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Audience Measurement (AM, from now 
on) is a multifaceted theme that has 
gained increasing importance in current 
museum studies. It encompasses the 
process of collecting, analysing, and in-
terpreting data related to visitors and 
their interactions with a museum's ex-
hibits, programs, and facilities. The ad-
vent of new technologies and digital 
tools has expanded opportunities re-
lated to AM for museums and profes-
sionals. However, this expansion has 
also brought about increased complex-
ity, requiring the management of more 
elements, monitoring of new visitor 
touchpoints, study of new meanings 
and literacy, and a deeper understand-
ing of a whole new dimension. 
 
The NEMO Working Group Digital Trans-
formation supports European museums 

to fully tap the potential that digitalisa-
tion holds for museums by identifying 
new processes, tasks and challenges. 
Since the WG decided to focus on digi-
talization and audiences, it has recog-
nised Audience Measurement in the dig-
ital era as a crucial theme to explore in 
order to raise awareness for this topic in 
the European museum community.   

Given the complexity and multi-layered 
nature of AM, the Working Group organ-
ised a workshop under the leadership of 
the Italian cultural management consul-
tancy BAM! Strategie Culturali. The aim 
of the workshop was to provide basic in-
formation on AM and to identify relevant 
topics and knowledge areas for further 
exploration and development, contrib-
uting to the support of museum devel-
opment. Therefore, the workshop was 

organised with a focus on two main ob-
jectives. 

Objective 1: Understanding the Context 
- This objective aims to establish a start-
ing point and create a shared foundation 
regarding audience measurement in the 
digital era. 

Objective 2: Deciding What's Next - This 
objective is centred on defining and se-
lecting relevant themes and areas of 
knowledge related to Audience Meas-
urement (AM) for further exploration and 
development, with the goal of contrib-
uting to and supporting the develop-
ment of museums.  

This report presents considerations and 
basics on AM and bundles essential 
questions that are relevant when dealing 
with this topic. 

 
 

  

Introduction 
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As a basis for engaging with AM, BAM! 
Strategie Culturali conducted a survey 
among the WG members. The aim was to 
identify the expectations, interests, and 
knowledge related to Audience Meas-
urement. In the survey, four 'reading 
keys,' each accompanied by subtopics 
for analysing Audience Measurement, 
were proposed. Participants were asked 
to prioritize these reading keys by voting 
for the two most relevant subtopics in 
their opinion. Simultaneously, they were 
asked to share any significant experi-
ences they had related to one or more of 
the presented subtopics. 

During the first part of the workshop 
session, BAM! delivered a concise theo-
retical framework to the WG Members. 
Participants were provided with in-
sights, input, models for interpretation, 
reading keys, suggestions, and perspec-
tives. Rather than attempting to cover 
the entire spectrum of knowledge on 
Audience Measurement (AM), the team 
aimed to stimulate and spark thoughtful 
reflections among the participants. The 
goal was to establish a shared founda-
tion, literacy, and vocabulary to facilitate 
the subsequent discussion, considering 
the complexity and multifaceted nature 
of AM.  

The approach used to address the main 
topics was grounded in a mixture of var-
ious disciplines: economics, manage-
ment, marketing, sociology, arts, psy-
chology, informatics, and design. After 
the brief introduction, Audience Meas-
urement was explored through four pri-
mary reading keys and subtopics, rep-
resenting a combination of four per-
spectives used to analyse the main topic 
from different angles and gain a deeper 
understanding of it:  

1) Data management   
• Data culture in the museum sector - 

Why it is important. 

• Strategy and data driven approach: 
Dealing with complexity and decision 
making. 
 

2) The digital audience  
• Who is the audience nowadays? Visi-

tors, users and (digital) communities 
• Understanding behaviours, prefer-

ences and experiences. 
 

3) Digital communication and engage-
ment  
• Measuring audience engagement: 

An online-offline integrated ap-
proach. 

Expectations in the area of  
Audience Measurement 
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• Metrics, KPIs, conversions - What 
matters in culture? 
 

4) Data infrastructures and instru-
ments  

• Tools, methodologies and tech-
nologies (CRM, ERP, audience 
tracking systems in the mu-
seum...). 
 

Consequently, participants logically de-
constructed AM into smaller themes, 
akin to building blocks rooted in the ac-
tual needs of museums. They then 
adopted a vision and perspective to ad-
dress the issues and challenges at hand.  

The main threads emerged have been 
prioritised through a voting system 
based on three main paradigms: 

• Coherency: How much do you think 
working on this need or issue aligns 
with NEMO's mission and the WG's ob-
jectives? 

• Relevance: How relevant do you think 
it is to work on this need or issue? How 

much impact do you think it will have 
on the museum community?  

• Desirability: How much would you like 
to work on this need? How much do 
you find it interesting and challenging? 
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The following paragraph presents a syn-
thesis of the theoretical framework, the 
provided concepts, and, notably, the 
reading keys and topics proposed to ad-
dress Audience Measurement (AM). 
This section's goal offers valuable in-
sights and inputs, essentially serving as 
a logical compass to navigate the com-
plex landscape of AM. 

 

Concepts and topics provided 

Audience measurement falls within the 
broader realm of visitor studies. When 
delving into visitor studies, we encoun-
ter semantic ambiguity, involving terms 
that may imply distinct approaches to 
the subject. In our exploration, we often 
encounter various terms such as visitor 
studies, audience research, audience 
measurement, and monitoring. Each 
term carries a slightly different 

connotation. Given that the starting 
point is establishing common vocabular-
ies, it's crucial to remain mindful of these 
distinctions.  

• Measurement: Is a specific action 
of data acquisition that involves 
the determination and description 
of a phenomenon or phenomena. 

• Monitoring: Is an ongoing process 
that involves the continuous and 
systematic observation of a phe-
nome-non or phenomena. 

• Research/study: The creation of 
new knowledge and/or the use of 
existing knowledge in a new and 
creative way to generate new con-
cepts, methodologies and under-
standings (source: Western Syd-
ney University). 

 

Diverse disciplines concur to frame visi-
tor studies. Each brings different 

techniques and tools as well as differ-
ent questions and perspectives: 

• Economics and management: Willing-
ness to spend, Return on Investments 
(ROI), value perception, habits, the 
market... 
 

• Sociology, arts and psychology: 
Learning process, impacts, mission 
achievement... 
 

• Informatics and design: New tools, 
usability and UX, new models of inter-
action, emergence of technologies... 

 

In order to gain a deeper understanding 
of the various meanings that have 
evolved over time, a brief look at the 
history of visitor research is helpful.  

Theoretical framework 
 

XXth century 

● Observations of the physical en-
deavour - museum fatigue 

● The visitor’s learning process 

● The audience composition (emer-
gence of demographic segmentation) 

● The relation between the visitor 
and the space (servicescape) 

● The experience (satisfaction, ex-
pectations, motivations) 

XXIst century 

● The demand - potential visitors and 
the barriers 

● New models of interaction and en-
gagement 

● ... 
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At the same time, the development of 
the web, users and interactions within 
digital communities play an essential 
role. The stages of web evolution and 
their defining features, spanning from 
the 1990s to the present day, shall be 
outlined emphasising that the current 
environment is constantly evolving (as 
seen in the overview to the right).  

Two interconnected pathways were de-
veloped in recognition of the rapid tech-
nological advancements and the emer-
gence of the digital realm, which have 
offered museums, researchers, and 
scholars new tools and opportunities. 
However, they have also shifted the par-
adigm of interaction between individu-
als and their environment, as well as be-
tween museums and their visitors.  

These interactions are of significant im-
portance because they represent touch-
points with visitors and users, serving as 
strategic moments for gathering data 
and information. 

To gain a better understanding of these 
interactions that occur both online and 
offline between museums and their visi-
tors, two conceptual tools should be 
considered:  

1. The Visitor Journey  
2. Moments of Truth 

 

The concept of the 'Visitor Journey' is 
derived from marketing studies, specifi-
cally the 'Customer Journey.' The Visitor 
Journey comprises the stages and 
touchpoints that a visitor encounters 
during their interaction with a museum, 
product, or service, from the initial 
awareness to the conclusion of the ex-
perience. By its inherent nature, the Vis-
itor Journey is multi-dimensional and 
non-linear. 

Web 1.0 “read only” 
INFORMATION WEB 1994-2000 
● Few content creators for a large group of readers 
● No interaction nor participation 
● Unidirectional communication flow 
 
Web 2.0 “read and write” 
SOCIAL WEB 2000-2010 
● Interaction, sharing and participation > digital communities 
● Blogs and social media 
● Websites start to monitor users’ behaviour > the importance of data 
 
Web 3.0 “read, write and execute” 
SEMANTIC WEB 2010-2020 
● The web is a database > web and social analytics 
● The advent of Artificial Intelligence 
● The world is fully integrated online-offline, almost fully converged > mobile 
first  
● Co-creation and prosumers 
● Personalisation (messages, tools etc.) 
 
Towards web 4.0 
INTELLIGENT WEB 2020-2030 
● Self learning, self-organising 
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An example taken from Website - Museu Nacional D’Art de Catalunya (Exploratorium, UX Map. Source: www.creativebloq.com/netmag/expert-guide-experience-mapping-
71412427.)   

https://blog.museunacional.cat/en/visitor-journey-mapping-walking-in-our-visitors-shoes/
http://www.creativebloq.com/netmag/expert-guide-experience-mapping-71412427
http://www.creativebloq.com/netmag/expert-guide-experience-mapping-71412427
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Moments of Truth (MoT) represent the 
points of interaction between the organ-
isation and potential clients or users. 
These were originally introduced by 
Richard Normann in the 1980s and have 
seen widespread use over time. With the 
emergence of the new digital dimension,  
in 2011, Google introduced the concept 
of the 'Zero Moment of Truth,' referring 
to the moment in the decision-making 

process when a client researches a 
product (either a service or a good in 
marketing terms) before making a pur-
chase. Scholars, consultants, and pro-
fessionals have further developed the 
concept of the moment of truth, empha-
sising the importance of understanding 
and studying the interactions or touch-
points between an organisation and its 
clients. 

These terms can be adapted from a mu-
seum perspective:  

• ZMOT: When people research online 
for an exhibit or are made aware of a 
museum. 
 

• FMOT: Is the evaluation and consider-
ation among the different solutions. 

 

• SMOT: When the person becomes a 
(physical or digital) visitor and experi-
ence the exhibition/ product/service. 
 

• TMOT: When the person talks about 
the experience with other people 
(WoM, Online Reviews etc.  
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Moments of truth are seen solely 
through a marketing perspective (i.e. 
purchase). Is it possible for museum pro-
fessionals to reuse them to study the in-
teractions that fulfil the museum’s mis-
sion?  

The model illustrates the three inter-
twined dimensions, that concur to shape 
the whole experience (journey) of a vis-
itor: 

• The physical actions and interac-
tions. 

• The digital actions and interac-
tions. 

• The underpinning psychological 
and mental processes. 

 

 
  

Schematic representation of the concepts previously presented trying to put all together into a unique model. Source: Elaboration by BAM! Strategie 
Culturali  
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For a better understanding and to con-
textualise the audience measurement, 
four primary topics can be listed, re-
ferred to as reading keys. These topics 
also help to look at Audience Measure-
ment from different angles and inte-
grated perspectives. In doing so, the 
topics do not encompass the entirety of 
the theme but offer insights and a start-
ing point for further discussion. 
 
Data management 
 
Sub-topics 
• Data culture in the museum sec-

tor: Why it is important. 
• Strategy and data driven ap-

proach: Dealing with complexity 
and decision making. 

Data management encompasses the 
processes of collecting, storing, organ-
ising, and maintaining data to ensure its 
accuracy, security, and accessibility for 
various organisational purposes. While it 
has been widely debated that data has 
become a fundamental element for fos-
tering organisational development, not 
all organisations possess a clear and 
coherent vision of the strategic role data 
plays in today's landscape. Therefore, it 
is essential to assist museums in keep-
ing pace with these changes and em-
phasise the importance of cultivating a 
data culture. This entails understanding 
how data can help museums achieve 
their cultural, social, and economic ob-
jectives. However, data alone is not a 
universal solution, and implementing a 
data-driven approach should be accom-
panied by a coherent strategy and the 

necessary literacy at the organisational 
level. Audience Measurement and visitor 
studies are integral components of data 
management and should be integrated 
into an overarching data strategy to 
yield optimal results.  
In fact, through measurement and mon-
itoring organisations can reduce uncer-
tainty by:   
• Taking informed decisions under-

standing patterns and changes. 
• Understanding audiences’ behav-

iours, satisfactions, expectations. 
• Refining the offer and the interac-

tions enhancing the opportunity to 
achieve the museum’s mission. 

 
Often the museum sector has these 
characteristics:  
• Few strong policies on the promo-

tion of a data-driven approach. 

• Few observatories.   
• No systematic approach > differ-

ent methodologies lead to differ-
ent results. 
 

The digital audience 

Sub-topics 
• Who is the audience nowadays? – 

Visitors, users and (digital) com-
munities. 

• Understanding behaviours, pref-
erences and experiences. 

 
In the museum sector, a 'digital audi-
ence' refers to individuals or groups who 
engage with a museum's content, col-
lections, or programs via digital plat-
forms and technologies. Some users 
may access a museum's offering online 
but may have never physically visited 

Reading keys 
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the museum. This raises the question: 
given the museum's cultural and educa-
tional mission, should we consider 
these visitors as part of the audience? 
 
Audiences are continually evolving due 
to a variety of factors, including societal 
changes, cultural dynamics, shifts in 
the economy, and the emergence of 
disruptive technologies. Because this 
concept is constantly changing, it can 
be challenging to define the contempo-
rary audience as a whole. Nonetheless, 
it is crucial to monitor these changes 
and for each museum to understand its 
visitors, allowing for a structured and 
strategic approach. As mentioned, each 
museum possesses its unique composi-
tion of audiences, which may differ 
from other museums. Furthermore, the 
rise of digital technology has intro-
duced new forms of interaction among 
individuals and between individuals and 
organisations (such as the concept of 
'Prosumers' and co-creation pro-
cesses). 

In this context, a person can fulfil multi-
ple roles in their interaction with a 

museum, including visitor, user, and a 
member of a community (including digi-
tal communities). Consequently, it is vi-
tal to comprehend the various audiences 
and the ways they engage with organi-
sations and other visitors, both digitally 
and physically. Understanding and stud-
ying audiences is, of course, essential to 
establish a coherent approach to Audi-
ence Measurement. Major behavioural 
traits can provide valuable insights into 
defining a museum's digital audience 
and how to engage with them. 

Digital communication and en-
gagement 
 
Sub-topics 

• Measuring audience engagement: 
An online-offline integrated ap-
proach 

• Metrics, KPIs, conversions: What 
matters in culture? 

 

When discussing audience measure-
ment, it is impossible to overlook the 

vast amount of data generated by online 
interactions occurring through various 
communication channels and platforms. 
To establish stronger connections with 
audiences, it has become essential to in-
tegrate both online and offline ap-
proaches into the communication sys-
tems and strategies of museums. How-
ever, the challenge lies in effectively 
measuring this integrated approach. 

Digital communication pertains to the 
use of digital technologies and channels 
for conveying information, engaging 

with audiences, and facilitating interac-
tion and dialogue between museums 
and their visitors or the broader public. It 
encompasses an array of strategies and 
tools designed to effectively communi-
cate a museum's mission, exhibitions, 
collections, programs, and educational 
resources through digital means. Inte-
grating the online dimension with tradi-
tional offline communication channels 
has become increasingly important for 
organisations, allowing them to engage 

Elaboration by BAM! Strategie Culturali, Picture from Jasper Visser / Jim Richardson, "DIGITAL 
ENGAGEMENT IN CULTURE, HERITAGE AND THE ARTS", 2013, CC-BY-SA.  
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diverse audiences at different times and 
through various touchpoints. 

To gain a comprehensive understanding 
of digital interactions between audi-
ences and museums, a set of metrics 
and Key Performance Indicators (KPIs) 
can be employed to measure and com-
prehend user/visitor engagement. Tradi-
tional metrics include: 

• Website analytics and metrics 
(e.g., new and returning audi-
ences). 

• Social media insights (e.g., reach, 
comments, and interactions). 
 

What is often missing, however, is an in-
tegrated approach that connects online 
data with offline data (such as ticket 
counters, visitor experiences, and mu-
seum activities). This approach allows 
for a more comprehensive study of the 
audience, recognising the existence of a 
digital audience, a physical audience, 
and an audience that seamlessly inte-
grates both dimensions in their interac-
tions with a museum's offerings. 

Data infrastructures and instru-
ments  

• Tools, methodologies and tech-
nologies (CRM, ERP, audience 
tracking systems in the mu-
seum...). 
 

To conclude the analysis of Audience 
Measurement, it's essential to consider 
the significance of tools, instruments, 
methodologies, and data infrastructure 
that contribute to shaping this field. Nu-
merous tools are available for under-
standing audiences, including: 

• Tracking systems (wifi) 
• Sensors 
• IoT (Internet of Things) 
• RFID (Radio-Frequency Identifi-

cation) 
• NFC (Near Field Communication) 
• Beacon technology 
• CRM (Customer Relationship 

Management) and ERP (Enter-
prise Resource Planning) 

• Web Analytics 

• Social Analytics 
• Online Reputation Analysis (e.g., 

Tripadvisor) 
• Surveys and questionnaires 
• Interviews 
• Focus groups 
• Direct observation 
• Usability tests 
• And more... 
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If we look at the topic of AM from the 
perspective of museums, museum-spe-
cific needs and challenges arise. With 
the help of the workshop, the WG has 
identified the following five topics as 
particularly relevant. 

 

1) Digital audience: How to count 
them and how to make them 
count?  
 

One essential thread identified revolves 
around understanding the digital audi-
ence - how to quantify their presence 
and maximize their impact. It's impera-
tive to determine whether digital and 

physical visits complement each other, 
represent alternatives, or encompass 
both aspects.  

However, it's worth noting that digital 
audiences are not consistently counted 
by museum funders and institutions. 
Typically, only visitors to physical loca-
tions are tallied. There's a lack of collec-
tive consensus on what constitutes a 
digital audience, and a joint methodol-
ogy is notably absent. Online and offline 
audiences are often evaluated inde-
pendently, and digital audiences are not 
valued in the same manner. 

2) Substantial aspects: Uncovering 
digital audience motivations, 

needs, decision-making, and ex-
pectations. 
 

This includes understanding what drives 
individuals to engage online and 
whether an online presence translates 
into physical visits. Therefore, it's crucial 
to acknowledge and cater to the distinct 
needs of various types of visitors, such 
as students, researchers, and more. 

3) Strategy: Implementing a compre-
hensive approach. 
 

This encompasses the development 
of strategies to address the diverse 
behaviours of digital audiences. Fur-
thermore, digital offerings are 

frequently underutilised or remain un-
known beyond the central and tradi-
tional museum audience. The ab-
sence of strategies to attract new and 
diverse audiences is a prevailing con-
cern. 

 
4) Data and metrics: Is it possible to 

set standards? 
 

A key concern revolves around the 
choice of data and metrics. Is it feasible 
to establish standardised criteria? Cur-
rently, our measurements focus on out-
puts rather than outcomes - numbers 
rather than the experience or impact. 
There's a pressing need for new or 

AM in museums 
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alternative Key Performance Indicators 
(KPIs). We don't know enough about 
(digital) museum visitors. Demographic 
data collection is challenging - but nec-
essary?  

Another challenge is the lack of stand-
ardized data collection practices, pre-
venting benchmarking and comparative 
learning. Moreover there is no con-
sistent benchmarking on a sectoral or at 
least cross-institutional level beyond 
"counting heads". 

5) Tools and methodologies: The 
need for consistency. 
 

A pressing issue is the lack of consistent 
benchmarking regarding information 
and communications technology tools 
such as CRMs and ERPs, which could 
potentially facilitate this endeavour. A 
crucial question arises: are there evalu-
ation tools available to effectively com-
bine insights from online and offline au-
diences? 

Furthermore, the challenge lies in deter-
mining what should be measured or re-
searched, as well as acquiring the nec-
essary know-how regarding which tools 
and methods are suitable for these pur-
poses. This involves reconciling the uti-
lisation of various evaluation tools, such 
as surveys on multimedia guides, web 
resource analytics (including website 
and virtual museum tours), and ad hoc 
surveys (e.g., brief visitor interviews). A 
common obstacle is the widespread lack 
of data skills and a generalised absence 
of interest in this domain. 

In a prioritisation session at the end of 
the workshop, the NEMO Working Group 
Digital Transformation decided on two 
primary needs as follows. The WG will 
dedicate their future work to explore 
those topics and disseminate the find-
ings to the European museum commu-
nity in their publications and different 
learning formats. 

 

1. To develop a more profound un-
derstanding of the motivations, 
needs, decision-making pro-
cesses, and expectations of dig-
ital audiences. 
 

2. To determine how and when to 
count digital audiences affec-
tively and make their engage-
ment meaningful.                
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Endnotes 
1) Ludovico Solima: Visitatore, cli-
ente, utilizzatore: nuovi profili di do-
manda museale e nuove traiettorie 
di ricerca, 2008, https://www.re-
searchgate.net/publipub-
lic/231422223_Visitatore_cli-
entc_utilizzatuti_nuovi_pro-
fili_di_do-
madom_museale_e_nuove_traietto-
rie_di_ricerca.  
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