity 
for these cultural institutions to expand their audiences (Badell, 2015).

The constant increase in the use of social media by citizens has forced museums to change their 
way of communicating, from an official website to foster their presence in different social platforms 
like Facebook, YouTube or Twitter (Rio Castro, 2011; Badell, 2015). Thus, museums have integrated 
the potential offered by social media in their communication strategy (Martínez- Sanz, 2012; Claes & 
Detlell, 2014; López, Margapoti, Maragliano & Bove, 2010), to gain access to a greater audience at a 
lower cost, and to improve engagement with their stakeholders (Solis, 2007; Fletcher & Lee, 2012).

In the cultural sphere, one of the goals of social media is to promote art by increasing audience partici-
pation (Suzic, Karlíček & Stříteský, 2016). In this sense, social media provide added value to museums, 
going from being a physical space to a virtual one, in which the participatory communication capacity 
is multiplied, hence achieving wider spaces and more open museums (Diaz & Capriotii, 2015). This 
is the origin of what is known as “museum 2.0” (Srinivasan, Boast, Furner & Becvar, 2009), that is, a 
museum whose objective is to bring the visitors experience beyond the physical space, to form a space 
for creation, discussion and negotiation between centres, curators, artists and visitors (Simon, 2010).

The current communicative potential of social media in the museum field has not yet sufficiently 
exploited, since it is mainly used as a marketing and information dissemination tool (López et al., 2010; 
Langa, 2014). Several authors note that, in general, the publications made are limited to disseminate 
information about future events, promotions and various announcements, without generating and promot-
ing a true bidirectional interaction between user and organization (Kidd, 2011; Fletcher & Lee, 2012; 
Langa, 2014).

Undoubtedly, few museums use social media to engage in dialogue with users (Fletcher & Lee, 2012), 
something that different stakeholders expect to obtain when approaching the social media environment 
(Chung, Marcketti & Fiore, 2014; Baker, 2017). This situation is confirmed at the Spanish level, where 



 

 

22 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/spanish-museum-policies-through-social-media-

to-enhance-communication-with-the-stakeholders/283041

Related Content

Evaluating the Effectiveness of Social Visualization Within Virtual Communities
Diana Schimke, Heidrun Stoegerand Albert Ziegler (2010). Social Computing: Concepts, Methodologies,

Tools, and Applications  (pp. 783-801).

www.irma-international.org/chapter/evaluating-effectiveness-social-visualization-within/39756

The Effect of Gender on Perceived Benefits of and Drivers for ICT Adoption in Australian

Medical Practices
Robert C. MacGregor, Peter N. Hylandand Charles Harvie (2011). International Journal of E-Politics (pp.

68-85).

www.irma-international.org/article/effect-gender-perceived-benefits-drivers/51351

Marketing in an Interactive World: The Evolving Nature of Communication Processes Using

Social Media
Sheila Sasser, Mark Kilgourand Linda D. Hollebeek (2014). Harnessing the Power of Social Media and

Web Analytics (pp. 29-52).

www.irma-international.org/chapter/marketing-in-an-interactive-world/102497

Some Research Challenges for Studies of Virtual Communities Using On-Line Tells
Chris Kimble (2010). International Journal of Virtual Communities and Social Networking (pp. 23-30).

www.irma-international.org/article/some-research-challenges-studies-virtual/52987

Would You Accept a Facebook Friend Request from Your Boss?: Examining Generational

Differences
Katherine A. Karl, Richard S. Allen, Charles S. White, Joy Van Eck Peluchetteand Douglas E. Allen (2017).

International Journal of Virtual Communities and Social Networking (pp. 17-33).

www.irma-international.org/article/would-you-accept-a-facebook-friend-request-from-your-boss/180673

http://www.igi-global.com/chapter/spanish-museum-policies-through-social-media-to-enhance-communication-with-the-stakeholders/283041
http://www.igi-global.com/chapter/spanish-museum-policies-through-social-media-to-enhance-communication-with-the-stakeholders/283041
http://www.irma-international.org/chapter/evaluating-effectiveness-social-visualization-within/39756
http://www.irma-international.org/article/effect-gender-perceived-benefits-drivers/51351
http://www.irma-international.org/chapter/marketing-in-an-interactive-world/102497
http://www.irma-international.org/article/some-research-challenges-studies-virtual/52987
http://www.irma-international.org/article/would-you-accept-a-facebook-friend-request-from-your-boss/180673

