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Desarrollando estrategias de sostenibilidad para exposiciones temporales en el 
Museo Guggenheim Bilbao
Daniel Vega Pérez de Arlucea

Director Técnico de Exposiciones y Conservación, Museo Guggenheim Bilbao



Diccionario de la lengua española

sostenible

“que se puede mantener durante largo tiempo
sin agotar los recursos o causar grave daño al 
medio ambiente”



Diccionario de la lengua española

sostenible

“exposición que se puede mantener durante
largo tiempo sin agotar los recursos o causar
grave daño al medio ambiente”



Floating Room
Bruce Nauman



Ambiente 
spaziale con 
neon
Lucio Fontana



Trinity –
Pharmacology, 
Physiology, 
Pathology
Damien Hirst





Innovation and Distinctiveness: A 
Path towards Museum Reputation 
and Innovation 

Building Museum Reputation Conference, University of Navarra 

Axel Rüger, Secretary and CEO, The Royal Academy of Arts

19 September 2019
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Left-wing hobby

Halbe Zijlstra, VVD, Secretary 

of State for Culture, Ministry of 

Education, Culture and 

Sciences, 2010-12
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Museum Boards of Trustees/Supervisory Boards 

Detroit 

MoMA 
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Museum Reputation Research
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Who are you? 

Branding 
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Branding 
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Branding 
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Needscope
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Needscope

The Relaxed 

Connector 
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Museum strategy  

Values Van Gogh Museum: 

Leader in the field 

Excellence 

Inspiring 

Strategic aims: 

Financial sustainability 

(entrepreneurship) 

Accessibility 

Hospitality 



11

Museums Reputation 

Consequences 

- Greater awareness

- Confidence 

- Reputation management

- Fundraising  

- Greater readiness to take risks 
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Core Values and Activities 

Welcome

Enterprising

Artistic Programme
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Sponsoring 
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Innovation and Risk Taking 

Van Gogh Museum Consultancy / 

Professional Services 

Van Gogh Museum Editions

Sustainability

Meet Vincent van Gogh 

Experience 



15

Risk taking and failure 

2015 Beijing 
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Risk taking and failure 

2015 Beijing 2019 Barcelona 
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Museum Reputation – a Dutch proverb 
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Museum Reputation – a Dutch proverb 

Reputation comes on foot 

and leaves by horse 
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Sponsoring 
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Sponsoring 
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A Farewell with reputation intact  

Thank you for your attention! 



Aprendizajes finales:
Construyendo juntos el futuro 
de la reputación de los museos 
y de las empresas

Ángel Alloza
CEO, Corporate Excellence
Centre for Reputation Leadership

www.corporateexcellence.org
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Una visión integrada de Building Museum Reputation Conference 2019
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Source: 2018 BrandFinance® Global Intangible Finance Tracker (GIFT™)

Nueva economía de los intangibles: necesitamos gestionarlos 
de forma excelente

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP



DIFERENCIACIÓN



La marca corporativa y el propósito aseguran la diferenciación no copiable

Source: 2018  Adaptado de GlobeScan UK

Transparencia
Responsabilidad y 
rendición de cuentas

Etica Compromiso y 
vinculación

Valor para 
la 

organización

Valor para 
los 

ciudadanos

Propósito

Autenticidad

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP



REPUTACIÓN



Qué es la reputación corporativa

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP



Impacto de la Reputación en comportamientos y valor de las empresas

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP



Accelerates
Visitors

More
Advocacy

Mitigates
Organizational Risk

Establish  
Trust

Better reputation,  
more visitors

Attract
Better Talent
Better reputation,
better employees

Better reputation,  
easier to do business

Fosters
Recommendation

Better reputation,  
easier to do business

Better reputation,
easier to do business

Drive
Sponsorships
Better reputation,  
easier to do business

Better reputation,
lower risk in joint ventures

Expand
Geographic Growth

Better reputation, easier  
to open new locations

Source: Reputation Institute, 2019

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP

Impacto de la Reputación en comportamientos y valor de los Museos



COMUNICACIÓN



La Reputación se construye con el hacer y el comunicar

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP



ALIANZA MUSEOS Y 
EMPRESAS



Alianza reputacional: museos y empresas

Source: Edelman, Trust Barometer, 2019

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP



Alianza reputacional Museos y Empresas. La reputación hace ganar a todos

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP

Reputación de las 
Empresas

Reputación de los 
Museos

• Impacto positivo en las 
percepciones de responsabilidad
social

• Impacto positivo en motivación
empleados

• Plataforma de capital relacional
• Oportunidades para aprender

• Atracción Talento
• Atracción mejores

patrocinadores
• Crecimiento en las donaciones
• Crecimiento en los presupuestos
• Oportunidades para aprender

Reputación de las ciudades y Reputación de los países

Fortalecimiento de la reputación en la opinión pública y en las Admón y Reguladores



HOJA DE RUTA



16Hoja de ruta de gestión de intangibles de Corporate Excellence Centre for Reputation Leadership
© 2019, Corporate Excellence – Centre for Reputation Leadership

Qué tengo que hacer para conseguir una diferenciación no copiable y una 
buena reputación: hoja de ruta a partir de la semana que viene…..



Corporate Excellence – Centre for Reputation Leadership
Trabajamos juntos para avanzar en la gestion excelente de la reputación y los intangibles

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP



PARA SABER MÁS



CENTRO DE CONOCIMIENTO CORPORATE EXCELLENCE

ALTA DE FORMA GRATUITA EN NUESTRO

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP



BIBLIOTECA 
CORPORATE EXCELLENCE

Thought Leadership: Biblioteca Corporate Excellence
Inteligencia para avanzar en la gestión de intangibles

Purpose-driven 
Organizations

Julio - 2019

Liderazgo estratégico y 
gestión de la comunicación

Octubre - 2019

APRENDIZAJES FINALES   - CORPORATE EXCELLENCE – CENTRE FOR REPUTATION LEADERSHIP



www.unav.edu/master-ejecutivo-en-reputacion-
corporativa

PROGRAMA DE FORMACIÓN EN REPUTACIÓN



Aprendizajes finales:
Construyendo juntos el futuro 
de la reputación de los museos 
y de las empresas

Ángel Alloza
CEO, Corporate Excellence
Centre for Reputation Leadership

www.corporateexcellence.org
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Why Reputation Matters for Museums

Conference  University of Navarra 
Building Museum Reputation, September 20, 2019

Prof. dr. Cees B.M. van Riel, Erasmus University & Reputation Institute
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Reputation Matters1



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without 

the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2018 Reputation Institute, all rights reserved.

Reputation….. 

• Reputation is what people BELIEF 

to be true about your 

organization……\

• …GOOD, BAD or UGGLY…..
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Reputation Drives Business Support

Accelerates
Sales 

More 
Advocacy

Attract 
Better Talent

Mitigates
Corporate Risk

Establish
Trust Equity

Drive 
More Investment

Expand 
Geographic Growth

Fosters
Commendation

78%
(companies with 
excellent 
reputation)

66%
(companies with 
excellent 
reputation)

74%
(companies with 
excellent 
reputation)

3.5x
(from average to 
excellent range)

3.0x
(from average to 
excellent range)

3.4%
(increase by 5 
points in 
reputation)

4.4%
(increase by 5 
points in 
reputation)

4.5%
(increase by 5 
points in 
reputation)



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without 

the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2018 Reputation Institute, all rights reserved.

Reputation DrivesMuseum Support

Accelerates
Visitors

More 
Advocacy

Attract 
Better Talent

Mitigates
Organizational Risk

Establish
Trust

Drive 
Sponsorships

Expand 
Geographic Growth

Fosters
Recommendation

Better reputation, 
more visitors

Better reputation, 
better employees 

Better reputation, 
easier to do business

Better reputation, 
easier to do business

Better reputation, 
easier to do business

Better reputation, 
easier to do business

Better reputation, 
lower risk in joint ventures

Better reputation, easier
to open new locations
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Measuring Reputation2
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REPTRAK® PULSE 

Emotional Connection

PRODUCTS & SERVICES

INNOVATION

WORKPLACE

GOVERNANCE

CITIZENSHIP

LEADERSHIP

PERFORMANCE

REPTRAK® DIMENSIONS

Cognitive Consideration

BEHAVIORIAL INTENTIONS

Reputation Outcome

RATIO EMOTION SUPPORT

PURCHASE

ADVOCATE FOR

ACCEPT

DEFEND

WORK FOR

INVEST IN

Reputation can be measured with RepTrak®

Scale from 0-100
• Between 45-59 is highly Risky
• 64.4 is global average
• 70+ Is good
• 80+ is excellent
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Reputation Data are Known for Companies, Countries, etc.

• The global average of 

companies is 64.4

– Excellent scores are mainly seen

among firms in food, retail, 

automotive and consumer

electronic

– Modest to low scores are seen

in banking, insurance and

public sector organizations

Company Reputation

• Countries & Cities differ
tremendously in reputation, 
varying between 25 and 82. 

• Their reputation is rooted in three
sets of variables:

# sound governance system, 
# attractive environment 
# strong economy score

• Small is beautiful for countries, while
city reputation is mostly strongly related
to the country image + touristic
attractiveness.

Country & City Reputation



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without 

the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2018 Reputation Institute, all rights reserved.

Company Reputation: Global RepTrak® 2019 Results
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Positive/negative rank change since 2017

Country Reputation: Country RepTrak® Ranking
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Rank City 2017 RepTrak® Pulse

1 Sydney 82.3

2 Copenhagen 81.5

3 Vienna 79.8

4 Stockholm 79.6

5 Vancouver 79.2

6 London 79.2

7 Melbourne 79.0

8 Barcelona 79.0

9 Milan 78.7

10 Toronto 78.6

11 Amsterdam 78.3

12 Tokyo 78.3

13 Rome 78.1

14 Montreal 78.0

15 Edinburgh 77.8

16 Helsinki 77.7

17 Dublin 77.6

18 Venice 77.5

19 Zurich 77.4

20 Munich 77.2

21 Madrid 77.0

22 San Francisco 76.3

23 New York 76.1

24 Paris 75.7

25 Prague 75.6

26 Frankfurt 74.9

27 Seattle 74.6

Rank Country 2017 RepTrak® Pulse

28 Orlando 74.5

29 Berlin 74.2

30 Brussels 73.7

31 Singapore 72.9

32 Miami 72.8

33 Boston 72.6

34 Athens 71.8

35 Gold Coast 71.5

36 Dubai 71.5

37 Los Angeles 71.5

38 Budapest 71.1

39 Manchester 70.9

40 Washington DC 69.7

41 New Orleans 69.4

42 Hong Kong 69.2

43 Atlanta 69.1

44 Las Vegas 67.3

45 Chicago 67.0

46 St. Petersburg 66.8

47 Seoul 66.7

48 Shanghai 66.4

49 Bangkok 65.1

50 Jersusalem 63.0

51 Istanbul 60.6

52 Rio de Janeiro 59.6

53 New Delhi 59.6

54 Mexico City 57.1

55 Moscow 55.1

56 Cairo 54.7

All RepTrak® Pulse scores that differ by more than +/- 2.5 are significantly different at the 95% confidence level

City reputation: City RepTrak® 
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Reputation of Museums 3
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1 Het Rijksmuseum 88.8 1.2 -/-

2 Het Noordbrabants Museum 82.8 6.2  +7

3 Het Van Gogh Museum 82.0 1.7  +1

4 Het Groninger Museum 81.9 2.7  +1

5 Het Mauritshuis 81.5 1.0  -2

6 Het Stedelijk Museum Amsterdam 81.4 3.7  +1

7 Het Kröller-Müller Museum 81.2 3.6  +1

8 Museum Boijmans Van Beuningen 79.2 0.7  -2

9 Het Gemeentemuseum Den Haag 79.2 -2.6  -7

10 De Pont Museum 78.1 1.9 -/-

11 Museum Voorlinden 73.5 n.a. (new) n.a. (new)

Reputation ranking museums 2017
Compared to 

RI dinner 2016

Museum Reputation Measured onwards 2016 in NL

http://www.google.nl/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiIhLmGntvRAhXHAxoKHSJ9AssQjRwIBw&url=http://www.voorlinden.nl/museum/&psig=AFQjCNGFqIJt9KKlcwZT8xNfWuscZ83AcQ&ust=1485362873860791
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Blockbusters work …. temporarily

Last year: 
25% visitors

2017: 
45% visitors

Last year:
Average Pulse 

score of visitorsMore visitors 
in the sample

2017:
Average Pulse 

score of visitors

Higher visitor 
evaluation83.7 89.8
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Lessons Learned from Dutch Museum Studies

• First time that a reputation study was 

presented in The Netherlands

• Evoked a lot of debate among art museums: 

asking many questions about the position in 

the ranking, why, what should we do to

improve, etc

• Above all, we as RI presented the results at 

the Annual Dinner where we have been 

presenting the Reputation Ranking of the 30 

largest Dutch companies. We mixed tables

where CEO’s of the leading Dutch companies 

were sitting next to the directors of the

museums. Creating an equal playing field 

between the world of business and the world

of the arts. 

• As a result at least three Dutch giants have 

started to sponsor museums now ….
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Global Reputation Museum Study
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Which museums were studied? 

Tate Modern

Van Gogh Museum

Musée National d'Art Moderne

Museum of Modern Art

National Gallery

Reina Sofia Museo del Prado Rijksmuseum

Vatican MuseumsBritish Museum

Musée d'Orsay

Louvre Metropolitan Museum of Art

State Hermitage MuseumNational Gallery of Art

National Art Center Centro Cultural Banco do Shanghai Museum
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Who did we ask?

• Internet based Survey sample of the informed general

public in 10 countries, spread over three continents

(Asia, Europe and LatAm)

• We have interviewed nearly 12000 people, 

distinguished in visitors (6419) and non-visitors

(5065). 

• Responents had to be familair with the museum they

were answering questions about. Each museum has 

been evaluated by at least 50 foreigners and 150 

inhabitants of the country where the museum is 

located.

• Non visitors tend to be older, have a lower income and

a lower degree of education.

• Even non-visitors, have favorable notions about 

museums, such as that they are reliable, honest and 

fun.

For both visitors and non visitors the top 
3 associations with a museum are:

1. Informative
2. Expert
3. Prestigious
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Recommend

Crisis proof

Verbal support

Visit

Donate

Work
Leadership

Products

Workplace 

Governance

Citizenship

Performance

Innovation

Reputation drivers Reputation (Pulse) Supportive behaviorAttributes

Attractive collection

Collection distinguishes itself from other museums

Skilled employees

Inspiring collection

Innovative collections

Collection is shown in an innovative way

Sufficient free exhibition space for upcoming artists

Offers attractive jobs

Provides an appealing work environment

Committed employees

Open about her activities

Behaves ethically

Positive influence on society

Educates about art among different groups in society

Professional organization

Clear vision for her future

Does not throw money down the drain

Is interesting for companies to sponsor

How did we measure Museum Reputation?
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Overall Museum Reputation ranking

1 Louvre, Paris 84.3

2 Van Gogh Museum, Amsterdam 81.9

3 Rijksmuseum, Amsterdam 81.7

4 State Hermitage Museum, St. Petersburg 81.4

5 British Museum, London 80.8

6 Musée d'Orsay, Paris 80.6

7 Vatican Museums, Vatican City 80.4

8 Museo del Prado, Madrid 80.0

9 National Gallery, London 79.5

10 Metropolitan Museum of Art, New York 79.3

11 National Gallery of Art, Washington D.C. 79.1

12 Tate Modern, London 78.9

13 Museum of Modern Art, New York 78.4

14 Musée National d'Art Moderne, Paris 78.4

15 Reina Sofia, Madrid 78.2

16 National Art Center, Tokyo 77.5

17 Shanghai Museum, Shanghai 75.0

18 Centro Cultural Banco do Brasil, Rio 74.4

Average of 

10 countries
Reputation scores

≥ 80 Excellent

70 - 79 Strong / Robust

60 - 69 Average

40 - 59 Weak / Vulnerable

< 40 Poor
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Differences per continent
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Home Country Reputation Ranking
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Drivers of Museum Reputation

• The seven reputation drivers (indication of 

a more rational evaluation of the reputation 

of an organization) show a different pattern 

than the overall reputation (more emotional 

driven) ranking:

– The Louvre is also positively 

evaluated at driver level and leads 

on 3 of the 7 drivers.

– But Tate Modern (#12 in the 

ranking) is most present in the 

seven reputation drivers. It has a top 

3 spot with 5 of the drivers.

– The Van Gogh and Rijksmuseum

(#2 and #3 respectively) are both 

present in the top 3 in 4 drivers.

• Hence, leadership at rational level (seven 

drivers of reputation) does not 

automatically imply a top position at 

emotional (=Pulse) level. 

1 Louvre 1 Louvre

2 State Hermitage Museum 2 Van Gogh Museum

3 Van Gogh Museum 3 Rijksmuseum

1 Tate Modern 1 Louvre

2 Museum of Modern Art 2 Tate Modern

3 Musée National d'Art Moderne 3 Rijksmuseum

1 Rijksmuseum 1 Rijksmuseum

2 Tate Modern 2 Tate Modern

3 Van Gogh Museum 3 National Gallery of Art

1 Van Gogh Museum

2 National Art Center

3 Tate Modern

Workplace Performance

Governance

Products & Services Citizenship

Innovation Leadership
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What Impacts Reputation of a Museum Most? 
Impact on 

reputation of 

museums in 

general

Products & Services

Attractive collection 8.1%

Collection distinguishes itself from other museums 6.4%

Skilled employees 5.8%

Inspiring collection 6.9%

Innovation

Innovative collections 4.8%

Collection is shown in an innovative way 5.3%

Sufficient exhibition space for upcoming artists 4.0%

Workplace

Offers attractive jobs 4.3%

Provides an appealing work environment 4.9%

Committed employees 5.1%

Governance

Open about her activities 5.3%

Behaves ethically 5.7%

Citizenship

Positive influence on society 6.4%

Educates about art among different groups in society 5.5%

Leadership

Professional organization 6.3%

Clear vision for her future 5.1%

Performance

Does not throw money down the drain 4.5%

Is interesting for companies to sponsor 5.7%

• The table shows the relative impact of 18 
attributes on the museums’ reputation 
scores in the 10 countries combined.

• The largest impact on the museum reputation comes 
from the attractiveness of the collection and how 
inspiring the collection is. But also if the collection is 
different from the collection of other museums is a 
key determinant of the museum’s reputation.

• Another important aspect is the positive influence on 
society of a museum.

• People also look for a large part to how professional 
the organization is when judging the museum’s
reputation.



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without 

the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2018 Reputation Institute, all rights reserved.

M

.. 

Key Explanations for the Stellar
Reputation of Museums 4
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1.History Matters
2.Collections Matter
3.Familiarity Matters
4.Location Matters 
5.Sponsoring Matters
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# 1 History Matters

Europe has long traditions and links with Royalty: 

• Louvre 1682 (1793) #1

• British Museum 1753 #5

• Prado 1819 #8

• Hermitage 1852 #4

• Rijksmuseum 1885 #2

USA museums started much later:
• MoMa 1929 #13
• National Art Galery, 1937 #11

Asia and LatAm only onwards the fifties:
• Shanghai Museum 1952 #17
• Centro Cultural Rio 1986 #18
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#2  Collections Matter, but ..not all visitors are experts
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Do people know which art works are in which museum…?
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Do people know which art fits with which museum? 

Rembrandt van Rijn -
Vincent van Gogh 

Johannes Vermeer -

Piet Mondriaan -

Jean Dubuffet -

Jheronimus Bosch -

Pieter Bruegel –

Marlene Dumas 

Karel Appel –

El Lissitzsky -
Jan Wiegers -
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Rijksmuseum: Rembrandt van Rijn - De Nachtwacht

Van Gogh Museum: Vincent van Gogh - De zaaier

Mauritshuis: Johannes Vermeer - Meisje met de parel

Gemeentemuseum Den Haag: Piet Mondriaan - Victory boogiewoogie

Kröller-Müller Museum: Jean Dubuffet - Jardin d'email

Noordbrabants Museum: Jheronimus Bosch - Aanbidding der koningen

Boijmans Van Beuningen: Pieter Bruegel - De toren van Babel

De Pont Museum: Marlene Dumas - The First People

Stedelijk Museum Amsterdam: Karel Appel - Schildering foyer en scherm

Van Abbemuseum: El Lissitzsky – Proun

Groninger Museum: Jan Wiegers - Interieur bohemien

88%

72%

41%

37%

30%

25%

18%

13%

13%

9%

7%

9%

16%

49%

42%

16%

34%

35%

39%

28%

34%

31%

3%

13%

11%

21%

55%

41%

47%

48%

60%

56%

63%

0% 50% 100%

Right Wrong Don't know

It is hard to link top art with a specific museum….
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#3 Familiarity Matters

2017 Global RT 

100 Rank Company

Not

Familiar

Somewhat + Very

Familiar

1 Rolex 34.6% 65.4%

2 LEGO Group 29.1% 70.9%

3

The Walt Disney 

Company 23.3% 76.7%

4 Canon 21.3% 78.7%

5 Google 8.4% 91.6%

Average top 5 23.3% 76.7%

96 General Motors 39.3% 60.7%

97 Delta Air Lines 59.2% 40.8%

98

FCA (Fiat Chrysler 

Automobiles) 56.8% 43.2%

99 Hyundai 28.2% 71.8%

100 Volkswagen 28.6% 71.4%

Average bottom 5 42.4% 57.6%

Museum Familiarity Reputation

Louvre 63 84.3

British Museum 46.5 80.8

National Gallery 40.8 79.5

Vatican 40.7 80.4

Van Gogh 38.8 81.9

Rijksmuseum 31.6 81.7

Rio 19.0 74.4
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Relationship between Familiarity and Reputation

• For museums, a larger degree of 

familiarity is coupled with a higher

degree of appreciation:

– The Louvre is by far the most familiar

museum in the study (63% of the

people indicates being somewhat

familiar or very familiar with the Louvre) 

and it has the best reputation.

– The Cento Cultural Banco do Brasil 

is least familiar (19% is somewhat or 

very familiar with this museum) and it

has the lowest reputation.

– Almost all museums inbetween follow a 

similar pattern.

• Note: Familiarity in itself does not cause a good reputation; a museum 

needs to do the right things and communicate about these. And

there is of course a cycle at work: A good reputation can increase

the familiarity through word-of-mouth

Louvre

British Museum

Metropolitan Museum of Art National Gallery

Vatican Museums

Tate Modern
National Gallery of Art

Musée National d'Art 
Moderne

State Hermitage Museum

Musée d'Orsay

Reina Sofia

Museum of Modern Art

Museo del Prado

Rijksmuseum

Van Gogh Museum

The National Art Center

Centro Cultural Banco do 
Brasil

Shanghai Museum
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76.0

78.0
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#4 Location Matters

• The better the City Reputation, the 

better the Museum Reputation 

or…. The other way around…

• The museums that stand out most 

in comparison to their city 

reputation are Centro Cultural 

Banco do Brasil (19.8 points above 

the reputation of Rio de Janeiro) 

and the Hermitage (13.6 points 

above the reputation of St. 

Petersburg).

Louvre, 
Paris

Van Gogh Museum, 
Amsterdam

Rijksmuseum, 
Amsterdam

State Hermitage Museum, 
St. Petersburg

British Museum, London

Musée d'Orsay, Paris

Vatican Museums, 
Vatican City

Museo del Prado, 
Madrid

National Gallery, London

Metropolitan Museum of Art, 
New York

National Gallery of Art, 
Washington D.C.

Tate Modern, London

Museum of Modern Art, 
New York

Musée National d'Art 
Moderne, Paris

Reina Sofia, 
Madrid

National Art Center, Tokyo

Shanghai Museum, 
Shanghai

Centro Cultural Banco do 
Brasil, 

Rio de Janeiro
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#5  Sponsoring Matters, but …

• Most people feel that the company is the one

who benefits most from the sponsor 

relationship.

• Especially museum visitors think that corporate 

sponsoring has a positive impact on the

reputation of the company.

• The museum’s reputation will not gain less

from sponsoring compared with the

benefits that firms get according to the

respondents.

• Both museum visitors and non visitors

feel that the best way that a company 

can help a museum is by simply

donating money to the museum.

36

44.8

31.2

11.1

10.7

2.3
Donating money to the
museum

Helping with increasing the
visibility of the museum

Helping by sharing
knowledge about business
processes such as IT

Donating products to the
museum

Don’t know

Tying the company 
name to a museum is 

good for the 
reputation of the 

company.

77.
9

69.
2

Non museum 
visitors

Museum 
visitors
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#5 Sponsoring Matters, but … 

Non museum visitors Museum visitors Non museum visitors Museum visitors

In order to contribute to the common good 28.0% 39.3% 80.0 88.0

To contribute to the protection of the cultural heritage of the country 47.8% 58.7% 81.0 87.7

Because it gives them a platform to entertain their clients 16.0% 23.3% 74.5 85.3

To create a more favorable image for the company 50.4% 58.0% 76.0 85.0

“Why do you think that companies would sponsor a museum?” 

<multiple answers possible>

Number of times mentioned
Evaluation of corporate sponsoring if 

mentioned

Self-interest or Altruistic?

• 85% of museum visitors are positive about sponsoring and understand that both motives are justified
• Even 76% of non-visitors are also positive about sponsoring museums but are  more sceptical about the motives
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M

.. 

Solving Future Challenges in 
Museum Reputation5
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A great reputation NOW, is no guarentee for a 
stellar future reputation
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Managing Future Challenges in Museum Reputation

1. History Matters

2. Collections Matter

3. Familiarity Matters 

4. Diversity Matters 

5. Economic Contributions Matter 

6. Sponsoring Matters

How to act as a new kid on the block?

How to involve the non expert visitor? 

How to become more know?  

How to increase monetary value? 

How to create mutual benefits? 

How to attract less traditional visitors?
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HISTORY MATTERS
Top ranked museums are mostly created 100 to 200 years ago. Museums that started
more recently use (purposely?) ultra modern architecture, stressing the differences with
the traditional top museums.
Some of the more recently established museums are highly successful too (Van Gogh, 
Tate). However, it requires going the extra mile and serious investments with the art 
community and above all with key stakeholders in society to be perceived as a top 
museum.  



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without 

the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2018 Reputation Institute, all rights reserved.

Collections Matter

• Objective Museums
• Museums have outstanding collections that they

protect in the context of maintaining the national

cultural heritage and educate mass audiences in 

society about their collection

• Visitors grow year by year
• 1 billion people visit annually a museum somewhere in 

the world (Falk & Dierking, 2016)

• However, previous research revealed that the

majority of the visitors of museums have limited

knowledge about art 

• Visitors Motives
• Museum visitors appear to go to museums partly out 

of cultural interests and out of the need to be

entertained for an afternoon

• Edutainment is key

• Combination of education and entertainment 

(standard procedure in most top museums)

• Free guided tours by an app installed on your

phone.

• Personal contact by using Tour guides for

private group tours (not for free)

• Using well-known persons (NOT EXPERTS) 

to explain the backgrounds about an exhibition

in a video

Observations Solutions?
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Familiarity Matters 
• Be visible on internet (collection, building, expert opinions) and in the trade magazines 

and above all in the popular media. 
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Diversity Matters  
Some museums tend to focus on low-hanging fruit: doners, sponsors and
their friends, plus the children of these groups. 
Putting more effort in attracting groups from other social stratifications will
increase the future legitimacy of a museum.
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Economic Contributions Matter

• Attracting millions of tourists
For example the Louvre attracts around 8 million visitors
a year, which is quite impressive compared with the 20 
million visitors of the Magic Kingdom in Orlando and the
most visited Water Park in the world at Guangshou with
2.7 million.

• Stimulating the local economy strongly
Increasing revenues of hotels, restaurants etc. .

For the UK this is estimated at 100 million Pounds
annually

Observations

• Joining forces with local and
central government in City 
marketing.

• Joining forces with hotels, 
other touristic attractions. 

• Increasing long term 
focused sponsoring 
agreements.

Solutions
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Sponsoring Matters
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Sponsoring Matters

• Key Success Factors in building mutual rewarding benefits in a sponsor 

relationship:

– Sponsoring has to satisfy the needs of both the sponsor (reputation, network

opportunities) and the sponsored museum (additional income, support in marketing 

and exhibitions, new network partners).

– Sponsoring will only become successful if both parties invest seriously in the sponsor 

relationship (professional management efforts rooted in a cooperative attitude), 

embedded in a clear legal agreement guarenteeing avoiding risks at both sides.

– Sponsoring has to fit with the institutional and legal demands of both the business 

and the museum environment.

– Positive previous experiences in sponsoring increase the willingness to continue a 

sponsor relationship.
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Wrap up

• REPUTATION NOW

– The top art museums of the world have stellar reputations at present 

– This is based on being a professional organization with an attractive collection

that has a positive influence on scoiety

– However, don’t take your present stellar reputation as a future certainty

• FUTURE REPUTATION

– Keep working on an increase of your familiarity among all stakeholders

– Apply edutainment in addition to in-depth exhibitions for experts

– Start a diversity program tomorrow

– Create Mutual Rewarding Benefits in Sponsoring
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ABSTRACT
The chapter focuses on two interrelated research questions: why are museums
so popular? and what can commercial enterprises learn from them? The chap-
ter explains the popularity of museums by elaborating on the special charac-
teristics of the cultural and economic roles of these institutions in society
based on evidence in academic research and in policy documents. The chapter
then provides data from a survey of 6,419 visitors and 5,065 non-visitors of
the 18 most well-known (art) museums spread among 10 countries around
the world. It provides evidence regarding what factors differentiate the repu-
tations of the most reputed museums from those that are less appreciated
based on museum-related factors, along with factors related to the country
and city where the museum resides. The chapter concludes by examining
reputation management lessons, the business can draw from the way museums
operate and how AU:2they are perceived.
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INTRODUCTION
Most companies are aware of the added value of having a positive reputation
among stakeholders they depend upon. As a logical consequence, they invest seri-
ously in building, and above all, in maintaining a sound reputation. In practice,
this does not appear to be a walk in the park. Firms often struggle with their
reputations. The worldwide average score of all firms around the world is 64.4
on a 1�100 scale, which is not below par, but not great AU:3(Reputation Institute,
2018). This is quite in contrast with the average reputation of the leading (art)
museums in the world. As will be explained in this chapter, the most well-known
art museums in the world score on average of 79 (van Riel & Heijndijk, 2017),
implying that they score 15 points above the world average of commercial firms.

Reputation is a perception-based assessment of a stakeholder group about the
performance of an entity (organization, city, country, etc.) in the past and in the
foreseeable future, impacting behavior that � in case of a positive judgment � pro-
vides the organization with a license-to-operate. Reputation works like a magnet.
If positive, it attracts a lot of vital assets. Some are “nice to have AU:4” (fame, status),
others are more “need to have” (lowering transaction costs in recruitment, attract-
ing capital and government support). Reputation assessments differ per stake-
holder group. The higher the involvement with a specific aspect of an organization,
the more value these groups allocate to specific drivers of reputation (Fombrun,
Ponzi & Newburry, 2015). Investors put a higher weight on the financial perfor-
mance of an organization (Roberts & Dowling, 1997), while people who are look-
ing for new jobs will focus especially on the workplace dimension in determining
the reputation evaluation of an organization (Cable & Turban, 2003).

Reputational assessments are impacted by the industry a company is allocated
in. According to studies done by the Reputation Institute, industries differ largely
in reputation among various stakeholders. In general retail, automotive and food
have a high reputation among especially the general public, while other industries
tend to score substantially lower (e.g., banking, telecom) among the public at
large. Firms allocated in the higher evaluated categories benefit from industry
spillover effects (Burmann, Schaefer, & Maloney, 2008; van Riel, Baumann,
Berens, & Moniz, 2014) unless they show behavior that is perceived as negative
by the general public. So, in other words, the assessment of a firm is not only
determined by the firm’s own prior actions, but also colored by the actions of
other firms, both within the industry subgroup and even at an inter-industry level.
These spillover effects at the industry level will be more impactful when:

frequency of public announcement is high, firm prominence is huge (differs of course per
stakeholder group), similarity with the other firm is high and a balanced approach in collective
reputation management is applied. (Jouanjean, Maur, & Shepherd, 2012; van Riel et al. 2014)

Finally, reputation is strongly impacted by what organizations express about
themselves: both in a quantitative way (how often do they express messages?) and
in a qualitative way (are their messages authentic, consistent, and appealing?)
(Schultz, Hatch, & Larsen, 2000; Van Halderen, Bhatt, Berens, Brown, & van
Riel, 2014).
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Successful reputation management requires being familiar and having favor-
able impressions about your organization among relevant stakeholder groups.
Highly reputed organizations appear first and for all to show excellent behavior.
They provide high-quality and relevant products and services and behave as
responsible citizens. And, as said before, they communicate about it at a high
frequency and in an appealing way.

All of the above is applicable to the reputation of art museums too.
Stakeholders have different perceptions depending on the “stake” they have in
art museums. The cultural elite can be expected to be more � involved with art
museums and, as a consequence, will have more elaborated perceptions � both
more critical and highly positive � compared with stakeholders who are less
culturally savvy. Impressions about one top art museum will be colored by
“industry” perceptions around museums in general. And last but not least, what
top art museums express about themselves will impact perceptions of visitors
and potential visitors. At first glance, one would not expect to discover that art
museums all around the world enjoy a stellar reputation. Nevertheless, our data
show that they do, just as the growing numbers of visitors to the world’s top art
museums confirm the popularity of the art museums industry. In this chapter,
the focus will be on two interrelated research questions: (1) why are museums so
popular? and (2) what can commercial enterprises learn from them? We will try
to answer these questions in this chapter in three steps.

(1) We will explain the popularity of museums by elaborating on the s AU:5pecial
characteristics of the cultural and economic roles of these institutions in soci-
ety, as can be found in academic research and in policy documents.

(2) We will provide data from a survey we have done among visitors and non-
visitors of the 18 most well-known (art) museums in 10 countries around the
world. What explains the top position of some museums and why are others
(a little) less appreciated?

(3) Which reputation management lessons can the business world draw from
the way museums operate and how they are perceived?

CULTURAL AND ECONOMIC ROLES OF MUSEUMS IN
SOCIETY

Art museums have been created with a clear purpose: protecting the national
cultural (art) heritage and educating mass audiences in society about their
collection. The way they are supposed to do this is clearly defined in various
formal documents, written by national governments (for example in the UK:
http://www.londonmuseums.org/intro.htm) or by supra-national organizations
like UNESCO, which has produced an interesting handbook in which museums
can find the basics about how to manage a museum in a professional way
(Boylan, 2004) or how to manage an art collection professionally. See, for exam-
ple, the website of the American Alliance of Museums (https://www.aam-us.org/)
for significant information on museum workings and management.
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Protecting the cultural heritage that is exposed in the museum and educating
as many as possible about the value of the exhibited art is supposed to be the
key driver for a museum anywhere in the world. That may sound logical and
even obvious, but in practice, this does evoke challenges.

One challenge is which stakeholders a museum should focus on most. Is a
museum solely a platform for the elite or is it focused on all layers in society?
A second challenge is finding an answer to the logical consequence of the explo-
sion in museum visitors one can see all over the world. Falk and Dierking
(2016) estimate that 1 billion people on an annual base visit a museum. What to
do regarding crowd management is becoming a serious challenge for the top
museums in the world. A third challenge is what to do with visitors who are
actually primarily leisure seeking people (Falk & Dierking, 2016, p. 23) and who
simply like to have a pleasant afternoon in contrast with the classical visitors
that used to be the dominant museum visitors (Falk & Dierking, 2013 AU:6,
pp. 61�62). Many museums have broadened the educational role of museums
to edutainment: a combination of education and entertainment. Maybe, this will
enable museums to find a solution for the first mentioned challenge in persuad-
ing individuals with a lower degree of education and income to visit a museum
on a more regular base in the future.

Museums are not only contributing to society from an educational point of
view. Economically, they are important too. In the Global Attractions
Attendance Report of the trade organization of the largest companies in the
global attraction industry, not only are amusement and water parks discussed,
but also the largest 25 museums in the world. The world’s most visited museum,
the Louvre in France (8.1 million visitors), is compared with the most visited
water park Chimelong Water Park in Guangzhou, China (2.7 million) and with
the amusement park with the highest number of attendees worldwide, the Magic
Kingdom of Disney (20.4 million) in Orlando, USA (TEA/AECOM, 2017).

The economic value of museums is not only related to the amount of tourists
they attract to a specific city or region as a study by the Museum Sector
Association of Independent Museums (DC Research & AIM, 2010) in the United
Kingdom revealed. This study showed that the existing museums in the United
Kingdom contributed 100 million pounds to the British economy in that year.
An even more impressive number is mentioned in a study by Booz & Company
(2016) that showed that the economic value of the Rijksmuseum in Amsterdam
for the Netherlands in the period of 2003�2016 was projected at 3 billion Euro
(Anon, 2013).

The number of people who visit a museum is growing year after year. This
evokes economic value both for museums themselves and for the city or region
they are located in. However, more visitors does not automatically imply having
and maintaining a positive reputation. The iconic reputation of museums will be
impacted in the future by the solutions museums will apply for the � already
mentioned � three key challenges they are confronted with: (1) crowd manage-
ment, (2) finding a balanced approach between education and entertainment,
and (3) involving the less traditional layers in society with the cultural heritage
they are promoting in their museums.
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EMPIRICAL STUDY AMONG VISITORS OF 18 ART
MUSEUMS IN 10 COUNTRIES

Three recent studies by van Riel and Heijndijk (2014, 2015, 2016) have revealed
that the Dutch (both visitors and non-visitors) love art museums. Is this typical
for The Netherlands or is this a common pattern all around the globe? That was
one of the reasons to start a similar study in 10 countries analyzing the reputa-
tions of the 18 most well-known art museums in the world.

Which Art Museums Were Studied?

We have selected 18 art museums partly based on their annual visitor numbers.
The most visited art museums appear to be concentrated in the Western world,
although Asia and Latin America are rapidly developing attractive museums
too. That is why we have also added top museums from Asia and Latin
America. In addition, again to avoid an over focus on Europe and the USA, we
decided to study a maximum of three art museums per country. We have
checked the final selection of the 18 art museums by consulting world-renowned
art museum experts.

All museums have been measured both in their home country and in nine
other countries in which we have selected one or more art museums. Table 1
presents the selected museums and their locations.

Who Did We Ask?

The survey was conducted through the Internet by approaching a sample of peo-
ple in each of the 10 countries, distinguishing visitors and non-visitors. The core
of the questionnaire was aimed on the regular museum visitors. Nearly 12,000
people have been interviewed: 5,065 non-museum visitors and 6,419 museum
visitors have participated. Each of the 18 art museums had to be rated by at least
150 respondents from their home country and by 50 respondents in each other
country who were familiar with the specific museum they had to rate.

Non-visitors differ from visitors as they are often 45�64 years old, with a
low income and/or with a medium degree of education. The stereotype that
museum visitors are predominantly higher educated is confirmed in this study
and appears to be a global phenomenon.

How Did We Measure Reputation?

Reputation is measured in this study with an adjusted version of the RepTrak®
model of the Reputation Institute. This is a validated instrument for measuring
the health of an organization’s overall reputation. The model was adjusted to
achieve a better match with the special nature of the museum sector.

The beating heart of the model is the RepTrak® Pulse. The RepTrak® Pulse
score is based on four statements regarding the esteem, good feeling, trust, and
admiration that consumers feel toward an organization. This measure was
empirically validated in Ponzi, Fombrun, and Gardberg (2011). The RepTrak®
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Pulse (as a proxy for reputation) is a direct measurement based on the four just
described and interconnected elements. The overall reputation (Pulse) is driven
by seven elements (shown on the left side of the Pulse) that people take into
consideration when they assess an organization regarding its past and expected
future performance. The seven drivers of reputation are as follows: products and
services, innovative capacity, workplace, governance, citizenship, leadership,
and financial performance. Each driver is measured by several attributes that
provide the assessments of respondents on a detailed level. Of course, we chan-
ged the typical business focused attributes that measure each dimension to termi-
nology that is relevant for the museum sector. For products and services, for
example, we used the following attributes: attractive collection, collection distin-
guishes itself from other museums, skilled employees, and inspiring collection.
A similar adaptation has been applied for all other drivers of reputation.
Finally, the RepTrak® model measures behavioral intentions. The standard
statements here were (again) translated into the context of the museum world.
These behavioral intentions are shown on the right side of Pulse in the
RepTrak® model (Fombrun, Ponzi, & Newburry, 2015; van Riel, 2012)
(Fig. 1).

Table 1. Overview of the Selected 18 Most Well-known Art Museums and
Their Locations.

Rank Measured Art Museums
(Based on Annual Visitor Numbers)

Location

1 Louvre Paris, France

2 British Museum London, United Kingdom

3 Metropolitan Museum of Art New York, United States

4 National Gallery London, United Kingdom

5 Vatican Museums Vatican City

6 Tate Modern London, United Kingdom

7 National Gallery of Art Washington, DC, United States

8 Musée National d’Art Modern Paris, France

9 State Hermitage Museum St Petersburg, Russia

10 Musée d’Orsay Paris, France

11 Reina Sofia Madrid, Spain

12 Museum of Modern Art New York, United States

13 Museo del Prado Madrid, Spain

14 Rijksmuseum Amsterdam, The Netherlands

15 van Gogh Museum Amsterdam, The Netherlands

16 National Art Center Tokyo, Japan

17 Centro Cultural Banco do Brasil Rio de Janeiro, Brazil

18 Shanghai Museum Shanghai, China
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Appreciation for Art Museums Is Sky High

Most people have a high degree of appreciation for museums. Even the majority
of the people that did not visit a museum in the past three years appear to have
a favorable impression about museums. They classify museums as reliable, hon-
est, and fun in our survey. Only 21% of the non-visitors express negative associa-
tions about art museums.

Visitors rate the reputation of an art museum on average at 79 out of 100.
Compared with the worldwide average score of 64.2 for corporations, this is a
stellar high reputation score. Yet, there are some criticasters too: 15% of the
respondents have given a museum a reputation score below 60. They are mostly
from China and Brazil rather than from Western countries, but they do not dif-
fer in other demographic characteristics. The average score for all museums in
Brazil (74) and in China (70.4) is substantially lower than the average score in
France (84), USA (83.2), and Italy (82.4). Please note that all scores have been
culturally adjusted, implying that in countries that tend to be more positive in
general, the scores are decreased and the other way around.

The French museum Louvre is leading the global ranking with a 10 points
higher Pulse score than the Centro Cultural Banco de Brazil, which still has
a 10-point higher score than the average business firm in the world. The
18 museums all have a score far above 70, which indicates that all museums
measured in this study are seen in a very positive way. Nevertheless, differences
exist. The museums ranked one to eight � all European � all score above 80.
Millions and millions of data gathered by the Reputation Institute in the past
20 years indicate that a Pulse score above 80 implies being seen as excellent.
About 84.3 for Louvre in a 10-country study is an achievement that the most
reputed companies in the world can only dream about.

A similar iconic degree of appreciation exists about van Gogh (#2),
Rijksmuseum (#3) and the Hermitage (#4) with scores between 81.9 and 81.4 as
an average score in 10 countries. The gap of 15�20 points between the top five
and the bottom two (Centro Cultural Banco do Brazil, 74.4, and Shanghai
Museum, 75) is remarkable and is most probably partly related to a low degree
of familiarity with these museums outside of their respective home countries.
This will be explained in detail later (Table 2).

The reputation of Musee de Louvre is consistent all over the world. They are
number one in both the Americas and Asia, while being second in Europe. Only
van Gogh (number one in Europe and number two in the Americas) and Louvre
are present in the top five in all three continents. All other museums show a
broad variety in their overall reputation spread over the three continents.
Remarkable are the substantially lower scores for museums by Asian respon-
dents compared to the sky high average score for art museums in Europe and
North America (Table 3).

Gap between Appreciation at Home and Abroad

The reputations of museums differ not only from continent to continent. One
would also expect that museums have a higher reputation among people from
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their own country than from other countries, due to reasons of patriotism. This
is certainly true for the Russian Hermitage and the British Museum, which are
evaluated much higher in their own country than in the nine countries abroad.
However, it is not true for all museums in our study. For example, the Shanghai
Museum and the Centro Cultural Banco do Brazil receive higher evaluations
abroad than within their own country (Table 4).

The Winner Takes It All […]

The top three museums (Louvre, van Gogh, and Rijksmuseum) are not only
leading at the Pulse level, but also in the drivers of reputation. Reputation can
be distinguished between an emotional (affective) component (the Pulse score)
and a more rational (cognitive) component (drivers of reputation). The assump-
tion of the RepTrak model is that cognitions drive emotions (Ponzi et al., 2011).
In other words, a higher or lower Pulse score is impacted by the assessment of
an organization in the seven drivers of reputation. This is not a pure linear rela-
tionship as other factors impact the emotional evaluation of an organization too
(Rindova, Williamson, Petkova, & Sever, 2005). Nevertheless, having a positive
score on the drivers of reputation is important for two reasons. First, it shows
that the appreciation for an organization is not only based on affections but also
on a more rational assessment of an organization, which impacts the stability of

Table 2. Reputation Ranking of the Most Famous Art Museums in the
World.

Reputation Scores Average of 10 Countries

1 Louvre, Paris 84.3

2 van Gogh Museum, Amsterdam 81.9

3 Rijksmuseum, Amsterdam 81.7

4 State Hermitage Museum, St Petersburg 81.4

5 British Museum, London 80.8

6 Musée d’Orsay, Paris 80.6

7 Vatican Museums, Vatican City 80.4

8 Museo del Prado, Madrid 80.0

9 National Gallery, London 79.5

10 Metropolitan Museum of Art, New York 79.3

11 National Gallery of Art, Washington DC 79.1

12 Tate Modern, London 78.9

13 Museum of Modern Art, New York 78.4

14 Musée National d’Art Moderne, Paris 78.4

15 Reina Sofia, Madrid 78.2

16 National Art Center, Tokyo 77.5

17 Shanghai Museum, Shanghai 75.0

18 Centro Cultural Banco do Brasil, Rio 74.4
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Table 3. Reputation Score of 18 Most Well-known Art Museums in Three
Continents.

Reputation Ranking Museums 2017 � Americas

1 Louvre, Paris 85.2

2 van Gogh Museum, Amsterdam 81.4

3 National Art Center, Tokyo 81.1

4 Museum of Modern Art, New York 81.0

5 Tate Modern, London 79.5

6 National Gallery, London 79.2

7 Metropolitan Museum of Art, New York 79.1

8 State Hermitage Museum, St Petersburg 78.9

9 British Museum, London 78.4

10 National Gallery of Art, Washington DC 77.9

11 Musée National d’Art Moderne, Paris 77.8

12 Rijksmuseum, Amsterdam 77.8

13 Vatican Museum, Vatican City 77.0

14 Museo del Prado, Madrid 76.8

15 Musée d’Orsay, Paris 76.6

16 Reina Sofia, Madrid 76.1

17 Shanghai Museum, Shanghai 75.7

18 Centro Cultural Banco do Brasil, Rio 75.6

Reputation Ranking Museums 2017 � Asia

1 Louvre, Paris 79.7

2 National Gallery of Art, Washington DC 77.8

3 Vatican Museums, Vatican City 77.0

4 Metropolitan Museum of Art, New York 76.3

5 British Museum, London 75.2

6 Musée National d’Art Modeme, Paris 75.1

7 Museo del Prado, Madrid 74.9

8 Rijksmuseum, Amsterdam 74.8

9 Musée d’Orsay, Paris 74.5

10 Reina Sofia, Madrid 73.7

11 State Hermitage Museum, St Petersburg 73.7

12 Museum of Modern Art, New York 73.6

13 Tate Modern, London 71.9

14 National Art Center, Tokyo 71.9

15 van Gogh Museum, Amsterdam 70.9

16 Centro Cultural Banco do Brasil, Rio 70.3

17 Shanghai Museum, Shanghai 69.2

18 National Gallery, London 69.0
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a reputation score over time positively (Ponzi, et al., 2011). Second, it provides
insight in what Brown and Dacin (1997) have defined as two key clusters of vari-
ables that impact the overall appreciation of a firm: ability associations
(Products and Services, Innovation, Leadership and, Performance) and responsi-
bility associations (Workplace, Governance, and Citizenship).

The oldest, largest, and most visited museum in the world, the Louvre in
Paris, is not only leading the museum reputation ranking at an affective level
with a Pulse score of 84.3. Louvre is also a leader in the drivers of reputation.
Louvre is number one in two of the four ability drivers (Products and Services
and Leadership) and the leader in one of the three responsibility drivers
(Citizenship).

The numbers two and three museums (van Gogh and Rijksmuseum) in the
overall ranking at the emotional (Pulse) level are evaluated in line with the
pattern of the Louvre. The two Dutch art museums are both present in the top
three of four drivers of reputation. van Gogh scores especially high on the
responsibility drivers (Workplace, Governance, and Citizenship) but also on one
of the ability drivers (Products and Services). Rijksmuseum has a more balanced
mix with a top three position in two of the three responsibility drivers
(Workplace and Citizenship) and two of the four ability drivers (Leadership and
Performance) of reputation. Remarkable is the strong position of Tate Modern

Table 3. (Continued )

Reputation Ranking Museums 2017 � Europe

1 van Gogh Museum, Amsterdam 85.8

2 Louvre, Paris 85.6

3 Rijksmuseum, Amsterdam 85.2

4 State Hermitage Museum, St Petersburg 84.8

5 Musée d’Orsay, Paris 84.0

6 British Museum, London 83.4

7 National Gallery, London 83.1

8 Museo del Prado, Madrid 82.7

9 Vatican Museums, Vatican City 82.7

10 Tate Modern, London 81.1

11 Metropolitan Museum of Art, New York 80.4

12 Reina Sofia, Madrid 80.4

13 National Gallery of Art, Washington DC 80.0

14 Musée National d’Art Moderne, Paris 79.7

15 Museum of Modern Art, New York 79.2

16 National Art Center, Tokyo 78.2

17 Shanghai Museum, Shanghai 76.7

18 Centro Cultural Banco do Brasil, Rio 75.4

195Why Do People Love Museums So Much?

1

3

5

7

9

11

13

15

17

19

21

23

25

27

29

31

33

35

37

39

41

43

45



(only #12 in the Pulse ranking) which is present in three of the four ability dri-
vers (Innovation, Leadership, and Performance) and in two of the three respon-
sibility clusters (Governance and Citizenship) (Table 5).

What Impacts Museum Reputation Most?

Table 6 shows that five drivers of reputation matter most of all 18 attributes on
the museums’ reputation scores in the 10 countries combined. The largest impact
on the museum reputation comes from a cluster of ability factors: (1) the attrac-
tiveness of the collection, (2) how inspiring the collection is, and (3) the distinc-
tiveness of the collection. People also appear to be impacted in their reputational
assessment by (4) how professional the museum is managed. Finally, one respon-
sibility driver impacts reputation largely too: (5) positive influence on society of a
museum. Not surprising is that the number one in the overall ranking, Louvre,
also appears to be the leader on all five key drivers of museum reputation.

Collections Matter, but Not All Visitors are Experts […]

Museums are seen as experts who are sincere and sophisticated and exhibit
appealing collections. The high impact of the nature of the collection the
museum can show is an often applied argument that is mentioned in many
studies (Field & Dierking, 2013) as the key reason why people pay a visit to a

Table 4. Reputation Score in Home Country.

Home Country Reputation Ranking Museums 2017

1 State Hermitage Museum, St Petersburg 92.5

2 Louvre, Paris 89.8

3 British Museum, London 89.5

4 Musée d’Orsay, Paris 87.3

5 National Gallery, London 86.5

6 Rijksmuseum, Amsterdam 86.1

7 Vatican Museums, Vatican City 84.4

8 Metropolitan Museum of Art, New York 84.2

9 van Gogh Museum, Amsterdam 83.6

10 Museum of Modern Art, New York 83.4

11 Museo del Prado, Madrid 83.1

12 National Gallery of Art, Washington DC 81.8

13 Tate Modern, London 81.8

14 Reina Safia, Madrid 80.3

15 Musée National d’Art Moderne, Paris 80.1

16 National Art Center, Tokyo 77.7

17 Centro cultural Banco do Brasil, Rio 72.5

18 Shanghai Museum, Shanghai 72.4
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museum. However, in one of the studies where we have analyzed the reputation
of Dutch museums in the last three years (van Riel & Heijndijk, 2016), we dis-
covered that � even among museum visitors � factual knowledge about the
nature of the collections they claim to admire so much is less elaborated. We
presented them in an Internet-based survey, a list with pictures of the most
well-known paintings or sculptures in each of the 10 selected Dutch art
museums. With the exception of the very well-known works of Rembrandt and
van Gogh, only a very small group of respondents was able to make a correct
link between the top painting or most well-known sculpture of a specific
museum and the name of that museum.

As was explained in the opening section of this chapter, most people visit a
museum for leisure reasons. Most visitors are laymen in the field of art. That
does of course not imply that they cannot appreciate the quality or the distinc-
tiveness of the collection. But, the high degree of appreciation for the collection
may not always be based on detailed insights. This stresses the necessity to con-
tinue trying to educate people about what they see and why this art is
important.

Explaining the High Reputation

The stellar reputation of the 18 most well-known art museums can, in addition
to the impact of the specific most impactful attributes mentioned above (appeal-
ing nature of the collection, quality of the management of a museum and the

Table 5. Ranking in Reputation Drivers 18 Most Well-known Art Museums
in 10 Countries.

Products and Services Citizenship

1 Louvre 1 Louvre

2 State Hermitage Museum 2 van Gogh Museum

3 van Gogh Museum 3 Rijksmuseum

Innovation Leadership

1 Tate Modern 1 Louvre

2 Museum of Modern Art 2 Tate Modern

3 Musée National d’Art Moderne 3 Rijksmuseum

Workplace Performance

1 Rijksmuseum 1 Rijksmuseum

2 Tate Modern 2 Tate Modern

3 van Gogh Museum 3 National Gallery of Art

Governance

1 van Gogh Museum

2 National Art Center

3 Tate Modern
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degree to which they show social responsibility), also be explained by three other
factors: familiarity, history, and impact of a positive city and country
reputation.

They Have to Know You […]

Organizations can only become highly reputed when they are known among a
large segment of the stakeholders they depend upon. Familiarity (prominence of
beliefs about a firm) is as Rindova and Martins (2012) have shown an important
predictor of appreciation. There is a cycle at work. The higher the familiarity,
the higher the appreciation, but also the higher the reputation, the more

Table 6. Key Drivers Impacting Reputation and Supportive Behavior Most.

Impact on Reputation of
Museums in General (%)

Products and servi AU:7ces

Attractive collection 8.1

Collection distinguishes itself from other museums 6.4

Skilled employees 5.8

Inspiring collection 6.9

Innovation

Innovative collections 4.8

Collection is shown in an innovative way 5.3

Sufficient exhibition space for upcoming artists 4.0

Workplace

Offers attractive jobs 4.3

Provides an appealing work environment 4.9

Committed employees 5.1

Governance

Open about her activities 5.3

Behaves ethically 5.7

Citizenship

Positive influence on society 6.4

Educates about art among different groups in society 5.5

Leadership

Professional organization 6.3

Clear vision for her future 5.1

Performance

Does not throw money down the drain 4.5

Is interesting for companies to sponsor 5.7
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publicity they get and the more people talk about it, resulting in a higher
awareness.

Familiarity can be the first explanation of the differences in reputation
between the 18 museums. And indeed, the number one in the reputation rank-
ing, the Louvre, is by far the most familiar museum in the study (63% of the
people in 10 different countries indicate being somewhat familiar or very famil-
iar with the Louvre). Number two in familiarity (British Museum) is 16.4%
lower with an average familiarity of 46.5%, followed by National Gallery of
London (40.8%) and Vatican Museum (40.7%). van Gogh is number 5 in famil-
iarity with 38.8%, more than seven points higher than the other Dutch giant,
the Rijksmuseum (31.6%). The four most well-known museums have an aver-
age familiarity score (somewhat and very familiar together) of 47.4%, while the
four museums with the lowest degree of familiarity have an average score of
21.8%.

The low degree of familiarity among museum visitors in 10 countries of the
following four art museums (Reina Sofia in Spain, National Art Centre in
Japan, Shanghai Museum, and Centro Cultural Banco do Brasil) is most proba-
bly one of the explanations of their lower reputation scores compared with the
other 14 top museums.

The familiarity numbers of the 18 studied museums are relatively low in com-
parison with the most well-known companies in the world. The annual study of
the Reputation Institute of the 100 most reputed companies among the general
public in the G8 countries shows that the top ranked companies score on aver-
age of 76.6 on familiarity (varying from 65.4 to 91.6 on somewhat to very famil-
iar), while the lower ranked ones in the top 100 still get a familiarity score on
average of 57.6 (varying from 40.8 to 71.8) (Tables 7 and 8).

Museums score substantially higher than companies in reputation (79 vs
64.4) but are much lower in familiarity as can be seen in Table 7. This looks like
an important improvement point as the impact of familiarity on reputation is
large as can be seen in Fig. 2.

History Sometimes Matters […]

European museums are on average evaluated more positively than their compe-
titors in the USA and especially in Asia and Latin America. This is partly due
to the heritage that these museums can boost on. The largest and most visited
museum in the world, Louvre, started in 1682 (formally opened in 1793), the
Russian Hermitage in 1852, and the Dutch Rijksmuseum at the end of the nine-
teenth century in 1885. The history of Louvre, British Museum, Hermitage,
Rijksmuseum, and Prado are all linked to the royal families in their countries of
origin. The buildings still look a lot like former royal palaces, both in size and in
grandeur. Having had centuries to build a track record in collecting, protecting,
and showing an impressive collection naturally does impact your reputation,
even outside your country-of-origin.

The top American art museums were created much later compared to the
national heritage museums in Europe. However, they still started a century
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Table 7. Degree of Familiarity of the 18 Most Well-known Museums in
10 Countries.

Museum % Somewhat to Very Familiar

Louvre, Paris 62.9

British Museum, London 46.5

Metropolitan Museum of Art, New York 36.9

National Gallery, London 40.8

Vatican Museums, Vatican City 40.7

Tate Modern, London 30.8

National Gallery of Art, Washington DC 28.7

Musée National d’Art Moderne, Paris 36.0

State Hermitage Museum, St Petersburg 32.1

Musée d’Orsay, Paris 37.1

Reina Sofia, Madrid 25.2

Museum of Modern Art, New York 36.0

Museo del Prado, Madrid 34.1

Rijksmuseum, Amsterdam 31.6

van Gogh Museum, Amsterdam 38.8

National Art Center, Tokyo 22.2

Centro Cultural Banco do Brasil, Rio de Janeiro 19.3

Shanghai Museum, Shanghai 20.6

Table 8. Familiarity of Top Five Companies and Bottom Five Companies in
the Global RepTrak® 100 Study Reputation Institute 2018.

2017 Global RT 100
Rank

Company Not Familiar
(%)

Somewhat þ Very Familiar
(%)

1 Rolex 34.6 65.4

2 LEGO Group 29.1 70.9

3 The Walt Disney Company 23.3 76.7

4 Canon 21.3 78.7

5 Google 8.4 91.6

Average top five 23.3 76.7

96 General Motors 39.3 60.7

97 Delta Air Lines 59.2 40.8

98 FCA (Fiat Chrysler
Automobiles)

56.8 43.2

99 Hyundai 28.2 71.8

100 Volkswagen 28.6 71.4

Average bottom 5 42.4 57.6
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earlier than the top Asian and Latin American art museums. The New York
Metropolitan, for example, started in 1872, Museum of Modern Art (MoMa) in
1929, and the National Gallery of Art in Washington in 1937. The Asian and
Latin American top art museums started only in the second half of the previous
century. Shanghai Museum opened its doors in 1952 and Centro Cultural Banco
de Brazil even more recently in 1986.

Nevertheless, some new entrants appear to be evaluated already sky high in
10 countries. This is especially true for the van Gogh Museum (only opened in
1973!) that is number one in Europe and number two worldwide. The same can
be said about Musee d’Orsay (1986) with 80.6 and of course Tate Modern
(2000) that appears to be evaluated very high on the drivers of reputation.

In other words, a long-lasting track record often helps in getting a positive
reputation, but a new kid on the block can move up swiftly in a reputation rank-
ing if you have an appealing collection that is well managed and if you are seen
as contributing to society in a relevant way.

High Location Reputation, High Museum Reputation

The reputation of a country has a strong impact on a firm’s overall reputation
(Newburry, 2012). A low country reputation evokes challenges for an individual
company to build a strong corporate reputation and the other way around. The
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Fig. 2. Association between Familiarity and Reputation.
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impact of country-of-origin image on product and company reputation is a well-
known phenomenon in both academic research and practice (Diamantopoulos,
Schlegelmilch, & Palihawadana, 2011). The impact of strong company reputa-
tions and brands on country reputation is less well-known. Dieselgate (Brand,
2016) has decreased not only the reputation of the German automotive industry,
but also Germany’s country-of-origin image. This is, however, not a one-size-
fits-all phenomenon. The decline in the reputation of, for example, Volkswagen
was clearly visible in the USA (Reputation Institute, 2016). However, in Russia,
Volkswagen was seen as the best company in 2017 of all 50 largest firms in that
country (Reputation Institute, 2017c). Reputation differs clearly all around the
world and so does the impact of country image on products and companies.

The strong interaction between the reputation of an organization and country
and even city image appears to be true for museums too. The higher the country
and city reputation, the higher the appreciation for a museum and �
unfortunately � sometimes also the other way around (Fig. 3).

Country and city reputation studies by the Reputation Institute (2017a, b)
show that nearly always the same countries are in the top 10. Australia, Canada,
and Switzerland are annually shifting positions in the top 3. The rest of the top
10 consists of small countries such as the Scandinavian ones, Belgium, and The
Netherlands. Larger and political more influential countries such as the USA,
Russia, and China are substantially lower in these ranking. The high ranking of

Fig. 3. Association between Country and Reputation of Museums.
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the two prominent Dutch museums (van Gogh and Rijksmuseum) in the top 18
of most well-known art museums, can in other words partly be explained by the
high appreciation of The Netherlands and of the city of Amsterdam compared
with the nine other countries that were included in this study.

Having a less positive country reputation, which is unfortunately true for
Russia’s reputation (40.3), still can evoke highly positive associations around �
in this case � the national pride of Russia, the Hermitage, with a global average
of 81.4. Most probably, this has a positive impact on the reputation of the city
where the museum is located in, as Saint Petersburg (66.8) scores 28 points
higher than Russia. If a museum does not yet have the stellar type of reputation
as the Hermitage, the magic appears not to work equally the same in creating a
positive image. Centro Cultural Banco do Brasil scores a positive 74.4 but unfor-
tunately this does not impact sufficiently an increase in the reputation of Rio de
Janeiro, which has a score of 59.6.

Sponsoring of Museums Evokes Mixed Feelings
Familiarity, history, and location reputation all three impact the appreciation of
a museum. One would expect that having a firm as a sponsor would also be a
sound predictor for a positive evaluation of museums. Our study shows a mixed
result on this topic. On the one hand, people see the added value of taking on
the sponsorship of a museum by a company, but on the other hand, they believe
that the company benefits more from this investment than the museum does.
And, more important, they do not automatically link the name of a sponsor to
the museum it is supporting.

We asked our respondents which motives they expect to be dominant for a
company to sponsor a museum: altruistic motives or company-centric motives?
The altruistic motives were seen as (a little) more important than motives that
primarily serve the interests of the firm. The two more “altruistic” motives
were defined as “for the common good” and “to protect the cultural heritage
of the country,” while the two more “company-centric” motives were stated as
“a platform for entertaining clients” and “c AU:8reating a more favorable image”
(Table 9).

The vision of our respondents about museum sponsoring can best be typified
by the outcome that shows that most of our respondents believe that the best a
company can do in sponsoring a museum is simply transferring money (44.8%)
and helping the museum to increase its visibility (31.2%). Donating products �
what Telefonica did for Prado and KPN AU:10for Rijksmuseum by helping them to
build a professional IT infrastructure � is only seen by 10.7% of the respondents
as the best approach in sponsoring a museum. A similar result was found for
sharing knowledge that a company has where only 11.1% of the respondents see
this as the best approach companies should apply in sponsoring a museum
(Fig. 4).

These results are quite in contrast with the daily practice of sponsor relation-
ships in the twenty-first century. Nowadays, firms and museums join forces in
mutually rewarding relationships among others by exchanging knowledge and
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donating products. Apparently, the general public simply is not aware of this at
all. Maybe, museums do not always sufficiently express the added value of the
nature and intensity of the sponsor relationships in their communication with
visitors and/or with special stakeholders like governments and politicians. If
museums would be more vocal about the added value of the support of their
sponsors, museum visitors might become less skeptical about the added value of
companies that support museums.

Table 9. Altruistic vs Company Centric Motives for AU:9Sponsoring a Museum.

“Why Do You Think That Companies Would Sponsor a
Museum?” (Multiple Answers Possible)

Number of Times Mentioned

Non-museum
Visitors (%)

Museum
Visitors (%)

In order to contribute to the common good 28.0 39.3

To contribute to the protection of the cultural heritage of the
country

47.8 58.7

Because it gives them a platform to entertain their clients 16.0 23.3

To create a more favorable image for the company 50.4 58.0

Evaluation of Corporate Sponsoring If Mentioned

Non-museum Visitors Museum Visitors

80.0 88.0

81.0 87.7

74.5 85.3

76.0 85.0

Fig. 4. Preferred Approaches in Sponsoring a Museum.
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WHAT CAN COMPANIES LEARN FROM MUSEUMS IN
REPUTATION MANAGEMENT?

The international study about the reputation of the 18 most well-known art
museums in 10 countries has shown that the most well-known art museums in
the world enjoy a great reputation. Some are more popular than others, but not
one of the 18 selected art museums has a modest or even low reputation.
Academic publications and policy documents, plus of course the enormous
amount of people that annually visit a museum, clearly show that the category
museums is a popular one. However, it seems quite remarkable that the average
score for the 18 most well-known art museums in 10 different countries divided
over four continents is on average of 79 among visitors of museums. So, appar-
ently, museums are in a category that makes them one of the highest ranked
“industries” in the world. Obviously, one wonders what the lessons are that the
business world can draw from museums in the area of reputation management.
Companies have to realize that museums belong to a very different category with
exceptional characteristics that will hardly ever be attributed to a commercial
firm. Firms cannot copy everything. Museums are in a blended category. On the
one hand, they are part of the top of the top in the world of the arts, while on the
other hand, they are perceived by many as part of the amusement industry.
That � at first sight � strange combination makes museums a unique, highly
attractive category. Museums have already applied purpose-driven strategies
before the word was even discovered in the business world. They were created to
serve a common purpose in society aimed at protecting the national cultural heri-
tage and educating all layers in society about it. They are an interesting and rela-
tively cheap place to visit and an attractive institution to sponsor for companies.

In general, companies can draw three practical lessons looking at the road-
map that has been applied by museums that have resulted in their stellar
reputations.

(1) Reputation will be higher if you focus primarily on your core actions: it is
all about what you do.

(2) Reputation will be higher if your products and services are perceived as rele-
vant and attractive.

(3) Reputation will be higher if you put society first or at least if you provide
proof points that your company’s goal is not purely based on company-
centric (mostly profit focused) objectives.

Joining forces with a museum can become a typical win-win situation and
can add tremendous value to a company as it opens up two types of opportu-
nities. First, it enables a firm to learn from the specific (non-profit) nature of a
museum and in applying the firms’ products in a non-commercial context. If
these efforts result in creating a more attractive museum, then the sponsoring
firm can show the results of their efforts in internal (increasing organizational
pride) and external platforms (increasing involvement of external stakeholders).
Second, it enables a firm to test the application of insights and products in a seg-
ment that opens up avenues in other (not-for-profit) markets. This is not only
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relevant out of public relations reasons, but also acts as an important catalyzer
in the (internal) learning processes in preparing employees to deal with a differ-
ent type of dominant logic that will prepare them for new challenges they have
to be prepared for in an eternally changing market environment. This is
especially relevant when the museum that they sponsor has many international
visitors. How do they react to the support (knowledge and/or products) provided
by the sponsor? A nice example is Telefonica that has provided the Spanish top
art museum Prado with twenty-first-century information technology enabling all
visitors to see before, during, and after the Prado visit details about the collec-
tion. It would be interesting to “test” how national and international visitors
perceive this support, and above all, how this impacts the reputation of
Telefonica among both groups.

Museums Have to Get Better Too

Companies can benefit a lot from sponsoring a museum. However, they will
expect museums to maintain their stellar reputation in the future as an impor-
tant condition to continue long-lasting sponsor relationships. That will not occur
automatically and demands serious investments from museums too. Museums
will have to find an answer for the following challenges.

First, they have to improve the degree of familiarity. The overall degree of
familiarity of museums is relatively low compared with the most well-known
businesses. Museums don’t have the enormous marketing and public relations
budgets as is common among the largest firms in the world. Joining forces with
companies in sponsoring can help to solve this problem partly. In addition, vari-
ous very smart initiatives are taken by museums to broaden their awareness by
investments that impact their reputation positively, like making the collection
digitally available through social media resulting in more familiarity with the art
they expose. Or, starting a satellite of your museum in another country as
Guggenheim (Bilbao) and Pompidou (Malaga) did in Spain and more recently
the Louvre did in Abu Dhabi. This is for obvious reasons only possible for the
museums that have a collection that includes a world famous painting or sculp-
ture that can be used as a catalyzer in increasing familiarity. A nice example is
what the relatively small Gemeentemuseum in The Hague did by allowing the
Dutch team of the Volvo Ocean race to use a Mondrian painting on the sail of
their boat. Applying more of these creative and original promotion actions will
be crucial to enlarge the awareness around the crown jewels of art museums at a
global level. Focus on one painter or even better one painting will work better
than showing the full collection. Identifying with one worldwide popular icon is
easier to store in memory for mass audiences than the total work of an artist,
or � even more complicated � the full collection of a top museum. Louvre does
this smartly with the Mona Lisa of Leonardo da Vinci or the Rijksmuseum in
Amsterdam with the Night Watch of Rembrandt.

Second, museums can improve the perceptions about the relationships with
their sponsors tremendously. A remarkable high percentage of our respondents
believe that sponsoring a museum by a business firm is mainly beneficial for a
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firm. That may have been the case in the past, but this has changed dramatically
in the last decade. Sponsoring now is a win-win situation and it has grown more
into partnerships than the traditional old-fashioned style of sponsoring aimed at
creating name awareness and appreciation for the sponsoring firm that takes
responsibility in protecting the cultural heritage of a country. Both the sponsor
(business world) and the museum (sponsor object) should express voice about
the mutual benefits of the partnership.

Governments Have to Take Responsibility Too

Having highly reputed museums in a city adds value to the economic and social
climate in such a municipality. It does not only evoke monetary value due to a
growth in tourism, but it also creates an attractive business climate as the employ-
ees of the firms that have their activities in a specific city or region prefer to live in
an environment that is culturally rich. Governments at central and local levels
have to be aware of the crucial role museums play in city and country reputations.
Government support of a museum is not only an important contribution to the
culture of a city or country but it also helps a lot in attracting companies to select
a specific city for their headquarters as they know that this is appealing to attract
and retain vital human resources for their firm. As a logical consequence, cities
will be more attractive for (inter)national companies to select as their headquar-
ters if the municipality not only provides the more economic-focused precondi-
tions, but also offers a strong cultural package that increases the willingness of
employees to move themselves and their families to such a new region.

CONCLUSION
The most well-known art museums in the world enjoy stellar reputations embed-
ded in having attractive and inspiring collections, enjoyed by continuously grow-
ing audiences that appreciate not only the art but also the entertainment that is
linked to a museum visit. The top art museums have learned to combine cultural
objectives with generating win-win (economic) relationships with companies, the
city, and the country.

Building a mutual rewarding sponsoring relationship between a museum and
a commercial firm can have benefits for both entities.

Museums should acknowledge the necessity to maintain their reputations at a
top level AU:11. This requires solutions for how to handle the increasing growth of visi-
tors (crowd management) and maintain a balance between serving the needs of
the cultural elite and the mass that mostly see a museum as a leisure attraction,
plus taking many more initiatives to improve the degree of familiarity as sug-
gested previously in this chapter.

Companies can benefit from the image spillover effects of the highly reputed
museums if they focus on building sustainable relations with the art museums
that enable the firm to entertain key stakeholders in the distinctive context of a
museum by combining learning opportunities, provided by the museum’s collec-
tion with the distinctive nature of the firm’s strategic objectives.
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Obviously, more future research is needed to increase understanding about
how and why the sky high reputations of art museums can impact the economic
and social growth potential of museums, countries, and cities. More studies
looking at the economic impact of art museums on stimulating tourism are vital
and will hopefully reveal more in detail why museums are important as cataly-
zers in local and national economies.

Last but not least, much more research is needed to understand how compa-
nies can develop long-lasting relationships with museums that will be beneficial
from both a commercial and a social responsibility point of view. Gathering
best practices, embedded in empirical evidence about what works best on repu-
tation and purchase intentions, will be vital in stimulating companies around the
world to rationalize decision-making about investing money and time in spon-
soring art museums in the future.
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Modelo sostenible

La Programación artística: Fragmentos de contemporaneidad



Modelo sostenible

La Programación artística: 
Fragmentos de contemporaneidad. Film & Video



País Vasco 11%

España 25%

Gran Bretaña 8%

Francia 18%

Alemania 6%

Italia 5%

USA 6%

Otros 21%

22.000.000 Visitantes

Modelo sostenible

Una audiencia internacional



Contribución pública 31%

Aportaciones privadas 34%

Ingresos de visitantes 35%

Modelo sostenible

Estructura de financiación



Retos de futuro: un nuevo contexto

El entorno cambiante - VUCA
(Volatility, Uncertainty, Complexity, Ambiguity)

Nuevos temas
(Identidad, Diversidad, Bienestar)

El arte ocurre dentro y fuera de los museos

La ampliación como fórmula de reinvención
(una plataforma de inspiración, diálogo y acción)



Retos de futuro: nuevos públicos

Una nueva demografía
(Transdiversidad, Generación Z)

Un nuevo lenguaje para atraer al público
(participación, inclusión, storytelling)



Retos de futuro: la era digital

Una revolución industrial basada
en la tecnología

Definición de la identidad digital

(co-creación, difusión, feedback)

Transformación digital

“Digital is everything now. But it's not 
everything at the exclusion of all the 
other things. It's everything plus the 
other things.” --Sebastian Chan



Reputación y Buen Gobierno: El caso del Museo Guggenheim Bilbao 
Pamplona, 19 de septiembre, 2019



Cultivating Reputation
Past, present, future 











































Escultura retrato de Perdigão no CM ???????
Tirar foto !!!!!!1 















Capa 1969 no dia de inauguração













Turkey Portugal

Lithuania Germany























China

UN Kazakhistan

Emirates







Obrigada
• Tesekkür ederim
• Thank you
• Merci
• Շնորհակալութիւն












