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Abstract

The paper presents the results of research on the implementation of the marketing function in museums. The
interest in marketing activities in Russian museums is constantly growing. At the same time, there are difficulties
associated with the implementation of the marketing function in the organizational activity of museums. The
research comprises of semi-structured interviews and a questionnaire survey of directors and heads of
departments in museums. The obtained results demonstrate that the marketing function is ineffectively
implemented in the activity of museums. Marketing is episodic. Marketing functions are distributed among the
employees having no necessary qualification. Marketing tools are limited to certain communicative tools only.
Museum officials are aware of the lack of marketing qualification and are interested in enriching marketing
awareness of the museum workers. According to museum officials, the main method for increasing the
marketing effect in museums is in attracting skilled marketing experts and financial resources for marketing
activities. The measures to improve the effectiveness of marketing activities of museums were offered based on
the obtained results.
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1. Introduction

A contemporary museum is a complex multi-stage system combining leisure with selection, restoration, storage,
and exhibition of historical and cultural values, scientific and educational activities. International
non-governmental professional organization of the International Council of Museums (ICOM) defines a museum
as “a non-profit, permanent institution in the service of society and its development, open to the public, which
acquires, conserves, researches, communicates, and exhibits objects of tangible and intangible heritage of
humanity and its environment for the goals of education, study and enjoyment”. Since the 90’s of the 20th
century, museums have come to recognizing themselves as a part of the entertainment industry (Anderson, 2004).
Under these conditions, museums are in a competitive environment, not only with other museums, but also with
suppliers of a wide range of entertainment, educational and recreational services (Rentschler & Hede, 2007,
Sandell & Janes, 2007; Kotler et al., 2008). Such competition puts museums in tough conditions and affects their
funding. Reduced funding of museums is often associated with their economic and informational efficiency. At
the same time, museums, as a number of institutions in the field of culture, focus their efforts only on
communications among all the diversity of marketing (Sidorchuk & Grineva, 2013). Russian museums started to
demonstrate interest in marketing only in the last few years.

2. Literature Review

Marketing in non-profit organizations and museums as their part has its own distinctive features. (Sargeant, 2009)
Some researches (Frey, 1998) attempted to explain why a number of museums are engines of the economy of
cities, while others just spend public funds. Therefore, in the fight for the financing, the museum officials have to
use marketing tools to attract visitors and incorporate marketing into their organizational strategies (Rentschler,
2002). At the same time, the organization of marketing activity hardly finds its place in the daily management
activities of the officials of museums. The officials of museums are often sceptical about the usefulness of
marketing (Kolb, 2000). The literature and practice provide numerous opportunities in the field of museum
products, communications policy, which allows attracting visitors by making a museum an object for personal
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connections (Hausmann, 2012). Museum marketers could just observe the consumers behaviour within museum
for understanding their needs (Wallace, 2010). And a lot of useful for museum marketers information could give
museum non-visitors, they are rare point of interest of museum researchers (Shola, 2013). Visitors experience
studies are another important source of information about visitors expectations and their satisfaction (Falk, 2009).
Kotler et al. (2008) traces the various stages of the fund-raising technology development: starting from the initial
“begging” to the point where museums and sponsors work together on the museum development projects. There
is no doubt that a better marketing requires a strategic approach to the organization of marketing activity in the
museum. The issue of forming marketing strategies for non-profit organizations is considered in the literature in
different contexts. The peculiarity of this problem for museums is connected with the necessity of combining
financial and non-financial aspects while forming marketing strategy (Mottner & Ford, 2005). Marketing in
Russia has been used since the times of the Soviet Union. (Fox, Skorobogatykh, & Saginova, 2008). The first
monography on the theme of non-profits marketing was published in Russia in 2000 (Andreev, 2000).

3. Methodology

Our research is focused on the analysis of the marketing functioning in modern Russian museums. It is designed
to identify the problems of the officials and employees of museums when performing the marketing tasks. The
first semi-structured survey within the scope of the exhibition “Intermuseum 2014” held in Moscow from 4™ to
9™ of June 2014, enabled us to make the following assumption: Assumption 1: The organization of marketing
activities in the majority of Russian museums is non-formalized. At the same time, in modern conditions, the
management of museums have a practical necessity to provide solution of tasks that traditionally belong to
marketing. There is an understanding that it is required to find ways to maintain the balance between the
traditional mission of a museum and its orientation to visitors’ demands, in circumstances where the personality
of a museum guide is one of the main elements in the processes of marketing communication. (Dorovenchik,
2014). This thesis allows making the following assumption: Assumption 2. the marketing function in museums is
performed by the employees without special marketing education. The marketing functions are quite good
described in the literature (Kotler et al., 2008), but Rudchenko (2013) notes that Russian museums require the
shift from simple sales of museum services having already become traditional to the development of new
products and services addressing the demand of modern visitors. In this regard, we made the following
assumption: Assumption 3: Russian museums have problems in the performance of the marketing functions.

The research used quantitative and qualitative approaches. Since such a research of Russian museums was
conducted for the first time, the researchers found it necessary to start with a qualitative research, which was
implemented in the form of in-depth semi-structured interviews with museum representatives. The assumptions
of the research were specified at this stage.

The quantitative stage of the research was conducted in the form of a questionnaire survey for the officials and
employees of museums. General amount was presented by museum institutions in Russia, and the respondents
were the officials and employees of these museums. The feature of the sampling is connected with the fact that
the survey was conducted only among the respondents who by their activity supervise or participate in the
implementation of the marketing functions of museums. This fact allows considering this survey as a survey of
experts (Sidorchuk, 2009). The selection of respondents was based on the “snowball” method (Golubkov,1998).
The sampling size is 77 respondents. We did not target gender, age or another (except for the above-mentioned
requirements) representativeness of the sampling. The questionnaire consisted of 21 questions, 20 of which were
closed. The questioning was carried out by inviting experts to participate in the research. The questionnaire for
the survey was posted on such Internet services as www.anketolog.ru, www.survio.com.

It should be noted that the limits of our research are associated with the inability to use a random sampling
method. This fact has limited the relevance of the results due to the inability of extrapolation of these data to the
entire number of Russian museums.

4. Results

The qualitative phase of the research included three in-depth interviews, the participants of which were: the head
of a Moscow museum, the expert on museum marketing, the head of PR department of a Moscow museum.

Based on the carried interviews, we can conclude that the administration of museums has no clear understanding
of the functions and purpose of marketing. Thus, one of the experts noted, “the officials of museums treat any
marketing project with suspicion”. In practice, the concept of marketing is replaced by one of the components of
the communication complex—"the public relations”, which is often a point to stop for the museums. Usually,
they do not include other elements of the marketing complex to the development plan, e.g. the museum product,
pricing, distribution channels for the museum product, which also need careful elaboration.
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During the interview, the experts noted that in most cases, the museums cannot create the marketing department
for one or another reason (budget deficit, lack of qualified employees, etc.). In this regard, the marketing
functions are delegated to the employees from other areas of activity, who fail to cope with the tasks in full, since
they do not have the appropriate qualifications and skills. The required knowledge is obtained using cut and try
method, and in some cases, it is a factor to reinforce distrust towards marketing, as the cost of such tries is
covered from the budget of museums.

However, there are employees who know and understand how marketing functions. They try to apply their
knowledge in practice, but, unfortunately, this gained experience is not recorded and exchanged between the
employees. Each employee responsible for a new project has to pass all the stages once again, making the same
mistakes as the fellow predecessors.

An important challenge identified in the course of in-depth interviews, became the gap between the activity of
museums and the real needs of the target audience: the demand of events is determined after this event, based on
the number of visitors and their feedbacks. The absence of preliminary researches has the negative impact on the
activity of museums—some of the exhibitions are non-demanded.

The experts pointed out that there is a problem with the involvement of the youth audience in museums. The
competition in this segment is provided by movie theatres, sporting events, and musical shows. The amount of
free time of almost all target audiences including young people, decreases. That is why the qualifications of
museums employees developing museum products for the youth shall not be inferior to the qualifications of
marketing experts on the commercial sector.

Another problem of museums is insufficiently unleashed potential of partnerships with other museums, public
sector, and commercial organizations. Joint projects allow the possibility of multiple increase in the museum
product, may provide additional funding of socially important exhibitions, attract the corporate segment into
museums through business conferences, celebrations, and museum researches support.

The experts underlined the importance of engaging all of the employees into marketing activities, as a small
effort of one person leads to greater joint successes. Consumer loyalty is formed based on the impressions
received in each of the points of interaction with the visitor. The overall perception of a consumer is affected by
the atmosphere and quality of service in the exhibition halls, canteens, wardrobes, and behaviour of the officials
and academic employees. Negative impression obtained in one of the points of interaction, will lead to lower
overall customer loyalty. The marketing strategy shall be seen by every museum employee as a philosophy and a
concept accompanying the daily activity.

In turn, the results of quantitative research demonstrated that only in 50% of Russian museums the marketing
activity is formalized in the form of a special organizational structure - the marketing department. This result
largely confirms the assumption 1 developed by the authors.

The respondents noted that the basis for making decisions at the organization of exhibitions and displays are own
expert opinion of the museum employees and analysis of experience of other museums. There are almost no
researched dedicated to examination of consumer demand. The most common method is to survey visitors who
already visited the exhibition or who came to a new exhibition (67% of respondents). This result confirms the
assumption 3, since the analysis of consumers, their values and their subsequent segmentation are a critical task
of marketing.

The respondents attributed the underdevelopment of marketing in museums with the lack of resources (Figure 1).
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Figure 1. Additional resources required by museums for the marketing function implementation

First, this includes:
1) Financial resources. Money on marketing is primarily allocated under the plan or as required;

2) Human resources (qualified marketing employees). It should be noted that the unemployment rate in Russia as of January
2014 comprised 5.6%, and as of July 2014 fell to 4.9%. In large cities, the unemployment rate is significantly lower, for
example, in Moscow it comprises 1.5%. (Labour resources, 2014). In these circumstances, the employers shall make special
efforts to attract qualified employees. Distribution of marketing functions increases the employees’ job load of other
departments. In addition, their performance of marketing functions without additional training leads to a reduction in the
quality of other employees’ work. This confirms the assumption 2 developed by the authors.

Despite the fact that the certain steps on management and formalization of marketing activities are taken, and
according to respondents, the assessment of the implementation of the marketing function in museums is
insufficient. Only 17% of respondents are willing to recognize the marketing activities as effective; 66% of
respondents believe that marketing is the area for development; 17% of the employees believe that the marketing
in their museum is ineffective.

The research revealed the interest in obtaining marketing skills by the museums employees—all the respondents
recognized the need for additional knowledge (Figure 2).

Launching new programs for
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Museum branding

Pricing

Consumer research

Communication strategy
development
Public relations (PR)
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social networks f T |
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Figure 2. Employees need to obtain special knowledge

The respondents believe that the knowledge on launching the new programs for visitors is the most relevant,
while knowledge on pricing is the least relevant. This is explained by the fact that the museum employees
perceive pricing only as a procedure of appointing the price of entry tickets and refer it to the question to be
decided centrally at the level of the Ministry of Culture of Russia. Simultaneously, the marketing approach to
pricing is a differentiation of income sources, analysis of consumer values, and determination of the
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corresponding price of a visit to a museum.

Taking into account that museums face the challenges of ensuring the growth of extra-budgetary revenue, the
questions of the target audiences need analysis and marketing pricing may become the key factors for success in
this challenge.

During the survey, the following comments were received from the respondents: “We are making a marketing
department, because there was an order from top management” or “It is not necessary to chase for the number of
visitors. What is more important is to make good exhibits”. All of these answers point to the fact that the
museum community does not adequately realize the place of marketing in museum management and its
contribution to creation of “good” exhibitions yet. This may be because the majority of the officials and
employees of museums have no clear understanding of the “museum marketing” concept. According to 24% of
the respondents, PR and advertising fit the definition of “museum marketing” better (Figure 3).

mStrategic
management of
museum activity

EPricing

mMarketing researches

WPyblic relations (PR),
advertisement

Figure 3. “Museum marketing” concept components

The results showed that the majority of museums (67%) have programs to attract sponsors, but their
effectiveness in 25% of cases in doubtful.

During the analysis of the relationship between the variables of the research, it was revealed that in 83% of cases,
missing marketing department leads to the fact that the museum employees see the carried marketing efforts as
ineffective. The respondents in museums carrying out no surveys of visitors on their satisfaction with the current
exhibits, consider museum marketing as ineffective. The following pattern was detected: 70% of employees of
museums having a marketing department, are aware of the level of annual attendance of the museum. The
respondents in museums having no marketing department, did not have such awareness.

5. Conclusions

The obtained results allowed formulation of the following conclusions and recommendations. Now, many
officials and employees of museums do not consider marketing as a part of the management processes and do
not perceive museums as a competitor for visitors’ leisure.

The research results suggest that the marketing function is ineffectively implemented in the activity of museums.
Museum employees mostly perceive marketing limited to such 4P element as the promotion—i.e. PR,
advertising, and branding. The analysis of the demand for the planned exhibits and displays is not carried out.
There is no analysis of the target audience, values of visitors, and their segmentation. Quite popular is the
evaluation of visitors’ satisfaction, who have already come to the exhibition, as well as forecasting of the future
success of exhibitions based on previous surveys.

According to the authors of the research, the problems in the implementation of the marketing function in
museums is not that much in the formalization of the organizational marketing structure but in the qualification
of the employees responsible for marketing. Enhancing the skills of the existing personnel will provide a holistic
understanding of the purpose of the marketing function in museums.
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The research revealed the interest of employees in getting special knowledge in the field of marketing. The
employees see the main method for enhancing the effectiveness of marketing in the museum in attraction of
financial and human resources.

Professional advice on marketing shall be considered as the important resource for enhancing qualification in the
field of marketing and for meeting current marketing objectives. This cooperation leads to the increased
awareness and competence of the officials and employees of museums in the field of marketing.

Another way to enhance the marketing awareness of the officials and employees of museums the authors see in
the formation of the joint knowledge base and system for experience exchanges in the field of museum
marketing.

One of the steps to improve the effectiveness of marketing activities in museums can be cooperation with
universities preparing specialists in marketing. This interaction may have long-term benefits in several strategic
areas of museums activity:

1) Museums can get assistance in conducting research and solving the tactical marketing issues including
assistance of highly qualified teachers,

2) Museums employees will be able to increase their level of knowledge on marketing in projects aimed at
improving functioning of museums, in accordance with the concept of “learning by doing”.

3) University students can get acquainted with a new area for application of marketing knowledge and continue
their activity as employees of museums marketing departments thus making up the shortage of qualified
employees. Taking into account the data on unemployment, students and graduates of Russian universities do not
have any problems in finding a job. Employers need to make special efforts to attract university graduates.

The authors suggest the need for further quantitative studies of museums officials opinions. With new surveys,
the authors see the need to change the approach to sampling and to expand the scope of cooperation with
museums.
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