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Introduction
Since the establishment of the first museum institutions in the 15th century, museums have come
a long way to become and be defined as they are today. It is impossible to overlook the fact that today,
the range of museum roles, laws, activities, and cross-institutional relations have multiplied immensely
and are destined to continue to do so, mirroring changes in the world and in society. Alongside with their
primary roles – acquisition, conservation and research – overtime, museums have assumed other roles in
society. The purpose of museum is not only to conserve and display, but also to educate and
communicate with a mission to spread the knowledge and information, to generate opinions and
convictions, as well as to contribute to creation of cultural identity within nations and individuals. In
order to do so, the museums need to have a relationship with the public.
International and globalizing processes have always been a prominent factor affecting museums,
but increasingly they influence contemporary museum and heritage practice in ways that both generate
new museum frictions and recast old ones. The term globalization encompasses a range of social,
political, and economic changes, all reflected on museums as public institutions. What came along
with globalization is the development of information technology. The Internet, fax machines, satellites,
and cable TVcreated the possibility and even the likelihood of a global culture, sweeping away
boundaries in space and time as well as in culture. With these changes interactivity, action and
communication have become the key words in museum management of the new world. A standard
visitor today expects to gain information and have an experience when visiting a museum. Interactivity
allows a continuous two-way transfer information between a user and the central point of a
communication system, such as computer or television.1 In order to replicate a computer or television
and create a two-way communication, the communication strategy for museums is becoming a
mandatory requirement for reaching different stakeholders.
This research thesis, Communication Competencies in Museums: the case of Serbia develops an
analysis regarding the current situation in the field of communication in Serbian museums. For years
now, there has been a question in the country as to whether or not the museums in Serbia are really
open and working. Several of the national and central museums in Serbia have been under
reconstruction for years, some for over a decade. The question of museums has been raised a few times,
but always quickly faded away. Political problems and frequent changes of government have caused
confusion among the public. It is difficult for people to understand why the museums have been under
construction for such a long time and if so, whether the museums are at all open to the public while their
buildings are being renovated. Generally, in the cultural imagining of the Serbian public, museums have
been left behind. With this thesis, I focus on that question. The main discussion centres on the question
of whether the museums' communication depends on the communication competencies of the
museums, or if the museums' lack of communication is the consequence of the quality of the cultural
products they have to offer. This thesis attempts to reach the root of the problem in order to portray a
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transparent picture of the state of communication in Serbian museums and thus create the basis for a
problem-solving framework for the future.
The main goals of the research thesis Communication Competencies in Museums: the case of
Serbia is to analyze and evaluate the information regarding the role of communication in museum
strategy, communication policies in museums in Serbia, and communication competencies in museums
in general. It also aims to evaluate communication competencies in Serbia by using evaluation
instruments such as: panel of experts, questionnaires, interviews with various professionals who operate
and develop research in the field of communication and museum professionals who manage museum
communication for an in-depth analysis. With the help of this analysis, my research aims to respond to
the central question of the discourse: whether the problem of Serbian museums lies in lack or
misallocation of communication policies or whether the problem might have evolved around their
permanent collections and cultural offerings (which is part of a larger problem closely linked to the
changeable political situation in Serbia).
The research is divided into five chapters. Chapter 1 has an introductory role into the museum
world. Firstly it defines the meaning of a museum, its functions, and roles in society. It also focuses on
the influence of globalization and development of information technology as the trigger of the societal
changes reflected on contemporary museums and cultural policies. Secondly, it describes the
development of museums in Serbia as well as the changes in Serbian cultural policies.
Chapter 2 aims to describe the universe of museums in Serbia. It centres around selecting a
group of museums to be analyzed using particular methods and instruments. The selection of the
nucleus of museums for this research first includes an analysis of the context in which these museums
are situated. In particular, the focus is on gathering information regarding museums' physical state,
jurisdiction status, and organizational policies within the following criteria: museum size (in square
metres of the building and in number of employees), program activities, and territorial jurisdiction.
In Chapter 3, the research focuses on defining the terms communication policies and
communication competencies. Before delivering questionnaires and analyzing where museums in Serbia
stand when it comes to communication, it is necessary to understand what communication is all about. It
then proceeds in defining competencies related specifically to communication explaining what
communication competencies represent in museum environment. One part of this chapter studies the
already existing models of communication in the business world and their application to some museums
in the world brings us and how these can boost the interest of the target audience and other museum
stakeholders.
Chapter 4 studies two key terms of the research: communication policies and communication
competencies. After defining these concepts, the research focuses on describing the methods and
instruments that can be used to study communication policies and competencies. It also tends to explain
the method (top-down approach) and instruments (survey and interviews) used specifically in this
research.

Finally, Chapter 5 describes the application of the method and instruments described in the
previous chapter. After this, the chapter demonstrates research results giving an overview of the current
situation of museum communication in Serbia. In the end, the researcher comments the results pointing
out significant revelations and creates a SWOT analysis on communication competencies in the museums
of Serbia.
What I would personally like to add is that during this research I have come across an important
amount of significant revelations which motivated me to create a blog, Muzejirade – which means the
museums are working/the museums are open. In Serbia there is a popularly formulated opinion that the
museums do not work. This attitude was born mostly as a consequence of the reconstruction of the
National Museum and the Museum of Contemporary Art in Belgrade, two of the most important
museums in Serbia. The National Museum in Belgrade has been under construction for over ten years,
while the Museum of Contemporary Art in Belgrade has been in the same situation for seven years now.
These museums are open and working, but without the full capacity of their permanent collection, and
thus have a limited cultural offering. Nonetheless, the fact that these museums have their permanent
collections stored away from public view had brought up a false campaign that none of the museums in
Serbia work. My personal impression is that the museums in Serbia are forgotten, probably due to their
slowor out-dated communication and due to this persistent opinion that the museums are closed and
not working. This led me to create the blog aimed at saying exactly the opposite: that the museums are
working. I decided to do so because I realized that both museums and visitors have to change their
attitude. The launching of the blog been quite successful, which brought me in contact with both visitors
and museums, as well as the other stakeholders, such as Tourism Organizations, media and other
professionals in the field of culture. The blog and the Facebook page continue to grow and initiate
different projects. This blog gave me allowed me to have a broader vision on the current situation of
museums, and through researching inside facts, understand the relations between the museums and
their stakeholders. All this additional knowledge helped me in the analysis of the research.

Chapter 1: History and models of museums
1.1 World museums
1.1.1 Museum definitions and functions

Museums and other display collecting institutions may be considered protean organizations. This
is due to the fact that museums have different and often multiple goals. They experience conflicting
demands made on them from a range of interested parties, including funders, audiences, government
officials, professional communities, collectors, and peoples who are represented in the museum displays.2
In addition, there are other cultural institutions with which museums should be, and often are, inevitably
connected. Wherever the museums may be situated and whatever their specific histories and tasks
might be, museums are defined in relation to other cultural, civic, and community organizations, other
actors that operate on the same specific ground. Over the years museums have also increasingly found
themselves in fruitful and frustrating conversations and interactions with a variety of media and different
interactive forms.3
Given the complexity of relations, pressures, and incentives, it was inevitable that museums
gained a variety of definitions over the centuries. Until the 19th century the term museum was generally
applied to collections. During the 18th and 19th century the term started to take a physical form, usually
more closely connected to museum in sense ofa building which housed these collections. Although some
museum experts define “museum” asone or the other, nowadays the more prevalent is that the museum
is an institution.4The definition of Peter van Manche, for example, limits the museum to “a permanent
museological institution which preserves collections of corporal documents and generates knowledge
about these corporal documents for the public benefit.”5On the other hand, the American Association of
Museumsdefines the museum asa
nonprofit permanent establishment, not existing primarily for the purpose of conducting temporary
exhibitions, exempt from federal and state income taxes, open to the public and administered in the public
interest, for the purpose of conserving and preserving, studying, interpreting, assembling, and exhibiting to
the public for its instruction and enjoyment objects and specimens of educational and cultural value,
including artistic, scientific (whether animate or inanimate), historical, and technological material.
Museums thus defined shall include botanical gardens, zoological parks, aquaria, planetaria, historical
societies, and historic houses and sites which meet the requirements set forth in the preceding sentence.
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The most generally used definition, however, is the onethatICOM (International Committee of Museums)
wrote and adopted during the 21st General Conference in Vienna, Austria, in 2007 and that now can be
found in ICOM’s official Statute:
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.7
It is noticeable that ICOM’s definition differs vastlyfrom the 19thcenturymeaning of the term museum,
reflecting the fact that museums’ goals and functions became more complex over the centuries as they
entered society. Or, stated differently, the needs and transformations assumed by the society reflected
on museums as institutions: museums developed as society developed.Once a place for keeping objects
dedicated to a few of elite’s most educated, the museum is now an open space for all of the society with
a greater goal of educating the massesunder the name of general benefit. Andre Gob and Naomi Druge
define this “modern” function as animation function8due to its relation to program activities, in addition
to permanent collections and conservation activities, such as temporary exhibitions, guided tours,
lectures, concerts, workshops, etc.9 The role of these activities is communication with their audience and
the wider community in order to enhance interest and enjoyment by society. It is a freshfunction of what
we call thenew museum model.
As for other museums’ tasks,Gerald Mat, Tomas Flac and JuditaLederer determine general
functions of as the following:
 collecting objects
 conservation of objects
 research
 transition of knowledge.
According to these authors, each museum, in accordance with its founding statute, needs to determine
which functions it will prioritize.10 These decisions will later form the strategy that museums follow in
order to accomplish the mission or goal stated in theirstatute, and therefore its functions.Gob and
Druge, along with many other modern museum experts extend the list of museum functions to the
animation function11 and put a very strong focus on it. Why? For one, museums are representatives of
the past, a space where objects are the reliquaries that embody the traces of our history. Still, these
proofs of our historical existence live in the present. This confrontation with the past (the objects and
the museum itself) and the present (the contemporary spectator) needs to be surpassed by creating the
connection between the two. It is a matter of criteria choice of information and communication
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media,12while both need to be related to the contemporary context. If museum collections are
presented to the public as they are today, then it very much depends on the perceptions the
contemporary public has about the world; therefore, museums need to communicate their substance
through the needs, desires, and thoughts of their contemporary visitors. Modern society, in order to
connect with the world, requires interactivity, an explicit invitation to something that can hold onto their
interest and that is worth seeing. In the fast-movingworld of globalization, a globalized economy,
industry, and internet technology, the museum as a classical institution has a hard timeconnecting with
the masses and attracting visitors - in the sense of engaging them to the point where they might be
willing to move aside from televisions, laptops, smart phones, and I-Pads and dedicate their free time to
culture and heritage (even if the word is about the contemporary art). A standard contemporary
museum visitor expects two things from a museum: knowledge gained through thepermanent exhibition
as well as an experience. The two requirements that a visitor asks from the museum are interrelated
through
the
interactivity
meaning:
allowing or relating to a
continuous two
way transfer of informationbetween a user and the central point of a communication system,
such as a computer or television.13
Today’s museum patrons are neither attracted or satisfied with the knowledge that only gives them an
opportunity to assume the role of passive users; rather, this knowledge must be transformed into an
activity and transferred through interactivity. Thus nowadays museums are trying to create such
program plans and permanent settings that would offer the visitors, not only the knowledge, but the
experience of what they have seen. This is why contemporary museologists and museum professionals
claim so explicitly that the focus needs to be put on the animation function of museum institutions and
on connecting with the public (defining public as all of the existing and possible museum stakeholders).
In the end, it is society that the museums live for and it is thanks to the society that the museums
survive. They are mutually connected and they both “extract” benefits from the other’s existence.
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1.1.2 Museum history
In order to learn about museums today and the opportunities and possibilities for their
continuous ameliorating and development, we need to dig into their roots and different forms and
definitions they assumed over time before arriving to ourcontemporary museum (new museum model).
The origins of the concepts of preservation and interpretation which form the basis of the
museum lie in the human need to acquire and inquire. Still unconscious origins of collecting and the
curiosity for objects can be found in Paleolithic period in the burials and cave art of the time. The idea of
the museum was spawned in the 2nd millennium BC at Larsa, in Mesopotamia, where copies of old
inscriptions were made for use in schools and therefore preserved. Another proof of collecting comes
from some written findings that indicate that the Babylonian kings Nebuchadrezzar and Nabonidus
collected antiquities in their day; some facts even point to the existence of tablets used as museum
labels.
The primary cultural and spiritual meanings of collection during the early ages transformed, over
time, into economic, aesthetic, and historical motives. In the Greek and Roman empires, the votive
offerings housed in temples, sometimes in specially built treasuries, appear to have served a sort of
museum function: they included works of art, natural curiosities, and ‘exotic’ items, and were normally
open to the public, often upon payment of a small fee. Another example of an early museum was the
Greekpinakotheke, such as the Acropolis in Athens established in the 5th century BC, which collected
paintings that honored the gods. Furthermore, in the 4th and 5th century BC, the ancient Greece founded
the first art galleries, with paintings exhibited on wooden tablets.But the first written source in the
history of museums is the one that describes the muse on (“Home of muses”):a complex cultural
institution built by Ptolomeo of Philadelphia in the 3rd century BC, dedicated to science and art.
When it comes to Roman Empire,art was prevalent in Rome’s public places, but there was no
museum as such. More than an institution for public service, Rome became a true museum-city with its
beautiful and rich buildings all over the territory. But the objects (collected in wars) were conserved in
private collections, visible only to the rich elite. Information about the inaccessibility of these collections
was noted in the debates of Agrippa, a deputy of Augustus, who commented that paintings and statues
should be available to all the people (1st century BC).
The culture of collectingobjects developed in Asia as well; collecting commenced at least as early
as the Shang dynasty, which ruled China from the 16thto 11thcentury BC, and it was well developed by the
Ch'in dynasty (3rdcentury BC) - proved by the tomb of the Ch'in emperor Shih huang-ti, guarded by the
well-known terra-cotta army of warriors and horses. Successive Chinese emperors continued to promote
the arts ofpainting, calligraphy, metalwork, jade, glass, and pottery. One of the examples of a museumlike institution is the academy founded by Han emperor Wu-ti (141-86 BC) that contained paintings and
calligraphies from variousChinese provinces - or a gallery established by Han emperor Hsien-ti (until 220
AD), that contained portraits of his ministers. We cannot forget Japan’s Todai temple, where an
enormous statue of Buddha was built and conserved in the 8th century in Nara. At the same time, Islamic
communities were making collections of relics at the tombs of early Muslim martyrs; and in Africa
collections of objects were exhibited in wayside shrines and certain religious ceremonies.

In the Medieval Europe, these cultural collections were mainly church functions, appearing
either as relics or objects of economic importance. Church treasures were constantly enhanced with new
objects brought, at first, mostly from the European maritime connections other countries, for example
through the northern Mediterranean ports of Lombardy and Tuscany. There are written sources about
the movement of antiquities: Henry of Blois, bishop of Winchester, is reported to have bought ancient
statues during a visit to Rome in 1151 and to have brought them to England. The well-known transfer of
a set of bronze statues of horses from Constantinople to Italy (today in front of the St. Mark’s Church in
Venice) is another example of the movement of artistic objects in order to enrich the country making
such acquisitions and display its wealth and power.
Around the middle of 15th century, the under influence of the Renaissance, the first collections in
modern sense of the word began to develop. A reawakening of interest in Italy's classical heritage and
the rise of new merchant families brought on the founding of some impressive collections. An
outstanding collection was formed by Cosimo de' Medici in Florence in the 15th century, later developed
and enlarged by his descendants. A private collection until 1743, it was then taken over by the state and
became accessible to all people of Tuscany as well as of othernations. Additionally, in order to display
the Medici collection, the upper floor of the Uffizi Palace was restructured and opened to the public in
1582.
In other parts of Europe, in the same Renaissance spirit, Austria and Germany began to develop
real collections as well. Maximilian I of Austria acquired a collection for his castle in Vienna. Samples of
scientific and artistic objects were displayed in the Dresden palace of Augustus of Saxony, while the
archduke Ferdinand of Tirol exhibited a varied collection that included Benin ivories and Chinese
paintings at Ambras Castle near Innsbruck. Other notable central European collections were the one of
Holy Roman Emperor Rudolf II in Prague and the one of Albert V, Duke of Bavaria, who had buildings
designed and erected to house his collections in Munich during the 16th century. Kraków was another
site of these valuable collections, with the collection of the Polish king Sigismund II Augustus housed at
Wawel Castle.
Royal collections were of great importance at this period in history, as many emperors invited
famous artists and architects to their home cities and remodelled their castles into exhibition places for
their collections. Francis I of France invited French and Italian craftsmen and artists to rebuild and
embellish his château at Fontainebleau, where he housed his amazing collection of artistic objects. In
England Henry VIII had the King's Antiquary, whose task was to list and describe the antiquities of the
country. Charles I and II of England had collections of their own, but most of these were ruined and
dispersed after their fall from power.
The developing interest in human as well as natural history in the 16th century led to the creation
of specialized collections. In Italy alone more than 250 natural history collections are recorded in that
century, such as herbarium of Luca Ghini in Padua and the collection of UlisseAldrovandi in Bologna.
Also, specialized historical collections were brought to blossom such as the one of Paolo Giovio in Como
(Italy), or the archaeological collection of the Grimani family of Venice, and the collection of illuminated
manuscripts gathered by Sir Robert Cotton in England. In so called cabinets of rarities, sometimes

referred to as Kunstkammerfor artistic objects and Wunderkammerfor natural species, various rarities
and curiosities were conserved and these became the ancestors of the real museum collections, in the
modern sense.
In the 16th century there was a tendency to make private collections public and make rarities
accessible to everyone, not only the elite. The earliest recorded transformation of a private collection
into a public one occurs in 1523 when brothers Domenico Cardinal Grimani and Antonio Grimani give
their collection to the Venetian republic. In Switzerland, during the Reformation, objects collected in
ecclesiastical establishments were transferred to the authorities of Zürich and other municipalities,
forming important components of their museums. In France, in 1694, the head abbot of SaintVincent-deBesançon gave away his collection of paintings and medallions to the abbey to form a public collection.
The same developments also happened in other parts of Europe. But the first corporate body to receive
a private collection and a building to house it, and to make it publicly available, was the University of
Oxford, thanks to Elias Ashmole who gave his collection to public authorities under the condition that a
place be built to exhibit it. This building, which eventually became the well-knownAshmolean Museum,
opened in 1683.
As we can see, private collections increasingly became public, housed in newly built dedicated
specifically to the conservation and exhibition of objects of value. The true milestone for the
development of museums was the French Revolution. It was a matter of public concern in France that
the royal collections were inaccessible to the population, which led Louis XV to order that a selection of
paintings be exhibited at the Luxembourg Palace in 1750. Furthermore, under Diderot’s pressure, more
of the royal collection was displayed for the public in the Grande Galerie of the Louvre palace. Then, in
1793, a new decree stated that the royal collections werepublic property. Then, by decree of the French
Revolution, a whole new type of museum was established: the national museum (of the population). This
stimulated the founding of state/national museums all over the world, also thanks to colonial
relationships which led to the founding of national museums in Indonesia, Argentina, Colombia, Brazil,
Canada, South Africa, etc.
By the early 19th century the granting of public access to formerly private collections had
become a common fact. The following period is what we call museum époqueor the museum
boombecause it was marked with the founding throughout the world, by regional and national
authorities, of museums now intended as public goods.
If we return to ICOM’s definition of museum today:
(…) 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
enjoymentwe can see that museums have come a long way to become and be definedas they are today. It is
impossible to overlook the fact that today, the range of museum roles, laws,activities, and crossinstitutional relations have multiplied immensely and will continue to do so, mirroring changes in the

world and in society which lead to“disparate constituencies, interests, goals, and perspectives.”14Ivan
Karp even defines results of these changes museum frictions, which may have either positive effects,
such as collaborations and networks of knowledge, or negative effects such as tensions, conflicts, and
debates.

1.1.3 Contemporary Museums – the product of Globalization?
International and globalizing processes have always been a prominent factor affecting museums,
but increasingly they influence contemporary museum and heritage practice in ways that both generate
new museums frictions and recast old ones. The term globalization encompasses a range of social,
political, and economic changes. Globalization expands and accelerates the exchange of ideas and
commodities over vast distances. It is common to discuss the phenomenon in highly generalized
terms, but globalization's impacts are often best understood at the local level.15 This is because
globalization, like any other world-changing factor, melts with the culture and habits and-why notpolitics of a certain country, developing a process with varied speeds, influence, and results in relation
to particularities of each state. Technology has now created the possibility and even the likelihood of a
global culture. The Internet, fax machines, satellites, and cable TV are sweeping away cultural
boundaries. Global entertainment companies shape the perceptions and dreams of ordinary citizens,
wherever they live. This spread of values, norms, and culture tends to promote Western ideals of
capitalism.
Naturally, globalization, characterized by world-wide exchanges of information, images, money,
and people, is typically interpreted within the museum world as a new problem.16 Museums have been
described in museological literature as central tools of modernity and the instrumental secular
production of knowledge. Dependence on global systems of capitalism and colonialism, master
narratives of progress, and the creation of a bourgeois public sphere within nation-states are all
characteristics of modernity that are embedded in museums.17New museology that emerged around
1970s defined how museums could affect cultural identities and social issues of populations. This way of
understanding museums brought a new mode of thinking that relates to theethos of working towards
the public good.18 People, rather than objects, became the focus of new museums. The active role played
by the population in shaping and participating in the museum became the crucial element of the new
museum.19
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The pertinent question in the last few decades, when it comes to museums, has been is whether
the influence of globalization is creating bigger or smaller cultural differences and what influence this has
on museums. Some culture theorists see globalization as a positive force for museums, claiming that it
inspires artistic diversity. Naguib,20one such critic, opts for an interpretation of cultural diversity that
highlights the benefits of cross-cultural connections, hybridity, and dialogue.Information and
Communication Technology are also considered useful consequences of globalization. They allow the
same diversification to approach a vast public with less funds thanks to the possibility to replicate,
combine, and integrate texts and images, creating different exhibits and narratives that represent a
connection between realistic and digital. This contributes accessibility from the spatial and temporal
point of view.21
Other theorists, such as Barbara Kirshenblass-Gimlett, claim that local and national cultural
production in smaller and less developed countries is strongly and disproportionately affected by
Western mass culture. Kirshenblass-Gimlett points out that cultural diversity has become essential zed as
a universal principle, which has the effect of flattening out or removing the inequality of
differences.22Many think that globalization represents a danger for the culture and conservation of
national identity of smaller populations which are experiencing transition processes. Because of the lack
of financial resources to produce and develop their own cultural products, these countries are in fear
destroying their own cultural identity and heritage in favor of the Western cultural model. Nevertheless,
in any specific territorial context it is the behaviors, decisions, and actions of specific subjects that
createthe conditions that allow adequate organization and resource allocation in order to produce and
distribute local culture.23
Adding to these ideological and theoretic changes in museology of what museums are and how
should they be represented in the contemporary society, there are some obvious practical changes that
museums assumed due to globalization. In order to adjust to new models of politics and cultural politics
as well as new lifestyle and needs of contemporary culture consumers, museums accept transformations
and changes in:






20

Methods of museum funding
Different marketing methods in all of fields of what the museum offers
Museum personnel – usage of different Human Resources methods for formation and
specialization of the museum’s professionals, as well as for their organization and communication
Public approach – new ways of approaching and educating visitors, development of public
relations and integrated communication with external actors
IT – new instruments of Information Technologies
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1.1.4 Cultural policies
In spite of the clear influence of globalization and some global changes it imposes on all the museums
around the globe, it would be wrong to claim that these transformations develop equally and in the
same manner in all of museum institutions. The key idea of museology remainsthat the museum is a
social space to be shaped by communities themselves.25Institutionally initiated, “top-down” approaches
are shown to inevitably reflect the underlying perspectives of the dominant culture. 26 The claim points
out that each museum depends and develops its activities in relation to its context, a product of a
generic system whose cultural elements are framed by the model of cultural politics a certain country
accepts.
Claude Mollard defines acultural systemas agame of four families, where he splits the system
into two worlds – cultural market and cultural politics.
In other words, Mollard tries to explain interdependence of the artistic system and culturalsystem. The
artistic system contains two types of actors tightly connected one to another: artists and their audience.
Artists’ existence is impossible without the audience, and without the artists cultural activities would not
survive without a constant artistic production. Both of these poles (artist and audience) coexist in the
cultural market as its active actors. The cultural system, also constructed out of two families of actors mediators and decision-makers- represents the system that intervenes upon the previous one. Mediators
are a kind of privileged public passing judgment on artists and shaping legitimate taste and
interpretations for art. Decision-makers hold political and financial power and give a social dimension to
artistic creation.27Cultural policies and cultural development of a certain country depend on these
families of actors; cultural system is what create a framework of cultural policies. From Mollard’s model
we can see how creation has become an act of enterprise. The share of creators/artists is reduced to
authors’ rights and the audience becomes a consumer target, while both are controlled by mediators
and decision-makers who decide about the taste and ways of finances. Sometimes these systems or
politics are implicit - generating government politics without a specific goal - or explicit: when a
government holds a specific goal and organizes the country’s politics in order to achieve that goal.
Krivosejev explains how cultural policies work in practice. He claims that cultural policies
represent a set of administrative measurements and activities that the holders of the political,
administrative, and financial authority in public politics manage cultural life and development on a
certain territory. Management then depends on the capacity and authority for making crucial decisions
that represent guidelines for carrying out activities and measurements in practice in order to achieve the
goals noted in the cultural politics strategy. By this, Krivosejev concludes that cultural policies are
25

Ashley, Susan, Museums and globalisation: Ideas on recognition, restitution, representation and reconfiguration, Paper
presented at London Debates, SAS, University of London, May 15, 2009, p. 3
26
Phillips, Ruth (2007) Exhibiting Africa after Modernism: Globalization, Pluralism, and Persistent Paradigms of Art andArtifact. In
Griselda Pollack & Joyce Zemans (eds.) Museums After Modernism: Strategies of Engagement (pp 1-39), MaldenMA & Oxford:
Blackwell Publishing.
27
Kaghan, Sasha, A review of Claude Mollard’s ‘Cultural engineering’, 2004, p.3, Based on L’ingénierie culturelle, 2e édition
corrigée, Presses Universitaires de France, 1999

defined as public practical politics of the state’s administrative bodies onto which the state transfer
certain administrative authorities in the field of culture.
Three basic models of cultural policies are:




State
Sub-state
Liberal28

Other models include the regional model, where the state politics is constructed out of many
independent cultural policies, or the transitional model, present in countries that are going through a
period of transition from one model to another.
The state model is characterized by a pyramid structure, top-down, where the state is the
dominant organ and has the crucial role in decision-making across all levels of the administrative
structure. Depending on the state, the administration may involve consulting experts organized in
different institutions. This model is present in Italy and France, for example.
The semi-state model of cultural policies is a model where the state is responsible for strategic
planning and funding of the culture, but it delegates some responsibilities, such as advice on culture and
art, to different sub-state bodies. Still, the state remains the only one completely responsible for the
funding of cultural institutions and programs. These sub-state bodies need to be organizations or
institutions which are not directly connected to political structures and which have a certain autonomy
when it comes to decision-making. The semi-state model usually includes the public, private, and civil
sectors in its structure and can be found in Great Britain, Germany, and the Nordic countries.
The liberal model in cultural policies organization means that the state assumes the role of
„facilitator“ that controls cultural movements indirectly through legislative authority that regulates
motivational and tax policies, and other similar instruments such as public funds designed for the
support of the non-profit cultural programs. This model is known to create a suitable climate for culture
development, and exists in the U.S.A.
These models vary depending on the context in which a certain country has developed, with all
the elements that construct its civic context (civil rights distribution), administrative context, social
context (social objectives and principles of social justice), economic context, and conceptual context
(understanding of the term „culture“, scope and direction of cultural policies).
In order to achieve its goals in the cultural field, the state and its organs use so-calledcultural
policies instruments. They can be divided into different categories, according to their nature:
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management (strategic planning, new system solutions, personnel policies and management of
human resources)
economic (funding and relations between fiscal and cultural policies)
legal-political (law regulation, role of justice in conservation of international relations)
value-idea (motivation and evaluation of creativity, censorship)

The Faculty of Political Sciences in Belgrade classifies the instruments of cultural policies through the
following schema:

COURSE OF ACTION /
MOTIVATION

RESTRICTION

CONTENT OF ACTION
ECONOMIC

Purchase,grants,
scholarships, loans...

Taxation, customs...

LEGAL-POLITICAL

Positive legal regulations
(protection)

Negative legal regulations
(restriction)

VALUE-IDEA

Pluralism of concepts and
ideas

Ideological and religious
monism

MANAGEMENT

Planning, evaluation

Volunteering

1.1.5 Museum Status
According to all the things said until now, it is not difficult to conclude that cultural institutions,
therefore museums, are strongly dependent on government and state organizations. The museums, as
public services, are positioned inside the framework of cultural policies that the state determines as its
goal. The state through government organs controls and funds museums according to policies created in
the state’s strategy for culture development and government organization in general.
Museums can be positioned on different state levels: state, regions, provinces, departments and
communities. This type of classification is called administrative classification as it corresponds to
administrative division of the country. Administrative classification of museums varies from country to
country in relation to the social situation and organization of its units.29 Other categories of museums are
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private museums, foundations, etc. Today it is inappropriate to talk about state museums in real sense of
the word as most European countries have already accepted the independent regulation of museums.
Looking to the American model, European countries to assume the process of privatization of cultural
institutions. This means that museums today are autonomous institutions that depend on the state and
its units for their funding, but gain complete autonomy when it comes to their leadership and
management rights. .
On this basis the following categories can be identified:






state museums
regional museums
province museums
department museums
community/city museums

Museum status - from administrative point of view - exists in relation to the government organ that
the museum is connected to. It depends on the body that founded and funds the museum. In this order,
state museums are founded, funded, and regulated by state, regional museums by regions or provinces,
community museums by communities etc.
Another type of classification is based on geographical zone that their activities cover.
Geographical classification divides museums into:






universal museums
international museums
national museums
regional museums
local museums30

One other different type of museum classification is obviously the one that divides museums according
to their object of conservation, or we might say, according to the theme they choose (chose) to follow in
their collection development. In this manner museums can be:



specialized
interdisciplinary

In this order specialized museums can cover different themes: history, art (different periods and themes
of art), archaeology, architecture, science, and so on.
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1.2 Museums in Serbia
1.2.1 Cultural policies in Serbia
Since the first half of 19th until the beginning of 21st century, Serbia has had a rather
discontinuous path of development and innovation due to different types of government and state
regulations the country encountered over the two centuries. FromKingdom of Serbia in 19th century,The
Kingdom of Serbs, Croats and Slovenes - Yugoslavia, to the Socialist Federal Republic of Yugoslavia,
followed by theState of Serbia and Montenegro, until recently when Serbia single nation-state, The
Republic of Serbia. 31These changes in the country status came from the idea of unity of South Slav
nations and the creation of a common country, which is theresult of modern époque and new
socioeconomic relations, but also as a consequence of the disintegration of feudalism and attenuation of
the Ottoman and Habsburg Empires on one hand, and the strengthening of civilian power in Yugoslav
countries on the other. The idea of unification was followed by the belief that Yugoslav nations are
historically connected and ethnically similar. According to some political theorists, Yugoslav nations
acted as one nation only separated with “tribal boundaries”.32
Discontinuity and disruptions in the public politics led to discontinuity in the system of cultural
policies of Serbia. During the 19th and at the beginning of 20th century, the Serbian monarchyfelt a need
for the revaluation oftheir cultural tradition and identitywhich, until then, was put in shade by the
authority of Ottomans and Habsburgs.Thistendency resulted with resettlement of national-emancipatormodel33 in cultural policies, a model characteristic in tradition of modern national countries.The idea of
this policy model was to promote cultural development/creation and its diffusion in order to create a
new cultural identity by solidifying the national identity. In Serbia, this period is divided into two periods:
theperiod of Obrenovic dynasty34 - who followed the idea of the unification of the Serbs - following by
that of theKaradjordjevic dynasty35- who valued the idea of Yugoslavian unification.36 The real problem
was that the national-emancipator-model remained an official modelin both periods. This meant that
cultural policy remained the same, but had different objectives: the first was focused on fortification of
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the already existing population, the second worked towards creating a new cultural identity by
integratingdifferent cultural identities and different nations.
The post First World War period led to significant changes in the Serbia. Capitalism was replaced
with the socialism, the monarchical regulation with the republican, while the implementation of the
Yugoslav ideology had assumed different forms and characteristics that have caused transformation of
the culture system of the state into a bureaucratic-illumination system.
At the beginning of second half of the 20th century a new turning point happened in Yugoslavia
with foundation of Resolution Informbiro, which motivated Serbia to makeconnections with the
countries that promoted capitalism which led to partial democratization and modernization of Serbian
population and culture. The system of cultural policies at that moment takes from illuminist in massive
production and foundation of cultural institutions, expansion of many cultural manifestations and reestablishing international cultural connections. Although this represented a step forward in cultural
development of Serbia,it was still controlled by one-party socialistic system. This form of culture policies
was in power until new Constitution SFRJ was written (70ies). The culture was now organized in
autonomous culture units (sr. SIZ), which helped Serbia to engage ininternational innovating
trends,including cultural engineering and long-term planning in the cultural policies system. This was
supposed to limit the government’s control over the culture, but in reality the power remained in hands
of one party.
By the last decade of 20th century strong changes had stressed Serbia. Many analysts would have
assumed that Serbia would continue its transitioning process, but instead this process was blocked,
which consequently reflected on its cultural system. New laws and regulations invalidated the system of
self-management(by cultural units, SIZ) of culture, without creating a new plan for culturalsystem. At the
same time, media propaganda mediated cultural flows towards raising the national spirit. The result of
this situation was a mixed system of 19th century illuminist model andnational-emancipatorymodel that
which emerges after the Second World War, when the cultural policies becameapropaganda vehicle (this
period is called agitprop of the Third Yugoslavia).
At the beginning of 21st century, with democratization of the society, the cultural system in
Serbia had a renewed tendency towards the prestigious illuminist model. Once again, instead of
progress, Serbia passed from the so-calledblocked transition to thelabyrinth transition.37Despite the
positive motivation for cultural development during the first decadeof the new millennium, Serbia failed
to create adequate legal activities that would enhance and accelerate new changes. This is why all of the
movements and moves in Serbia had (and majorly still do) aform of separate, sporadically founded
initiatives within cultural system, established during the time of blocked transition. Contemporarily
discontinuity in the Ministry of Culture (in five years five ministries of culture took place and left the
position/ were replaced), disabled the official establishment of cultural activities. Each time government
would change, it would create new legal activities would start from the beginning.
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1.2.2 Museum history in Serbia
The first museums in Serbia were founded during the 19th century, which for Serbia represented
the period of Renaissance after the liberation of the five-century long subjection under the Ottoman
Empire. After the end of the 18th century, in linewith the revolutionary spirit that took the whole of
Europe, there was a growing interest for research and conservation of cultural heritage in Serbia. During
the reign of prince Milos Obrenovic, Serbia undertook great initiatives towards thefoundation of cultural
institutions in order to enrich cultural and social life of Serbian population. The first Serbian library in
Belgrade was born in 1832, followed by the theatre in Knjazevac, the “Big School” of Belgrade, the first
newspaper, etc. The intellectuals of Serbia begin to write books, articles and descriptions of cultural
heritage.
The 1830s saw some crucial changes in the political system of Serbia, which had a strong
influence on the cultural development of the country. The set of hatisherifsin 1829, 1830, and 1833,
brought a significant level of autonomy to Serbia in relation to Ottoman Empire. This enabled the prince
Milos Obrenovic to take big steps towards modernization of the country rather quickly. Among these
changes were the ones that led to the founding of the first museums in Serbia. 38
Jovan SterijaPopovic, JoakimVujic39, DimitrijeDavidovic40, Jovan Safarik41 were intellectuals who
carried and stimulated the idea and interest for national history, tradition, and heritage. They also had a
role in the foundation of the National Museum of Serbia. Maybe the biggest merit should go to the
professor of Lyceum and Minister of Education since 1842, Jovan SterijaPopovic. In 1844, Sterija signed
the Decree for establishment of the Srebski museumor what is today the National Museum in
Belgrade.42This moment also represented the beginning of the systemic collection and preservation of
cultural heritage in Serbia.
In 1878, at the Congress of Vienna, Serbia gained full autonomy and became a fully independent
country – a significant fact for Serbian museums, as well. In the same year, with the idea of military
colonel, Sava Grujic, and the decision of prince Milan Obrenovic, the Museum of Army was founded and
constructed as a part of the biggest park in Belgrade.43 It didn’t take long before other museum
institutions were founded. Firstly, the Museum of the Serbian Country - today known as Natural Museum
- was founded with the initiative of Professors’ Society in 1893. Then, in 1901 the Ministry founded the
EthnologicalMuseum. 44
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Having gained a national central institution and four specialized national museums, northern
Serbia – Vojvodina, also worked on founding museums on its territory. In 1847, a young group of
intellectuals at MaticaSrpska45formed the Serbian national museum collection, called Muzeum. In 1864,
theMaticaSrpskamoved from Pesta to Novi Sad and so did the Muzeum.46Around the same time the first
museums were being founded on the territory of Vojvodina, such as the Museum in BelaCrkva and
Museum in Vrsac. These two museums were founded by the local authorities of the cities BelaCrkva and
Vrsac located in Vojvodina.Guided by local communities in Vojvodina, local authorities throughout the
whole country begin to establish their own museum, representing local history, art, and tradition. In the
1930s, a town near Belgrade, Pancevo, opened the City Musuem of Pancevo47; likewise the Museum in
Nis (south Serbia) was founded in 1933; the Museum in Negotinin 1934. Also, the first local specialized
museums were established: Vuk’s Museum48andZmaj’s museum49.
By 1940 Serbia and Vojvodina counted 20 museums. After the Second World War, the geopolitical image of the world assumed grand changes that caused important modifications in
Yugoslavianpublic politics. The Serbian political system stimulated activities for restoration and
development of the country, which reflected the cultural system in whole. Cultural progress and
development was seen as indispensable, which led to set of laws in order to regulate cultural and
educational activities, as well as restoration of the old and establishing new cultural institutions.50 When
it comes to museums, this period of Serbia is called the museum boom, when a large number of
museums were established in order to make culture a mass accessible activity and act as educational
instruments. By 1945 already, local authorities were renovating and reorganizing their museum
institutions in Sombor, Petrovgrad (later Zrenjanin), and Pancevo. Other authorities were establishing
new museums: theMuseum in SremskiKarlovci, Museum in Kikinda, Museum in SremskaMitrovica,
Museum in Pristina, Museum in Subotica, Museum in Leskovac, Museum in Kragujevac, Museum in
Prokuplje. At the beginning of the second half of the century the Museum in Bor, Museum in Valjevo,
Museum in Zajecar, Museum in Krusevac, and Museum in Djakovicawere founded. Belgrade also gained
new specialized museums, such as the Jewish Museum, Railway Museum, Museum of Theatre Art,
Museum of Fine Arts, Museum of the Yugoslavian Cinematheque, Museum of Nikola Tesla, the Gallery of
Frescoes, and so on. During the boom of museums, from 1945 until 1959, 86 different museums were
registered in Serbia, while there were 311 recorded museums on the territory of the whole Yugoslavia.
Together with museum establishments all over the country, Serbia’s Ministry of Education (and
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Yugoslavia) started working on activities for promotion and development of museum profession51,
journals and societies.

1.2.3 Museum Status in Serbia
In the previous chapters of this module it is noted that Serbia (Yugoslavia), besides national
museums, also developed local museums. At the beginning of 1960s, the political model of Serbia
formally changed, but in practice, museums continued to operate and develop on the foundations built
by the previous model of cultural policies (system of agitprop). With these tendencies the public and
cultural system of Serbia issued the manual for the establishment of museums.52According to this
document, local museums were supposed to represent thehomeland. That meant that they ought
narrate and promote the national liberation struggle and the development of socialism in their
territory.53 This led to a situation where all of the museums had the same conception without leaving
much space for diversity and innovation.
One of the documents of major importance for museum development in Serbia was the Museum
Law of NR Serbia, established in 1951. This law defined museums as institutions that serve the science,
edification of population, development of culture and improvement of national economy by systemic
collection, organization, conservation, research, exhibition and promotion of objects and material
significant for the science, culture and progress.54The document classified museums according to two
types of criteria. On one hand, museums were divided into:



general
specialized

and, on the other hand, into:





central
provincial
county
community.

Museums were budget institutions monitored by the Ministry of Science and Culture, which decided
about their establishment in the first place. The responsibility of monitoring the museums fell to the
National Boards, organs of authority which were nominally also the founders of the same
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institutions.Although the museum law, with its 43 articles, was a well-structured and somewhat
innovative law that helped resolve many technical problems, it was a failure from the administrative and
practical point of view. This was due to the context in which the law was written - a moment of
important changes throughout the country and the movement of the political system towards
decentralization, as most of the world was doing at the moment. The new movement of decentralization
began in Serbia in 1949-1950. For cultural institutions and museums this process meant greater freedom
and changes in their funding. All the cultural institutions had to be organized like private companies they needed to possess a bank account of their own and had to switch from a payment system to the
system of allocation of resources according to effect and quality of labor. With this, museums in Serbia
were supposed to become autonomous organizations. This idea was extremely innovative for the time it was the system that most European museums eventually accepted in the1990s.
The three organs that directed the activities of the museums were the Director, the Council of
Museums, and the museum staff. During the next 30 years Serbia slowly developed its culture for
museums and museology concepts. In 1974, Serbia adopted the new constitution that led to the
foundation of self-governing cultural societies on the community and the state level - SIZ. By introducing
the SIZ inside the cultural system, a certain level of autonomy and democratization was achieved, given
that the new system was based on transferring responsibility from the state to the SIZ of culture. Again,
this was a good idea, but one that was never actually achieved in practice.
After the crisis following the break-up of Yugoslavia and the socialist political system - which
controlled all the media and culture and put the museum development “on hold” - and the 1999 NATO
bombing, in the new millennium Serbia finally has the chance to recuperate from its twenty-year
slumber. Naturally the discontinuity and the poor support of the public system have also retarded
museum development. It is not before the 2007 that some important changes can be noticed, though
still majorly from the administrative point of view.
According to Serbian Cultural Heritage Law, museums are institutions that perform the
preservation of artistic-historic goods.55 The Law for Local Self-authority determines that the community
and city, through their administrative organs, establish institutions and organizations in the field of
culture and monitor their work; they organize activities in relation to the preservation of cultural goods
of value to the community, and provide resources for funding and co-funding of the programs and
projects in the field of culture of value to the community.56 Furthermore the Culture Law determines that
cultural institutions (museums) can be founded by the republic, province, a local government unit, but
also other legal entities and individuals.57This includesregistered foundations, commercial societies, and
entrepreneurs. The law determines that the museum can exist only as a legally organized structure, but
it does permit that the museum can exist as a part of a certain foundation, company or other type of
organization where the museums would exhibit the material in relation to their activity.58In spite of
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these connivances, the State Ministry remains responsible for guidelines to be followed by museum
institutions and for their monitoring.
On the basis of all the information listed above, the types of museums in Serbia today are:





national museums
province museums
regional museums
community museums

The peculiarity of the Serbian museum system lies in its organization. The central state museum
institution is the National Museum in Belgrade, representing the parent museum for the artistic-historic
goods of value for archaeology, numismatics and fine art until the 20 th century. The Museum of
Contemporary Art in Belgrade has the same national, if not central, status, and acts as the parent
museum for the works of fine arts form the 20th century,as well as the Museum of History in Belgrade,
parent museum artistic-historic goods of value for the history of Serbia, and theEthnological museum in
Belgrade, parent museum for the goods of value to ethnography, the Museum of Applied Arts, parent
museum for the works of applied arts, the Museum of Natural History in Belgrade, parent museum for
the goods of value to the history of nature, and the Museum of Science and Technology, parent museum
to the goods of value to the history of science and technology.59
Under national museums, there are regional museums which contain different determinants in
their name, such as national, city, province, community etc., which are a complex category, having
responsibility for certain territoriesthat can refer to a specific community or more communities.60Only
from this claim the confusion in the system is notable. By classifying the museums, according to the law,
into those central and specialized and those founded and funded by the province or republic, and those
founded by communities and cities, the law has not predicted the existence of regional museums.
According to the government’s decision in 1992 and the Law of State Administration in 2005, Serbia is
divided into districts that contain more communities. But, by their nature, the districts are not in any
relation to the term region. This neither represents a form of decentralization, nor does it represent a
form of regionalization, but could be defined simply as a form of de-concentration of the authority of a
unitary country. This means that the existence of regional museums is merely impossible.
Still, the Serbian authorities, in order to create a valid museum network where regional
museums would represent nodes of such a network, “created” the regional museums artificially - by
naming the existing city and community regional museums, with an attribution of a wider territorial
responsibility.61 With the Act for Determination of Responsibility of Museums According to the Type of
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Artistic-Historical Goods and Territory, the plan was forced into action. The Act names 43 museums as
regional, dividingamong them 174 units of local authority with the following mapping:





Belgrade: one museum for the territory
Central Serbia: covers the territory of 17 districts (99 cities and communities) with 27 regional
museums
Northern Serbia (Vojvodina): covers the territory of 7 districts (45 cities and communities) with
12 regional museums
Southern Serbia (Kosovo and Metohija): covers the territory of 5 districts (29 cities and
communities) with 3 regional museums

The Act led to the existence of the wanted pyramid model (central national, national, regional and
community museums) formally, but not practically.

Chapter II: Museum mapping: The field of Serbia
2.1. Collecting information
This research thesis,Communication Competencies in Museums: the case of Serbia develops an
analysis regarding the current situation in the field of communication in Serbian museums. For years
now, there has been a question in the country as to whether or not the museums in Serbia are really
open and working. Several of the national and central museums in Serbia have been under
reconstruction for years, some for over a decade. The question of museums has been raised a few times,
but always quickly faded away. Political problems and frequent changes of government have caused
confusion among the public. It is difficult for people to understand why the museums have been under
construction for such a long time and if so, whether the museums are at all open to the public while their
buildings are being renovated. Generally, in the cultural imagining of the Serbian public, museums have
been left behind. With this thesis, I focus on that question. The main discussion centres on the question
of whether the museums' communication depends on the communication competencies of the
museums, or if the museums' lack of communication is the consequence of the quality of the cultural
product they have to offer. This thesis attempts to reach the root of the problem in order to portray a
transparent picture of the state of communication in Serbian museums and thus create the basis for a
problem-solving framework for the future.
The main goals of the research thesisCommunication Competencies in Museums: the case of
Serbia is to analyze and evaluate the information regarding the role of communication in museum
strategy, communication policies in museums in Serbia, and communication competencies in museums
in general. It also aims to evaluate communication competencies in Serbia by using evaluation
instruments such as: panel of experts, questionnaires, interviews with various professionals who operate
and develop research in the field of communication and museum professionals whomanage museum
communication for an in-depth analysis. With the help of this analysis, my research aims to respond to
the central question of the discourse: whether the problem of Serbian museums lies in lack or
misallocation of communication policies or whether the problem might have evolved around their
permanent collections and cultural offerings (which is part of a larger problem closely linked to the
changeable political situation in Serbia).
In order to answer this question, my research focuses mainly on the following analysis and
overviews:
1.
2.
3.
4.

Understanding the current state and situation of the museums in Serbia
Analysis of the communication role in the museum strategy
Analysis of the communication policies in museums in Serbia
Understanding communication competencies in museums and the strategies for their
development
5. Analysis of the communication competencies in museums of Serbia

The research follows a classical model for the competency analysis of an organization. It involves
seven phases, gradually building information and analyzing thecompetencies and context of the
research, with the last phase formulating the answers to the questions the research poses. It also
provides new information and conclusions for further research on the subject of communication policies
and competencies in Serbia. The phases of the research are organized in the following way:
1.
2.
3.
4.
5.
6.
7.

Context analysis (regarding cultural politics and communication policies)
Forming a nucleus of subjects for the research (a sample of subjects of matter)
Selection of methods and instruments to use in the research
Formulating a preliminary profile standard
Collecting information of policies and competencies within the nucleus of research
Analysis of gathered information
Conclusions

This chapter follows the second phase of the research. Itcentres on selecting a group research to
be used through particular methods and instruments. The selection of the nucleus of museums for this
research first includes an analysis of the context in which these museums are situated. In particular, the
focus is on gathering information regarding museums' physical state,jurisdiction status, and
organizational policies within the following criteria: museum size (in square metres of the building and in
number of employees), program activities, and territorial jurisdiction. Museum size represents an
important criterion for communication activities since it provides information on museum resources,
program activities, and can reveal how much a museum focuses on the public, while territorial
jurisdiction shows information on museum budgets and delegated responsibility in the museum network
of the context.
Accordingly with the goals of the thesis and the focus of this phase of the research it is necessary
to:
1. collect the information and understand the Serbian universe of museums
2. select from the universe of museums adequate for the research: in coordination with the
goals of the research
3. develop an analysis of the suitable museums

2.1.1 Data sources
There are two types of information sources that can be used to develop this research: official
(Law, Government, Ministry of Culture and Information, their sub-organs dedicated to culture and
statistics) and unofficial sources (professionals, writers, research developers in the field of culture and
arts).
The official sources this research uses in order to track the information regarding museums in
Serbia are found in the laws and acts provided by Serbian constitution and the documents formulated by
the government sub-organs and the Ministry of culture and information. The constitutional laws and acts
that contain information on museums are: The public service Law, the Law of territorial organization of
the Republic of Serbia, the Public Administration Law, the Act for determiningresponsibility ofthe
museums according to the type of cultural-historic goods and the territory.
The public service Lawwas stipulated in 1991 and reviewed in 1994. It defines which institutions
and with what requirements are to be considered as institutions of public service. According to article
1,public services are institutions, companies and other forms of organizations established by law, that
perform activities or jobs that provide achievement of citizens’ rights or satisfaction of the needs of
citizens or organizations, as well as the achievement of other type of interest in certain fields.62It also
states that these institutions are founded In order to ensure exercise of the rights provided by the law
and the exercise of the second, established by the law, interest, in the field of education, science, culture,
physical education, pupils and student welfare, health care, child welfare, social security, protection of
animal health…63 These kind of institutions can be founded by: the Republic (the State), an autonomous
district, a city, community or other legal or physical individuals. 64This Law is valuable as a data source for
the thesis, because it defines the institutions considered institutions of public service, founded or funded
by the state. According to these criteria the law counts 65 museums defined as institutions of public
service (Kosovo excluded).
Other information provided by the government and the Ministry sub-organs are collected in the
research developed by theCenter for Study in Cultural Development (CSCD), the Statistical Office of the
Republic of Serbia andthe Central Institute for Conservation (CIC).
The unofficial sources thisthesis uses for gathering information are academic studies and field
studies on museums developed on the Serbian territory, such as Museums of Serbia (LjiljanaBenerad),
Museums, Management, Tourism: towards the contemporary museum from territory to practice
(Vladimir Krivosejev), Museums inPublic, Public in Museums(Aleksandra Savic)etc. The other unofficial
way of collecting information on museums, especially on their performance, was reached in
conversations with museum professionals. This was crucial to the success of the research due to poorly
registered information about museums and their performance in Serbia in general. Due to this, I had
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various consultations and conversations with museum practitioners and directors, as well as professors
and researchers working on the subject of museums.
The Law of territorial organization of the Republic of Serbia, stipulated in 1991 and 1992,
declares how the territory of Serbia is divided and organized on geographical basis, counting its
territorial units. According to the law, the territory of Serbia is divided into autonomous provinces65
(territorial autonomous forms) and communities or cities along with the capital, Belgrade (territorial
units). 66 The territorial units (communities67, cities68, Belgrade) are made of populated areas69 or areas
cadastral communities included in the local government units; the borders of the local government are
established by the borders of the matching cadastral communities within its territory.
The Public Administration Lawis the law that decides the ways the state organizes and performs
the activities of public administration. According to the law of Serbia, public administration is
constructed by: ministries, administrative organs within the ministries and separate organizations. With
this law Serbia is divided into administrative units, called administrative districts70. In 1992, by the
Decree of the Government of the Republic of Serbia, the administrative tasks of the ministry are
determined and decided to be carried out through their seats in districts as regional centers of state
power.
The following image shows all the districts of Serbia that constitute the territory of the Republic
of Serbia.
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Autonomous province is province is a territory of a wider area that includes more cities and communities. It is autonomous in
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Official Gazzette RS, n.129, Law of territorial organization of the Republic of Serbia, art. 2, 2007
Community is the basic territorial unit where the local authority (government) is exercised and that is capable to, through its
organs, exercise all rights and obligations that fall under its jurisdiction. A territory that is established as a community needs to
be a natural and geographic unit, an economically integrated area, which has a developed communication network between
populated areas, with a community center as gravitational center of the territory. It has at least 10,000 inhabitants. (150 in
Serbia)
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City is a territorial unit which represents an economic, administrative, geographic and cultural center of the wider area and has
more than 100,000 inhabitants. A territory that is established as a city needs to be a natural and geographic unit, an
economically integrated area, which has a communication network between the populated areas and a community with the city
headquarters as its gravitational center. (24 in Serbia)
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government unit.
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Administrative district is the regional center of public administration, which includes the district area units. The governing
body can make administrative decisions and resolve administrative issues of the public administration autonomously, like:
supervision the work of holders of public powers and inspection. In Serbia there are 24 administrative districts (Kosovo exluded),
and the area of each administrative district includes a number of communities and cities.

Image 1. Districts in Serbia

The Law of territorial organization of the Republic of Serbia isvery important for this research
because it explains how the territory of Serbia is composed, following with the Public Administration Law
which describes how the territory of Serbia is organized from administrative point of view. Both of these
laws are of great value for this research because they represent the basis of the museum network in
Serbia and the jurisdiction of certain museums determined with the Act for determiningresponsibility
ofthe museums according to the type of cultural-historic goods and the territory.
TheResolution concerning the determination of museum jurisdiction according to types of
artistic-historical works and according to territory is a part of the Culture Law, which decides how the
museums are organized and distributed on the territory of Serbia on the basis of the type of objects of
conservation in museums' collections and on the basis of territorial jurisdiction. This resolution
determines only two categories of museums on the basis of territorial jurisdiction and seven categories
of museums based on the type of historic-artistic objects. The act is stipulated in order to create a
museum network in Serbia assigning jurisdiction to certain museums and naming these museumsparent
museums of a specific territory or category.

On the basis of the type of cultural-historic good as object of conservation, the law declares the
following jurisdiction to:71
1) National Museum Belgrade – the central institution of the country and parent museum for
artistic-historic objects of value in numismatics, archaeology and fine art until the 20th
2) Museum of Contemporary Art in Belgrade - parent museum responsible for objects of fine art
from the 20th century
3) Museum of History of Serbia – parent museum responsible for historic-artistic objects of value
for the history of Serbia
4) Ethnological museum in Belgrade – parent museum responsible for objects of value for the
ethnological field of Serbia
5) Museum of Applied Arts - parent museum responsible for objects of value in the applied arts
6) Museum of Natural Sciences – parent museum responsible for objects of value in the field of
nature
7) Museum of Technology and Science in Belgrade - parent museum for objects of value in the field
of history of science and technology.
8) Museum of History of Yugoslavia – parent museum for objects of value to the history of former
Yugoslavia
9) Museum of National Theatre – parent museum responsible for all objects of value in the field of
theatre
10) Museum of Yugoslavian Cinematheque – parent museum for all the video material of value for
the territory of former Yugoslavia
On the basis of territorial jurisdiction72the act also declares the National Museum in Belgrade the
central parent institution73 of the country. The other parent museums are distributed according to
administrative districts, which leads to existence of the regional museums74as parent institutions of the
administrative districts. Regional museums are community or city museums nominated to be parent
institutions of districts of Serbia.
The paradox, on one hand, is that from geographical point of view, Serbia can be divided into
regions, but only historically. The official division and organization of the territory of Serbia is, according
to the Law of territorial organization of the Republic of Serbia, into cities/communities and autonomous
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Museum jurisdiction according to types of artistic-historical works – category of artistic-historical objects over which a parent
museum has power within the territory of the whole country throughout the parent museums with a territorial jurisdiction
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Museum territorial jurisdiction is a geographical area over which a parent museum has power

73

Central parent museum is a museum that represents the central museum institution of the country and has jurisdiction over a
specific type of artistic-historical works. In Serbia it is the National museum in Belgrade
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Regional museum - defined in a broad sense, applying to countries of different cultural background, as museums that collect,
research and display objects and other relevant contents froma region, in most cases smaller than the territory of a state
(district, landscape, town or village). In Serbia there are parent museums with a territorial jurisdiction over a district.

provinces. From an administrative aspect, on the other hand, the territory of Serbia is divided into
administrative districts. The parent museums, nominatedregional museums, are therefore not really
regional museums. The term that should be used realistically in this situation is district museums.
The parent museums of administrative districts are responsible for all the museums situated
onthe same territory. In the museum network they take care of the cultural heritage of the district and
respond/refer to the central museum institution of the country, the National Museum of Belgrade. In the
museum network, the parent museums of the districts are supposed to represent the link between the
district and the state when it comes to the field of cultural heritage. Although it is a good idea, it is not
well thought through in practice.
The Act itself fails to give any definitions of the regional museums and gives no criteria on
nominating certain community/city museums as parent museums of administrative districts, seeming to
rely on the occasional choice of the government. In some districts, there are even two parent museums
together responsible for the territory of those districts. They have jurisdiction over different numbers of
local units and museums.
There are 35 (29 districts) in Serbia and they are distributed as shown in the following image:
Image 2. Regional museums in Serbia

This Resolution is particularly important for this thesis because it provides information regarding
the organization of museum network, as well as the information explaining types of museums existing on
the territory of Serbia. It also gives us the information on how many museums fall into a certain type
when it comes to territorial jurisdiction.

Image 3. Museum network in Serbia

Central parent
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Image 4. Museum types in Serbia

Museum types
• Fine art/ archeology/ numismatics
• Contemporary art
• Applied Arts
• History
• Ethnology
• Natural sciences
• Science and Technology
• History of Yugoslavia
• Museum of National Theatre of Serbia
• Museum of Yugoslavian Cinematheque

When it comes to government and ministry sub-organs and departments, there are three main
institutions that provide information on cultural institutions and museums through research and
statistics. One of them is theCenter for Study in Cultural Development (CSCD), founded on April 20 1967
by Assembly of Socialist Republic of Serbia (Law on Center for Study in Cultural Development) as a public
researchinstitute in the field of culture. Founder’s rights and obligations are executed by Government of

Republic of Serbia according to law.Center for Study in Cultural Development is institution of culture that
performs scientific, development and applied research in fields of sociology or culture and cultural
policy, collects information and documentation on culture, arts and media in Serbia and abroad. The
research studies the CSCD has developed over the past ten years in the field of museums include:
Cultural Policies of Museums in Serbia, Museum Professionals and Development of Museum Industry:
(Un)Used Possibilities, Museum Public in Serbia etc. The Center also developed an on-line data basis
counting all the cultural institutions on the territory of Serbia, e-Kultura.
The other institute is theStatistical Office of the Republic of Serbia, a special professional
organization in the system of state administration of the Republic of Serbia that performs expert tasks
related to adopting programs, organization and conducting of the statistical surveys, methodology
creation, collecting, processing, statistical analysis and publishing of the statistical data; preparation and
adopting of unique statistical standards; development, maintenance and usage of administrative and
statistical registers of the Republic; establishing and maintenance of the system of national accounts;
cooperation and expert coordination with bodies and organizations that are in charge of carrying out the
statistical surveys; cooperation with international organizations so as to provide standardization and
data comparability; data processing, with the aim of providing election results and referendum on the
level of the Republic, as well as other tasks stipulated by the law. The Statistical Office of the Republic of
Serbia comprises 14 regional departments, established in order to provide improved organization of
collecting statistical surveys’ data in the field.When it comes to museums, the Statistical Office made
their research and counted the museums according to the type of artistic-historic objects.
The Central Institute for Conservation (CIC) is the third public institution providing information
about museums. It is a new institution for the protection of cultural heritage of Serbia and the region
of Southeast Europe. It is established as a result of the RS Ministry of Culture Project with the
participation of the Italian government. At the suggestion of the Ministry of Culture, on 22 January
2009, the Republic of Serbia government passed a decision establishing the CIK, which began operations
on 1 October 2009. The Central Institute for Conservation is an interdisciplinary, educational, scientific,
research and conservation centre and a specialised institution of cultural heritage protection. It has
classrooms, laboratories, studios, and workshops for conservation and restoration of all types of
cultural property. CIK is also the seat of the ICOM (International Committee of Museums)Regional
Alliance for Southeast Europe – ICOM SEE. CIC underlines the organisation of efficient protection
services, including the whole substance of tangible and intangible heritage and all the interdisciplinary
activities in its system of heritage protection. CIC undertakes creatinga multidisciplinary professional
and scientific database in the field of heritage protection,the implementation of multidisciplinary
research in the field of preventative conservation, creating a professional documentation record
system, raising the level of professional expert institutions all over the country, protection services
networking, as well as involvement of the public and the relevant authorities in heritage preservation
and heritage protection strategies. The research studies developed by CIC contributed for collecting
information for the thesis regarding museum situation in Serbia and museum policies and their
professional staff contributed directly in the development of the analysis for this thesis.

This research also uses certain unofficial sources; aside from the usual available bibliographical
sources, I also used the opinions of the professionals working in the museum field and involved, directly
and indirectly, in the communication of museums. I opted for this method due to lack of information in
the communication field in museums of Serbia. By contacting the professionals in research and
museums, I managed to successfully collect data and use the opinion of professionals as a reliable source
of information. Some of the professionals I contacted were:Aleksandra Savic- Chief of Education,
Communication and Marketing Department at the Natural History Museum in Belgrade,
DraganaMartinovic – Researcher at the Center for Study in Cultural Development of Serbia in Belgrade,
Ana Kocjan — Manager Center of Communication at the Central Institution for Conservation (CIC) in
Belgrade, DraganBulatovic – professor of Museology and the headmaster of the Center of Heritology at
the University of Belgrade.

2.1.2 Universe of Museums: Serbia
The exact number of museums in Serbia is not known due to the inconsistency of registered
information and different methods of registration used in the researches. Differences in the information
provided by different resources on the total of museums in Serbia created difficulties in selecting the
nucleus of museums for the research. The sources that offer the information regarding the number of
museums in Serbia at the moment are: Center for Study in Cultural Development,Statistical Office of the
Republic of Serbia, ConstitutionalLaws and Actsand the non-government sources.
In 2000 the Center for Study in Cultural Development counted 180 museums, collections and
galleries on the territory of Serbia. The number, as said, does not refer only to museums, but includes
other artistic collections. Contra this, in 2010,the Center published another research publication,
Museums of Serbia – current situation and developed a project constructing an electronic data base
stating all of the institutions of culture. The on-line data base, E-culture, counts150, now updated to 157
museums and galleries with funds.75Yet again, the number is not limited to the definition of museum, but
includes other artistic collections.
TheStatistical Office of the Republic of Serbia’s holds the on-line data from 200976, according to
which there are 108 museums in Serbia. Contrarily from classification the Center for Study in Cultural
Development gives, the Statistical office classifies museums by category77, based on the type of objects
they conserve and display in their collection. In the following image, extracted from the Statistical Office
website, is the table of numbers and categories they used in the museum classification.
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Image 5.
Museums – total
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Natural History Museum
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Economic and technical museums

6

Socio-historical museums

28

Museums Complex

35

Museums of Art
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If we follow the Public service Law and the definition of the institutions of public service, it is
possible to count the museums that fall into the category of public institutions – founded or funded by
the Republic. This automatically excludes other museums that have not assumed the status ofanational
institution but exist on the territory of Serbia. Nevertheless, focusing on national institutions, this law
counts 65 museums (Kosovo excluded78).
Inequalities found between these sources of information come mostly from the lack of standards
for classification and a precise definition of museums. Center for Study in Cultural Development classifies
museums together with other artistic collections: museums, collections and galleries or museums and
galleries with funds. Statistical Office of the Republic of Serbia classifies museums partially by the type of
objects of their conservation, offering a different number. Differently, the Law considers only museums
established as the institutions of public service. Since all the resources are public services of the same
Government, they should put more effort into publishing same types of information in their researches
and websites in order to limit the amount of confusion in further research and make these services as
accessible and search-friendly as possible for the non-professional or foreign users.
This research will focus only on museums stated as institutions of public service. I chose only to
follow this type of museums due to precision and reputability of the data available regarding museums
as institutions of public service. The number of museum institutions I will be referring to from this point
of the thesis is 65.
TheConstitution of the Republic of Serbia states that the main role of museums in Serbia is to
conserve cultural heritage of national and world importance.79The Constitution also declares that the
Republic of Serbia manages and provides a system for the conservation of culture and preservation of
cultural goods. 80According to the already mentioned Public service Lawculture is a part of public service
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In this research I decided to exlude the museums located on the districts of Kosovo, as well as the National museum in
Kosovska Mitrovica, because of the possible difficulties in their reach
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activities for which the Republicfounds specificinstitutions to manage and perform these activities. 81 The
Cultural Heritage Law then follows by stating that the institutions of conservation carry out the activities
in the field of cultural heritage, whereas themuseumsrepresent the institutions of public service that
perform the activities in the field of conservation and preservation of artistic-historical works.82These
institutions are legal entities founded to perform cultural activities to satisfy the needs of the citizens
and other interests in the field of culture.83 The museums in Serbia can be founded by the Republic
(State), autonomous province, local authority unit (community/ city) and other legal entities.
Museums in Serbia are divided according to the type of artistic-historic works they
conserve in their collection and according to the territorial jurisdiction. The Resolution concerning
Determination of museum jurisdiction according to types of artistic-historical works and according to
territory decides on the roles of certain museums in order to create a museum network of Serbia
focusing on these two criteria. On the basis of the type of cultural-historic good as object of
conservation, the law divides museums into10 categories:
1)
2)
3)
4)
5)
6)
7)
8)
9)
10)

artistic-historic objects of value in numismatics, archeology and fine art until the 20th
objects of fine art from the 20th century
historic-artistic objects of value for the history of Serbia
objects of value for the ethnological field of Serbia
objects of value in the applied arts
objects of value in the field of nature
objects of value in the field of history of science and technology
objects of value in the field of Yugoslavian culture
object of value in the field of theatre
objects of value in the field of Yugoslavian cinematography 84

Still, most of museums in Serbia are not fully specialized, often including more than one category within
their collection. Because of this, it is opportune to introduce another type of museum: complex museum.
Complex museum is a museum not fully specialized for one category but possesses objects that fall into
more than one category within their collection. In Serbia most museums fall into this typemaking it
difficult to organize the museum network according to the type of artistic-historic works. This is why the
Republic names ten museums in Belgrade as fully specialized, each as a representative of one category.
These are parent museums. Other museums throughout the country answer to these museums for the
objects of that category, whether their collections are in complex or specialized form.
In accordance to this, the law declares jurisdiction to ten central museums in Belgrade on the
basics of thetype of cultural-historic goods. The jurisdiction is given to the following museums:
1) National Museum Belgrade – the central institution of the country and parent museum for
artistic-historic objects of value in numismatics, archaeology and fine art until the 20th
81
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83
Art. 22, Cultural Heritage Law, Official Gazzette RS, n. 6/90
84
The last three museums of these ten are additionaly added to the list of the national central institutins
82

2) Museum of Contemporary Art in Belgrade - parent museum responsible for objects of fine art
from the 20th century
3) Museum of History of Serbia – parent museum responsible for historic-artistic objects of value
for the history of Serbia
4) Ethnological museum in Belgrade – parent museum responsible for objects of value for the
ethnological field of Serbia
5) Museum of Applied Arts - parent museum responsible for objects of value in the applied arts
6) Museum of Natural Sciences – parent museum responsible for objects of value in the field of
nature
7) Museum of Technology and Science in Belgrade - parent museum for objects of value in the field
of history of science and technology
8) Museum of History of Yugoslavia – parent museum for objects of value in the field of Yugoslavian
history and culture
9) Museum of Theatre Art – parent museum for the objects of value in the field of theatre art in
Serbia
10) Museum of Yugoslavian Kynotheque – parent museum for the objects of value in the field of
Yugoslavian cinematography
When it comes to territorial jurisdiction, the Resolution declares National Museum inBelgrade
the central parent institution of the country. This means that this museum has jurisdiction over all the
other museums with smaller territorial jurisdiction. These smaller museums are distributed according to
administrative districts, one or two museums are the central institutions for each administrative district.
The museums with smaller territorial jurisdictions in Serbia are named regional museums
representingparent institutions of the administrative districts. In reality these regional museums are
community or city museums nominated to be parent institutions of districts of Serbia.
Following theResolution concerning Determination of museum jurisdiction according to types
of artistic-historical works and according to territory, we can create a hierarchy of Serbian museums
according to territorial jurisdiction. They are arranged into 3 classes:
Image 6.

Central Parent
museums

Regional museums

Community/ city
museums

The Central Parent museum has jurisdiction over the Regional museums and responds directly
to the Republic; Regional museums have jurisdiction over the community/ city museums present on
the territory of their district and respond to Central Parent museum; Community/ City museums have
jurisdiction over their own community/ city and respond to Regional museums.
In the museum network, the regional museums are supposed to represent the link between the
district and the Republic. TheResolution concerning Determination of museum jurisdiction according to
types of artistic-historical works and according to territory itself does notprovide any definitions of
regional museums and gives no criteria on nominating certain community/city museums as such. The
decisions on which museums should be regional museums seems to be a government’s occasional
choice. In some districts, there are even two parent museums responsible for the territory of those
districts. Furthermore, regional museums' jurisdiction is not equally distributed managing different
numbers of local units and museums by district.
These inequalities between regional museums create problems in the museum network.
Although it is a good idea representing a step forward in museum development, in practice, the museum
network does not work. Some of the regional museums do not have enough employees, some have the
staff not competent enough to perform museum activities; some museums have the jurisdiction over too
many local units making it impossible to monitor all of them at once, and so on.

2.2. Selecting information and criteria
As mentioned in the previous chapter, communication is an activity born relatively recently in
the museum environment. It is a museum field that goes hand in with the museum mission and strategy.
This obviously requires a museum environment developed to a certain level, especially in regards to
museums:
-

size (in square metres and in number of employees)
planning of the program activities
have interest in developing communication within the museum strategy

The initial idea of the research was to select a nucleus of the twenty most developed museums in
Serbia on the basis of their size in square metres, the number of employees, their public accountability,
the number of their programme activities, their territorial jurisdiction and the jurisdiction based on the
type of the object they collect.
Firstly, we counted all of the museums consideredpublic institutionsand arrived to the number of
68 museums. Then, we wanted to divide the museums according their territorial jurisdiction or their
jurisdiction according to the type of cultural-historic goods. In the end it was planned to rank the
museums holding one or the other jurisdiction based on other criteria: museum size in square metres
and the number of employees. Twenty of the best ranked museums would then be chosen as the most

adequate for the research. The logic behind this choice is that the biggest museums, in square metres
and in number of employees, withholding a jurisdiction – thus, the responsibility over a certain number
of other museums –would have a more developed structure and management, needed for the
development of communication. However, this method failed to classify the museums’ property.
The first and the largest concern is regarding the classification according to the type of culturalhistoric goods. This criteria is supposed to classify the museums according to the object of their
conservation. There are ten types or categories of cultural-historic goods in Serbia: artistic-historic
objects of value in numismatics, archeology and fine art until the 20th;' objects of fine art from the 20th
century; historic-artistic objects of value for the history of Serbia; objects of value for the ethnological
field of Serbia; objects of value in the applied arts; objects of value in the field of nature; objects of value
in the field of history of science and technology; objects of value in the field of Yugoslavian culture;
object of value in the field of theatre; objects of value in the field of Yugoslavian cinematography. One
national museum is classified as central for each category and responsible for all the other museums
that fall into those criteria. For example, Museum of Applied Arts is the museum in charge of all the
museums that are specialized in applied arts. The problem is that most of museums in Serbia are not
specialized, but complex museums having different types of cultural-historic goods in their collection.
Thus, this type of classification is useless.
When it comes to territorial jurisdiction, the situation is not that different. The National museum
in Belgrade is classified as the Central museum institution responsible for all the other regional
museums that hold jurisdiction over the smaller territories of Serbia – the districts. The problem is that
the regional museums are nominated as such occasionally, with no specific criteria. So, there are
districts that have two museums in charge or that have twenty smaller community museums on their
territory, while the others have only five. Thus, the museum size does not have to match with the level
of territorial jurisdiction which leads to further inequalities in the information and unrealistic
classification.
In order to make the criteria more adaptable and realistic to the context of Serbia, we were forced
to deviate the initial criteria for classification and selection of the sample of museums for the analysis.
The reviewed criteria of the research focused onmuseum size (in sq metres and in number of
employees), planning of the program activities, interest in developing communication within the
museum strategy and exclude the criteria based on museum's typological jurisdiction. However, we did
decide to use the criteria of territorial jurisdiction as it represents the level of importance of museums.
The museums having the territorial jurisdiction are positioned as more significant in the museum
network. It also resulted to be a logical choice to concentrate on these museums because the
information regarding is more thorough than in the museums without territorial jurisdiction.

The criteria for selecting the examples of the best developed museums from the museum
universe in Serbia are:
-

size (in sq metres and in number of employees)
territorial jurisdiction85
planning the program activities
level of communication development
have interest in developing communication within museum strategy

The information used for the criteria were collected using different sources and instruments due
to lack of official information on museums. Most of the information regarding museums size was
reputable, taken from museums' documents or researches and analysis done in the field of museums in
Serbia. The other three criteria: planning the program activities, level of communication development
and interest in developing communication within museum strategy were created additionally, after
overviewing the museum universe in Serbia. The data for these criteria were collected professionals'
evaluations. The problem with program activities criteria was that only some museums had this type of
information recorded and registered. This criteria was important for realizing whether museums in
Serbia have the content to communicate and to represent itself with, other than permanent collection.
The third criterion- development of communication - was important to evaluate whether the
communication departments or museum practitioners exist within museum management in Serbia.
Although there has never been a research or an analysis done in this field, it was important to have at
least approximate information about the level of museums' involvement in the communication. The
fourth criterion representsa completely qualitative, descriptive criterion, but of significant importance
for the development of this research because it reveals how much the museums are willing to develop
this part their practice and include it in their strategy.
These three criteria were analyzed through a rank table and a short survey sent to museum
professionals working or researching in the field of communication. The survey was constituted from a
selection of questions with multiple choice answers, including communication thematic, such as
program activities and activities in communication. The rank table relates to the level of development of
communication policies and activities within museum management. The professionals included in the
survey and rank table analysis were: Aleksandra Savic- PR practitioner in the Museum of Natural History
in Belgrade, DraganBulatovic- headmaster of the Department of Museology at the University of
Belgrade, DraganaMartinovic- practitioner at the Center for Cultural Development in Serbia, Ana Kocjan head of Communication Department at the Central Institute for Conservation.
Since the criteria of territorial jurisdiction was not applicable to this research due to significant
differences and inequalities between museums, we have decided to rank the museums based on their
size firstly. The size criteria included museum space in square metres and in number of employees.
According to this, museums were divided into small museums, medium museums and big museums. The
nucleus of museums was then constructed of five small museums, five medium museums and five big
museums. Alongside with these museums five other museums were selected. These museums are
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museums situated in Belgrade and with core value based on the type of artistic-historic type of the
object of their conservation.
The following table shows the universe of museums in Serbia we focused on, museums
considered as institutions of public service, showing their territorial and typological jurisdiction:

Table 1.

Museums

Type according to
territorial jurisdiction

Type according to
artistic-historical
jurisdiction

Type of artistic-historical
works

National Museum Belgrade

Central parent museum

Parent museum

Archeology. Numismatics.
Art until 20th cent.

Museum of Contemporary art
Belgrade

Parent museum

Contemporary art

Museum of Natural History,
Belgrade

Parent museum

Natural history

Museum of history of
Serbia,Belgrade

Parent museum

History

Museum of Applied Arts,
Belgrade

Parent museum

Applied Arts

Ethnological museum,
Belgrade

Parent museum

Ethnology

Museum of Science and
Technology, Belgrade

Parent museum

Science and technology

Museum of History of
Yugoslavia, Belgrade

Parent museum

Yugoslavian history

Museum of Theatre Art of
Serbia, Belgrade

Parent museum

Theatre art

Museum of Yugoslavian
Kynotheque, Belgrade

Parent museum

Yugoslavian
cinematography

Museum of Vojvodina, Novi
Sad

District museum*,
regional museum

Complex museum

National museum
Arandjelovac

Regional museum

Complex museum

Museum of the City of Bečej

Regional museum

Complex museum

Museum of mining and
metallurgy Bor

Regional museum

Industrial science

Ntional museum Čačak

Regional museum

Complex museum

Museum of Rudnik and
Takovo, GornjiMilanovac

Regional museum

Complex museum

Heritage museum Jagodina
National museum Kikinda
Heritage museum Knjaževac
City museum
KosovskaMitrovica
National museum Kragujevac
National museum Kraljevo
National museum Krusevac
National museum Leskovac
Museum of the province
Negotin
National museum Niš
Museum Ras Novi Sad
Museum of the City of Novi
Sad
National museum Pančevo
Heritage museum Paraćin
Musuem of Ponišavlje, Pirot
National museum, Požarevac
Museum in Prijepolje
National museum Prokuplje
Heritage museum Ruma
National museum Šabac
Museum in Smederevo
National museum
SmedervskaPalanka

Regional museum
Regional museum
Regional museum
Regional museum
Regional museum
Regional museum
Regional museum
Regional museum
Regional museum

Complex museum
Complex museum
Complex museum
Complex museum
Complex museum
Complex museum
Complex museum
Complex museum
Complex museum

Regional museum
Complex museum
Regional museum
Complex museum
Regional museum

Complex museum

Regional museum
Complex museum
Regional museum
Complex museum
Regional museum
Complex museum
Regional museum

Complex museum

Regional museum
Complex museum
Regional museum
Complex museum
Regional museum
Complex museum
Regional museum

Complex museum

Regional museum
Complex museum
Regional museum
Complex museum

City museum Sombor

Regional museum

Complex museum

Musuem of Srem,
SremskaMItrovica

Regional museum

Complex museum

City museum Subotica

Regional museum

Complex museum

National museum Užice

Regional museum

Complex museum

National museum Valjevo

Regional museum

Complex museum

National museum Vranje

Regional museum

Complex museum

City museum Vršac

Regional museum

Complex museum

National museum Zaječar

Regional museum

Complex museum

National museum Zrenjanin

Regional museum

Complex museum

Heritage museum of
ŽupaArandjelovac

Community museum

Complex museum

Heritage museum Aleksinac

Community museum

Complex museum

City museum of
BačkaPalanka

Community museum

Complex museum

City museum Djakovica

Community museum

Complex museum

Museum “Horreum Margi –
Ravno”, Ćuprija

Community museum

Complex museum

Museum in Majdanpek

Community museum

Complex museum

Heritage museum Priboj

Community museum

Complex museum

Museum of History of
Yugoslavia

City museum

History

Museum of Yugoslav
Cinematography

City museum

Parent museum,
specialized museum

Cinema

Museum of African Art
Belgrade

City museum

Parent museum,
specialized museum

Complex museum

Museum of Theatre Art
Belgrade

City museum

Parent museum,
specialized museum

Theatre

Pedagogical museum
Belgrade

City museum

Parent museum,
specialized museum

Pedagogy

Museum of Nikola Tesla
Belgrade

City museum

Specialized museum

Science

Theatre museum of
Vojvodina, Novi Sad

District museum*

Parent museum,
specialized museum

Theatre

MuzejsavremeneumetnostiV
ojvodine, Novi Sad

District museum*

Parent museum,
specialized museum

Contemporary art

Gallery of MaticaSrpska, Novi
Sad

City museum

Art until the 20th century

Museum of Naïve and
Marginal Art, Jagodina

City museum

Applied Arts

Museum “21. October”,
Kragujevac

City museum

Specialized museum

Museum of coal mining
SenjskiRudnik

Community museum

Specialized museum

Natural history

Museum in the open
“StaroSelo”, Sirogojno

Community museum

Specialized museum

History

As stated earlier, the research focused on the museums with territorial jurisdiction as the
indicator of their level of importance – the shaded museums in the table 1.
The next step is dividing the shaded group of museums (with territorial jurisdiction) according to
their size, in square metres and in number employees. Even at this stage of the research we were forced
to choose only one of the parameters of the criteria museum size, because of a number of ambiguities
we stumbled upon in tendency to classify the museums in small, medium and big. Certain museums,
some of which are the parent museums of museum network do not have their official building or in
some cases the official building is in renovation phase. One of the cases is the case with the Museum of
Natural History that still has not been assigned with a permanent building of its own. It is the parent
museum for all the objects of value in the field of natural history which shows its importance for the
conservation and collection of these objects in Serbia. 120 collections and 1 500 000 objects belongs to
this museum which exists since 1895, but still, 118 later the museum has not been declared with a
building where it could create its permanent collection. The museum lives on temporary exhibitions
displayed in a gallery in the centre of the city that belongs to the museum, while its offices are
temporarily situated in another location. Another example is the National museum in Belgrade. This
museum has administrative territorial jurisdiction over all of the museums in Serbia. It is also the
representative of the artistic-historic objects in field of archaeology, numismatics and fine art until 20th
century, with typological jurisdiction for all the objects –thus, museum - that fall into this category. The
National museum of Belgrade does possess its own building in the very center of Belgrade, but this
building has beenclosed for renovation since 2002. It opens its doors for temporary exhibitions on the
ground floor of the building, but the permanent collection and the first floor of the building have been
closed for visitors for over a decade. The museum possesses other locations in the city and
archaeological spaces with their own permanent collections and displays. Similar destiny follows the
museum of Contemporary Art in Belgrade whose central building has been closed for renovation for
seven years. In the meantime the museum organizes temporary exhibitions in its galleries in the city,
while the permanent exhibition is closed for visitors.

Because of this kind of ambiguities, the research opted for one parameter for the size criteria
basing the classification only on number of employees for the museums with a certain jurisdiction.
Furthermore, in this thesis we separated the regional museums from museums in Belgrade in order to
cover different geographical divisions on the Serbian territory. In the following tables we can see small
museums, medium museums, big museums, and parent museums in Belgrade ranked on the basis of
their number of employees. From each category of museums we chose five samples of museums. This
way the nucleus of museums for the research includes museums of different size and with different
backgrounds.
Table 2.
Small museums
Museums

Size in sq. Metres

Number of employees

Homeland museum,
Vlasotince

256

4

Homeland museum, Paracin

350

6

Museum in Prijepolje

1.490

6

City museum, Senta

1.360

7

Museum Jadra, Loznica

3.600

8

Ras museum, Novi Pazar

480

8

City museum, Becej

1.400

9

Homeland museum,
Knjazevac

1.120

9

Homeland museum, Ruma

540

10

Museum of Krajina, Negotin

1.040

10

National museum, Vranje

770

12

National museum, Kikinda

2.080

15

Museum of Ponisavlje, Pirot

600

15

National museum, Sabac

1.030

15

Table 3.

Medium museums

Museums

Size in sq. Metres

Number of employees

National museum,
Arandjelovac

620

16

City museum, Vrsac

1.800

16

National museum in
SmederevskaPalanka

650

16

Museum of Srem,
SremskaMitrovica

2.200

16

National musuem, Valjevo

2.800

17

Museum in Smederevo

925

17

City museum, Sombor

2.720

17

National museum, Cacak

1.450

18

Homeland museum,
Jagodina

780

18

Museum of Takovskorudnickogkraja,
GornjiMilanovac

1.000

18

National museum, Pancevo

1.750

20

National museum, Zajecar

1.160

21

National museum, Pozarevac

1.290

22

National museum, Toplice,
Prokuplje

685

22

Museum of mining and
metallurgy, Bor

1.290

23

National museum, Kraljevo

1.430

Table 4.

24

Big museums

Museums

Size in sq. Metres

Number of employees

City museums, Subotica

3.040

32

National museum,
Kragujevac

2.900

33

National museum, Uzice

4.400

39

National museum, Leskovac

2.650

39

National museum, Krusevac

2.650

41

National museum, Zrenjanin

2.075

44

National museum, Nis

3.500

62

City museum of Vojvodina

8.000

48

Table 5.

Central parent museums in Belgrade
Museums

Museum surface
dimensions in mq

Number of employees

National Museum Belgrade

15.860 mq

116

Museum of Contemporary
art Belgrade
Ethnological museum
Belgrade
Museum of Science and
Technology, Belgrade
Museum of history of Serbia,
Belgrade
Museum of History of
Yugoslavia

5.782 mq

58

5.790 mq

64

5.255 mq

21

4.308 mq

34

3.337 mq

29

Museum of Applied Arts

2.510 mq

37

Museum of Natural History
Museum of Theatre Art of
Serbia, Belgrade
Museum of Yugoslav
Cinetheque , Belgrade

0 mq

14

250 mq
NN

NN

Due to the lack of information, the five museums chosen from each category were selected
considering the opinion of the professionals and practitioners working in the field of museum
communication in Serbia. They commented on museums’ program activities as well as their interest and
level of communication. I followed a method of selecting museums with the most positive views and
votes when it comes to the above mentioned activities. The museum practitioners and professionals
whose opinion we used as a criteria for selection are: Aleksandra Savid, PR and Communication Curator
at the Museum of Natural history in Belgrade and the author of the book Public in museums, museums in
public, Ana Kocjan, Manager Center of Communication at the Central Institution for Conservation (CIK)
in Belgrade and author of many research projects on Serbian museums, DraganBulatovic- headmaster of
the Department of Museology at the University of Belgrade, DraganaMartinovic- practitioner at the
Center for Cultural Development in Serbia.
Bringing together these opinions and the other criteria shown in the tables earlier in the chapter,
we created a list of twenty museums - five small, five medium, five big regional museums and five parent
museums in Belgrade. The twenty museums selected are believed to be the most developed, within their
category, in practicing program and communication activities. The final nucleus of museums includes the
following museums:

Table 6.

National Museum Prijepolje
National Museum Novi Pazar
Small museums

Homeland museum Knjaževac
National Museum Šabac
National Museum Kikinda
National Museum Valjevo
National Museum Vršac

Medium museums

City museum of Sombor
National Museum SmederevskaPalanka
National Museum Smederevo
City museum of Volvodjina, Novi Sad
National Museum Zrenjanin

Big museums

City museum Subotica
National Museum Kruševac
National Museum Niš
National Museum Belgrade
Museum of History of Yugoslavia, Belgrade
Museum of Applied Arts, Belgrade

Parent museum

Museum of Contemporary Arts, Belgrade
Museum of Science and Technology, Belgrade
Museum of Natural Science, Belgrade

We decided to include also the Museum of Natural Science in Belgrade because of its particular
situation. This museum is a parent museums which has a particularly developed communication,, but has
a small number of fixed employees and no space of its own, thus survives only on temporary exhibitions
and without a permanent exhibition.

Chapter III: Communication policies and communication
competencies in Museums
3.1. Communication policies
In this chapter, my research focuses on defining the terms communication policies and
communication competencies. Before delivering questionnaires and analyzing where museums in Serbia
stand when it comes to communication it is necessary to understand what communication is all about.
Furthermore, we need to learn how museums apply communication to their system and how they see
their role in regards to it. Then we can continue to the definition of competencies related specifically to
communication explaining what communication competencies mean in the social life of people and what
they represent in museum environment. Also, studying the already existing models of communication in
the business world and their application to some museums in the worlds brings us to some interesting
facts on how the communication channels can be used in order to set the image of an institution and its
activities and how it can boost the interest of the target audience and other museum stakeholders.
Only after defining and comprehending these concepts and different aspects to it is it possible to
analyze the specific case of museums in Serbia and their ways of communication.

3.1.1 Communication
3.1.1.1 Definition of communication
The term communication implies a wide range of meanings. Several key words can be
associated with the meaning of communication, such as strategy, channel, human ability,
process, theory, and method.
The idea that tocommunicate means to transmit information, in the sense of passing knowledge
to someone else, represents a crucial factor in creating this tradition. Communication can be defined as
anexchange of experienceor sharing experience, an ability all beings on Earth are gifted. What
differentiates human beings from other beings is the superior ability to create and exchange symbols.
Symbols are the thing we use to represent something else or as a representative that stands for the
concept we create in our mind and want to communicate to somebody. During the 20th century interest
in communication grew and scientists began to wonder how communication works, what factors that
contribute to its development or barriers that complicate it. Curiosity for communication comes from the
business world and the realization that implementing communication can, in fact, enhance a certain
brand and help maximize profit. Pioneer scientist in the communication field become conscious of the
idea that communication is an ongoing activity - a process with different stages between the starting

point and the end (goal). They affirm that communicationis a process of creating meanings between two
or more people.86
Soon researchers and scientists begin to shape models of process of communication. The
simplest communication model reflects the work of Shannon and Weaver. The model consists of a
sender, a message, a channel where the message travels, noise or interference, and a receiver.

Image 1. Shannon and Weaver Model of Communication

In 1947, Claude E. Shannon, a research mathematician working for Bell Labs, created a theory of
communication designed to facilitate information transmission over telephone lines. This first model was
missing an essential step in the communication process - feedback. Feedback is the proof that the
receiver understood or did not understand the message sent by the transmitter. Warren Weaver
elaborates on Shannon’s linear model by adding the component of feedback, making the effect of the
process circular. Although originally tended to be used by engineers dealing with information that was
void of meaning, the Shannon-Weaver Model is one of the most popular inter/personal communication
models used today.

Image. 2 Shannon and Weaver Model of Communication

Feedback
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Communication started to grow as a field of research at the beginning of 20th century. Everyday
communication is quite different from the image of communication laid out by communication scholars.
The theory of communication attempts to clarify and investigate how people use message to generate
meanings within and across various contexts, cultures, channels, and media.As such, communication
both reflects the world, but also helps to create it. Communication is not simply one more thing that
happens in personal and professional life; it is the very means by which we produce our personal
relationships and professional experiences—it is how we plan, control, manage, persuade, understand,
lead, love, and so on.87 Thus, communication represents a wider field than just exchanging information
between two individuals.
Furthermore, communication is the method ofsending information, especially through
telephones, radio, computers etc. on one hand, and/or roads and railways, on the other. Communication
becomes a device that enablessystems, links and technology use in today globalized and fast-paced
society. Scientists of contemporary society therefore create mechanisms based on the conception of
communication in order to strengthen systems and technology in order to sustain development of the
society and the world.
Both research and methods in regards to communication have the same goal, which is shared
meaning, as well as optimizing it to the maximum. In order to achieve this, it is crucial to understand that
the message that is being transmitted does not depend only on the goals of the transmitter, but also
how the message is being perceived. This is why marketing has become a crucial knot that helps tie
together the product and the customer. Analyzing the customers’ needs and behaviours helped the
companies to discover how do customers position a certain product in comparison to other brands, how
do they feel about the product and about the company altogether. This knowledgehelped businesses to
adjust their product to the needs and wishes of their customers on one hand, and the ways in which the
product should be communicated to the same customer on the other. This communication strategy
initiated another subject. It has also led to the conviction that the customer behaviour can be changed
throughout an adequate communication of the product. From this point communication strategy has
started to assume an extremely important role in company’s strategy, mostly in product selling at the
first, and in creating a good company image and market-position later on. Thus, the companies have
started to create various communication techniques in order to reach their customers and users. At the
beginning companies employed a linear direct marketing process in which products are developed,
messages created and incentives are added to the mix. The products are then pushed through various
media or a sales force to consumers. This methodology relies on behaviour assumptions that all
consumers follow the same decision process: Awareness - Knowledge - Evaluation - Purchase.This
strategy worked well for a while because targeting and smart advertising gave companies the edge over
consumers with limited product knowledge. However, buying behaviour has become more sophisticated
since consumers acquired access to technology such as the Internet, mobile phones, iPods, search
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engines and on-demand TV. This technology has made the traditional linear marketing and
communications process (product/brand - channel - media - customer) redundant. Thus companies now
need an integrated communications approach, a real strategy that combines traditional media, online
channels, PR, affiliate partnerships, products, people and social networks to be successful.

Therefore, communication becomes a real strategy that businesses and organizations use in
order make sure that the public and the clients receive the message they wish to send in the correct
manner. It becomes one of the most important components of business strategy and embodies solutions
attaining public accountability and successfully competing with other horizontal actors within their field
of operation.
The field of communication, as documented strategy to foster effective business interactions, emerged in
response to the recognition that the better a business communicates, the more successful it tends to become.
According to the "Communication ROI Study", conducted by consulting firm Watson Wyatt in 2003, improved
communications translate into a 29.5 percent increase in market value and employee turnover rates in comparison
to the companies without formal, strategic corporate communications programs.

3.1.1.2 Communication importance for obtaining success

According to some research, we spend 75% of our day in communication. Communication is
often related to physical well-being-for over a century now, psychologists have claimed that socially
isolated people are more prone to die early, that they are seven times more likely to commit suicide and
10 times more likely to suffer from cancer or tuberculosis compared to people who are socially engaged.
This is why imprisoned people are locked in single cells - after a while lack of communication
causesdepressionand stagnation in self-development. Likewise, it is important to communicate because
of mutual understanding as it affects the image we create of ourselves. Rosenberg argues that human
being cannot create their own identity without interacting and communicating with other human
beings.88Individuals gain their sense of personal identity because they pay attention to others and
receive the feedback89 that allows them to create an image of themselves in the society.
Communication has become one of the critical factors in different professional fields. In the 21st
century information became an important commodity and a strategic resource in the business world.
Businesses and organizations all over the world have come to realize that communicationcan contribute
immensely in achieving their goals. Internal communication, for example, brings clarity to the working
process, filters misunderstandings and increases productivity as well aseffectiveness of the employees.
Through employers’and employees’ feedback, the employees of a company are more likely to be
satisfied with their position in the company because information gives them something each individual
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desires and needs - thesense of belonging. External communication, on the other hand, focuses on
spreading news and information about the organization to the public, customers, and company
stakeholders. Each company seeks consensus of the market and the society to which external
communication contributes striving to create a good company image and product brand.
Good business communication means that the message thecompany wants to send is received
by its audience without any distortion in the meaning. However, in business it is not always possible to
have an immediate feedback (on a meeting or through a telephone call) because most communication is
one-to-many,90 meaning that one person communicates with two or more people. The chances for
distortion in company’s message are than greater. The role of good business communication is to reduce
or eliminate the dissonance that occurs when one person is communicating with one other person or,
more commonly, with many others. Communication can have a great impact in different decisions
company makes and actions it takes, such as:
Business Innovation.If a companyplans on releasing new products or services, communication
can play a pivotal role in how good the product/ service is, how fast it isbrought to market and
how well the sales force performs. New product development is often accomplished in teams
working together. The better the communication is between the teams the greater chance for
innovation to succeed.
Shaping Company Morale. If a company faces a business downturn, the CEO can do much to
boost employee morale. If the CEO isopen about the firm's prospects and communicates what
actions are under consideration to alleviate the situation, employees will most likely respond
positively and help.
Sales and Marketing. Company marketing come from the company strategy and are directed to
a large audience of past, current and potential customers.Sales and marketing communications
have a role in shaping the company's image. These communications are essential to any
company and organization as they often create the frontline messages people will recall about
an organization. In most cases, good marketing eventually leads to good sales of products and
services.
Changes in audience. Developing a communication program helps companies to keep track of
the changes in clients’/ audience opinion because of the feedback that can be reported and
followed. Although many times it operates with superficial information, communication program
helps the company to know what stakeholders think of the company and whether it is changing.
These are only some ways in which communication can be put to use by the company. The role of
communication in companies and organizations depends on the goals they wish to achieve and the
audiences plan to conquer.
Soon, companies realize that communication is a fast-paced area that meets constant changes
and audience pressure. In order to keep track with it, companies start to develop good and precisely
identified communication plans. By doing so companies try to understand how the process of
communication works, how is it linked to different parts and fields of the organizational framework of
the company, determine their target audience, and consequently decide what tactics to use in order to
shift their behaviour and set the budget of the resources necessary for these activities to be completed.
90

th

www.web.media.mit.edu extracted on 17 of July 2013

It constitutes a model applicable to all the companies no matter the field, the size or the mission of the
company.
The communication planis constructed in eight steps.91 This model has been accepted and used
for a certain time now in many business and companies. It represents the model for managing
communication activities. The following phases construct thesteps of communication plan:









Step 1: Analysis of the current situation
Step 2: Set communication goals the company wants to achieve
Step 3: Define intended (target) audiences
Step 4: Develop messages addressed to intended audiences
Step 5: Select the best ways (tactics) to deliver those messages
Step 6: Create a plan of action for delivering messages
Step 7: Develop budget for intended plan
Step 8: Implementation of the plan 92

All the parts of the communication plan are mutually dependent and connected, and should be
comprehended as a living process, as in all businesses contemporary their environments are exposed to
changes. Companies need to be prepared for these changes, report them and rewrite the plan if needed.

1. Analysis of
the current
situation
8. Implement the
communication
plan

2. Set
communication
goals and objectives

7. Develop
budget and
materials

3. Identify
intended
audiences

6. Develop
action plan

4. Develop
messages
5. Select
tactis
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The communication plan may seem as a complicated program to develop, but it is a critical for
companies who wish to promote their brands and products, and therefore the company itself gaining the
attention of the public. However, having a communication plan does not mean having a communication
strategy. Often confused with communication strategy, communication plan is a significant practical
element of the communication strategy. It involves the techniques with whom the objectives of
communication strategy is achieved. It is the implementation of thecommunication strategy mission in
order to obtain the effective communication with various stakeholders. A successful company should
have both, a communication plan and a communication strategy involving all the internal and external
subjects important for the company’s development.
The problem with having only a communication plan is that, although it sets clear, reasonable
and sustainable goals and objectives, it fails to grasp the whole image of the company, in sense of a longterm commitmentas an element of company’s strategy, equally important as its’ other key constituents.
The communication plan itself in reality relates only to the field of Public Relations, which is product- and
brand-oriented, and generally based on promotion and communicating with the media. This leads to the
fact that communication plan is in some companies are more connected to the marketing sectorand in
the others with the company’s directors resulting as a task of the management sectorof the company .
For these reasons, communication in companies and organizations needs to be employed as an
integrated system, a strategy with lots of different elements (communication plan being a its practical
element) which, if implemented in the correct way, can bring the company to success, good positioning
in the market, as well as the public accountability.

3.1.2 Corporate communication strategy
3.1.2.1 General idea of communication strategy
It has been a while now that businesses have realized that communication is extremely
important for the whole company, not just for promoting their new products and communicating with
the media. The companies nowadays tend to see communication as a discipline that goes hand in hand
with the company’s strategy, its mission and goals, its population, external environment research,
industry actors etc. Because it is such a multi-disciplinary field, communication researchers have tended
to take different paths in defining communication strategy. One part of the researches have thought of
business communication as the communication plan defining strategy in plural. By “strategies” these
researchers refer to techniques being used in the communication plan. Therefore, this way of thoughts
follows the idea that communication plan is the communication strategy. Differently, a large part of
researchers see the communication strategy as an actual strategy which becomes a crucial element of
the company’s strategy in whole. Here the communication plan is only a practical stage of
communication activities incorporated in a larger concept of communication strategy. Many big
companies today follow this school of thought. These companies have already taken the move in
formulating the communication strategy, but generally it is still difficult to find a good strategic
communication integrated in the company system. 93 In relation to this Tibbles says:
Strategy and the communications world, and particularly the PR part of that
world, just do not seem to go together. It is certainly unusual to come across a
memorable, cogent, sustained, and effective communications strategy. Not a
brand strategy. Not a marketing strategy. Not an advertising strategy acommunication strategy.94
Tibbles’ statement is more than realistic. Often public relations and communication are misunderstood
for brand strategy, marketing strategy or advertising strategy. This happens due to the historical
development of public relations. Until the 1970 the term public relations has been used to describe
communication with the stakeholders. However, public relations in companies largely consisted in
communication with the press. It is not before other stakeholders (internal and external) started to
demand more information from the companythat the practitioners (employees managing public
relations) started to see communication as more than just public relations. This is when communication
started to gain new role and functions. Since those times, communication has developed intensely and
quickly grown as a discipline, despite being a process that takes time. Communication, as this new
function, has started to incorporate a significant range of specialized disciplines such as corporate
advertising, corporate design, internal communication with employees, issues and crisis management,
media relations, investor relations, change communication and public affairs. The key characteristic of
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this new vision of communication is that it focuses on the company as a whole and on modes and ways
in which the company presents itself to all its key stakeholders. Van Riel defines corporate
communication as:
an instrument of management by means of which all consciously used forms of internal
and external communication are harmonized as effectively and efficiently possible, with
the overall objective of creating a favourable basis for the relationships with groups
upon which the company is dependent.95
From Riel’s definition we can see that corporate communication involves a variety of managerial
activities - planning, coordinating and counselling of the directors and managers within the organization as well as tactical skills - producing and disseminating messages to relevant stakeholders. So, corporate
communication is identified as a management function that offersa framework for effective coordination
of internal and external communication with the overall purpose of establishing and maintaining
favourable reputations with stakeholder groups upon which the organization is dependent.
The general idea of the corporate communication is that success and sustainability of a company
depends on how it is viewed by the key stakeholders, and how communication is a crucial component in
building and developing such reputations. In relation to this, Richard Eldmen, CEO of one of the biggest
PR companies, states that communication is the organizing principle behind many business decisions.96He
also claims that communication is one of the five C’s toa successful corporate communication culture
(core values, co-creation, celebration, communication, commitment) within the company.

3.1.2.2. Corporate communication is an integrated field

Although we gave a distinct definition of what corporate communication is, it still brings up a
certain level of confusion in regards to whichare its elements and functions. Is it a marketing-based field
or a public relations-based field? There has been much debate as to whether marketing is a part of public
relations or vice versa: are they two separate professions or are they simply synonyms of the same
concept? Briefly, marketing and public relations, within a company, are not merged disciplines and they
do not subordinate one another. They are two disciplines balanced against each other and managed
together within the company’s corporate communication system. This framework suggests a holistic way
of seeing and practicing communication management that cuts across the marketing and public relations
disciplines (and activities such as advertising and media relations within them).97 Corporate
communication, therefore, ‘inserts the various communication disciplines into a holistic perspective,
drawing from the concepts, methodologies, crafts, experiences, and artistries of marketing
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communication and public relations’.98 As evidence to how important it is to connect, if not integrate,
marketing communications and public relations are different factors that influence success of a
company. These factors can be divided into three main categories:




Market- and environment -based factors
Communication-based factors
Organizing factors

Market- and environment -based factors refer to the changes of the environment in which company
operates. The demands of different range of stakeholders have forced companies to put more effort in
the integration of their marketing and public relations activities, needing to overcome potential conflicts
of messages that they send out. Companies also face demands for corporate social responsibility and
transparency of their operations, as they nowadays have to give an image of an honest and trustworthy
company with nothing to hide. Furthermore, stakeholders have become morefragmented than ever.
When companies want to communicate a message they are faced with a variety of media organizations,
including social media on the web. This greater fragmentation of stakeholders means that when
companies want to communicate with one or many stakeholder group(s) they need to use more
channels and different media to reach them.
When it comes to communication-based factors it comes down to the fact that integrated
communication strategies are more likely to break through in the market packed with information,
company logos and images. It is a strategy for a company to make the company name or product brand
heard and remembered. If there is consistency in messaging, a company is more likely to be known and
seen as favourable by key stakeholder groups. That’s why companies put enormous effort into
protecting their corporate image by rigorously aligning and controlling all communicationcampaigns and
all other contact points with stakeholders. Companies have also realized that messages send out in
various media complement one another, leading to greater communication impact. Because of new
technologies and the opportunities they offer, companies started to look at media in a much broader
sense leading them to combine marketing and public relations disciplines.
One of the main organizational factors that led to integration between marketing and public
relations activities has been the need to become more efficient. Since the 1980s, there has been a
powerful trend where every function was measured by its own accountability. This directed many
companies towards restructuring their disciplines (media relations, advertising, sales promotions and
product publicity. In practice, this meant integrating communication disciplines into more integrated
departments or into specific working practices. The consolidation of communication disciplines into one
or a few departments enabled organizations to provide strategic direction to all of theircommunication
with different stakeholders as well as to guide communication within the organization as whole. Another
organizational factor for integration was the realization that communication had to be used more
strategically in order to position the company in front of stakeholders. Since 1990s, companies become
more and more concerned with their corporate identity or reputation, which emphasized the importance
of linking communication to company’s corporate strategy. Obviously, when companies challenged
themselves to adopt a strategic perspective on communicationwith the aim to build a distinctive
reputation for their company, the activitiesof marketing and public relations practitioners needed, and
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still need to be (now, more than ever) to be actively coordinatedso that messages to different
stakeholders.
In conclusion, corporate communication strategy is a management framework to guide and
coordinate marketing communication and public relations activities incorporated in the company’s
general strategy aspiring to achieve its goals.

3.1.2.3 Corporate communication strategy is a strategy
In order to understand the concept of corporate communication strategy completely and why it
is important we need to provide a brief definition of the term strategy in the modern business
environment.
Strategy is the direction and scope of an organization over the long-term: which
achievesadvantage for the organization through its configuration of resources within a
challengingenvironment,
to
meet
the
needs
of markets and
to
99
fulfill stakeholder expectations.
Strategy is a guideline to answering questions crucial to the success of any company. These
questions refer to the concepts mentioned in the definition (above) provided by Johnson and Scholes,
such as direction, scope/goal, competitive advantage, resources, environment, and stakeholders. In
relation to these key points of any strategy, it is possible to break the definition of strategy into the
following questions:







Where is the business trying to get to in the long-term?
In which markets should a business compete and what kind of activities are involved in such
markets?
How can the business perform better than the competition in those markets?
What resources (skills, assets, finance, relationships, technical competence, facilities) are
required in order to be able to compete?
What external, environmental factors affect the businesses' ability to compete?
What are the values and expectations of those who have power in and around the business?

In formulating a strategy it is extremely important to keep track of the context in which the company
is situated in. The strategy is the result of a dialectic synthesis between what is imagined by the strategy
developers and what emerges from interacting with unpredicted factors and adapting to mutating
situations. Mitzberg and Waters give a model for formulating a strategy in three phases from intention
to realization represented in the following image:
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added parts

•strategic
intention

some parts left behind

•decided
strategy

•realized
strategy
exluded parts after
adapting to the context

Strategic intention presents the assumption of the company development based on the system
of particular objectives. Decided strategy is an image of the company development based on the
commitments that have been created historically and on the system of objectives of medium-long period
of the company inserted in a specific context. It includes a part of intentional strategy that the analysis of
the context has suggested and an additional part with the correct adherence to the contextual reality.
Realized strategy is the final product that has to keep in mind the dynamical factors that influence the
strategy and can cause the abandonment of a part of strategy and create new conditions that require
adapting to the situation.
When it comes to communication, corporate communication strategy, as a long-term plan for
achieving the company’s wanted set of goals, is considered a real strategy. Corporate communication
strategy provides a framework for the strategic and operational communication plans, necessary to carry
out a strategy. It seeks to solve problems caused by unstructured situations and provides a new pattern
of thinking and studying communication problems. The important fact is that communication corporate
strategy does not follow the linear approach know asplanning, but is modeled on a more modern
approach that is characteristic for a strategy, hence includes adapting to trends, events and stakeholders
of the environment. It also focuses on relationships and communication, emphasizing behavioural and
cognitive aspect due to the complexity of the context the company is situated in, involving different
stakeholders.
Through corporate communication strategy, communication of the company becomes more
than relevant in the strategic management process. Since it focuses on communication with strategic
stakeholders, it aligns company's organizational goals to communication goals. It generates the vital link
between the enterprise, corporate or business strategies and the corporatecommunication function. The
corporate communication strategy is most certainly influenced by the company’s enterprise, or general,
strategy, but it provides strategic inputs in the company’s generalstrategy, and helps the company to
achieve its goals.
In conclusion, it can be stated that the process of developing a corporate communication

strategy provides the strategic approach required by organizations to identify issuesand stakeholders
proactively, and to manage communication with their strategicstakeholders.100
When it comes to its building, corporate communication strategy definitely represents a process
which takes time and effort, but that is of significant importance for organization’s success in the longrun. There are a few models of corporate communication strategy building that have been developed
over the last few years, but the most thorough and widespread is the model proposed by Steyn, as the
result of herfar-reaching research. Benita Steyn is a lecturer and researcher forthe web-based Master’s
program in Public Relations Management at the Cape Peninsula University of Technology, Cape Town.
Before publishing her work, Corporate Communication Strategy, in 2000, she worked for 13 years in the
South African diplomatic service (Stockholm, New Orleans, Lima, New York and Hamburg) and 16 years
as a public relations practitioner (in South Africa and New York), after which she joined the Department
of Marketing and Communication Management at the University of Pretoria, South Africa where she
lectured from 1996-2003.
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The model she proposes consists of different phases, carefully built in order to create a well- defined
structure. In the following image we can see the solution for corporate communication strategy
suggested by Benita Steyn:

ANALYZE THE INTERNAL ENVIRONMENT
↓↑

IDENTIFY STRATEGIC STAKEHOLDERS AND PUBLICS
(in the external and internal environments)
↓↑

IDENTIFY, DESCRIBE AND DIFFERENTIATE BETWEEN KEY STRATEGIC
ISSUES
↓
IDENTIFY IMPLICATIONS OF EACH STRATEGIC ISSUE
(for each strategic stakeholder)
↓
FORMULATE THE CORPORATE COMMUNICATION STRATEGY
(decide what must be communicated to strategic stakeholders/publics)
↓
SET COMMUNICATION GOALS
(derived from the corporate communication strategy)
↓↑

FORMULATE THE COMMUNICATION POLICY
(who is allowed to communicate what to whom)
↓↑
DRAFTTO TOP MANAGEMENT
↓↑

CONDUCT AN OVERALL CORPORATE COMMUNICATION MEDIA ANALYSIS
(which types of media are best suited to the organization's strategic
stakeholders)
↓↑

DEVELOP A STRATEGIC COMMUNICATION PLAN
(master plan for how to implement the strategy)

Steyn’s model shows how much work is there to be done before formulating a communication
plan reserved for practical activities when relating with the public. Without a well-organized strategy the
company is risking on having un unsuccessful communication or not exploiting all the opportunities the
environment offers. Therefore, all organizations profit and non-profit should aspire to developing and
implementing communication strategy as a part of their general strategy.

3.1.2.4 Communication in the non-profit sector

An essential mechanism that operates in supporting the production of democratic legitimacy,
required in the contemporary public systems, is communication. Communication in public organizations
is often referred to as public communication, that is the combination of communication strategies and
activities directed to specific publics, either internal or external to the organization, aimed at providing
information, raising awareness and influencing their attitudes or even behavior towards specific issues
and policies.101Generally, internal communication in public institutions refers to all the members of the
organization, while external communication means relations with citizens, civil society associations,
business organizations, other institutions, experts, professionals, etc. - all the stakeholders that interact
with the public organization. Communication therefore offers the organization internal and external
legitimation, and allows it to consolidate its position and to make the external environment more
predictable.
Building a communication strategy for a public institution is often comprehended as a highly
complicated process because of the number of potential and active actors due to its multi-level nature
that engages different institutional settings (national, regional, local) on one hand, and different type of
actors involved in the state policy making - government, administrations, experts, civil society
organizations etc. - to which the public institutions are obliged to respond, on the other. Nevertheless, a
good communication plan can provide means for enhancing reputation among the general public. A
good reputation among different stakeholders can be understood as reputational capital, which can
consequently lead towards more legitimized institutions, more trustworthy relationships, and better
support.
Another role of communicationin the society is enhanced in the public organizations. This role of
communication reflects particularly in museum institutions. It refers to the museum’sresponsibility as a
mediator who transmits information between people. Sending information makes it possible to tell
stories about ourselves and, our cultural and social background to future generations and helps them to
learn about their own identity. Used correctly and within a suitable context, cultural-historic goods are
the material that grants the museum institution value that molds and celebrates populations’ identity.
However,without a story, these objects are just objects. The cultural-historic objects need be a part of a
gripping narrative, which serves as a guide for the visitor on how to observethe object and engage with
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it. Still, narrative is not enough to connect the object to the visitor. The problem with relying on the
narrative, or more generally exhibitions and displays, as means of communication with the public is that,
as many researchers argue, displays and exhibitions are the stories told by individuals: curators. Curators
are the trained professionals that display museum objects in the right manner, but today this is not
enough. When museums became autonomous institutions they gained the attribute of accessibility to all
audiences. As such, museums have to be perceived as public-oriented institutions that listen to the
needs of their visitors and search ways to attract those that may become their potential users. To this
end, museums need to incorporate interactivity within their systems and accept all of the
communication challenges in order to maximize their visits and regain the status of valuable asset to
everyday life in the society.
Regardless of this immense importance of communication to the public sector, the level of
communication developmentis not at all satisfactory. There are two key answers to why public
institutions and organizations react to communication in this manner:






Lack of time or interest: communications is rarely written into anyone’s job description, which is
why it is probable that it never become an organizational priority. In many organizations these
activities are just handed to the employee who is willing to do it or who seems to have the
affinities towards this area
Lack of experience in the specific area: the employees responsible for communication in an
organization are often curators, art historians, archaeologists or other professionals working in
the organization or institution
Lack of funds: this can be related to both reasons stated above, because it is in changing of the
perspective and consequently priorities that the organization will dedicate the time and effort to
educate their staff or take an external expert to develop a good communication system. Only
when this happens, the organization will be willing to readdress its resources to other activities
(such as communication) and reallocate its funds differently.

If we connect the concept of strategy specifically to the cultural field of public organizations, the
strategy can be defined asa set of the most important and most profound decisions that characterize the
development of a company or organization. The company managers decide and act using different
resources (internal and external), to the constant research of a meaning and order of the various phases
that constitute the strategic evolution. The distinctiveness of the management of accompany depends
on the particularity of products and resources within the production process strongly conditioned by the
research of the balance between cultural orientations and goals and economical goals. Thus, the content
of strategy emerges from the synthesis of managerial, aesthetic and economic goals.102
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3.1.3. Communication in museums
3.1.3.1. Museum as the communicator in the society
We confirm yet again that concept of communication is essential for museums.As public
institutions, museums are not only interested in the public as their buyers or users of their product
(collections, exhibitions and additional activities).Museums are also delegated with a mission to serve
the public and produce social benefit. Communication represents a vehicle for museums to achieve both
of these goals: to communicate constantly their mission to the society and to communicate their
activities to all the visitors in order to maximize their visits. This idea grows to formulating two aspects in
which communication relates to museums. One is a more ideological understanding that enlists the
museum as a medium of communication, with aresponsibility to transmit information from the past and
map the future of nations while increasing public interest in cultural heritage. The other aspect refers to
communication as a strategy within museum management to improve its performance, attract visitors
and stakeholders and stabilize a positive image of itself towards the local and national environment.
These two aspects of communication in museums can be identified as:
A) Communication as interactivity
B) Communication as strategy
From the organizational or management point of view, the first aspect of communication is, in part,
incorporated in the activities of exhibition’s office as well as the organization of program activities as
depends on the actual quality and the setting of the product museum launches to the public. In part
though, it relates to marketing and public relations sector of the museum as it is contingent to the ways
in which the product or activity produced reaches the public. The professionals engaged in managing the
content the museum offers need to work closely together on a regular basis in order to put out a unique
offer in front of the stakeholders. The second aspect is more unified in its relation to the marketing and
public relations department. Still, this aspect of communication needs to refer and negotiate with the
management of the museum (directors and administration managers).
From the conceptual point of view communication as interactivity relates to that special role of
museums as mediators who pass on knowledge, traditions and information about people and nations.
They are the storytellers who unveil, report and document testimonies that form our identity and help
us to engage with the same. Museums do this through objects they conserve in their collections. In order
to gain their cultural-historic value they need to be correlated with the context of their origin and its
story. The story component of the object is what enables the museum to create an experience to visitors
rather than the pure looking at the object based on personal knowledge with which visitors come to a
museum. Moretti defines the story component as the expressive form or vehicle through which the
content of the object – as the component strongly connected to the meanings desired to transmit – is

used to approach the audience. 103 Differently, communication as strategy refers to museum's eagerness
to represent itself as an institution or a brand of value to all the active and potential stakeholders. It is a
strategic move that museums take in order to legitimize themselves, to consolidate their position, and to
make the external environment more predictable. To achieve these goals museums use different
marketing and public relations techniques as a part of their long-term strategy.
Both of these aspects of communication have the same goal that implies producing and
publishing intentional messages or information to the society through different channels. Museums are
engaged in the production of intentioned messages through exhibitions, displays, events, posters, leaflets
and other forms of communication.104 Although these traditional techniques are still being used,as they
still contribute to success of museum communication, the non-stop development of the information
technology presents museums with the opportunity to develop new ways of communication allowing
visitor to explore collections at their own paste and to their own requirements. Museums are
increasingly perceived as information and documentation systems. Steel and Moore divide the
information sector into two types - those focusing on services and those focusing on the technology.
Museums definitely fall into the group of information focused on service. This group includes those who
produce and disseminate information products, such as database services, library services, books,
journals, video etc. 105 Today, information technology is an unquestionable factor that influence
communication effectivenesswhich makes it an undeniable componentin communication strategy.
The communication, with both its strategic and active aspects and the variety of techniques
along with the sophisticated vehicles brought from the information technology sector, gives museum a
whole new different meaning - a role of communicator. In the last thirty years, the new role of museums
has grown considerably. Useful approaches, including educational processes, methods of display,
marketing philosophies and ways of researching and satisfying visitor needs can now all be
identified.106Museums nowadays need to grasp methods and practices from different fields in order to
assure their survival. A holistic approach to the museum as a medium for communication must replace
fragmented approaches to their visitor. The functions of museum as a communicator must integrate
with the traditional functions of collection and conservation.

3.1.3.2. Museum communication strategy
Although the term communication leads to assumption that communication in museums
translates to the ways museums deal with publishing and promoting their activities, the concept of
communication is never intended only in terms ofadvertising (usually program and temporary) the
activities museums organizes. Advertising represents the practice phase of the whole promotional and
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marketing cycle of museums. Corporate companies, and museums too, have to accept that integration of
communication marketing and public relations and ordinate them as a strategic system that aspires
towards building the image and promoting their services in front of the audience or the society. This
communication strategy needs to be further integrated with general museum strategy where they both
tend to achieve the museum’s mission.
All museums should relate to their role of communicator in the society engaging:





Aspect of communication as strategy
Aspect of communication as interactivity
Traditional communication techniques
New communication techniques (derived from the IT sector)

Being a rather young discipline, in most of museums communication is still a field taken lightly and
thought not to be as important as other traditional fields such as curatorship, exhibiting and
conservation. Many museums perceivecommunication activities as peripheral tasks executed by
museum directors or other, not specifically qualified, staff. Communication is than carried out as a
project-based operation, performed only on certain occasions, when needed without planning
ahead.However, the communication in museums is a process that includes a lot of research and planning
in order to achieve the goals museums set for themselves. It becomes an indispensable element of the
long-term strategic plan necessary for the museum everyday functioning.
It is desirable that the development of a communication planfollows a certain formula. One of
the best known is the formula given by Robert Marston in 1979, constituted in the acronym RACE:
R - Research - finds out about the situations facing the organization, how they came about, who
is involved in them, how they relate to the organization's goals, and how it can maximize the
benefit and/or minimize the harm they might do.
2. A - Action - uses the research findings to determine the best course of action, plan your
response, and then implement these plans. Some RACE proponents call this step "Assessment"
instead of action, but they invariably include the same activities.
3. C - Communication - takes advantage of all available media to deliver carefully-focused
messages through the most appropriate channels so they can have positive effects on each of
your organization's publics.
4. E - Evaluation - analyzes what's been done during the first three steps to see how it affected
your publics and their perception of your organization. Once this step is completed, you return
to the research step and begin the process again107
1.

The RACE plan method can be applied to museums, too. However, as stated earlier, having only a
communication plan as a plan separated from museum strategy is not enough. As communication plan is
more focused method, it usually focuses on communications for a particular project, event or activity.
This implies that a museum formulates the plan when needed. What communication strategy represents
is a comprehensive, detailed strategic plan designed to guide the communications of an organization or
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of a significant initiative or issue. A Communications Strategy typically includes an in-depth Strategic
Considerations section providing sound analysis of the internal and/or external environment. A
Corporate Communications Strategy is designed to direct an organization’s high-level communications. It
often has a three-year time horizon, with a more detailed implementation plan for year one. A
communication plan should then follow the basic structure of a full communications strategy but
presenting less analytical detail, and generally more specific information on implementation planning,
such as including a workplan. In some cases, a communication plan is developed to help direct both
marketing and communications activities in an integrated fashion.108
Museums are generally afraid of accepting business techniques because of fear that these might
overcome their initial non-profit mission. However, these prejudices can lead to the lack of organization
and efficient use of resources, and consequently to unsuccessful museum performance. When it comes
to communication, being a rather new professional field, its importance and opportunities are still not
fully exploited. In many museums, communication is a marginal activity performed by randomly chosen
people within the museum, rather than a trained professional or a team in charged specifically of
developing and applying communication strategy to the organization.
Once communication is accepted as a system and a strategy, it can no longer be considered a
subsidiary activity, because of the complexity of the context and a wide range of opportunities that it
offers for achieving goals successfully. There are many questions to be answeredwhen formulating a
communication strategy in museum: Which audiences are the right audiences? What are the right
messages for thoseaudiences? Does the museum really know – orthinksit knows, because the staff is
personally satisfied withthe messages they created? What is it that the museumis asking those audiences
to do?How will the museum know that the audience obeyed – and what kind of benefit does the
audience gain from listening to the museum?What are the most effective pathways for delivering
messages to priorityaudiences? Whatshould the strategies be for guiding that delivery?Before setting the
sights too low (or too high), what can the museum afford to doas an organization? What are the
strengths and challenges, both internally andexternally?What barriers and opportunities will the
museum face in the complex communicationsenvironment when trying to spread the word about the
good work and the urgency ofthe issues it addresses?
It all comes down to the fact that the answers to these questions have become crucial in
contemporary times for any organization in order to assure that the museum (or other cultural
institutions) is on the right path to meeting its broader goals and objectives in a timely and effective way.
A strategic communication process allows us to answerthese questions, create new opportunities and
solve more issues. But without a museum communication strategy the museum risks of focusing on the
wrong audiences, using messages that do not work outside its inner circle, or getting in a flurry activity
that fails to bring the museum any closer to its goals. Without a well-thought-through strategic plan,
program and strategy, the museum runs the risk of wasting time and money, or worse, losing credibility,
becoming irrelevant with key audiences, and as a result, failing to meet its mission.
Communication strategy is more than just a piece of paper with timelines and media techniques,
it is a complex process that requires both planning and action and the involvement of all the levels of the
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organization. They need to be living documents due to changes that happen in the environment (internal
and external). Like any strategy, it has to be reviewed and adapted constantly. Furthermore, it needs to
be communicated to the whole organization and constructed together with the directors and other
members of board, even founders and other important allies or supporters. The ultimate success of the
communication strategy depends on how much the board members and staff are involved in its
development. By having a role in its progress people will have a certain sense of ownership of the ideas
the strategy contains, and this will contribute to having a clear idea of the goals the organization tends to
achieve, thus all the organization’s population can contribute and set their activities in accordance with
the goals.
Communication strategy of any public organization, same as a corporate company, needs to
follow the general goals and objectives of the organization. If the goals and vision of the organization are
not clear then the development of the communication strategy is very difficult. Organizational strategy,
or at least clear idea of how the world will change when the goals of the organization are accomplished,
is a pre-requisite for developing the communication strategy. It is important that the organization know
what they are aiming to achieve and why.

3.1.3.3. Why do museums need to communicate?
Today museum visitors are more complex and demand a product worthy of their attention.
Museums are not food, and not vital to our existence, though in my opinion they are vital for our health
and identity. New museum models have to change their traditional ways and turn to what we may
callcorporate communication.
As non-profit institutions, museums offer intangibles that surround the objects which are
displayed in those buildings. These intangibles need to be gathered together in order to create an
experience which will help visitors to have a holistic approach to what they are gazing at in an exhibition.
This way museums will become social arenas where understanding, representation and enrichment of
cultures happen.109
In the contemporary society, museums tend to change their ways and their roles in
communication with visitors. According to the trends in the last few years, museums are increasingly
trying to relocate their focuson the audience needs rather than be guided by the traditional objectoriented narrative. It is interesting to note that research in the US and UK shows that it is not the quality
of the collection which is the main factor for potential visitors when deciding to visit a museum or
gallery, it is much more the environment as a whole and the interaction with the collection that proves
to be the key factor. It is very much about offering opportunities for engagement. This also means that
museums are part of the service industry working in partnership with all stakeholders to achieve user
satisfaction at a time when expectations on service quality generally are rising. This kind of audiencefocused museum has a dynamic relationship between the programme activities and the
audience.Communication strategy then becomes an even more critical element of museum philosophy
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from both management and sociological point of view. From a strategic angle, what museums desire to
achieve through communication is to consolidate an identity spoken in one voice. This is not an easy task
especially in museums that still think traditionally. In any case, the best approach may be to reconcile the
content and communications in the development of the brand. In order to adapt the museum to be
more audience focused, ideally the communications department should handle all activities that involve
relations with the public, from marketing, shops and restaurants, to press, websites, social media,
publishing, internal communications, and a library for the visual arts. Nevertheless, in an institution that
has suffered from having the wrong focus - conflicts instead of progress - a communications strategy
should concentrate on making things work, before aspiring to undertake more cutting-edge activities.
The first priority for communications has been to get core functions like websites, customer relations
management system, the press office, the intranet, and front-of-house services working as they should.
Tangible progress in these vital domains will avert frustration among in-house personnel, colleagues, and
visitors, and will provide secure foundations on which to build. Whichever phase of transition a museum
is facing at the moment, communication strategy reveals to be critical for museum development.
Another factor weights the importance of developing a communication strategy in museums.
Museums are national institutions, mostly funded from the national or local stakeholders - state
government or communities. In most of the world’s countries these funds cover fifty to sixty percent of
theirtotal budget. Due to general economic crisis, however, museum budgets have been decreasing. The
deduction of the financial support has pushed museums to take initiative in collecting their
fundsindependently from the percentage provided by the national actors. The problem occurs when the
role of museums is not clearly communicated to its stakeholders. Many times little is known about the
nature, extent and condition of the collections held, he specific benefits they provide, or how those
benefits can be augmented outside the museum management. The role of museums in promoting the
common good through education and engendering community pride and belonging is not readily
understood and, therefore, is not well appreciated. This lack of clarity in the role of museums has
implications for their ability to attract additional funding and other support. As a result, there is
sometimes a disconnection between museums and the communities they are intended to serve. this
disconnect discourages the sponsorship of museums from non-government sources which would assist
in overcoming present funding limitations and provide much-needed support for museums’ activities
and community engagement If museums are hoping to collect resources through fundraising, it needs to
have a clear product and an institution image worthy of stakeholders’ attention and trust.
Communication at this point is vital for museum survival. They are in need communication
strategy in order to inform, to persuade, and to remind the stakeholders of their importance for the
society. In relation to this, museums' communication objectives can include:






Developing and enhancing the image of the museum
Informing potential users about the museum and its attributes
Reminding users about the museum on an ongoing basis
Reminding funders of the value of the museum
Developing motivation and commitment amongst employeesetc.

The main function of a museum is the academic one, to gather and preserve cultural goods after
scientific criteria. Initially, the primary role was the material and cultural research, that later became
musts of this function, such as maintenance, pedagogical, instructive and entertainment activity. Also,
there are a few common coordinates with other institutions: leadership and activity planning, financial
and accountant assurance, training and promotion of the staff. The final purpose of the museum is an
educational and cultural one, because it aims to spread on a large scale information and theoretic
attitudes, to generate opinions and convictions, to contribute to creating a cultural identity of the
people. All three of these purposes need to be in touch with the public. The museum needs to set and
create a good strategic plan of how to reach its stakeholders.

3.2 Communication competencies
3.2.1 Competence
2.1.1 What is competence?
According to the Open Dictionary, competence is the state or quality of being adequately or well
qualified; ability.This type of definition can be found in many dictionaries, although there is a serious
argument about it. In this definition the ability is seen as synonymous to competence. Looking
historically and from the psychological point of view at these two concepts as individual personal
capacities, ability is something that a person is born with whereas competence refers to a specific
knowledge, something that is developed and gained overtime. Competence and ability in general then
relates to psychology as a field, being a part of our personal assets. Nevertheless, in the last couple of
decades, competence began to be looked as an opportunity for maximizing success in business and
developed into a strategy to achieve goals and confront competitors on the market. Therefore,
competencies are taken from two different points of view in the business world: psychological and
strategic. The first looks at competency as an individual capability that a person possesses and that, as
such, can be used on the job. The second sees the competency as a strategic unit, that allocated and
managed properly within the company’s structure can lead the company to success.
a) Competency as an individual capability
In the early 1970s McClelland was the first to discuss that attention should be drawn to
competencies and how their importance can be revaluated in the business world.
He
recognizedcompetencies, or individual characteristics, as significant predictors of employee performance
and success, equally as important as an individual’s academic aptitude and knowledge content.110
McClelland claims that competency is the capability of applying or using knowledge, skills, abilities,
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behaviours, and personal characteristics111 to successfully perform critical work tasks, specific functions,
or operate in a given role or position.112
About ten years later Boyatzis, followedby Fogg, extended this definition to include both
internal and external constraints, environments, and relationships related to the job or occupation.
Motivations and perceptions of the work and one’s self-image or talent are considered influential in
competently and successfully performance of a job. 113
In sum, we can define competencies as specific personal qualities that are causally related to
effective and/or superior performance114and are common across many settings and situations, and
endure for some time.
Contexts in which today companies operate and the demands asked from individuals who make
the company’s population have changed immensely overtime. They are constantly faced with
complexity, ambiguities and changes within their environment incorporating different actors within and
outside the company additionally complicating the decision making of the company managers. Indeed,
such levels of distortion, stress and unpredictability have forced the company leaders to find new ways in
order to solve the problems that occur in this kind of environment. A couple of decades ago companies
started to reallocate their resources and change their strategy, especially focusing on information
processing and knowledge management, which are now at their premium.
Companies in the contemporary world have become more and more people driven. This is due
to the realization that there is a tight connection between management/organizational and/or business
knowledgeand/or individual competencies as the foundation of competitive success. 115 Competencies
are then commenced to be understood as an opportunity, a strategy unit and translated as the
company’s ability to sustain a coordinated deployment system of resources in a way to assure the
company to achieve its goals. In order to this companies have invested in research and development of
the competency theory.
One of the most important contributions to the research of competency is delivered by Boyazis.
His first important contribution refers to the competency as an intrinsic characteristic of an individual
casually correlated to an efficient or superior performance in the field.He includes four main elements of
the competence:
1.
2.
3.
4.

The concept of competence is articulated on various levels
The concept of competence is considered as static, but also as dynamic
The concept of competence is articulated in various types
The concept of competence is considered as systemic

In relation to the first statement, competency, as an intrinsic individual characteristic, can be
expressed on three following levels:




Motivation and trait
Self-image and social role
Skill
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Motivation is an interest or recurrent preoccupation for a desirable state or condition which
leads, conducts and selects individual’s behaviour. Trait is the particular way in which a person reacts to
a set of stimuli, according to her/ his natural predisposition. Motivation and trait represent the first and
most profound level (not necessarily the most unconscious one).
Self-image is the perception a person has of himself/ herself and the evaluation he gives he/she
gives to that image as the result of the confrontation he effects between himself and other people.
Social role is the perception that an individual has towards a set of norms of behavior considered
acceptable and appropriate within the groups or organizations he/she is a part of. Self-image and social
role make the second level of a person’s intrinsic individual characteristics.
Skill is the ability to demonstrate a system and sequence of behaviours functionally correlate in
order to obtain a goal, in terms of performance. Skill is the third level of individual’s characteristics.
In his research, Boyatzis brings to attention the dynamic aspect of competence. He explains how
self-image and social role act as mediators of motivation whereas trait determines the effective
behavior. The adopted actions than influence the level of skills while the skills reflect on the social role
and the self-image, thusmake an impact on the motivation and the trait as well.116
Further along in his study, Boyatzis re-examines dynamic analysis of competence. He adapts a
classical psychological model of behavior to his research, and accordingly concludes that the contextin
which competences are developed is what determines the behavior and performance. The context to
which Boyatzis refers can be split into two ends: field requests – what is expected from the proprietor of
the organization – and active environment – primarily reflects how a person responds to the position
requests. In consequence, it is presumable that individual competencies and actions of a person are
reciprocally influential. Competencies have a direct impact on the selection of which activities should be
performed on one hand while on the other, each time an activity is performed, it has consequences on
competencies.
When it comes to various types of competencies, Boyatzis claims that competencies differ on the
basis of different aspects of human behavior, such as planning, efficiency orientation, empathy etc. This
classification allows us to associate a variety of behaviors to the success of the performance.
Throughout his work, Boyatzis mentions the systemic aspect of the competencies. This means
that competencies interact with one another and, therefore, need to be seen within the concept of
context.
In 1993, Lyle and Signe Spencer elaborate Boyatzis’s definition of competence providing a more
precise instrument for management use. They identify five types of competence:
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Knowledge
Skill

The Spencers give accurate instructions on how organizations can train and develop the value of human
capital in the most effective manner. They reckon that competencies of the third level of intrinsic
individual characteristics, such as skills and knowledge are usually represent the competency elements
that are personal, visible, identifiable and to a certain point superficial which makes them easy to
develop. Competency elements of the first level, which include trait and motivation, are hidden and they
refer to a deeper psychological dimension that can be identified as human personality. These can be
hereditary or born with or characteristics that can immerge and be formed in the first years of life. The
competencies of the second level that relate to self-image and social role are situated between the two
levels mentioned above. They can be modified through trainings, psychotherapy, experiences, but this
requires a lot of effort, time and money.
There is another thing that Boyazis and then the Spencers bring attention to, and that is the
difference between, what they define as threshold competencesand the distinctive (core) competencies.
According to ExpertGlossary, threshold competencies are performance capability or characteristic level
in terms of a minimum acceptable value (threshold) required to satisfy the mission need and a
performance objective.117 They are essentialequipment for job performance evaluation and deployment.
Threshold competencies define the minimum standard or floor of the acceptable candidate.In practice,
they are the knowledge and the abilities that differentiate those who can do the job from those who can.
Distinctive competences or core competencies are the main strengths or strategic advantages of a
business. Core competencies are the combination of pooled knowledge and technical capacities that
allow a business to be competitive in the marketplace. Theoretically, a core competency should allow a
company to expand into new end markets as well as provide a significant benefit to customers. It should
also be hard for competitors to replicate.
Both of these categories are graded by scales of value associated to types of behavior that reveal
the grade of presence of each competence. The ordinal scales that define indicators of competences are
called Just Noticeable Difference Scales (JNDS). Job employers and HR specialists use the JNDS to
determine the amount of improvement the employeesshould make in competencies or behavior. This
allows them to evaluate and monitor employees’ job performance and their fitness to the assigned tasks
or positions.
b) Competency as a strategic unit
The intangible assets, such as competency, need to be cultivated, nourished and nurtured in a
planned manner before their yield can be fully harvested. The real differentiator between one firm and
the next is the readiness of the firm’s intangible assets to convert its tangible assets to cash in the most
117
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efficient manner. This readiness is more commonly known as core competency in business texts and it is
the chief source of competitive advantage for companies.
Core competencies in the context of strategy define what is critical to a business and its
competitive advantage. Identifying core competencies can bring growth and widen the competitive
advantage the organization has against its competitors. Prahalad and Hamel defined a core competency
as an area of specialized expertise that is the result of harmonizing complex streams of technology and
work activity.118Mascarenhas defined core competency as taking various forms, including technical /
subject matter know how, a reliable process, and/or close relationships with customers and suppliers.119
Drawing on these definitions it is possible to form three key questions that a company uses in order to
understand what its core competencies are. These questions are:




What are the organization’s area of specialization or expertise?
What business activity across the organization’s value chain does it do well?
What intangible assets does the organization possess that brings it success to the value?

In identifying the core values, there is a big risk of confusing traits and skills of individuals, the
competencies from the Human Resources aspect. Core competencies, in strategic language, refer to the
aggregate capabilities of the organization (what the organization is able to do, through the combined
and integrated efforts of many, not only one individual) providing it, sustainable value and broad
applicability across the business. Undoubtedly, the core competencies depend on the competencies of
the individuals, but seeing competencies as company wealth as a whole determines the strategic profile
that company wishes to follow. Therefore, it represents the key power of the organization in relation to
its competitors. By solving the strategic profile company forms a framework of the individual
competencies its employees should possess.
In a dynamic market with changing customer expectations, core competencies cannot be viewed
as static and need to be evaluate for market relevance and developed as the market changes and value
shifts. Periodic analysis of an organization’s portfolio of core competencies often reveals gaps. Continued
participation in dynamic markets would require new competencies that may not be present in the
current portfolio. This would lead to the need for internal development strategies or the acquisition of
the required competencies to support growth.
Continuous evaluation of the competencies thus has become a vehicle for problem solving,
innovation, assumption of the responsibilities required in the everyday working situations and efficient
performance. Today companies are concentrated on activating behaviours of the employees and
mobilizing their competencies.
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3.2.1.2. Competence-based approach
Increasing productivity and efficiency in managing people has become a focal point, not only in
private sector companies, but also in public organizations. Although they are facing different challenges,
public entities are required to quickly adapt to on-going economic, political, technological and
environmental changes. Furthermore, in the context of globalization, traditional human resources
practices are being challenged just as new approaches to human resources management are being
implemented.
One of these approaches, Competency-Based Management (CBM), the management of key
human resource processes around a competency profile for the work to be performed, has been
underway in many organizations for the past twenty years. By using a common language, by reflecting
the values and mission of the organization and by establishing clear expectations, CBM helps integrate
human resource activities into the business strategies of the organization.
As part of their new focus on people, today's organizations have begun to place an increased
emphasis on human resource planning and what is now often referred to as talent management. These
activities focus not only on examining the demographics of the employee population, but also on an
analysis of the competencies (the knowledge, skills and personal attributes) required of employees in
order for organizations to successfully achieve their mandates.
The identification and assessment of competencies, as well as the development of competencybased management frameworks to support activities such as gap analysis, recruitment, learning and
other key human resource processes, all reflect an acknowledgement by organizations that their
workforce is key to their success in the modern workplace. As Lawler has pointed out, competencies
refer to the skill sets that are appropriate and unique to the organization and that will provide core
competencies and competitive advantage.120 Using competencies, organizations can not only highlight
the knowledge, abilities and personal qualities needed for success in key jobs but can also identify the
qualities needed for success across all jobs in the organization.
The Competency-Based Approach supports the integration of various workforce performance
management activities — selection, training, performance management, career development — because
all are derived from a common competency model. It serves two complementary objectives: it is
directed to the accomplishment of the organization’s goals; and to the individual’s development.
Implementing this strategically driven initiative helps organizations reach their goals by getting the right
people in the right jobs that possess the right competencies; and creates a more committed workforce
by providing developmental opportunities aligned with these goals.
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3.2.1.3 What is communication competence?
Communication competence is the degree to which a communicator’s goals are achieved through
effective and appropriate interaction.
The concept of communication competence arises with the contemporary world as globalized
society begins to rely increasingly on interdependence and cooperation across cultures, thus many
Western concepts and theories no longer appear adequate to explain the wide variety of cultural
practices in the world. Hence, any cross-cultural studies on communication competence have been
conducted by many researchers, such as Gudykunst, Spitzberg, Cupach, Wiseman etc.
The understanding of different cultural perspectives on communication competence is essential
to intercultural communication. Cross-cultural misunderstanding occurs principally because different
cultures have different expectations of whatconstitutes good, competent communication.
Due to this need communication competence has been a disputed area of study. Parks (1994)
has identified three key issues for conceptualization of communication competence. The first issue
concerns whether competence is to be judged from the actor’s or the observer’s perspective.
Competence canthen be determined by the degree of the actor’s satisfaction with his/ her interactive
accomplishments. However, it can also be judged and evaluated through the eyes ofthe observer. 121
Thesecond issue refers to whether competence should be viewed in terms of cognition orbehavior.
Whereas, some scholars base their theories on the individual’s ability tounderstand or report knowledge
of how objectives can be achieved in a satisfactory manner, most of communicationscholars argue that
competence has both cognitive and behavioral dimensions.122 Popularly defined, to be competent means
not only to know and to know how, but also to do and to know that we did.123 The third issueconcerns
competence in general. Competence has often been seen and measured as a trait that manifests itself
across time and situations.124 Nowadays, it is mostly seen as a set of specific skills used to deal with a
particular problem or situation or a job position.
Through all of these research and theories we come across various terms that relate and define
the term communication competence. Initially, Spitzberg in 1988 claimed that communication
competence refers to accuracy, clarity, comprehensibility, coherence, expertise, effectiveness and
appropriateness. Nevertheless, major attention has been given to the terms effectiveness and
appropriateness that determine whether or not, or to which degree, the interactivity has been
accomplished through communication. Appropriateness generally refers to the ability of a person to
meet the basic contextual requirements of the situation in order to communicate effectively.
125
Wiemann and Backlund specified four elements of appropriate communication: quantity, quality,
relevancy, and manner of message sending in the following acts: say just enough, not too little or too
much; don’t say something that’s false or speak about something for which you lack evidence; relate
your contribution to the topic and situation; and be clear about what you are saying, and say it ‘with
dispatch’.
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In 1994 Friedrich formulated a more complete explanationsuggesting that communication
competence is best understood as a situational ability to set realistic and appropriate goals and to
maximize their achievement by using knowledge of self, other, context, and communication theory to
generate adaptive communication performances.This definition is can be applied not only to the
interpersonal communication, but more wisely to any business or public organization or group.
These knowledge in communication competence have contributed to the development of
communication competencies through theories as well as in practice, creating models for competency
building and evaluation in the field of communication. A useful framework and component model of
competence is the Spitzberg and Cupach model, developed in 1984, specifying three dimensions
motivation (an individual’s approach or avoidance orientation in various social situations), knowledge
(plans of action; knowledge of how to act; procedural knowledge), and skill (behaviors actually
performed).
The component model asserts that communication competence is mutually defined by by the
interdependency of the cognitive component (concerned with knowledge and understanding), the
behavioral component (concerned with behavioral skills), and the affective component (concerned with
attitudes and feelings about the knowledge and behaviors) by interactions in an interpersonal encounter
within a specific context.
When applying the component model to organizational communication contexts, ShockleyZalabak divides motivation into two separate (though related) elements: sensitivity (the ability to show
concern and respect for others) and commitment (the desire to avoid previous mistakes and find better
ways of communicating through the process of self-monitoring). This revised model consisting of four
dimensions (knowledge, skill, sensitivity, and commitment) is used by Rothwell (1998) to study
communication competence in small group interaction. Since then communication competencies have
been accepted as a part of company’s strategy to achieve its’ goals, or even seen as an opportunity to
develop core competencies in order to obtain its position amongst the competitors. Different techniques
and models for communication competencies are described in the module 4.

3.2.1.4. Museum communication competencies
Communication in museums is a rather young discipline. Its immaturity strikes when the
question of these specific competencies comes to definition.
In a profit-oriented company, promotion channels are used to communicate products they wish
to serve to the market. Communication channels are than aroused in order to promote the product and
gain the public acceptance and a certain position in the competitive environment. Promotion and other
means of communication serve the company in order to achieve their major goal which is the profit.
In a museum, a non-profit organization, the profit is not the main goal. A museumis an institution
in the service of society and of its development, it acquires, conserves, researches, communicates and
exhibits, for purposes of study, education and enjoyment…Museum mission does not relate to the profit,
but in the name of study, education and enjoyment. They serve the society by communicating them the

information about their identity, history and creativity. For many years there was a clear separation
between the business and the art world, both would use their own ways to implement their presence in
the society. However, in the contemporary world boundaries have shifted and museums start to struggle
with programs almost exclusively knowledge-oriented when communicating with the public.
Today, a holistic approach in communication is vital for museums’ survival with product
formation and publicity as pillars of communication program. Corporate communication adapts to
museum environment and becomes the path that museums, wishing to succeed in achieving their goals,
start to incorporate in their strategy.
The definition of Corporate communication can also be allied to museum environment; it is the
set of activities involved in managing and orchestrating all internal and external communications aimed
at creating favourable point-of-view among stakeholders on which the company depends. It is the
messages issued by a corporate organization, body, or institute to its audiences, such as employees,
media, channel partners and the general public. Organizations aim to communicate the same message to
all its stakeholders, to transmit coherence, credibility and ethic.
Following this definition, it is possible to aim to create a model of competencies needed for a
successful performance in communication. The Internal Association of Business Communicators created
a Communicator’s Competency Model for communication professional and assumes an individual is
mastering the basic skills necessary in all occupations. The model incorporates three fields of
competencies:
1. Communications skills
2. Management skills
3. Knowledge area skills
Taking this model as the starting point for creating a competency model for communication professional
in a museum, a panel of experts was held in Belgrade in order to gather more information and opinions
to which competencies a person in communication should possess. The panel of experts was constructed
in form individual conversation and brainstorming with the experts about the job profile in museum
communication. The panel consisted of a professor of heritology, PR and marketing employees in
museums, a museum director and students of heritology. As the result, we constructed a competency
model that includes competencies and abilities in following fields:






Museum knowledge (understand museum culture, museum legal bonds and
objectives of key stakeholder)
Communicating planning (able to develop all the stages of the communication
planning)
Change management (knowledge of culture policies and current situation,
assessing the likely impact of planned change on various audiences, analyzing
audience attitudes and needs for information and helping people to manage the
change, shift the audience)
Research, writing and editing (develop and controlpromotional channels)



Project management (knowledge in managing projects in order to follow
exhibition and program activitiesdevelopment)

Museum knowledge consists of knowing the basics from museology and conservation of cultural
goods. The familiarity with how to organize and manage museums and museum collections is essential
for anyone who works in a museum. Even if we are referring to the communication sector of the
museum, understanding the institution's product and services contributes to the successfulness of the
performance in communication. Another important field is the law and legislations of cultural
institutions and preservation of cultural heritage as well as the legal bonds to the key stakeholders.
Thisknowledgeenables the communication operator to recognize the possibilities and adequate ways in
communicating with different actors of the cultural industry chain (vertically and horizontally). The
competencies relating to museum knowledge can then be translated into ability to create an overview of
the context in which the museum is working in order to communicate the product and services of the
museum to the key stakeholders in the right manner.
Communication planning. Here, the communication professional should provide a solid
assessment of the issues and make clear, impactful recommendations. He or she needs to align the
resources to museum priorities and test stakeholders’ assumptions – including pushing back when
appropriate. They must also understand associates’ and audiences’ needs by developing communication
that is grounded their perceptions and tailored to their levels of interest and understanding. Proven
communication models should be used to move people from awareness to understanding and then to
commitment and action. Communication professionals should also be comfortable with measurement
and assessment, piloting and recalibrating communication before implementation, and after
implementation, monitoring the degree to which people have taken the desired actions.
Change management. Communication professionals should champion change. This involves
assessing the likely impact of change on various audiences, analyzing the audiences’ attitudes and needs
for information and helping other people in organization to manage change. Key competencies to
change management would include: gathering input and advice from those responsible for implementing
change; connecting ideas and information in order to set a context for change; conveying the purpose
for change, a picture of the future, a plan to get there, and an explanation of individual roles in the plan;
creating opportunities for people to explore, test and understand the implications of important changes;
equipping the organization with tools to effectively communicate and implement planned changes.
Research, writing and editing involves basic technical skills, ie. the ability to produce clear and
compelling information. At the start of communication projects, gather facts and information through
interviews, focus groups, questionnaires, internal and external networks. The communication
professional should possess the ability to write and edit effectively copies that need to be printed or sent
through electronic media and social networks. Messages that a museum sends need to be designed an
organized with clarity, brevity, simplicity and consistency.

When it comes to project management, this core competency consists in managing projects
including negotiation and explanation of project goals, deliverables, timing and accountabilities.
Communication professionals must determine and secure the human and financial resources required to
meet project goals and ensure that key project events and milestones stay on track with the budget.
Furthermore, it is important that they leverage project learning to ensure communication tools and
templates.
This model was used further in the research as rapper for preparing the questionnaires as well as
the questions for the individual questions for the interviews in the in-depth analysis.

Chapter IV: Approaches and Methods for Competence
Evaluation
4.1 Intellectual Capital management
4.1.1 Competency as intellectual capital
Competency, both as an individual capability or strategy unit, is considered a form of intellectual
capital. Commitment and competency of workers represent the intellectual capital embedded in how
each employee thinks about aims and how organizations create policies and systems to achieve the
wanted goals.
Generally, capital is wealth in the form of money or property, used or accumulated in a business
by a person, partnership, or corporation. According to the Economics Dictionary, capital is defined as:
…something owned which provides ongoing services. In the national accounts,
or to firms, capital is made up of durable investment goods, normally summed
in units of money. Broadly: land plus physical structures plus equipment. The
idea is used in models and in the national accounts.126
Capital does not refer only to the financial goods, however, or the net worth that company
makes. Capital stands for number of different meanings and categories. It is useful to differentiate
between five kinds of capital: financial, natural, produced, human, and social.127 Financial capital
facilitates economic production, though it is not itself productive, referring rather to a system of
ownership or control of physical capital. Natural capital is made up of the resources and ecosystem
services of the natural world. Produced capital consists of physical assets generated by applying human
productive activities to natural capital and capable of providing a flow of goods or services. Human
capital refers to the productive capacities of an individual, both inherited and acquired through
education and training. Social capital, the most controversial and the hardest to measure, consists of a
stock of trust, mutual understanding, shared values and socially held knowledge.128
These different kinds of capital are, consequently to their nature, divided into tangibles and
intangibles. The most well-known asset types are in tangible in nature. Tangible capital refers to the
physical and financial assets of the organization. The value of such assets is monitored on periodical
bases and can be found easily on the balance sheet of the company’s financial records. The physical
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assets are for example: land, machinery, inventory, plants, trucks, etc. Financial assets refer to the
shareowners equity, retained earnings, working capital, prepaid expenses, accounts, etc.
On the contrary, intangible assets, such as the skills of the workforce and management, are
increasingly becoming important for determining future profits. However, they are much harder to
determine and harder to quantify into a value, therefore are weakly reported. Hence these types of
assets remain largely invisible to the external world – and more often than not to insiders as well.
Baruch Lev defines intangible assets as patrimonial goods used to generate future income without having
a physical or financial aspect (action and obligation). A patent, a brand and an organizational structure
without equals that produces cost savings are the intangible resources.129 Many misunderstandings in
defining the intangibles were brought up over the past decades due to various terms used academic
research and practice. Intangibles, intangible goods, knowledge heritage, intellectual capital etc. are all
terms consistently used by the accountants, economists and other professionals, but they all refer to the
same meaning: non-physical production of a future income. Lev divides the intangible resources into
three families according to their relation to their generator. The families, therefore, are: innovations,
management practices and human resources. 130
Thomas Stewart, a pioneer in the study of intangible assets, is credited with having formulated
the term Intellectual Capital to refer to intangible assets. After more than a decade of studies in this
area, there is general agreement that Intellectual Capital itself is composed of three distinct types of
capital - Human Capital, Structural Capital and Relational Capital.
• Human Capital represents the availability of skills, talent and know-how of employees that is required
to perform the everyday tasks that are required by the firm’s strategy.
• Structural Capital is the availability of information systems, knowledge applications, databases,
processes and other infrastructure required to support the firm in executing its strategy.
• Relational Capital is the external linkage of the Company with Suppliers and Customers that enables it
to procure and sell goods and services in an effortless manner.131
However maybe the most important nowadays is the simple definition of intellectual capital
given by...He gives an equation: intellectual capital = competence commitment.4 This equation suggests
that within a unit, employees’ overall competence should rise but that competence alone does not
secure intellectual capital. Firms with high competence but low commitment have talented employees
who can’t get things done. Firms with high commitment but low competence have less talented
employees who get things done quickly. Both are dangerous. Intellectual capital requires both
competence and commitment. Because the equation multiplies rather than adds, a low score on either
competence or commitment significantly reduces overall intellectual capital.
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We can assess competence and commitment at the firm, unit, or individual level. For example, a
restaurant chain may measure the intellectual capital of each restaurant. It can derive such an
establishment index from the average skill level of restaurant employees (competence) times the
average retention of the same employees (commitment). This intellectual capital index would likely
predict other positive outcomes, for example, customer loyalty, productivity, and profitability. Or an
employee might document his or her growth in intellectual capital by assessing the increase of
knowledge, skill, or ability within a time frame and by evaluating commitment to the organization’s goals
and purposes. Such personal assessments can be accumulated into a collective assessment of the
intellectual capital within a unit.
There are two primary challenges in increasing competence: First, competencies must align with
business strategy. Competence in the absence of strategy is like acting without an audience. The
audience gives the act focus and energy. Customers help a firm focus a strategy; then the firm aligns
competencies to deliver strategy. Second, competencies need to be generated through more than one
mechanism. There are five tools for increasing competence within a unit (firm, site, business, or plant):
buy, build, borrow, bounce, and bind. Appropriately using all five ensures a stable flow of competence.
In a twenty-first century company, the standard vertical integration is increasingly replaced with
networks and alliances with suppliers, clients and employees, facilitated with information technology
and internet. In the industrial époque the relations between different actors were majorly physical;
today the connection between suppliers and clients are almost exclusively virtual and immaterial. Until
the 80s, human, structural and relational capital were not referred to as an important heritage, but in
modern companies these intangibles result are considered the most prestigious wealth.

4.1.2 Intellectual capital in museums

Generally, the value of the competencies is more enhanced in the public sector and
organizations that offer a certain service. In public institutions most of the products are offer are the
competencies of the employees. The service and their connectedness to the public depend almost
exclusively on communication.
In museums, understanding how to manage and exploit intellectual property assets, be they
tangible assets like collections or buildings, or intangible assets such as the ideas and theories that derive
from museum scholarship or expertise, should be important parts of any museum’s business model. 132
As leaders in the knowledge-based economy, museums are intrinsically involved in the creation
and distribution of intellectual property assets. Museums routinely create and use intellectual property
as part of every functional aspect of museum activity - from collections management to human
resources, to museum fund raising and retail sales. This knowledge is the museum’s intellectual capital.
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While cataloguing and caring for tangible assets is second-nature for most museums, the proper
management of intangible assets is often overlooked. It is just as important - perhaps more so in some
situations - for museums to keep careful track of the extent, quality and use of their intangible assets, as
well as to have processes and procedures in place to create, inventory, perfect and use intellectual
property rights associated with those assets.
In the for-profit world the evaluation of intellectual property assets is called an intellectual
property audit. As applied to museums, the concept is the same but the emphasis is somewhat different.
A Museum Intellectual Property Audit (MIPA) is not a balance-sheet accounting in the traditional sense.
Rather, it is a process of self-evaluation that the museum consistently and continuously engages in to:
assess the intellectual property assets for which it is responsible; determine how best to manage those
assets to further the museum’s mission, values and goals; and, implement strategies to minimize the
risks associated with the use of those assets.
A museum intellectual property audit can be divided into intellectual property interests
associated with the museum collection and intellectual property interests associated with the
management and operation of the museum. The results of the collections-based portion of the
intellectual property audit can be integrated with the general inventory of the collection and will
complement on-going provenance research and knowledge of the collections. The operational review
will assist in exercising proper stewardship of museum-created content and intellectual capital, and will
support the museum’s on-going branding and marketing efforts.
The competencies of any kind, especially those related to communication, fall into the second
intellectual property interests associated with the management and operation of the museum. Their
evaluation is critical for museum practice.
Anna Commachio maintains that there are two general approaches followed in evaluation and
measuring of the competencies within an organization, in order to reveal its core competencies, to be
promoted in the future as a strategy for achieving the organization's goals:
1) Psychological-individual
2) Rational-strategic
The first concentrates on what, in the business world, is called individual competencies while the other
focuses on more technical, or operative competencies.

4.2 Psychological-individual approach
4.2.1. Theoretical overview
The psychological-individual approach is a theory that follows the psychological and sociopsychological orientation. Theoretical resources for the psychological-individual approach can be found
in the works ofMcClellend, Boyatzis and the Spensers. This approach formsthe classical theory of
competencies.
The reason this theory was bornwas dissatisfaction with the results that expertsusually got using
the ordinary IQ tests or personality and psychological-behavioural tests for the selection of the
candidates for manager position. The IQ and similar tests focused on evaluatingperson’s profound
distinctive characteristics - motivation, traits and cognitive capacities. 133The problem with the tests'
structure was their incapability to predict the successfulness of the job.
Thepsychological-individual approach follows the conviction that differences in performance are
connected to the characteristics of the person, specific for each job or field. The followers of the
approach adopt a positivistic point of view which considers performance as the result of efficient
behavioural systems constructed from personal characteristics. The subject matter isexactly these
characteristics that are supposed to reveala person's performance on the job.
The method this approach uses comes from psychological research that studies the relation
between motivation and behaviour. The importance of this theory is significant for competency
development because it contributed to enlightening the importance of the job situation
andorganizational contest. These concepts are considered as pre-existentto the individuals. In this sense
they provide to individuals the requisites to satisfy through mobilization of individual’s personal
character.
The competencies in this case are understood as the set of personal abilities that a person uses
in performing the task and thus is associated to the successfulness of the jobperformance. This
connection of personal characteristics to job performance is the key point of the classical theory of
competencies. In Boyatzis’s and the Spencers’ definition of competencies the connection of personal
characteristics to job performance has certain downsides when it comes to practice, due to its
requirements of very specific and reliable measures of the performance. It becomes the condition for
revealing the distinctive competencies.
The psychological-individual approach uses two dimensions for classification of competencies.
The first focuses on different behavioursin which a competency can be developed (types) while the other
refers to the complex structure of the individual personality (levels). These are the levels and types
Boyatzis treats in his research mentioned in the previous module. At the first, and the most profound
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unconscious, level we have motivations and traits, at the second conscious level the personal image as
the self-valuation of the abilities and characteristics and social role as the norms of behaviour
appropriate for different situations, while on the third level the competencies are seen as skills intended
as the abilities to orient the behaviours in an efficient manner. Each of these levels of competencies has
to have adequate instruments of detection and evaluation, elaborated in the studies of psychology.
Thepsychological-individual approach claims that specialized and professional knowledge is not
separated from the competencies. They are considered as easily transferable and modifiable. As such,
they assume a secondary role because they are rarely considered as discriminative characteristics to the
performance. Below the waterline characteristics (motivations, traits, self-image, social role)are
considered more important for predicting efficient performance. These are claimed to be the most
profound competencies, the inborn characteristics difficult to modify and acquit. Their importance is
particularly underlined when it comes to relation of their quality (ability and behaviour) to the specific
requirements of the job role, which generates high levels of performance. These competencies guide
individual behaviours on the job and determine the motivation and the ability to use as necessary
knowledge in order to achieve efficient performance.
The basic goal of the theory of competencies is to improve the performance of a certain role by
guaranteeing the correspondence between the individual characteristics of a person and the job
performance. The objective involves all managementactivities that imply integration of individuals on the
roles assigned to them – it enables a match between the individual and the role.
In practice the psychological-individual approach needs to use the adequate instruments capable
to provide the identification and predication of a superior performance that an organization wants to
achieve in a certain role (competency model). Competency modeling, presented in Boyatzis work,
represents a complex and delicate procedure. The significant problem of the competency modeling is
that it always refers to a single role or a precisely identified professional family.
The starting point consists in identifying a performance measuring criteria related to the wanted
role. This criterion is then used for selection of the set of best performers and a set of average or low
performers to compare. The selected individuals are the being interviewed and their answers evaluated
often using the dictionaries of competencies designed for a specific role as the base for evaluation. The
identified characteristics during the interviews being subjected to further verification through statistical
means of measures in order to define which of these characteristics differ significantly in the
performance of the best performers and low or average performers. This system provides a possibility to
identify the characteristics for an efficient performance, and, as such, formulate the model of
competencies for a certain role.
Following the Boyatzis’s and the Spencers’, the organizations consider the competencies of the
best performers as a template to be used in further selection and development of employees in order for
the company to achieve success now and in the future.

4.2.2 Method
The problem with this approach is that the process is very delicate requiring trained psychologies
to develop the process of competency modeling to a specific role or a specific family of roles precisely
identified. The created model of competencies is therefore specifically built for each role.
The first step in the process is formulation of the criteria for measuring the performance for the
role. The criterion represents personal opinion of professionals which proves to be additionally
problematic because of the difficulty to extract objective criteria of performance for many professions,
especially in the field of management. Nevertheless the measurement criteria of the performance are
used to select a set of professionals proved to the best performance and a control sample of the
professionals indicated as average or low performers. The best performers are than being subjected to
the interviews that evaluate their behavioural characteristics which are than being codified and used for
testing the control sample of the performance. With the results that are supposed to show what skills
differentiate the best from the weakest performance, the company is able to work on ways on
ameliorating the skills and competencies to bring success.

4.2.3 Instruments
The most important instrument for psychological-individual approach is Behavioral Episode
Interviews, better known as B.E.I., the technique developed by McClelland. The scope of the model
method is to reveal what do employees do and how do they behave in reality. The interviewed are asked
to describe situations in which they have gained success, but also the situations where they operated
unsuccessfully. In this research it was impossible to apply B.E.I. method as the standard for a person who
is responsible for communication does not exist, it is practically impossible to judge a person’s behavior
in certain situations, therefore his/her specific competences desired for the profession of a museum
communicator, PR manager or any of the names we would call a person responsible for communication
in museum institutions.
B.E.I. is a method primarily oriented on measuring how successfully a person does his /her job. It
identifies competences needed to perform well on his/her position. Other than it’s disadvantages of
being an quite long and expensive method, which requires professionally equipped group of
interviewers, it also shows to be an inadequate method of research of communication personnel in
museums because it focuses more accurately on meliorating specific job profiles than it does on creating
new set of competences (in some museums these would create a whole new professional profile in the
institution structure; that is why as the B.E.I. method might have sense in some museums, in the others
it would be completely impossible to carry out).

4.3 Rational-strategic approach
4.3.1. Theoretical overview
The rational-strategic approach is uses also the terms top-down approach or organizational core
competencies approach or competencies management. The approach collects series of contributes that
come from identifying critical performance of the company on one hand, and its distinctive
competencies (core competencies) on the other,in order to identify distinctive individual competencies.
Conceptual roots and theoretical image of this approach is easily identified. The first important
reference is represented by the theory of organization, competence-based or resource- based,which
introduces the concept of core competencies in order to explain the differences of performance
registered in organizations that operate in the same competitive context. Ever since the Prahalad and
Hamel wrote their article on competencies in 1990, a lot has been said and writtenabout the concept of
core competence. Most of the researchers on the subject conceptualize organizations as a set of core
competencies (rather than strategic business units) which enhances their competitiveness. In order to
obtain sustainable competitive advantage, corporations have to find ways to identify, cultivate, and
exploit the core competencies that make growth possible.134Prahalad and Hamel retain that
management should develop a corporate-wide strategic architecture — a road map of the future that
identifies which core competencies to build and their constituent technologies. The concept of core
competencies evolved from the resource-based view of the firm which emphasized the fact that
competitive advantage rests on the firm’s possession of unique and difficult to imitate, skills, knowledge,
resources and competencies.135 According to Hamel and Prahalad (1990), core competencies have three
basic characteristics: they provide access to a wide variety of markets, contribute significantly to the end
product benefits, and are difficult for competitors to imitate. By focusing on their core competencies,
organizations do gain, since they concentrate on those things at which they are the best. Core
competencies when viewed as unique knowledge for problem definition and problem solving can form
the basis of an organization's competitive advantage and can also be leveraged in a wide variety of
markets for future products. 136
The second reference would be management studies that focus on the relation between strategy
and structure suggesting the adaptationof the structure to the strategy, in order to achieve success.
Organization's strategy represents a plan for the whole business that sets out how the organization will
use its major resources. Organization's structure is defined as the way the pieces of the organization fit
together internally. It also covers the links with external organizations such as partners.For the
organization to deliver its plans, the strategy and the structure must be woven together seamlessly.
Organizational structure and strategy are related because organizational strategy helps a company
define and build its organizational structure. A company's organizational structure is based on the result
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of the analysis of organizational strategy. The company will use these results to determine its areas
of concentration and how to position itself in order to succeed. One of the first steps a company takes in
its initial stages is assessing its operational environment in order to determine the conditions in which it
must operate. This involves understanding the competition, consumer trends, culture and other factors.
This way the company needs to reveal the strengths and weaknesses of its competition, the buying
habits of the consumers, and its economic capabilities.
In the end, on the individual level, the approach follows the theory of functionalism, produced of
different shades of human neo-relations suggesting leveraging ones capacities in order to guarantee
flexibility of the individual to the organization.Spencer introduces the concept of how organic structures
function in order to serve the needs of a system and describes the organization's growth as an
evolutionary process. This growth, accordingto Spencer, occurs at two levels: simple multiplication of
units and joining of a union of groups.137He also suggests that, in order for a system to cope with this
level of integration, there needs to be a differentiation process and a specialized assignment of duties.
Generally, in business, the top-down approach to policy decisions is the process of upper
management or the chief executive officer reaching independent conclusions that change or improve the
workplace or business systems. Policies can affect all employees or only one department. Lower-level
managers can have some input into recommendations for their sections or contribute department data,
but the top-down approach does not give them authority to make any decisions. That falls to the people
in charge of the entire organization. Companies that operate in a top-down management style allow
employees to spend time performing their work duties instead of attending meetings to discuss the
direction of the company and give input into the formulation of new policies. It also saves the company
time in explaining why the ideas of some staff members are used and not others. Businesses that are
heavily regulated or have many legal issues to consider may find this style of management to be an
advantage to them.
When it comes to competencies however, the top-down approach suggests anoperative
procedure that would provide a passagefrom the core-competencies to the individual competencies of
people. The strategically oriented approach explains the development of core competence from the
planning of strategic workshops organized by the top and upper management downward to all members
of the organization.138 This approach expects core competence to convey the organizational mission and
strategic intent (including sense of direction, sense of discovery, and sense of destiny to all members)139,
direct organizational members as to what needs to be done in the future140, and explain the ways to
fulfill strategic goals and deploy organizational resources.
In the top-down approach, the competencies are intended as a professional qualification, the
closest to competent person, capable to intervene with his/her knowledge, experience and other
components.
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4.3.2. Method
The top-down procedure uses specific techniques, such as the block diagram,which attempts to
graphically represent therelation between strategic orientation and individual behaviours and identify a
critical node in role competencies. Eventually, it allows an efficient realization of such a connection. In
reference, for example to the described procedure in Camuffo, the first block of the diagram is
representedwith the analysis of environment-strategy dimensions, the characteristics of the competitive
context within the concept of mission, vision, strategic orientation, and critical areas of performance.
The second block is constructed from the research of the organizational-structural variables and it
consists in identification of the core process and the core competencies which develop within the
organization, identification of professional families and roles which operate in processes and in
description of the terms of critical competencies requested of a person. The third block consists in
revelation of competencies that a person possesses, in verification of their alignment in respect to
valuation as basis for imposing all of the personnel politics.
The goal of the procedure is to translate the organization strategy in individual behaviour. This
objective is realized through the definition of the role profiles, intended as a setof competencies,
requested in the determined role, that an individual has to possess and manifest as a condition for
realization of elevated performance.
Competency profiling is a different approach to determining performance variations in a
position. A competency profile is generally composed of five to ten competencies but can include as
many or as few as those required to accurately reflect performance variations in the position. For
example, a competency model for a public servant might include initiative, cooperation, analytical
thinking and a desire to help the client. Competency-based models are used to recruit, select, train and
develop employees.
In the top-down approach, the competencies are intended as professional qualification, the
closest to competent person, capable to intervene with his/her knowledge, experience and other
components.

4.3.3 Instruments
When it comes to techniques to use in order to identify competencies useful for construction of
the role profile, there are various alternatives offered. The most common and simple to use consist in
determining, in table, the knowledge and abilities of the role (job analysis method), from management
point of view, with help (or not) of a consulting company. These profiles can be valuated with
feedbackcollected from managers and experts using panel, survey or expert system. Recent contributions
in the field also indicate future-based approach, value-based approach141.

Organizations consist of positions that have to be staffed. Job analysis is the procedure through
which an organization determines the duties of these positions and the characteristics of the people to
hire for them. Nevertheless, it can be used for identifying specific positions and compare them to the
already existing job roles allowing understanding the gaps between the two.
Job analysis produces information used for writing job descriptions (a list of what the job entails)
and job specifications (what kind of people to hire for the job).
The supervisor or HR specialist normally collects one or more of the following types of information via
the job analysis:












Work activities. First, he or she collects information about the job’s actual work activities, such as
cleaning, selling, teaching, or painting. This list may also include how, why, and when the worker
performs each activity.
Human behaviors. The specialist may also collect information about human behaviors like
sensing, communicating, deciding, and writing. Included here would be information regarding
job demands such as lifting weights or walking long distances.
Machines, tools, equipment, and work aids. This category includes information regarding tools
used, materials processed, knowledge dealt with or applied (such as finance or law), and services
rendered (such as counselling or repairing).
Performance standards. The employer may also want information about the job’s performance
standards (in terms of quantity or quality levels for each job duty, for instance). Management
will use these standards to appraise employees.
Job context. Included here is information about such matters as physical working conditions,
work schedule, and the organizational and social context—for instance, the number of people
with whom the employee would normally interact. Information regarding incentives might also
be included here.
Human requirements. This includes information regarding the job’s human requirements, such as
job-related knowledge or skills (education, training, work experience) and required personal
attributes (aptitudes, physical characteristics, personality, interests).

These profiles are determined mostly using instruments, such as: panel of experts, interviews,
questionnaires, observations, and diary/logs.
Panel of experts is method sometimes used for collecting information and it consists in a group
of professionals who are asked to identify personal characteristics that a certain employee should
possess in order to perform a certain job in an adequate manner, or at least at a minimum level
considered as acceptable. The experts that constitute these panels are usually supervisors of the
analyzed positions, employees already on analyzed positions (if they exist) that are extremely successful,
external experts (that understand the analyzed jobs very well).
Interviews. Usually, three types of interviews are used to collect job analysis data—individual
interviews with each employee, group interviews with groups of employees who have the same job, and
supervisor interviews with one or more supervisors who know the job. They use group interviews when a

large number of employees are performing similar or identical work, since it can be a quick and
inexpensive way to gather information. As a rule, the workers’ immediate supervisor attends the group
session; if not, you can interview the supervisor separately to get that person’s perspective on the job’s
duties and responsibilities. The interview is probably the most widely used method for identifying a job’s
duties and responsibilities, and its wide use reflects its advantages. It’s a relatively simple and quick way
to collect information, including information that might never appear on a written form. A skilled
interviewer can unearth important activities that occur only occasionally, or informal contacts that
would not be obvious from the organization chart. The interview also provides an opportunity to explain
the need for and functions of the job analysis. Although it is mostly used in the job analysis, one of its
biggest problems is the possible distortion in information, due to the fear of the employees to respond
realistically. The best interviews follow structured or checklist formats.
Questionnaires. Having employees fill out questionnaires to describe their job-related duties and
responsibilities is another good way to obtain job analysis information. It is important to decide how to
structure the questionnaire should be and what questions to include. Some questionnaires are very
structured checklists. Each employee gets an inventory of perhaps hundreds of specific duties or tasks.
He or she is asked to indicate whether or not he or she performs each task and, if so, how much time is
normally spent on each. At the other extreme the questionnaire can be open-ended and simply ask the
employee to describe the major duties of the job. In practice, the best questionnaire often falls between
these two extremes. Questionnaire can have several open-ended questions as well as structured
questions. Whether structured or unstructured, questionnaires have both pros and cons. A
questionnaire is a quick and efficient way to obtain information from a large number of employees, for
instance. However, developing the questionnaire and testing it can be expensive and time consuming.
Nowadays various software systems are used as an upgraded version of questionnaires where the
experts and professionals respond to a set of questions and the system associates the responses to the
predefined data base scheme, so that the selected answers would “be sent” directly to the pre-ordinate
boxes of competences and accumulate answers/ percentages related to certain competences. Software
systems can also include a study of relations between competences and, professions and competences.
The disadvantages of this kind of instrument is that a software can identify only the competences which
were pre-selected without any chance of entering new propositions of competences and eventual
opinions. Also, in most of the cases it requires a prohibitive financial support.142
Observations. Direct observation is especially useful when jobs consist mainly of observable
physical activities. On the other hand, observation is usually not appropriate when the job entails a lot of
mental activity nor is it useful if the employee only occasionally engages in important activities, such as a
nurse who handles emergencies. In job analysis direct observation and interviewing are used together.
One approach is to observe the worker on the job during a complete work cycle.
Participant Diary. Another approach is to ask workers to keep a diary/log of what participants do
during the day. For every activity he or she engages in, the employee records the activity in a log. This
can produce a very complete picture of the job, especially when supplemented with subsequent
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interviews with the worker and the supervisor. The employee, of course, might try to exaggerate some
activities and underplay others. However, the detailed, chronological nature of the log tends to mediate
against this. Nowadays, there are even the pocket dictating machines and pagers that employees carry
around. Then at random times during the day, the organizations page the workers, who dictate what
they are doing at that time. This approach can avoid one pitfall of the traditional diary/log method:
relying on workers to remember whatthey did hours earlier when they complete their logs at the end of
the day.
Independently of the choice to use a specific instrument, the process of identification and
development of the role competencies assume an important critique being considered the fundamental
node that can guarantee the translation of the strategic orientation in efficient organizational behaviors.

4.4 Approach and method used in this research
4.4.1. Goals of the research
The Research Thesis: Communication Competencies in Museums: the case of Serbia develops an
analysis regarding the current situation in the field of communication. The observation of the political
situation and of the cultural policies in Serbia, the problem of communication immediately comes to
attention. The museums in Serbia exist, they are open and many of them have a well-developed program
in organizing additional activities, but they fail to communicate this to the public. This leads to a bad
public image, and therefore, to lack of visits. This research has a goal to understand the context of
Serbian museums and understand the situation of the same museums when it comes to communication.
The main discussion rises around the question whether the museums' communication depends on the
communication competencies of the museums or the museums’ lack of communication is the
consequence of the quality of the cultural product they offer. Generally, one of the major problems of
Serbian museums is their poorly managed permanent collections and neglected state of the exhibition
space. This thesis tempts to reach the root of the problem in order to reach a transparent image of
communication inSerbian museums and create the basis for a problem-solving framework in the future.
In order to reach its goal, this research mainly focuses on the following analysis and overviews:
6.
7.
8.
9.

Understanding the current state and situation of the museums in Serbia
Analysis of the communication role in the museum strategy
Analysis of the communication policies in museums in Serbia
Understandingcommunication competencies in museums and the strategies for their
development
10. Analysis of the communication competencies in museums of Serbia

The emphasis of the research, however, has been put on communication competencies in
museums of Serbia. Understanding of the museums attitudes towards the public and other actors of the
cultural chain, their ways of reaching and communicating to them lead to few significant points, crucial
for their survival. First of all, it reveals whether the museums have communication policies, whether
communication policies are a subject museums think about, and if they do, what their attitude is
towards the matter. Secondly, the analysis of the competencies will reveal whether the museums in
Serbia have communication departments or at least one person specifically oriented to communication
activities in the museum (internally and externally) with a specific job description and tasks. If they do,
the third revelation would be do they have the competencies described in the job description of the
museum PR or communicator; or, if they do not, what is the level of the competencies in the field of
communication of those people who carry on communication activities for the museums, as a part of
their job task. In the end, the results of the overall analysis of communication competencies will give an
overview of the situation in field of communication of the museums that can be inserted in the context
of cultural politics and current situation of museums in Serbia in order to draw the conclusions for the
main discussion the research arises: whether the museums' communication depends on the
communication competencies of the museums or museums' lack of communication is the consequence
of the quality of the cultural product they offer.

4.4.2 Top-down approach
A mentioned earlier, Anna Commachio defines two kinds of approaches in competency
evaluation and development: the bottom-up and the top-down approach. In this research I chose to
follow the top-down approach for several reasons.
First of all the general idea of the bottom-up theory is to improve the performance of a certain
role by guaranteeing the correspondence between the individual characteristics and the job
performance of a person. The objective involves all of the management activities that imply integration
of the individuals on the roles assigned to them that is the match between the individual him/herself and
the job role. The procedure consists in formulating a competency model and accordingly selecting the
set of best performers and a set of average or low performers to compare. In theory, the bottom-up
approach would be suitable for the evaluation of the communication policies. In practice though, two
problems occur. One is the context of the case of study. Serbia, as partially noticed earlier in the
research, does not offer the possibility of outlining the best and average performers, because of the lack
of information in this field. No research has been done yet in the museum communication sphere in
Serbia, thus it was impossible to expect to have the museums that would, with their performance clearly
distinctive from the others. The other problem is related to the fact that, in practice, the approach needs
to use the adequate instruments capable of providing the identification and prediction of a superior
performance that the company wants to achieve in a certain role. The instrument mostly used is the
B.E.I. This is a complex procedure which requires trained professionals, psychologists, and requires a lot
of time and financial resources for its development. As such, it responds to the research as inadequate.
Differently, the strategically oriented top-down approach explains the development of core
competence from the planning of strategic workshops organized by the top and upper management

downward to all members of the organization. 143 This approach expects core competence to convey the
organizational mission and strategic intent (including sense of direction, sense of discovery, and sense of
destiny to all members)144, direct organizational members as to what needs to be done in the future145,
and explain the ways to fulfill strategic goals and deploy organizational resources.
Since the subject of the research is the communication in museums, this approach seems more
suitable. Museums are the public institutions, which exist to serve the people. As such, their existence
depends on reaching the public. Nevertheless, their mission does not consist in public relations and
marketing skills. Several key points are being revealed to why the top-down approach is more applicable
and valuable to the research.
1. All of the museums have the mission to conserve and display cultural heritage. Nevertheless,
without the public they would be just cupboards with objects. Therefore they need to
communicate to the society. Communication becomes a crucial matter for all the museums.
2. Seen in this way, communication competencies become the competencies with core value.
These are the competencies that can be used as a strategy for a museum that leads to
achieving its mission.
3. The communication competencies, if understood as the core competencies of museums, can
enable them to differentiate themselves from other museums.
Another implication seems to be important for using the top-down approach in competency
building. The communication is still a new field in museums. Due to the lack of the resources, as the case
in most of museums, the organization cannot hire the outside experts to perform communication
activities. They are then left with the staff permanently employed in the institution mostly not
competent enough in the field. What they can do is hire an expert to develop the communication
program or train the individuals and then dissolve it to the whole organization, placing the
communication strategy as leading hint in the museums performance on the whole.

4.4.3 Instruments
In order to develop the analysis using the top-down approach, the instruments needed to be
selected carefully. As mentioned earlier, the instruments most often used in the top-down approach are:
panel of experts, interviews, questionnaires, observation, and participant diary.
In this research it has been decided to use panel of experts, questionnaires and interviews.
Panel of experts was used in the fourth phase of the research, in order to understand and
identify the specific tasks and knowledge a person responsible for museum communication should
obtain. To this end, the panel of experts was constructed as conversation and brainstorming with the
experts about the job profile in museum communication. The panelconsisted of a professor of
heritology, PR and marketing employees in museums, a museum director and students of heritology.
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Questionnaires represent the most valuable instrument for the research. It was used in
the fifth phase of the researchfor collecting information on communication competencies and
policies in museums. The questionnaires included mostly structured, closed questions of two
types. One type are the questions with descriptive answers, such as:very important- important not that important- not at all important or always-sometimes-rarely-never etc. The other type of
questions are the questions with multiple choice answers, for example: E-mail - e-letter - Website - Blogs-Forums-Facebook-Twitter-Pinterest-Linkedin-Tumblras the answer to the question
What are the off-line communication channels that museum uses to promote its activities? The
questionnaires were being sent out to the selected nucleus of museums by e-mail. Each museum was
contacted two times by telephone in order to receive the reply from all the museums. .
Interviews were another significant instrument used in the phase of collecting information on
communication competencies and policies. These were used as a more personal and context related
approach in order to enhance the validity of the research. Interviews were performed in two museums as
a depth-analysis of the case.

Chapter V: Communication competencies analysis, case of Serbia
5.1 Developing the analysis
5.1.1 Using the survey as an instrument for the analysis

The instruments this research uses are the survey as well as conversations with museum
professionals for gathering further information and understanding the context.
A survey is a research method for collecting information from a selected group of people using
standardized questionnaires or interviews. While many people think of a questionnaire as the entire
“survey”, the questionnaire is just one part of the survey process. Surveys also require selecting
populations for inclusion, pre-testing instruments, determining delivery methods, ensuring validity, and
analyzing results. In continuous quality improvement, surveys help to identify customer expectations,
measure satisfaction levels, and determine specific areas for improvement.
A survey usually begins with the need for information where no data – or insufficient data –
exist. Sometimes this need arises from within the statistical agency itself, and sometimes it results from
a request from an external client, which could be another government agency or department, or a
private organisation. Typically, an agency or a researcher wishes to study the characteristics of a
population, build a database for analytical purposes or test a hypothesis. A survey can be thought to
consist of several interconnected steps which include: defining the objectives, selecting a survey frame,
determining the sample design, designing the questionnaire, collecting and processing the data,
analysing and disseminating the data and documenting the survey. The life of a survey can be broken
down into several phases. The first is the planning phase, which is followed by the design and
development phase, and then the implementation phase. Finally, the entire survey process is reviewed
and evaluated.
Not only do surveys have a variety of purposes, they also can be conducted in many ways –
including over the telephone, by e-mail, or in person. Nonetheless, all surveys do have certain
characteristics in common.
First of all, there are two kinds of surveys: sample surveys and census surveys. In a sample
survey, data are collected for only a fraction (typically a very small fraction) of units of the population,
while in a census survey data are collected for all units in the population. Two types of sampling exist:
non-probability sampling and probability sampling. Non-probability sampling provides a fast, easy and
inexpensive way of selecting units from the population but uses a subjective method of selection. In
order to make inferences about the population from a non-probability sample, the data analyst must
assume that the sample is representative of the population. This is often a risky assumption given the
subjective method of selection. Probability sampling is more complex, takes longer and is usually more
costly than nonprobability sampling. However, because units from the population are randomly selected

and each unit’s probability of selection can be calculated, reliable estimates can be produced along with
estimates of the sampling error and inferences can be made about the population.
A survey gathers information from only a portion of population of interest. Survey methods lend
themselves to probability sampling from large populations. Thus survey research is very appealing when
sample generalizability is a central research goal. In fact, survey research is often the only means
available for developing a representative picture of the attitudes and characteristics of a large
population. The size of the portion depends on the purpose of the study. The sample of the questionees
are not selected haphazardly or sporadically, but are scientifically chosen in such a way that the results
are reliably projected form the sample to the larger population or context. Information is collected by
means of standardized procedures meaning that every individual is asked the same question in the same
way. There is much debate on how big the sample for a survey should be. The most important thing is to
make sure that the sample size is adequate without being excessively large or small. If too large, it may
be impossible to survey everybody effectively and within the budget; if too small, the credibility of the
analysis may suffer. A general rule to keep in mind is that the larger the sample size, the more accurate a
reflection of the whole it will be.
Secondly, every survey needs to be designed. A questionnaire (or form) is a group or sequence of
questions designed to obtain information on a subject from a respondent. Questionnaires play a central
role in the data collection process since they have a major impact on data quality and influence the
image that the statistical agency projects to the public. Questionnaires can either be in print or digitized
format. Problems faced during questionnaire design include: deciding what questions to ask, how to best
word them and how to arrange the questions to yield the information required. To this end, there are
surveys with open-ended or closed-ended questions, or a mixture of both. Questions can be designed
with or without explicit response choices. When explicit response categories are offered, it is a closedended question. Most surveys of a large number of people contain primarily closed-ended questions,
which are easy to process with computers and analyze with statistics. Providing response choices in the
survey reduces ambiguity, and respondents are more likely to answer the question the researcher really
wants them to answer. However, closed-ended questions can obscure what people really think unless
the choices are designed carefully to match the range of possible responses to the question. Most
importantly, closed-ended response choices should be mutually exclusive and exhaustive so that every
respondent can find one and only one choice that applies to him or her. To make response choices
exhaustive, researchers may need to offer at least one option with room for ambiguity. Open-ended
questions are questions without explicit response choices so that the respondents provide their own
answers in their own words. This type of question is usually used when there is little knowledge about a
particular topic, and you want to learn as much as possible without limiting the responses. Although
open-ended questions provide a wealth of information, they also require careful consideration.
Administering, analyzing, and summarizing open-ended questions can be time-consuming and difficult.
Some respondents do not like to write a lot and may find open-ended questions taxing. Interviewing is
not necessarily the solution. The amount of information provided by a respondent may depend on the
respondent’s personality—some respondents may provide short or cursory answers; others may provide
extensive answers with a great deal of relevant (and irrelevant) information.

Survey should be constructed so that survey respondents understand the questions and can
provide the correct answers easily, in a form that is suitable for subsequent processing and analysis of
the data. While there are well-established principles for questionnaire design, crafting a good
questionnaire remains an art requiring ingenuity, experience, and testing. If the data requirements are
not properly transformed into a structured data collection instrument of high quality, a ‘good’ sample
can yield ‘bad’ results.
Thirdly, the goal of every survey is to collect data. Data collection is the process of gathering the
required information for each selected unit in the survey. The basic methods of data collection are selfenumeration, where the respondent completes the questionnaire without the assistance of an
interviewer, and interviewer-assisted (either through personal or telephone interviews). Other methods
of data collection include direct observation, electronic data reporting and the use of administrative
data. Data collection can be paper-based or computer-assisted. With paper-based methods, answers are
recorded on printed questionnaires. With computer-assisted methods, the questionnaire appears on the
screen of the computer and the answers are entered directly into the computer. One benefit of
computer assisted methods is that data capture – the transformation of responses into a machinereadable format– occurs during collection, thereby eliminating a post-collection processing activity.
Another benefit is that invalid or inconsistent data can be identified more easily than with a paper
questionnaire.
Fourthly, each survey needs to be analyzed. Data analysis involves summarizing the data and
interpreting their meaning in a way that provides clear answers to questions that initiated the survey.
Data analysis should relate the survey results to the questions and issues identified by the Statement of
Objectives. It is one of the most crucial steps of a survey since the quality of the analysis can substantially
affect the usefulness of the whole survey. Data analysis may be restricted to the survey data alone or it
may compare the survey’s estimates with results obtained from other surveys or data sources. Often, it
consists of examining tables, charts and various summary measures, such as frequency distributions and
averages to summarize the data. Statistical inference may be used in order to verify hypotheses or study
the relationships between characteristics, for instance, using regression, analysis of variance or chisquare test.
In the end, it is important to mention that there are different options for the survey to be
conducted. Surveys can be administered in at least five different ways: mailed, group administered, by
phone, in person, and electronically. A mailed survey is conducted by mailing a questionnaire to
respondents, who then administer the survey themselves. The central concern in a mailed survey is
maximizing the response rate. Even an attractive questionnaire full of clear questions requires additional
efforts to maximize the response rate. A response rate of 70% or higher is desirable; lower response
rates call into question the representativeness of the sample. Sending follow-up mailings to nonrespondents is the single most important requirement for obtaining an adequate response rate. The
follow-up mailings explicitly encourage initial non respondents to send in their answers. The cover
letteris critical to the success of a mailed survey. This statement to respondents sets the tone for the
questionnaire. A carefully prepared cover letter should increase the response rate and result in more
honest and complete answers to the survey questions; a poorly prepared cover letter can have the

reverse effects. The cover letter or introductory statement should be personalized to the respondent and
signed by the researcher. The contents of the letter should establish the credibility of the research, catch
the interest of the respondent, and note ethical obligations, such as confidentiality and voluntary
participation. The letter should include a phone number to call if the respondent has any questions. A
group-administeredsurvey is completed by individual respondents assembled together. It is a common
approach in classroom- or school-based surveys. The response rate is not usually a major concern in
surveys that are distributed and collected in a group setting because most group members will
participate. The real difficulty with this method is that it is seldom feasible because it requires what
might be called a captive audience. With the exception of students, employees, members of the armed
forces, and some institutionalized populations, most populations cannot be sampled in such a setting. In
a phone survey, interviewers question respondents over the phone and then record their answers. Phone
interviewing is a popular method of conducting surveys in the United States because almost all families
have phones. But two problems often threaten the validity of a phone survey: not reaching the proper
sampling units and not getting enough complete responses to make the results generalizable. What is
unique to the in-person interview, compared to the other survey designs, is the face-to-face social
interaction between interviewer and respondent. In-person interviewing has several advantages:
Responses rates are higher than with any other survey design; questionnaires can be much longer than
with mailed or phone surveys; the questionnaire can be complex, with both open-ended and closedended questions and frequent branching patterns; the order in which questions are read and answered
can be controlled by the interviewer; the physical and social circumstances of the interview can be
monitored; and respondents’ interpretations of questions can be probed and clarified. The interviewer,
therefore, is well placed to gain a full understanding of what the respondent really wants to say. The
widespread use of personal computers and the growth of the Internet have created new possibilities for
survey research. Electronic surveys can be prepared in two ways. E-mail surveys can be sent as messages
to respondents’ e-mail addresses. Respondents then mark their answers in the message and send them
back to the researcher. This approach is easy for researchers to develop and for respondents to use.
However, it is cumbersome for surveys that are more than four or five pages in length. By contrast, Web
surveys are stored on a server that is controlled by the researcher; respondents are then asked to visit
the website (often by just clicking an e-mailed link) and respond to the questionnaire by checking
answers. Web surveys require more programming by the researcher, but a well-designed Web survey
can tailor its questions to a given respondent and thus seem shorter, more interesting, and more
attractive.

5.1.2 Survey method in the research

The objectives of the survey for this research are to collect data regarding communication
policies and communication competencies in the museums of Serbia, accordingly to the goals of the
research in whole. The information about the communication policies was of critical importance for the
research. How museums understand communication as an activity within their organizational structure,
what communication channels they use for promoting their image and their activityin regards to their
stakeholders, whether their communication is strategized and whether it is communicated to other
employees of the organization are all crucial matters. Without these it would be impossible to
understand the context in which the potential competencies may be developed. The information
regarding the competencies is the focus of the research that reveals the actual level of communication
competencies of the internal or external professionals employed in the communication section of the
museum.
These main objectives have led to the design of the survey. Thus, in this research the survey was
constructed in two parts. The first part refers to general information on communication in museums. The
first two questions cover the most generic questions about museums’ mission and strategy, while the
rest of them are based on communication policies according to which the museums perform their
communication activities: who performs communication activities, what are the channels and methods
used for communicating museum activities with different stakeholders, what are the barriers museums
meet in communication. Furthermore, there is a set of questions directed to reveal the opinion
museums have in regards to communication, marketing and promotion, collaboration with other
institutions as well as their internal communication policies. This part of the surveyhas an objective to
gather the information about the ways in which museums communicate to their stakeholders and how
they see communication within their organizational structure. The second part of the survey focuses on
communication competencies precisely. The questions in this part of the survey are dedicated to
communicators, Public Relations professionals or other museum practitioners responsible for
communication. This part includes a set of questions about person’s position and job tasks, a set of
questions on courses and trainings in the field of communication, public relation, management, public
events and on-line communication. It also includes a set of self-evaluation questions of the person’s
knowledge and abilities required in the communication sector. Lastly, there is a set of questions
regarding the personal opinion on what type of tasks, abilities, knowledge, and competencies should a
museums communicator possess. The second part of the surveyhas an objective to show what
competencies the museum practitioners in charge of communication possess and their attitudes in
regards to their role.
In this research particularly, one third of the museum universe was taken into consideration. In numbers,
the museum universe includes sixty five museums; therefore one third would include around twenty
museums. Circulating the number to twenty museums we have constructed a solid sample for the
implementation of the survey. The twenty museums include five subjects of four categories. The first
fifteen museums include museums on the whole territory of Serbia divided into three categories, based
on the number of employees. This categorization allows us to divide museums into small, medium, and

big museums. According to the opinions of museum professionals these museums were ranked on the
basis of their performance of program and communication activities. The five best ranked museums
from each category were selected to be examined using survey method. Alongside with these fifteen
museums, another five museums were selected for the survey, these located in Belgrade. These
museums are all national museums, ranked by museum professionals asthe best museums according to
their performance in program and communication activities. The sample therefore for this survey
includes twenty following museums: National Museum Prijepolje, National Museum Novi Pazar,
Homeland museum Knjaževac, National Museum Šabac, National Museum Kikinda, National Museum
Valjevo, National Museum Vršac, City museum of Sombor, National Museum SmederevskaPalanka,
National Museum Smederevo, City museum of Volvodjina ( Novi Sad ), National Museum Zrenjanin, City
museum Subotica, National Museum Kruševac, National Museum Niš, National Museum Belgrade,
Museum of History of Yugoslavia in Belgrade, Museum of Applied Arts in Belgrade, Museum of Science
and Technology in Belgrade, Museum of Natural Science in Belgrade.
The survey for this research is of a mixed type containing both open and closed questions.We
have opted for this kind of survey because it offers more valuable results. Furthermore, some questions
that refer to opinions and attitudes requiring a personal perspective needed to be constructed as openended questions. The closed-ended questions are in the form of multiple choice offering descriptive
ranking and evaluations, and are reserved for gathering information on organization’s and personal
abilities.
The survey, containing thirty-five questions, seventeen in the first part and eighteen in the
second, was sent out to twenty selected museums by e-mail. Two weeks after, a phone call was directed
to all the museums who had not yet answered. From twenty museums eighteen museums responded.
The National Museum in Belgrade was one of those museums. However, they responded to some of the
survey questions during the interview. All of the museums who responded were very collaborative and
polite in their communication to the researcher.
Once the answers are collected they were analyzed using the Microsoft Excel.

5.1.2 Using interviews in the research
The interview is probably the most widely employedmethod in qualitative research. Interviews
provide in-depth information pertaining to participants’ experiences and viewpoints of a particular topic.
Often times, interviews are coupled with other forms of data collection in order to provide the
researcher with a well-rounded collection of information for analyses.
The interview is a more flexible form than the questionnaire and, if used intelligently can
generally be an instrument to gather information of greater depth and be more sensitive to contextual
variations in meaning. The classical survey research tradition, geared to producing quantitative data, is
generally associated with interviews where the wording and order of questions are exactly the same for
every respondent. Variation in responses can thus be attributed to respondents and not to variability in

the interviewing technique. Wording the questions in the same way for each respondent is sometimes
called standardizing while asking the questions in the same order is called scheduling. Interviews,
however, can also be non-scheduled, though still partly standardized. This is sometimes called a semistructured interview. Here, the interviewer works from a list of topics that need to be covered with each
respondent, but the order and exact wording of questions is not important. Generally, such interviews
gather qualitative data, although this can be coded into categories to be made amenable to statistical
analysis. Using face-to-face interviews as a means of data collection has a number of advantages and
disadvantages. The main benefits are that the presence of an interviewer allows for complex questions
to be explained, if necessary, to the interviewee. Interviews can generally be longer than when selfcompletion techniques are used as interviewees are less likely to be put off by the length or to give up
halfway through. Open-questions are more adequate since respondents do not have to write in their
answer and the interviewer can pick up on non-verbal clues that indicate what is relevant to the
interviewees and how they are responding to different questions. Visual aids can also be used in the
face-to-face situation. The interviewer can control the context and the environment in which the
interview takes place. For instance, the interviewer can make sure that the questions are asked and
therefore answered in the correct order and that the interview takes place in an appropriate setting
which is conducive to accurate responses. Telephone interviews using interview schedules are another
way of interviewing becoming increasingly efficient with developments in computer technology.
Computer assisted telephone interviewing systems are available and provide clear instructions for the
interviewer, display the interview schedule and allow electronic recording of responses as they are given.
This cuts out the data entry part of survey because responses are recorded directly onto the computer.
This makes it quick and not costly to use.
There are three fundamental types of research interviews: structured, semi-structured and
unstructured. Structured interviewsrepresent a formal version of an interview and are essentially
verbally administrated questionnaires in which a list of predetermined questions are asked with no
variation and no follow-up questions that require further elaboration. It is characterized as being a
closed interview situation because the responses are recorded on a standardized schedule.
Consequently, they are relatively quick and easy to use and may be particularly important in cases where
clarification of certain questions is required or where there are numeracy problems with the
respondents. However, because of their nature, they only allow limited responses, which fails to give
information in cases where depth is required. Unstructured Interview is the less formal type in which
although sets of questions may be used, the interviewer freely modifies the sequence of questions,
changes the wording and sometimes explains them or adds to them during the interaction. Hence the
researcher has to be careful in order not to deviate from his focus. The atmosphere is often casual. This
is conducted in what is characterized as an opened situation because there is more flexibility and
freedom in the interaction. Non-Directive Interview or the unguided gives excessive freedom for the
respondent to express his or her ideas subjectively and spontaneously as she chooses or is able to. There
are no set questions in this style. It is the most appropriate type of interview to use when investigating
issues where the respondent has to be allowed to talk uninterrupted on a very broad topic which will
unconsciously reveal personal motives, feelings, attitudes etc. Focus Interview as the name suggests,
focuses on the respondent’s subjective responses and experience on the subject matter to elicit more

information. This method is used by researchers to render the non-directive interview more interviewer
control with the use of verbal cues that serve as a stimulus to inspire respondents to volunteer more
information on the subject. As the story unfolds the researcher can hum in approval of what the
respondent submits or chip in a stimulating question to encourage the flow of the conversation.

When using interviews in the research, it is necessary to carefully analyze and summarize data
extracted from the recorded material. Usually, analyzing qualitative data involves reading through the
interview includes, developing codes, coding the data, and drawing connections between discrete pieces
of data. In order to have a better organization and focus of information it is advisable to look for
common themes, categories, and patterns in the interview material in order to make connections and
relations between the information. Coding is a process for categorizing data, very valuable instrument in
the interview analyses. Developing a set of codes is performed by using both codes predefined codes and
ones that emerge from the data. Predefined codes are categories and themes expected to be seen based
on the prior knowledge. Emergent codes are those that become apparent as the data is being reviewed.
These are then identified, added to the table, and given a code each. This type of coding allows for the
emergence of crucial but previously uncovered issues and connections. After a set of data has been
coded, analysis proceeds with writing a summary on the learned facts.

5.1.3 Interview method in the research
The interviews are another method which contributed to the accuracy of information in this
research. The objectives of the interviews were to provide in-depth information about museums and
their communication. Due to lack of recorded information in the field of communication in museums of
Serbia, this way of collecting information was of huge significance for the research. Furthermore, face-toface interaction and follow-up questions allowed gathering and extracting certain information and detail
otherwise impossible to retrieve.
The interview method in this research includes three museums: National museum in Belgrade,
Museum of Natural History in Belgrade and the National museum in Kruševac. At first it was planned to
take one national museum in Belgrade and one regional museum from the inside of Serbian territory:
National Museum in Belgrade as the representative of museums in Belgrade and National Museum in
Kruševac as the representative of regional museums. Nevertheless, further on in collecting the
information, it has been decided to include also the Museum of Natural History in Belgrade because of
the particularity of its case. Although Museum of Natural History is a national museum and a parent
museum for the historic-artistic objects of value in the field of natural history, it does not possess its
own building and exhibiting space, therefore it does not have a permanent collection. In spite of this, the
Museum of Natural History is very active when it comes to communication performance. This is why it
was decided to add this museum to the part of the research involving interviews as a method for
obtaining data. The interviewees from all three museums are individuals in charge of communication

activities in the museums. The interviewed professionals are: GordanaGrabez, from the National
Museum in Belgrade as a current chief curator and museum PR until recently; Aleksandra Savic, form the
Museum of Natural history as a museum conservator and PR; GoranVasic from the National Museum in
Krusevac as the museum director and in charge of communication. All three museums and professionals
responded kindly to the request for the interview.
The interviews for this research are semi-structured meaning that an interviewer prepares a list
of key themes, issues, and questions to be covered. In this type of interview questions can be changed
depending on the direction of the interview. The flexibility this type of interview is adequate for the
research as there were no precise expectations on the information that might be revealed in the
interview due to lack of information in the field of communication, but also because each museum is a
case for itself. All the interviews lasted from sixty to ninety minutes including different set of questions.
The first set of questions revolves around the cultural policies in Serbia. This information is important as
opening of the interview because it reveals the tone of the interviewee and the direction that the
interview might take. Also, it reveals a general attitude if the context in which the museum is situated in.
The second set of questions refers to museum policies in general: museum organizational structure,
internal policies and communication policies. The third set of questions gather information
communication competencies specifically, including job tasks, abilities as well as personal opinions on
communication policies and the museum communicator competencies. The structure of the interviews
and questions follows the structure of the survey, as well as the model of competencies of a museum
communicator shown at the end of the forth chapter.

5.2 Results
5.2.1 Communication Policies

The obtained results regarding communication policies through the research instruments, survey
and interview, are organized in themes. The key issues retrieved from collecting information are mission
and strategy, communication mission, strategy, and communication.
One significant part of museum and communication policies in Serbian museums are connected
to the situation of the politics and government structure. With each change of government changes the
minister of culture and information. These changes often lead to positioning of new directors of cultural
institutions that can assume smaller or bigger deviations in their organizational and personnel structure.

5.2.1.1 Mission and strategy
A mission, vision, and values are the driving principles that provide on-going guidance to a
museum engaged in the serious work of converting public goodwill to public benefit. Together they set
long-term direction and define the beliefs and behaviors that enable an organization to get there.
A clear statement of the reason a museum exists is a mission’s contribution to this set of principles. A
mission statement answers four questions: What does it contribute? Who does it serve, how does it
deliver? And why is this important? Answering four basic questions seems simple. Building agreement
around the answers to these questions, however, is not. The what, for whom, how, and why of a
mission statement must be aligned and work together powerfully, be relevant to the community, and
inspire action. For example the mission of the Guggenheim Museum in New York is stated as follows: The
mission of the Solomon R. Guggenheim Foundation is to promote understanding and appreciation of art,
architecture, and other manifestations of modern and contemporary visual culture; to collect, preserve,
and research art objects; and to make them accessible to scholars and an increasingly diverse audience
through its network of museums, programs, educational initiatives, and publications.146
From the above written statement of Solomon R. Guggenheim Museum it is evident that the
museum states here their life-long goal, the constant guideline framework that leads the museum into
the right direction. Mission ideas should be reflected in all museum actions. It has a very strong
connection to communication department of the museum, because communication activities are ways in
which the museum presents its essence to the public. Communication of the museum’s mission should
be understood as an investment in developing a shared understanding of the museum’s most important
ideas and building a solid organizational culture.
From twenty museums, nineteen of which responded to the survey eighteen of them confirmed
of having a mission to follow and only one museum responded negatively. These results show a good
starting point as the museum mission is an inevitable requirement for communication. In order to send
clear messages to the public and other stakeholders about its essential goals, the museum needs to have
a clear vision in mind that wishes to present the society. While talking to the museum practitioners in the
interviews, all of the museums stated to have a clear vision of what their goal is, or what it should be.
Museum of Natural History in Belgrade explained that the goal of museum is to sell truthful facts to the
public and become a part of peoples’ lives but avoiding becoming too commercial. The National museum
in Krusevac and The National Museum in Belgrade describe their role as an educator of the masses about
the local and national history as a contribution to general well-being and development of national
identity:
The National Museum in Belgrade is a complex museum dedicated to preservation, interpretation
and promotion of multi-level, multi-cultural heritage of Central Balkans and Europe – from pre-history to
today – through archeological, numismatic and artistic content.The Museum collects, conserves,
preservesaccording to the principles of preventive care and it motivates knowledge. It interprets historical
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and contemporary culture, national identity so it serves as a source of knowledge and active study center
to the society and the environment.147
When it comes to museum strategy, often there is a misconception of its meaning. In our
interviews it is revealing that strategy tends to be confused with mission, aspiration or action. Museum
professionals sometimes refer to strategy as aspiration: “Our strategy is to have more visitors…”, with
action: “Our strategy is to build a new building…”, “Our strategy is to serve the community…” etc. For
example, on the official web-site of the National Museum in Belgrade there is a section Mission, Vision
and Strategic goals, but other than museum mission and vision, it says nothing about the museum
strategy. In other museums that fall into the sample for the research, only a small part of them have
stated their mission online, while only one museum, Museum of History of Yugoslavia has a definition of
their strategy that can be downloaded on-line. Nevertheless, from eighteen museums that responded to
the survey and one museum that responded through the interview, 100% of them responded
affirmatively to the question whether their institution has a developed strategy.

Museum mission

Chart Title
0%

6%
yes

yes
100%

no

94%

no

Museum strategy is a way for a museum to achieve its goals. It is a long term systemic approach
that allows the museum to position itself on the market or the context of its performance. It also defines
the objectives that need to be obtained in the set period of time in order to achieve the general goals of
the institution. The fundamental purpose of a museum or any other organization is to create a value.
Value is nothing other than the museum mission, which can be measured following the fraction: value =
social benefits/ resources expended. Museums have invariably multiple social benefits which lead to
multiple goals. This is why mission and strategy should be mutually dependent because one cannot live
with the other. Museum mission and strategy must not be confused both should be existent and
communicated throughout the whole organization. All museum activities lie on the basis of museum
mission and strategy. A model for a good museum strategy includes:
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A unique value proposition compared to other organizations
A different, tailored value chain
Clear trade-offs, and choosing what not to do
Activities that fit together and reinforce each other
Continuity of strategy with continual improvement in realizing the strategy

Through interview questions of the three selected museums though, the impression that is being gained
is that museums do have a clear vision and mission of their values, but not a clear strategy that would
guide in achieving those values in a long-term period of time.

5.2.1.2 Communication strategy
Alongside with their main functions – collecting, preservation and research of the collected
cultural objects, museums also have a task to communicate the collected and analyzed knowledge to the
public and contribute to the museum general benefit.
Museum communication activities refers to displaying and relation to visitors, media and other
groups of interest, as well as scientific and professional presentation of the information and results of
the collected objects. In Serbian context public relations and communication has always been existent to
a certain level unofficially. Only the last few years communication has started to develop as a field
separated from other professions in the museum which, according to AleskandraSavic (the Museum of
Natural History PR), are evaluated through the increased number museum visits, museum popularity
and recognition in the society.148 The situation today is slowly changing to the better. Foundation and
activity of international and localorganizations dedicated to communication such as: International
Committee of Marketing and Public Relations (ICOM MPR), PRIMA (Museum Section for Public Relations)
as a part of the Museum Society of Serbia and the Serbian Society for Public Relations has contributed to
the affirmation of Public Relations as an individual department within public institutions. 149
Public Relations professionals in museums had been performing some communication activities,
not knowing what exactly their tasks are, for two reasons. Firstly because communication activities
overlap with the activities in other fields, such as management, personnel development, marketing etc.
Depending on a museum, activities the communication department can include are:
 Image development and its communication to the audience
 Relations with the media
 Relations with the society
 Printing and sending out invitations, cards, messages, direct mail, printing of publications
 Promotion of program activities
 Event management
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Reporting of specific collections, research results and news
Special events management
Participation in public events (fairs, seminars etc.)
Appearance of public individuals of importance in culture, politics and society
Fundraising
Internal communication
On-line communication and PR
Contact with the stakeholders
General institution affirmation in society

The other reason was because the museum professionals and some museum directors have never taken
communication seriously, guided by the assumption that marketing and communication is something
that happens without a specific effort and knowledge. According to the interviewed professionals these
assumptions have begun to change as museum are slowly understanding that without a good
communication system they fail to achieve their goals, thus fail to survive. Information has become a
critical nod for museum development.
The analysis of the survey data shows that 85% of museums retain that the communication is
very important for their institution. 3 % of the selected museums consider communication an important
part of museum functioning. Nevertheless, a large part of museums do not have a defined
communication program, while some of them have a defined plan and use additional communication
techniques in critical moments to boost the museum program activities. A small number of museums do
not have a communication program at all. However, all of the interviewed museums explained that they
do not have an actual communication strategy, but rather a specific idea of what they wish to
communicate. The PR of the Museum of Natural History in Belgrade retains that generally some of the
museums in Serbia are open to outside collaborations and to their public, but she also says that some are
completely closed for communication and do not take the museum communication seriously.

Defined communication strategy
6%

Defined strategy

44%
50%

Communication
activities when needed
Comm. program plus
communication
activities when needed

In order to understand museums’ attitudes on some of the key factors and tasks that relate to
communication, we created a set of question including communication key matters such as: advertising,
presentation and participation in public events, participation on the conferences and special events,
collaboration and connecting with other institutions operating in the same professional field,
organization of direct meetings with local and national authorities, on-line communication, publishing
reports about museum performance, media presence of the institution and its activities, writing news
and letters to the editors of newspapers, television and radios. As answers to the questions the multiple
choice descriptive answers were offered, ranking the factors according to their importance – very
important, important, not that important and not important. The survey results show that advertising is
mostly considered important or very important in Serbian museums, which show a positive attitude and
recognition of the significant role that the promotion of museum activities can play in the museum life.

Advertizing
12%

0%
35%

very important
important

53%

not that important
not important

Presentation and participation in local happenings is another part of communication mix considered very
or, however, important for the organization development. The same can be said for the participation on
conferencesand special events as well as having direct meetings with the local and national authorities,
or so called lobbying.

Presentation and participation in local
events
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13%
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50%
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An interesting observationoccurred regarding the on-line communication, considered to be
100% important for museum communication in all of the museums. However, in the interviews and an
on-line research done by the researcher it is revealed that many museum web-sites are not adequately
equipped in content and some of them are even dysfunctional. Some web-sites do not have the basic
information about the working hours, visits prices and tours or a map on their homepage which
automatically fails to be user-friendly. When it comes to social networks, most of museums have the
Facebook, but some of them have a Facebook profile instead of Facebook page. This appears to be a
problem, because these museum profiles have reached the limit of friends, so it is either impossible to
add them to the list of your friends or they have opened another Facebook profile, like National Museum
of Valjevo II or even III. Furthermore, the interviewees reveal that they are not very familiar with other
social networks, like Twitter, Tumblr, Pinterest, etc. Two of three interviewees also said that the museum
Facebook page is not particularly active because they do not have time to set aside for such a task.
Differing from online communication, there is much agreement shown in the media
management of museum activities and writing messages and letters to the editors of newspapers, TV
and radio channels. These activities are stated to be either very important (69%, 62%) or important (25%,
38%). The museum professionals through interview questions confirmed their interest and knowledge in
media communication. Although the budgets for the marketing and PR are extremely low or inexistent
and the prices for advertising on these channels very high, the museum communication professionals
seem to find the ways to advertise museum activities through these mass media, especially in
newspapers and radio channels. The gap between a poor online marketing and a very good traditional
PR show that communication competencies in Serbian museums do exist, but theyare more related to
traditional media, which does not match the developing context outside the museum field.
Many problems in reality and discordances in the research results lie in the fact that in most
museums there is only one person in charge of communication, no matter the size of museum and their

program corpus. Even if there are two employees, one of them or both of them are not involved solely in
communication, but have other tasks or are in charge of other departments.

Employees in communication
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in communication?
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23%

0%
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41%
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5.2.1.3 Communication channels and methods
Communication techniques are the instruments that are used practically to develop
communication strategy. These may also be called communication channels and methods and involve all
the possible means of media that can be used for sending out messages to the public as well as the
means to monitor communication activities and get the feedback from the users.

In this research the focus has been majorly on on-line and off-line communication channels,
marketing techniques that can be used for monitoring the communication action and the barriers that
may occur in museum communication.
The results of the research survey show that museums in Serbia use mostly traditional
techniques in marketing, such as promoting the program activities through posters, newspapers, TV and
radio channels as well as the e-letters in the online communication. Social networks are not widely used,
except for Facebook and a few twitter accounts.
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To the question regarding the methods used for monitoring the museum communication activities,
most of the museums state that observation and media clipping are the most common methods for
monitoring communication activities. This is another fact that leads to theconclusion that the techniques
and media used in museums are traditional ones, as media clipping and observation fall under the
category of traditional media monitoring techniques.
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Feedback is the crucial part of any communication process. Without the feedback from the
receiver – in this case the stakeholders – communication process is considered incomplete. For a
museum it very important to get the feedback from the visitors, especially in communication activities, in
order to track the opinions and behaviours of visitors and other stakeholders and understand what are
the things that should be changed or approached differently in communication. In the survey we asked
what are the techniques and methods used for monitoring the communication performance in
museums. The survey question was formulated as a multiple choice question offering the answers:
always, often, sometimes, rarely, never allowing the museums to rank the frequency in using each
method. The methods are: analysis of the audience, tracking frequency of appearances in media, website analysis, collecting the data from the experts, social-networks analysis, and monitoring donations.
The methods for feedback tracking most frequently used are the number of appearances in
media (traditional media) and number of sold museum publications. Another interesting fact is that the
museums only occasionally or rarely use the analysis of the audience to gather information about their
performance. The same happens with the web-site and social-networks analysis. Given the museum all
over the world are now finding ways to be more visitor-oriented, audience analysis and web-based
analysis are extremely important for museums nowadays as the we live in a fast-paced world with
constant changes of visitors’ needs and requirements. In the interviews conducted with the three
selected museums, the museum professionals explain that these evaluations are done once in five or
more years, sometimes as a task of volunteers or students.
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5. 3 Communication Competencies
The results obtained regarding communication competencies through the research instruments,
survey and interview, are organized in themes. The key issues retrieved from collecting information on
mission and strategy, communication mission, strategy and communication.
This part of the survey was dedicated to the personnel in charge of communication in a museum.

5.3.1 Museum Communicator position and tasks
The profile of the person in charge of communication is closely connected with presentation,
promotion, and general museum performance. Along with general higher education and wide cultural
horizons, this person needs have knowledge about museums and theory of public relations and its
techniques, case study and techniques that can help in successful problem solving in critical situations.
150

The museum professional in charge of communication should perform his/her tasks according to
the professional codex of ICOM (International Committee of Museums) and should be in constant
connection with the other museum professionals and associations of the country s/he operates
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in.151S/he should also follow the happenings within the field of communication on the internet and be
informed about the newest trends and news in the field.
Corporate communication is a higher form of communication which involves a well-written
communication strategy aimed at achieving a positive point of view among the stakeholders.
Organizations aim to communicate the same message to all their stakeholders, adjusting the approach
for different target groups. In accordance with the idea of corporate communication strategy, the
Association of Business Communicators created a Communicator’s Competency Model for
communication including the following set of skills: communication skills, management skills, knowledge
area skills. In this research we adjusted this model for the museum environment resulting with a set of
following competencies that a job of the museum communicator requires: museum knowledge;
communication planning; change management; research, writing and editing; project management.
Both research survey and the interviews’ structure of questions regarding the competencies
follows this model of competencies in order to understand if any, some of them or all them match with
the competencies communicators and practitioners in charge of communication in Serbian museums.
In any case, the first information we wanted to retrieve with the research survey was whether
the person is in charge only of communication tasks. This was important to know because it reveals the
time a person in charge of communication can dedicate to performing communication activities and
whether his/her focus is entirely on communication or it needs to be coordinated with other tasks in
his/her job description. Research results demonstrate that only 31% of museums have PRs or
communicators, while the other 69% practitioners coordinate communication activities with other
responsibilities, such as: museum management (museum directors), planning and organization of
educational activities, production and organization of program activities, etc.

Do the tasks of your job involve
only communication activities?

31%
yes
69%

151

no
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This first set of survey questions also contained open-ended questions regarding the position
and tasks of the person responding – museum professional in charge of communication – as well as the
attitude this person has towards the role s/he has in the museum as the PR or communicator. The results
show that only a few people responded to the second question with short answers. This demonstrates a
certain lack of clarity about the communicator’s role within the museum personnel structure. In the
research interviews the Museum of Natural History’s PR explained her opinion on the matter telling that
the most important thing for a museum communicator are individual abilities: sociability and positive
attitude. She retains that competencies in the field of communication and PR are easy to learn and that
one does not have to have professional knowledge in the field of communication, but must have the
museum knowledge in order to understand the context. Knowledge and competencies in the field of
communication can then be learned along the way. Until recently the PR (currently the deputy director)
of the National Museum in Belgrade shares this opinion. Disagreeing with this view, the director of the
National Museum in Krusevac maintains that this kind of professional is necessary for the museum,
because the amount of work he has as the director does not allow him to cover all the segments of
marketing and communication. It is necessary to add that the director of this museum has been on this
position since recently and that some improvements in communication of the Museum are noticeable in
this period of time.

5.3.2 Museum Communicator position, trainings and knowledge
Many Serbian museums do not have a person specialized for communication. This is why the
second set of questions in the survey regarding the competencies includes questions on attended
courses and training in the field of communication, marketing, management and project management.
The objective of these questions is to understand the ways in which the museum communicators in
Serbia gain competencies in these fields. Furthermore, it tends to reveal whether and how they improve
their knowledge and whether they follow the trends in the mentioned fields.
Most of museum professionals in charge of communication in Serbian museums have attended
certain courses in the field of communication. These courses and trainings are mostly organized by ICOM
or other the museums themselves. Some communicators are self-educated through books or on-line
resources, while some have attended trainings and courses on a personal level.
When it comes to on-line communication, only one communicator has attended courses and
training in this field. The names of the courses are not mentioned. Courses and trainings in management
are also poorly attended, while project management training and courses reveal a solid percentage of
participation.
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The research survey posed another set of self-evaluation questions where the museum
professionals were asked to evaluate their competencies in different fields of marketing and public
relations with descriptive answers: excellent, very good, good, adequate, inadequate. The objective of
this set of questions was to understand what competencies museum practitioners in charge of
communication have in the museums of Serbia. This is necessary for understanding the context of
communication competencies in these museums, evaluating the strengths and weaknesses,
opportunities and dangers that may occur. The results (in percentages) of the survey questions are
shown in the tables bellow. The first table demonstrates the level of knowledge the museum
practitioners possess in fields of museum policies, visitors, actors in other industries, promotion, market
analysis, media, project management and social networks. This table focuses on the knowledge, while
the second table focuses on abilities in similar fields. Put together the results of both tables give an
image of the competencies in communication in museums in Serbia.

Evaluate your knowledge in the following fields:
%

Excellent

Very good

Good

Adequate

Inadequate

Culture and policies of
museums worldwide

0

25

56

13

6

Culture and policies of
museums in Serbia

37

25

38

0

0

Museum visitors
Private sector and actors
in Serbia

33

47

20
50

0
25

0
6

13

6

Tourism sector and actors
in Serbia
NGOs in Serbia
Product marketing
Promotion and
promotional mix
Public message
development
Media in Serbia
Internet and social
networks
Project management and
planning

20

20

47

13

0

6
0
12

38
36
38

25
36
25

19
21
19

6
7
6

0

53

27

13

7

20
0

33
20

40
53

0
7

7
20

37

44

19

0

6

The various types of knowledge in the fields given in the survey (table above) are all required for
good communication. It is interesting to notice yet again that the best evaluations are stated in the fields
that relate more to traditional techniques in public relations. As we can see museum visitors, public
messages development are the best ranked knowledge types, while the results show poor knowledge in
social networks, product marketing and actors in other industries. The problem with having such a

focalized average of knowledge is that it fails to grasp the wider context in which museums operate and
how this environment develops. Eventually this leads to unsuccessful and undeveloped communication.
However, during the research interviews, the interviewees responded affirmatively to the
questions related to the actors in tourism and NGOs. Collaborations with touristic organizations and
agencies and non-government organizations seem to work from time to time, although they admit that
the private sector remains an unknown field. They explain that they have not really tried yet working
with private agencies, except for the Museum of Natural History which has already worked with banks
and other similar agencies through sponsorship for big exhibition events.
Evaluate your abilities in the following fields:
%
Market analysis
Product
marketing,
cultural product
marketing
Lobbying
Branding
Strategic planning
Promotion
Budget planning
On-line research
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planning
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management and
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The abilities in the fields given in the survey (table above) are all abilities that a good museum
communicator should possess. In this table too, it is discernible that the best evaluations are stated in
the fields that relate more to traditional techniques in public relations. Promotion, writing/editing, public
presentation, and verbal communication unquestionably assume good positions in the ranking. However
as soon as the abilities are not specifically focused on traditional media and promotion, the percentages
decrease noticeably. This shows that the museum communicators in Serbia are specialized in traditional
promotion and media, but they are not as familiar with new techniques and innovation.

Another field where the museum communicators in Serbia are well-acquainted are project and
event management and planning. This is so because many of the museum practitioners in charge of
communication in Serbian museums are not only communicators, but have other tasks in their job
description. Many of them are museum directors who are also responsible for communication within the
museum’s personnel structure. Another part of communicators are in charge of all museum’s program
activities as their job description as the PR include the management of program activities which is also
confirmed during the interviews in the research.
The last set of questions in the research survey are open-ended questions with a focus on the
personal opinion of the museum practitioners in charge of communication. The questions refer to their
attitudes about the competencies that a museum communicator should have and what would be the
things that would improve the communication in museums.
Most of museums retain that the knowledge that a museum communicator should have are the
basic communication knowledge as well as the knowledge in museology. When it comes to basic
knowledge of communication, it is difficult to understand what these practitioners consider the basic
communication knowledge. If we return to some of the previous questions in the research survey we can
see that most of the practitioners refer to communication in the frame of traditional media promotion.
Only a few of museum practitioners wrote on the importance of having knowledge in marketing,
managementand digital/on-line promoting. This reveals that many of the museum practitioners do not
have a clear idea of how communication competencies are conceivedand how they should be developed.
When asked about the skills that a museum communicator should possess, it is intriguing to
notice that all of the museums stated abilities such as eloquence, sociability, verbal communication and
some even state as a skill a smiling face and charm. Only some museums mention professionalism,
lobbying, cultural management skills, and teamwork.
Finally, it is important to say that from the answers on the questions referring to the ways of
improvement of communication in museums, there seems to be a shared clarity over the opinion that
the first step in bringing changes to museum communication is to change the formulated attitude about
communication within the museums themselves. They retain that there needs to be a raised awareness
over the importance of communication on all levels of museum. Furthermore, most of them think that
hiring a person professionally qualified or training adequately a person who would be in charge only of
communication is the correct direction to follow. This shows that current museum communicators
realize the importance of communication strategy, but that they do not feel fully equipped with
communication competencies to deliver a successful and complete communication with stakeholders.
Nevertheless, they are open to change and willing to improve communication in their museums.

5. 4 Conclusions

5.4.1 The current situation: communication competencies

The main goals of the research thesis Communication Competencies in Museums: the case of
Serbia were to analyze and evaluate the information regarding the role of communication in museum
strategy, communication policies and communication competencies in museums in Serbia. With the help
of this analysis, my research aims to respond to the central question of the discourse: whether the
problem of Serbian museums lies in lack or misallocation of communication policies or whether the
problem might have evolved due to their permanent collections and cultural offerings (which is part of a
larger problem closely linked to the changeable political situation in Serbia).
Overlooking the results of the whole research there are some interesting factual indicators that
can lead to answering the questions the thesis poses. It is particularly interesting that the course of
thisresearch brought up some new and unexpected question. The communication field in Serbia has
definitely developed in the last few years. According to the research study published by the Institute for
Cultural development in 2009, 32% of the surveyed museums reported that they have PR departments
within their museums (or at least a person in charge of communication), while the rest, that is, 68% of
museums, responded negatively to the question. This shows an undeveloped environment and lack of
awareness of the importance of communication activities as well as the unclear vision of communication
role museums have in the society. Since 2009, this situation seems to have changed as most of museums
today have a museum practitioner at least partly dedicated to the activities of PR and communication.
The museums have definitely shown more interest in communication activities and have learned to
accept the idea of having the communication as the separate department within their institutions. This
does not mean that in practice the situation on communication is ideal today nor that the
communication department exist in all Serbian museums, but it means that museums have become
aware that communication is something important for museum survival.
In practice, the situation is a bit different. Despite the fact that most of museums have a person
in charge of communication, there are a few noticeable problems. First of all, in most of the surveyed
museums, the person in charge of communication is not a museum communicator. This means that
communication tasks are only partly the responsibility of this person, meaning that they are managers of
different segments of museum’s work. This occurs because the responsibility of communication is often
delegated to museum practitioners already working in the museum. In these occasions there is no switch
in position or job tasks, rather, usually these tasks are just added to the primary tasks. The most frequent
reason for this is the lack of employees. However, in some other cases of museums, like the Museum of
Contemporary Art in Belgrade where the communication, the profile of the PR Manager(responsible for
communication) includes public communication activities, and production and coordination of the
museum program. Another type of case is when the museum directors overtake the tasks of museum
communicator. All of these cases lead to an insufficient focus on the communication tasks, and to the
inefficiency in the museum communication.
The profile of museum communicator represents a complex set of activities, which is why a successful
communicator should have competencies from different professional fields and combine them according

to situation. As mentioned in chapter III of the thesis the competencies that the museum communicator
is required to have are:







Museum knowledge (understand museum culture, museum legal bonds and objectives of
key stakeholder)
Communication planning (able to develop all the stages of the communication planning)
Change management (knowledge of culture policies and current situation, assessing the
likely impact of planned change on various audiences, analyzing audience attitudes and
needs for information and helping people to manage the change, shift the audience)
Research, writing and editing (develop and control promotion channels)
Project management (knowledge in managing projects in order to follow exhibition and
program activities development)

Furthermore, the museum communicator should always actively follow trends and news and think
forward, presenting innovative ideas and ways of communication, according to the changes that happen
outside the museum. According to the results of the research it can be noticed that the museums in
Serbia tend to perform communication activities in the fields of traditional PR, in sense of
communicating with the press and media, such as newspapers, TV, and radio channels. This can be very
limiting because it narrows the horizons and chances for improvements and opportunities in the
museum. Museum nowadays are looking for ways to be more visitor-oriented in order to attract the
visitors and increase the number of visits, leading to increased income; not only visitors, but also
different stakeholders that might become museum’s sponsors or donors. The press and mass media are
certainly important channels of communication, but they are not the only one. Each day technology
develops new media through which organizations can present their image and reconnect with their
stakeholders, such as web-based channels and social media. There is another ambiguity to museums’
choice to adhere to traditional media as more than a half of surveyed museums (53%) stated that the
barriers in their communication to the public come from insufficient financial resources for the
communication activities. Furthermore, the interviewed professionals in the National Museum in
Belgrade, the Museum of National History in Belgrade and the National Museum in Krusevac have
confirmed the fact that most of communication and promotion activities in their museums (and,
according to them, the museums in general) is generated with a very small budget or no budget at all.
Although TV and Radio in Serbia are the most expensive advertising media in Serbia and the museums
lack the financial support for the communication activities, they are still the most used means of
communication in museums. Differently, internet communication potential does not seem to be fully
exploited in Serbian museums, although social networks and other web-based vehicles of
communication, such as blogs, forums etc. are either free or require the lowest budgets. This situation is
probably a consequence ofcompetencies the museum practitioners in charge of communication possess.
In the self-evaluation questions the best ranked competencies were those related to press and
traditional media, while the internet-based competencies are those with the lowest ranking.
Another significant fact can be retrieved from the research survey and interviews in relation to
communication competencies of communication practitioners in Serbia. The results prove that
communication practitioners also lack the competencies regarding marketing analysis and management

techniques that can be extremely useful, if not mandatory, for the successful communication. Knowledge
and skills in product marketing and marketing of cultural products, for example, can create a great
advantage for museum communication. It helps to understand the ways in which museum program
activities can be delivered to the public, as it includes knowledge of overall process of conveying a good
or service to customers. Product marketing includes defining the scope of the product line,
identifying potential markets for a product, determining optimal pricing for the market, encouraging
potential customers to purchase the product, and finding the best distribution methods for delivering
the product to customers.152 Despite being a business technique, it can contribute immensely to
communication activities in museums.
A lot of successful communication depends on relations with actors from other industries,
private companies, NGOs, or public institutions. This can contribute to the organization’s better visibility,
better product service, speed up innovations and improvements across the company, increase agility,
higher customer retention etc., all of which are benefits to museum communication and marketing.
Working with touristic organizations can boost the number of foreign visitors significantly, while
collaboration with NGOs can ameliorate museums’ relations with local audiences, while cooperation
with private sector can increase the chances for sponsorships and donations. In the case of Serbia, most
of museums do consider collaboration with other industries important, which is confirmed by the
museum professionals interviewed in the research. All three museums collaborate with touristic
organizations (mostly with those of public service) by projects usually on the initiative of the other party,
NGOs are included in some projects, but the collaboration with private companies is still not that
present, other than in some very special occasions. However the knowledge and experience of museum
practitioners in charge of communication with these subjects is very low which means that if existent,
collaborations with other industry actors is not much used in the communication department, even
though this might be another way of reducing communication costs.
One final important thing to mention regarding the current situation in the field of
communication in Serbian museums is the fact that project and event management competencies are
very well-developed in communication departments. This is probably because most communication
practitioners in Serbian museums are employees involved in other museum activities, such as developing
program events, exhibitions and projects. Project and event management knowledge and skills are
certainly beneficial for museum communication if directed to achieve communication goals.

5.5 Further communication development
There are a lot of malfunctions in museum communication in Serbia. Nevertheless, the situation
of communication policies and communication policies is not hopeless. Museums in Serbia are far away
from creating a true communication strategy, but it is definitely possible to move towards it.
Communication strategy is a complex system which requires a solid strategy and system of the
institution as whole and a well-organized personnel structure. Furthermore, communication
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competencies need to be fully acquired to make the situation favourable for creating a communication
strategy.
In this thesis, we created a model of competencies required for museum communicators
competent to formulate and implement a communication strategy. These competencies are:






Museum knowledge
Communication planning
Change management
Research, writing and editing
Project management

In Serbian museums, museum practitioners in charge of communication are well equipped with
knowledge and skills in the field of museum knowledge, research, writing and editing, and project
management. However they lack competencies in communication planning and change management.
These are the fields that museums should work on in their communication department. Management
and marketing skills needed for competency development in these fields can be obtained by
management and marketing training, while the required knowledge in the mentioned fields can be
acquired through different courses. These qualifications are more than necessary for a good museum
communication. Let us take the social media as an example. Social media has become a form of crucial
media for today museums. With new developments in technology internet has becoming very fast the
leading media by the numbers of users and time spent on the internet. More and more people tend to
turn to the internet as the source of their information. In accordance to internet development, social
networks are increasingly becoming a new marketing technique. Highly interactive and easily accessible,
social networks are great way for any organization to promote itself and its activities, as many of the TV
and radio users have replaced their free time usage with social networks and web-channels. These kind
of changes need to be monitored in order to understand which is the right direction to follow in
promotion and marketing and organize the communication activities accordingly. If an institution
remains stuck in the outdated ways of presentation, it will fail to communicate with its audience.
With the results gained with this research thesis, it is possible to understand the problems of
museum communication, but also to recognize the opportunities for its development. The strengths,
weaknesses, opportunities, andthreats of communication in the museums in Serbia can be ordinated in
the SWOT analysis which shows the current situation and the chances for the future.

SWOT ANALYSISMUSEUMCOMMUNICATION COMPETENCIES IN SERBIA
STRENGHTS







A person dedicated to
communication
Knowledge about the press
Project management
competencies
Project event competencies
Good monitoring press skills
Good writing/editing skills

WEAKNESSES







OPPORTUNITIES






Web-based media
Social networks
Transferring project
management skills to
communication planning
competencies
Collaboration with other
industry actors in field of
communication

Competencies only in
communication to traditional
media
Lack of skills in web-based
media and social networks
Lack of employees in
communication department
A person dedicated to
communication has tasks in
other museum activities
No communication strategy
No change management
competencies

THREATS





Fast-changing market
New media
Bad general image of museums
Government changes

Chapter XI : Anexes
6.1 Survey for Master Thesis
Communication competencies in museums: the case of Serbia
University of Ca’ Foscari Venice
Authors: Tina Kaplani, prof Michele Tamma
* The term communication in this survey refers external communication, to the ways in which
the museum presents and communicates news and information about itself towards its
stakeholders
Part I: External Communication
1.

Does Your institution have a formulated mission?
a) Yes

2.

c) I don't know

Does Your institution have a defined strategy?
b) Yes

3.

b) No

c) I don't know

How important is communication for the museum in achieving its goals?
a)
b)
c)
d)

4.

Very important
Important
Not that important
Not important
How many emloyees are in charge of communication in the museum?

a)
b)
c)
d)
5.

1 employee
2 employees
3 employees
4 or more employee
How many of them are employed only in communication?

a)
b)
c)
d)

6.

b) No

None of them
Less than a half
More than a half
All of them

Does your institution have a defined communication program or does it use communication techniques
when needed?
a) Defined program

b) Communication activities when needed
c) It has a program, but it also uses communication activities when needed
If it does, how is it communicated within the museum?
a)
b)
c)
d)
e)
f)

Meetings
News board
E-mail
Intranet
Internal blogs
It's not being communicated to employees outside the communication departement

7.

How important are the following activities for a successful achievement of the museums' goals?

Advertizing
a) Very important

b) Important

c) Not that important

d) Not important

Presentation and participation in local events
a) Very important

b) Important

c) Not that important

d) Not important

Participation on conferences and special events
a) Very important

b) Important

c) Not that important

d) Not important

Collaboration/ connection with organizations from the same indutry
a) Very important

b) Important

c) Not that important

d) Not important

c) Not that important

d) Not important

Direct meetings with the local authorities
a) Very important

b) Important

Electronic communication (web, e-mail, blogs, e-newsletter)
a) Very important

b) Important

c) Not that important

d) Not important

Publishing reports about the museum performance
a) Very important

b) Important

c) Not that important

d) Not important

Media coverage of the museum's image and activities
a) Very important

b) Important

c) Not that important

d) Not important

Article and letter writing to the editors (newspapers, television, radio)
a) Very important
Storytelliing

b) Important

c) Not that important

d) Not important

a) Very important

b) Important

c) Not that important

d) Not important

Fundraising
a) Very important

b) Important

c) Not that important

d) Not important

8. What are the off-line communication channels that the museum uses?
a) Bilboard
b) Poster
c) Flayer
d) TV
e) Radio
f) Newspapers/ magazines
g) Other (please state which)
_________________________________________________________________
_________________________________________________________________

1.

What are the on-line communication channels that the museum uses?
a)
b)
c)
d)
e)
f)
g)
h)
i)

2.
a)
b)
c)
d)
e)
f)
g)
h)

3.

E-mail/ e-letter
Web-site
Blogs
Forums
Facebook
Twitter
Pinterest
Linkedin
Tumblr
What are the methods the museum uses to monitor communication performance?
Observation (events, audience behaviour etc.)
Web-based analysis
Media clipping
Surveys (telephone, written, online)
Interviews with media persons of interest or other public individuals that share public information
Focus groups
Study cases
Other ________________________________________________________

How often does the museum use the following activities in order to record communication performance?
Analysis of the audience
a) Always
b) often c) sometimes
Number of appearances in the media

d) rarely e) never

a) Always

b) often c) sometimes

d) rarely e) never

Number of sold museum publications or other materials realized by the museum
a) Always

b) often c) sometimes

d) rarely e) never

Feedback-a gathering of your target audiences in regards to communication activities
a) Always

b) often c) sometimes

d) rarely e) never

Web-based appearances
a) Always

b) often c) sometimes

d) rarely e) never

Data coming from the communication experts
a) Always

b) often c) sometimes

d) rarely e) never

Social network monitoring (Facebook, Twitter, Tumblr etc.)
a) Always

b) often c) sometimes

d) rarely e) never

Donation monitoring
a) Always

4.

b) often c) sometimes

d) rarely e) never

Who are the museums key partners?
a)
b)
c)
d)

5.

Community
Republic
NGOs
Private sector

e) other museums
f) toristic organizations

Rank the following potential partners according to their importance for the museum:
___
___
___
___
___
___

6.

Community
Republic
NGOs
Private sector
Other museums
Touristic organizations

How does the museum communicate with its partners?
a)
b)
c)
d)

Direct meetings
Letter
Telephone
E-mail

e)

7.

Other _________________________________________________________

How often does the museum collaborate with other institutions from the same professional field?

a)
b)
c)
d)

Very often
Often
Not that often
Never

If it collaborates, who are the institutions with whom collaborates?
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
How does the museum communicate with ther institutions from the same field?
a) Direct meetings
b) Letter
d) Telephone
e) E-mail
f) On-line platform
g) Other ______________________________________________________
8.

What are the barriers in communication that the museum encounters?
a)
b)
c)
d)
e)
f)
g)
h)

9.

Lack of financial resources for communication activities
Lack of employees in communication
Other museum priorities which interfere with communication activities
Lack of planning/ organization
Lack of skills/ trainings of the employees
Lack of interest of the msueums directors for communication activites
Problems to delicate to publish
Other ________________________________________________________
How often des the museum hire external experts for assistency in communication?

a)
b)
c)
d)
e)

Always
Often
Sometimes
Rarely
Never

Part II: Communication competencies in museums, for a person in charge of communiation to compile

1.

In the institution where you work, are you in charge only of communication?
a) Yes

b) No

If no, what are the other job tasks?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
2.

What are the job functions of your position in the museum?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________

3.

How do you see your role (as communicator) in the museum?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________

4.

According to your opinion, what does it mean „to communicate the museum“?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________

5.

Do the activities of your job include both internal and external communication?
a) Yes b) No, it includes only internal communication c) No, it includes only external communication

6.

Did you attend any courses which contributed to your knowledge of communication?
a) Yes

b) No

If yes, please state which courses.
__________________________________________________________________
__________________________________________________________________
7.

Did you attend any trainings which contributed to your skills in communication?
a) Yes

b) No

If yes, please state which trainings.
__________________________________________________________________
__________________________________________________________________
8. Did you attend any courses which contributed to your knowledge of on-line communication?
b) Yes

b) No

If yes, please state which courses.
__________________________________________________________________
__________________________________________________________________
9.

Did you attend any trainings which contributed to your skills in on-line communication?

b) Yes

b) No

If yes, please state which trainings.
__________________________________________________________________
__________________________________________________________________
10. Did you attend any courses which contributed to your knowledge of management?
c)

Yes

b) No

If yes, please state which courses.
__________________________________________________________________
__________________________________________________________________
11. Did you attend any trainings which contributed to your skills in management?
c)

Yes

b) No

If yes, please state which trainings.
__________________________________________________________________
__________________________________________________________________
12. Did you attend any courses which contributed to your knowledge of project-management?
d) Yes

b) No

If yes, please state which courses.
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
13. Did you attend any courses which contributed to your skills of project-management?
e)

Yes

b) No

If yes, please state which trainings.
__________________________________________________________________
__________________________________________________________________
14. How would you evaluate your knowledge in the following fields:
Culture and policies of museums worldwide
a) Great

b) Very good

c) good d) adequate

e) inadequate

Culture and policies of museums in Serbia
a) Great

b) Very good

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

Museuem visitors
a) Great

b) Very good

Private sector and actors in Serbia
a) Great

b) Very good

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

Tourism sector and actors in Serbia
a) Great

b) Very good

Non-profit organizations in Serbia
a) Great

b) Very good

Product marketing
a) Great

b) Very good

Promotion and promotional mix
a) Great

b) Very good

Public/ market message development
a) Great

b) Very good

Media in Serbia
a) Great

b) Very good

Internet and social networks
a) Great

b) Very good

Project planning and management
a) Great

b) Very good

15. How would you evaluate your skills in the following fields:
Market research
a) Great

b) Very good

c) good d) adequate

e) inadequate

Product marketing, cltural product marketing
a) Great

b) Very good

c) good d) adequate

e) inadequate

b) Very good

c) good d) adequate

e) inadequate

b) Very good

c) good d) adequate

e) inadequate

Lobbying
a) Great
Branding
a) Great

Strategy planning
a) Great

b) Very good

c) good d) adequate

e) inadequate

b) Very good

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

Promotion
a) Great

Budget planning
a) Great

b) Very good

On-line research
a) Great

b) Very good

Social networks management
a) Great

b) Very good

Event planning and management
a) Great

b) Very good

Project planning and management
a) Great

b) Very good

Writing and editing texts to be published media
a) Great

b) Very good

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

c) good d) adequate

e) inadequate

Verbal communication
a) Great

b) Very good

Pubblic appearance
a) Great

b) Very good

Clarity in transferring a message
a) Great

b) Very good

Monitoring, recoding, evaluating results
a) Great

b) Very good

16. According to your opinion, which knowledges should museum communicator have?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________

____________________________________________________________________
17. According to your opinion, which skills should museum communicator have?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
18. According to your opinion, what are the ways to improve the museum communication?
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________

6.2. Interviewer/ Researcher: Tina Kaplani
Interviewee: Aleksandra Savid, the Museum of Natural History in Belgrade, chief of Education and
Communication Department, and Marketing
Recored on the 1st of August, 2013.
R: What is your opinion about cultural policies in Serbia? What would you change about it? Is there a
possibility to do so?
I: My opinion is that there cultural policies in Serbia are non-existent. The strategy of cultural policies
are destroyed with each change of government and then starts from the beginning. There is no
continuance between the governments which is shameful. Such a thing does not require money, it does
not require to be a part of a certain political party, it requires the wish for general well being of this
country in order to create cultural policies of a certain quality.
What I would change are directions. Public institutions would get certain guidelines which follow
directions of one cultural policy strategy. Cultural policies would be one of the priorities of the country
instead of just being a theme of conversation. They would not get the minimal budget with an excuse
that that is our reality. This is incorrect. Public institutions should have a significant role in people’s lives,
they should live with one another. People should be able to benefit from cultural institutions for
maximizing their well-being. As soon as we feel better, we will be different in other things as well.
Another problem is that too much financial resources are being spent on things with no value that have
no effect in return. There are many media that want to leave a trace, and you can see that their projects
are a fail. It remains to wonder why so much was invested in this program and not in something much
more valuable and worthy.
There are possibilities for the cultural policies in Serbia to change. It doesn’t require money, it requires
good will, professional knowledge and intelligence.

R: What do you think about our laws on culture and cultural policies?
I: Museum law refers strictly to museum professionals. The only people that could write these laws are
us, the museum professionals. The problem is communication between the museum professionals and
lack of the initiative.

R: Do communication policies, and politics in general, influence the performance of museums?

I: It influences only the museums’ structure of the staff. If the combinatory and organizational logic of
the current government is strong, they will influence the work of museums. The politics in general
though do not have a major influence on museums, museums function according to their time and logic.
As I mentioned, the only way it can bring changes is in the sense of staff policies. Museums should not be
involved in these changes as they are supposed to present facts and truth. Even if there are any personal
changes in reference to the politics, these changes are slow and they are never brought to the end.
Museums have a certain luck to be in a field where politics do not have that big part.

R: Is there a chance to go around these changes?
I: Yes, with a good work and performance.

R: How would you describe the situation of museums in Serbia when it comes to communication?
I: It depends on a museum. Some museums are very open to their public, for collaboration on hand, and
museums which are closed on the other. This usually relates to personal attitudes, to the personal profile
of the person in charge of communication and the museum director. If museums are closed, the
communication is almost inexistent while in the open ones communication will happen on all the levels.
Some museums do not HAVE a person in charge of communication. In some museums the museum
directors are in charge of communication, in some Education deparment curators are in charge of
communication or this role is given to some other employee in the museum. It depends on the
organizational structure of the museum.

R: Is there a communication strategy in Serbian museums?
I: I think generally it doesn’t. It depends on the museum. There are museums which have a clear idea of
the message they wish to send out to their stakeholders. Communication strategy should go hand in
hand with the working strategy. You cannot communicate with a closed bag, when you have nothing to
give. You have to have something in order to communicate.

R: Are museum practitioners equipped enough with knowledge they can get in the courses offered by
our education system?
I: My opinion, also declared in my book, the profile of the person in charge of communication is far more
significant than the professional knowledge they have. A person should undoubtedly have a degree, but
the PR job tasks are learnable easily in a short period of time. It is a job that any person can learn, if he/
she is literate enough, willing, sociable and positive. The person in charge of PR or communication does
not have to have a degree with a specialization in communication. Nowadays, it is enough to read three

books, talk to the colleagues. These knowledges and competencies can be improved through constant
education and trainings. However, the trainings are not a guaranty – some people adjust well to the
trainings of the others, but some are not. It is also the question of interest and the market at the
moment. No matter the way, the communication competencies can always be improved, especially
because it a field still growing, and with social networks it is growing even faster.
R: Have you obtained any trainings personally?
I: Yes. Sometimes I hold these specialized lessons or conferences at the University of Economy, on some
seminars (I have just received an invitation from ICOM to hold a conference). Four of years ago I
organized few seminars personally in the field of PR and communication. Colleagues attendance during
these sessions were great. More than sixty people would be present.
R: Do you plan on organizing another one?
I: No answer.

R: Do you think it is better to meliorate the existing competencies or hire external professionals/
agencies in the field of communication?
I: The professionals working in PR in museums need to have continuity and should be “in house”.
Nevertheless, after a certain period of time the actions start to feel repeated. Sometimes the PR or the
communicator needs to have somebody form the outside to refresh the situation, a professional with a
good approach to marketing, social networks, who has already developed techniques that can
implement. According to my opinion sometimes, for some projects it is necessary to have another
person because one person can not be specialized in everything.For our next exhibit, for example, we are
taking a professional for social networks to be in charge of our on-line PR.
In particular in marketing, if an organization does not have a well-developed identity and image,
sometimes it is a good decision to hire an external professional to boost the ideas. This should not be
done continuously and in a long-term period of time, because these professionals tend to be superficial
overtime, but in specific moments they are crucial.

R: Do museums have prejudices when it comes to using management and marketing techniques?
I: Anything that can contribute to the performance of the museum should be used undoubtedly.
Museums should balance these techniques with the standard ones in order not to become too
commercial, because this can get un tasteful which leads to irritating the public. If there are too many
things to pay and the museum does not have a good product to offer, it can be irritating. There needs to
be a balance between a good technique, personal ability and will. No person in marketing or PR should
be only a museum practitioner close for innovating ideas, nor only a manager which tends to sell.

R: What are the competencies that a museum communicator should possess?
I: Personal profile of the person is extremely important. He/she needs to have a degree in the field of
museums, with a positive attitude, open to current happenings etc.

R: Is it easier to adapt a manager/PR to the museum environment or a museum professional to the
marketing agency?
I: Some people can adapt, but they need to understand the museum’s essence and mission, but not on a
longer period of time. I would say that it is easier to adapt a conservator or a curator to the field of
marketing than the other way around.

R: According to your experience, what is the most efficient channel of communication?
I: TV is a very good cannel. If the exhibition is followed with an image, it has a nice feedback from the
viewers. Radio has a very nice response, too. When you tell a story on the radio and you sound
convincing, people can hear it. It is a very simple media. And of course the newspaper. When it comes to
on-line marketing, it incorporates a different audiences, but can be very useful. Our museum has a website and Facebook page, we have not activated twitter yet. One person cannot do it all, there needs to be
another person in charge only of social media.

R: Have you collaborated on any promotion campaigns with other institutions in the industry?
I: Yes, we have, for the Night of Museums, Day of Museums organized by ICOM. When it comes to
exhibitions, we do not work on campaigns together. If our museum is hosting the exhibition, then I am in
charge of the campaign, the other museum just sends me the material on their part. If the other
museum is hosting, I send them the material and they organize the campaign locally.

R: Have you collaborated on any promotion campaigns with the Touristic Organization of Belgrade or
Touristic Organization of Serbia?
I: Yes, we have. They are always asking us for the material to incorporate in their activities.

R: Have you collaborated on any promotion campaigns with the Touristic Organization of Belgrade or
Touristic Organization of Serbia.
I: For the really big exhibitions, I have managed to achieve a successful collaboration with big companies,
such as the bank Delta for the Dinosaurs in Argentina exhibition few years ago. It was a huge project and
huge campaign which lasted for nine months. The Deltacontributed with the exhibition space We also
hires an external agency to help us. I did all the PR, but the agency helped us in organizing the opening
event and in fundraising.
R: Generally, fundraising is something that you do as a PR?
I: Over the years it happened, each individual collects the resources for their exhibitions. Or in
accordance with the director.

E-mail, telephone, personal contact. Internal display is sometimes used. In our museum we have a
specific situation with lots of experts from different fields which makes it difficult to gather everybody.
In my department I organize meetings, but I also have personal meeting with each colleague.

R: Are the museum authorities interested in incorporating communication activities as a part museum
strategy?
Everybody is interested in communication, but sometimes they do not realize what does PR mean. They
do not realize that there are certain limitations in communication. Sometimes it depends on the product,
on the theme of the exhibition. Sometimes there are curators that do not want to have any public
appearances, the other curators are excessive in their public presentation.
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