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As a strategic asset, reputation is beco-
ming increasingly more highly regarded. 
Reputation sums up the set of positive and 
negative intangibles attributed to an insti-
tution. In recent decades, reputation and 
reputation management have come to the 
forefront and sparked interesting discus-
sions in both the corporate and academic 
communities. 

Countries, cities, governments and compa-
nies now make every effort to improve their 
reputation, especially when operating in a 
global context, where radical simplification 
can be common. In a digital world without 
borders, users’ experiences and percep-
tions have become the most important 
source of credibility and trust, two very de-
cisive intangibles for the survival of these 
organizations. 

MANAGING AND MEASURING MUSEUM REPUTATION
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This heightened focus on reputation is lar-
gely due to the work carried out by com-
munication professionals to understand 
the role played by corporate identity and 
brands in a global world. Academic articles 
on modeling and metrics for intangibles 
have also increased the focus on reputa-
tion. There has also been a change in 
societal mindset that grants greater impor-
tance to intangibles than to tangibles as 
value drivers. 

Cultivating a good reputation is no easy 
task because it involves understanding the 
meaning of reputation and establishing 
management processes. It calls for a pro-
found understanding of the institution in 
question, its stakeholders and identity, the 
quality of its services and the context whe-
re it aims to have an impact. A second 
requirement is the ability to materialize this 
knowledge through a series of actions with 
their corresponding metrics. The key to a 
good reputation can be summed up as the 
ability to combine activities of extraordi-
nary quality and excellent communication.

Organizations’ communication departments 
play a key role in these processes and are 
often responsible for information and the 
brand, as well as listening to users and 
interpreting their perceptions. In other 
words, a good reputation is one of the stra-
tegic goals of those responsible for gover-
nance in organizations. 

Museums are not immune from this trend. 
It is becoming more and more common for 
artists, industry professionals and members 
of the public to visit other countries with 
the aim of learning, carrying out art 
research and even presenting their own 
exhibition and artistic creation projects. 
Different features of globalization (e.g., 
massive mobility and cheap, fast digital 
communication) have tended to make opi-
nions on reputation more objective and 
comparative, but also more dynamic and 
volatile. 

Mobility first involves a search and selec-
tion process to acquire information about 
the world’s best museums to visit. Based 
on collections, periods in art history, spe-
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cializations, great masters and a wide range 
of other circumstances, artists and visitors 
search for centers of excellence with the 
intention of visiting them. 

In particular, companies that help fund mu-
seums are paying greater attention to 
coherence and a return on their sponsors-
hip. The public administration does the 
same by expecting tangible and intangible 
results from its spending on culture.

Given that people cannot expect to have 
personal, direct knowledge of the wide ran-
ge of different museums, the fact that public 
opinion considers a specific museum to be 
excellent acts as a filter for guidance when 
searching among the world’s art centers. Pa-
rameters for measuring reputation have the-
refore become highly relevant, and the exis-
tence of rankings, observatories and reports 
helps increase museum visibility. 

This new competitive international scenario 
has also emerged in a situation of econo-
mic crisis, lack of resources and, in some 
countries, discussion about the very nature 
of the museum model. This scenario exerts 

extraordinary pressure that can hinder ordi-
nary management of museum’s inherent 
task of conservation. 

Within this context, the University of Navarra, 
the Prado Museum and the Corporate Exce-
llence Centre for Reputation Leadership are 
organizing the first conference where these 
topics will be discussed from an internatio-
nal, interdisciplinary, participatory and long-
term perspective. The conference will be 
held in the theater of Museum University of 
Navarra on the Pamplona campus. 

Given the breadth and depth of the topic, 
the organizers hope to ensure the confe-
rence continues in successive years and 
intend to undertake research projects that 
help keep the conversation alive.

Speakers and participants will reflect on 
current topics for debate regarding mu-
seum reputation, such as reputation’s 
influence on stakeholder behavior, parame-
ters for measuring museum quality, the dile-
mma of standardization and differentiation 
in a global world, the impact of structural 
aspects such as geographic location, the 

weight of the collection in museum activi-
ties, and the transfer of museum reputation 
to sponsor companies, among many other 
issues. 

The first edition of the conference will offer 
a 360-degree vision of the concepts inclu-
ded in museum reputation with the aim of 
identifying the topics that truly deserve to 
be studied, discussed and implemented in 
our day-to-day management, and also at 
future editions of this conference. 



VI.  TOPICS 
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1. The institution’s identity and mission, including 
measures for achieving them.

2. Institution governance and organization: management model, 
strategic plan, art and collection program, sustainability, 
governance transparency, people policy, capacity for 
interdepartmental teamwork, budget. 

3. The museum’s project and distinctive activity: collection, 
conservation and programming strategy, and visitor services.

4. Relations with curators, programmers, artists 
and product creators.

5. Social impact: visitors, media relations, digital impact, 
educational contribution, working with groups with special 
needs, integration in and impact on the context, 
globalization and more.

6. Measures for promoting user participation.

7. Networking, collaboration with other institutions.

8. Innovation and trends.

9. Sponsorship and donations.

10. Quality definition and control: of the collection, exhibitions, 
artists, the experience, services.

11. Monitoring satisfaction levels. Systems for collecting 
feedback from users and the main stakeholders. 

12. City brand. Country brand. Culture-tourism relations. 

13. Crisis management.

14. New ways of communicating in the digital world.

15. Making use of digital transformation, data and new 
technologies to manage reputation and add value. 
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1. What are my institution’s intangible values? 
What distinctive intangibles does it possess?

2. How is a positive, stable, solid image of an 
institution formed?

3. How can distinctive features be defined?

4. What is my cultural institution’s value formula? 
Plans to improve the user experience.

5. Does each stakeholder obtain an excellent response 
at its “moments of truth?” 

6. Are my sponsors satisfied with results?

7. What are the positive experiences of institutions 
and companies?

8. How can goals, processes, indicators and 
metrics be established to measure reputation?

9. How can corporate governance be improved?

1. What does museum reputation specifically consist of?

2. What are the consequences of a good reputation for a 
museum, especially in terms of attracting artists, visitors 
and collaborators?

3. How is museum reputation built?

4. What is the specific weight of a museum’s traditional 
activities of collection safekeeping and conservation?

5. How much impact do structural aspects have, such as the 
museum’s location in the country-city, architecture and 
collection?

6. How can a balance be found between standardization and 
differentiation in the search for an international reputation?

7. Do public processes for approving and assessing museums 
help them improve their quality?

8. Are there examples of public support for internationalization 
processes at museums?

9. What weight is placed on reputation in relations 
between museums and sponsors? 

10. What return on reputation does a company that sponsors 
a museum expect? What kind of reputation should a museum 
expect from its sponsors?

INTANGIBLE VALUES MUSEUM REPUTATION



Building Museum Reputation Conference

1. Are standardized, internationally recognized museum 
rankings/reports/observatories available?

2. How are intangible assets included in annual auditors' 
reports?

3. Is governments’ current influence on museums 
and their cultural policies positive?

4. What professional qualifications do the experts who 
assess museum quality have and what parameters 
do they use to measure quality? 

5. Are users and the main stakeholders also asked 
to express their opinions?

6. Do surveys take into account questions that are 
important to the museum? What are they?

7. How can all the dimensions of museum quality be 
measured, especially intangible assets such as social 
responsibility, an inclusive educational role and sustainability?

8. Once all the parameters have been identified and measured, 
what specific weight should be assigned to each one?

9. How can reputation management be included in the 
museum’s day-to-day work? 

10. What should be done when the institution’s essential 
values are not reflected in some standardized metrics?

1. What role does communication play in reputation?

2. What are the museum’s main stakeholders and how are 
specific relations established with each one?

3. What contribution can a strategic vision of communication 
make in the process of improving reputation?

4. How can communication departments be organized to 
prioritize the management of intangibles?

5. What communication areas are key for positioning a 
museum? Brand and identity, internal communication, 
media relations, etc. 

6. What influence do social media have on a museum’s 
public recognition?

7. Do networking and the exchange of best practices 
have an effect on improving museum reputation?

8. Is cooperative work possible, i.e., can each museum’s 
individual management of its own reputation help improve 
the reputation of museums as a whole?
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