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Glossary 
 
Blog (Noun): Merriam-Webster defines a blog as “a Web site that contains an online 

personal journal with reflections, comments, and often hyperlinks provided by the 

writer.”1  Blogs vary greatly in tone and subject depending on their author and their 

intended impact, but there are several characteristics that differentiate blogs from other 

forms of web-based discourse: 

“Reverse chronological journaling (format) 
Regular, date-stamped entries (timeliness) 
Links to related news articles, documents, blog entries within each entry 
(attribution) 
Archived entries (old content remains accessible) 
Links to related blogs (blogrolling) 
RSS or XML feed (ease of syndication) 
Passion (voice)”2

 
Traditional blogs are text-based, but audio blogs (podcasts) and video blogs (vlogs) also 

exist, neither of which will be addressed in this thesis.  Examples of several well known 

blogs include Instapundit,3 Boing Boing,4 and PostSecret.5

 

Blog (Verb):  To blog is to update a blog by creating new entries.  Therefore, blogging 

is the act of updating a blog. 
 

1 Merriam-Webster’s Online Dictionary, s.v. “Blog,” http://m-w.com/dictionary/blog, (March 15, 2007).   
 
2 Kathy Gill,  “How Can We Measure the Influence of the Blogosphere?” Workshop on the Weblogging 

Ecosystem at the 13th WWW 2004, New York.  
http://faculty.washington.edu/kegill/pub/www2004_blogosphere_gill.pdf, (March 26, 2007) 

 
3 InstaPundit, http://www.instapundit.com, (April 14, 2007) 
 
4 BoingBoing, http://boingboing.net, (April 14, 2007) 
 
5 PostSecret, http://postsecret.blogspot.com, (April 14, 2007) 
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Blogger:  A blogger is one who authors a blog or writes a blog.  

 

Blog Hosting Services:  Blog hosting companies provide software and services 

allowing users to easily create, format, and update blogs with little to no specialized 

programming knowledge.  Many blog hosting services allow individuals to create a blog 

free of any subscription fees. Examples of well-known blogging hosts include Blogger,6 

Livejournal,7 and Xanga.8  A blog on a hosting site is called a “hosted blog.”  Hosted 

blogs usually include the hosting service name in the web address, such as generic-

blog.livejournal.com.   

 

Blogosphere:  The blogosphere is the “world of bloggers: the World Wide Web 

environment in which bloggers communicate with each other.”9  It is a sub-dividable and 

fluid environment.  

 

Blogroll:  A blogroll is a list of links to other blogs or sources visited regularly by the 

blogger; the blogroll usually appears on the right or left side of a blog homepage. 

 

 
6 Blogger, http://www.blogger.com, (April 17, 2007) 
 
7 Livejournal, http://www.livejournal.com, (April 17, 2007) 
 
8 Xanga, http://www.xanga.com/, (April 17, 2007) 
 
9 MSN Encarta Dictionary, s.v. “Blogosphere,”  

http://encarta.msn.com/dictionary_701704686/blogosphere.html, (April 17, 2007) 
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Comments:  Comments, in the context of blogging, are responses posted to a blog entry 

directly through the blogging software.  Comments can be contributed by readers as well 

as the author.  Bloggers can choose to moderate or screen the comments before they are 

posted publicly.  The back and forth nature of comment structures somewhat mimics 

simple conversation. 

 

Conversation:  Conversation is the “oral exchange of sentiments, observations, 

opinions, or ideas,” or “an informal discussion of an issue by representatives of 

governments, institutions, or groups.”10  For the purposes of this thesis, conversation is 

not necessarily oral; the written “exchange of sentiments” will also be considered 

conversation.  Conversation is one of the most basic forms of reciprocal two-way 

communication.

 

Internet:  The Internet is “an electronic communications network that connects 

computer networks and organizational computer facilities around the world.”11   

 

Link:  Also known as a “hyperlink,” a link is a reference in an electronic document that 

connects to another electronic resource.  The electronic resources may be other electronic 

documents, images, sound files, or video files. 

 

 
10 Merriam-Webster Online Dictionary, s.v. “Conversation.” http://m-w.com/dictionary/conversation, (May 

12, 2007) 
 
11 Merriam-Webster Online Dictionary, s.v. “Internet,” http://m-w.com/dictionary/internet, (April 17, 2007) 
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RSS (Really Simple Syndication):  Really Simple Syndication is an XML format 

used to create a newsfeed, which is a document that facilitates Web content syndication.12  

There are other similar technologies, but for the purposes of this thesis all web content 

syndication formats will be referenced as RSS. 

 

RSS Aggregator:  Also known as a content aggregator, feed aggregator, news 

aggregator, RSS reader, news reader or feed reader, an RSS aggregator is software which 

allows a user to easily subscribe to and read automatically updated news feeds.  

Examples of popular online RSS aggregators include Google Reader13 and Bloglines.14   

Examples of popular standalone RSS aggregators are Net News Wire ,15  Shrook16 

(Macintosh), News Gator,17 and Feed Demon18 (Windows).  

 

 
12 Dave Winer.  “RSS 2.0 Specification.”  Technology at Harvard Law.  

http://blogs.law.harvard.edu/tech/rss, (April 17, 2007) 
 
13 Google Reader, http://www.google.com/reader/, (April 17, 2007) 
 
14 Bloglines, http://www.bloglines.com/, (April 17, 2007) 
 
15 Net News Wire, http://www.newsgator.com/Individuals/NetNewsWire/ ( May 7, 2007) 
 
16 Shrook, http://www.utsire.com/shrook/ (May 7, 2007) 
 
17 News Gator, http://www.newsgator.com/ (May 7, 2007) 
 
18 Feed Demon, http://www.newsgator.com/Individuals/FeedDemon/ (May 7, 2007) 
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Web 2.0:  Coined by Dale Dougherty but made popular by Tim O’Reilly,19 Web 2.0 is a 

label applied to technologies, services and social networks that rest upon open standards 

and rely on active community interaction. Web 2.0 is sometimes alternatively called the 

“social web” or the “participatory web.”  Examples: blogs, wikis, Craigslist, del.icio.us, 

Facebook and Flickr.  

 

World Wide Web:  The World Wide Web is “a part of the Internet accessed through a 

graphical user interface and containing documents often connected by hyperlinks -- 

called also Web.”20   

 

 
19 Tim O’Reilly, 2005, “What is Web 2.0?”  

http://www.oreillynet.com/pub/a/oreilly/tim/news/2005/09/30/what-is-web-20.html (May 12, 
2007)

 
20 Merriam-Webster Online Dictionary, s.v. “World Wide Web,”  http://m-

w.com/dictionary/world%20wide%20web, (April 17, 2007) 
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1.0 Introduction 
 
Museums are blogging.21  At this writing, over 50 museum-administered blogs exist 

worldwide, while still more write about museums.  Some blogs even focus their content 

specifically on the topic of museum blogging.  However, museum blogging is still largely 

untouched in accessible professional or museological literature, save for articles on how 

museums can begin blogging and strategies they can employ to boost the visibility of 

their blog online.  While useful, these articles fall under museum practice and rarely 

acknowledge museum theory.  From a museological perspective, it is important to 

understand why museums do what they do, not simply how they do it.  Museology, the 

study of museums, is a nascent discipline.  It is the role of museology to offer scholarly 

criticism to the practice of museums.   

 

Currently, museum blogging is seen as a given by much of the field, a practice that 

museums do and will engage in for some time to come.  The blogging portion of the 

museum field has not taken the time to consider their practice in the literature.  Much of 

the rest of the museum field is not yet sure about blogs.  They wonder if blogging has any 

value for museums, or if it is worth the effort; however, no literature exists to address 

their concerns.  At this time there has been no scholarly criticism of blogging as museum 

practice to offer insight.   

 

 

 
21 Museum Blogs, www.museumblogs.org, (April 17, 2007) 
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There is a profound absence of writing about new media and the social web in 

museological literature, despite widespread use of both by museums.  Blogging, an 

exemplar of the new media trend, exploded in museums in 2006 to 2007 and is likely to 

continue increasing for the foreseeable future.22  If museums intend to engage in new 

media ventures, it is necessary that professional literature address those practices from a 

more academic direction.  This paper offers a first step in that direction by asking if 

blogging is an appropriate and beneficial practice for museums.   

 

To determine if a practice is appropriate to museums, it is necessary to ground that 

practice in theories accepted by the museological community.  This paper synthesizes 

theories from the fields of education, communication, and public relations and then 

examines aspects of blogging in light of those theories, using examples from museums on 

the web.  By bringing together these elements, this paper will determine if blogging is an 

appropriate practice in which museums can choose to engage. 

 

While determining the museological appropriateness of blogging is useful, museums are 

grounded in actions related to the physical reality of objects, exhibits, buildings, and 

budgets.  Therefore it is necessary to also determine if the practice of blogging can offer 

benefits to museums.  If an action is not worthwhile, then the resources which could be 

spent on the action by a museum are better used elsewhere in the organization.  

Establishing realized benefits for museums gives incentive to put resources toward an 
 

22 Seb Chan and Jim Spandicci, “Radical Trust: The State of the Museum Blogosphere,”  In  J. Trant and D. 
Bearman (eds). Museums and the Web 2007: Proceedings. Toronto: Archives & Museum 
Informatics,   
http://www.archimuse.com/mw2007/papers/spadaccini/spadaccini.html (April 8, 2007). 
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activity such as blogging.  Case study examinations of currently-blogging museums help 

to clarify whether the benefits of blogging to museums outweigh the costs. 

 

In total, this thesis endeavors to lay a museological groundwork for museum blogging, as 

well as to offer a starting point for continued discussion, both online and off, of museum 

blogging.  This thesis will also serve as an example that museological reflection upon 

museum practice will only enhance museum practice, bringing to light what is beneficial 

and what is unnecessary. 

 

1.1 Background and History 
 

Museum blogging is situated at the intersection of museums and the web, two seemingly 

different environments.  As such, it is important to understand a basic background of both 

in order to understand their relationship.  This section will take a brief look at the basics 

and background of blogging, followed by a condensed history of museums in relation to 

education, communication, and public relations. 

1.1.1 Blogging Basics and Background 
 
Before continuing into museum history and theory, a discussion of what blogs are and 

how they came to be a major force is necessary and will establish a background for the 

concepts discussed herein.  According to Technorati, a popular blog tracking site, there 

were 71.3 million blogs in existence as of March 15, 2007.  Technorati’s data suggests 

that there are over 175,000 new blogs created every day and a world average of 18 blog 
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posts being made every second.23  In April of 2005, a study by Perseus Marketing 

demonstrated that 94.3% of all hosted blogs were authored by individuals 29 years old or 

younger.24  Blogs are happening and they are happening now more than ever before, 

especially for the population under 30 years of age.   

 

The term “blog” has a history which speaks to the evolution of blogging as a genre.  The 

term “weblog” was coined in 1997 by Jorn Barger in reference to his personal site.25  In 

1999, Peter Merholz broke the word into “we blog” on the sidebar of his personal blog.26, 

27  From there, the term “blog” became ingrained in the online consciousness as both a 

verb and noun.  The history of the term is illustrative of its purpose.  A blog is a log of 

events that is recorded on the web.  Early blogs were essentially directories, collections of 

links put up by web-savvy programmers to share with their friends, updated to reflect the 

poster’s experience online.  “Web log,” broken into its two root words, reflects the 

traditional nautical use of logs recording the day-to-day operations of a ship, a lighthouse, 

or an airplane.  Moreover, in the same way that private diaries are logs of a sort, blogs are 

 
23 “About Us,” Technorati, http://technorati.com/about/, (March 15, 2007). 
 
24 Jeffrey Henning, “The Blogging Geyser,” Perseus: WebSurveyor, 

http://www.perseus.com/blogsurvey/geyser.html, (March 15, 2007).   
 
25 Robot Wisdom Weblog, http://robotwisdom.com/, (March 15, 2007). 
  
26 “It’s the Links, Stupid.”  The Economist.   Apr. 20, 2006.  

http://www.economist.com/surveys/displaystory.cfm?story_id=6794172, (March 15, 2007). 
 
27 Peterme.com: Links, thoughts and essays from Peter Merholz, http://peterme.com/,  (March 15, 2007). 
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born of a cross between the traditions of personal diaries and professional logbooks.28

 

Julien Dibbell makes an interesting comparison between the history of blogs and 

wunderkammer, the cabinets of curiosity which are considered early forerunners of 

museums.  Dibbell writes:   

“The genealogy of weblogs points not to the world of letters but to the early 
history of museums… a random collection of strange, compelling objects, 
typically compiled and owned by a learned, well-off gentleman… reflecting 
European civilization’s dazed and wondering attempts to assimilate the glut of 
physical data that science and exploration were then unleashing.”29   

 
Likewise, programmers and skilled amateurs used these early blogs to bring together the 

weird, wonderful, and useful bits of the World Wide Web.  If this analogy seems strange, 

consider your own list of Web bookmarks, if you keep one.  You probably have many 

useful websites and references bookmarked, but from time to time you have probably 

bookmarked the wacky, the funny, and the just plain weird things that exist online.  Your 

own bookmarks are a form of wunderkammer.   

 

Merriam-Webster defines a blog as “a Web site that contains an online personal journal 

with reflections, comments, and often hyperlinks provided by the writer.”30  Though this 

 
28 Carolyn R. Miller and Dawn Shepherd, “Blogging as Social Action: A Genre Analysis of the Weblog,” 

Into the Blogoshphere. Rhetoric, Community and Culture of Weblogs,  Eds. Gurak et al.  (2004), 
http://blog.lib.umn.edu/blogosphere/blogging_as_social_action.html, (March 15, 2007). 

 
29 Julian Dibbel.  “Portrait of the Blogger as a Young Man.” 2002. We've got blog: how weblogs are 

changing our culture. Ed. Rebecca Blood.  Cambridge, MA: Perseus Pub.
 
30 Merriam-Webster’s Online Dictionary, s.v. “Blog,” http://m-w.com/dictionary/blog, (March 15, 2007).   
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definition is true, it omits several key aspects of blogs.  Kathy Gill, a Senior Lecturer at 

the University of Washington, provides a list of the characteristics primary to blogs: 

“Reverse chronological journaling (format) 
Regular, date-stamped entries (timeliness) 
Links to related news articles, documents, blog entries within each entry 
(attribution) 
Archived entries (old content remains accessible) 
Links to related blogs (blogrolling) 
RSS or XML feed (ease of syndication) 
Passion (voice)”31

 
Blogs do not need to have all of these characteristics to be considered blogs; reverse 

chronological formatting, linking, and regular updates are the essential characteristics 

shared by blogs.  A further characteristic which defines blogs is commenting, the option 

for readers to leave a response to the blog which is posted in relation to the original post. 

 

 Perhaps the most astounding omission in the Merriam-Webster definition of blog is the 

omission of blog as a verb.  In popular use, the word “blog” is both noun and verb:  “I 

blogged (verb) about how I blog (verb) on my blog (noun) because I am a blogging 

(adjective, also transitive verb) blogger (noun, referring to an individual who blogs).”  

While it is doubtful that this sentence has ever before been uttered, it demonstrates the 

versatility (and vagueness) of the word “blog.”   

 

A key aspect of blogging included in the Merriam-Webster definition is that blogs 

include links.  One blogger may link to another blogger to demonstrate that he or she is 

 
31 Kathy Gill, 2004. 
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aware of the second blogger’s presence and, moreover, is interested in the content being 

produced by the second blogger.  A blogger may also link to a product, a definition, a 

webpage, or an institution.  Linking can be used to provide definitions of terms used by a 

blogger or to help readers find other interesting information online.  The inclusion of 

links facilitates a visitor’s understanding of content (especially when linking to a 

definition or an example) and indicates a level of awareness on the part of the 

blogosphere and Internet as a whole. 

 

The blogosphere is the “world of bloggers: the World Wide Web environment in which 

bloggers communicate with each other.”32  Just as the world at large is subdivided into 

communities, so the blogosphere can be subdivided into smaller communities.  There are, 

for example, blogosphere interests ranging from knitting to fan-fiction to cooking, and 

there is a museum blogosphere, although it is considerably smaller than the others 

mentioned here.  There are no hard and fast delineations between these blogospheres.  

The fluidity of the blogosphere allows a virtual Venn diagram in which online 

communities overlap and connect. 

 

As the internet became more accessible and more user friendly, individuals less skilled at 

programming became able to leave a personal mark on the internet, first through 

personalized homepages and then through blogs.  Early personal use of the internet 

included the free, customizable homepages available through such services as Yahoo!’s 

 
32 MSN Encarta Dictionary, s.v. “Blogosphere,”  

http://encarta.msn.com/dictionary_701704686/blogosphere.html, (April 17, 2007) 
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Geocities.33  Soon after, blogging software became available in the form of hosted blogs 

such as Xanga34 (1996), Livejournal35 (March 1999), and Blogger36 (August 1999).  

These hosting sites made it possible for individuals with no or almost no programming 

savvy to have their own, easily updatable, easily personalized presence on the Web: 

blogs.  Not only did these new bloggers make their own mark, they soon connected with 

other bloggers; a new form of online community was born.   

 

Corporations soon took notice of the personal blogging phenomenon and began corporate 

blogs.  Thus, some corporations have employee blog pages (Microsoft37) and some 

corporations have official corporate blogs (Dell Computers38; Google39).  Both methods 

create a more personal face of the company and a more casual interaction with the public 

than a cycle of press releases and television advertisements.  Non-profit organizations 

soon began blogging as well. 

 

Non-profits began to understand the value of blogging soon after the corporate world.   

Libraries and zoos were some of the first non-profits to blog.  Museum blogs followed in 

 
33 Yahoo! Geocities, http://geocities.yahoo.com/, (March 15, 2007). 
 
34 Xanga, http://www.xanga.com, (March 15, 2007). 
 
35 Livejournal, http://www.livejournal.com, (March 15, 2007). 
 
36 Blogger, http://www.blogger.com, (March 15, 2007). 
 
37 Microsoft Community Blogs, http://www.microsoft.com/communities/blogs/PortalHome.mspx, (March 

15, 2007). 
 
38 Direct 2 Dell,  http://direct2dell.com/one2one/default.aspx, (March 15, 2007). 
 
39 The Official Google Blog,  http://googleblog.blogspot.com/ , (March 15, 2007). 
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late 2004 and early 2005.  The first museum blogs to emerge which would gain strong 

followings were the Science Museum of Minnesota’s Science Buzz in November of 

200440 and the Walker Art Center Blogs41 in March of 2005.42  Since then, 50 or more 

institutional museum blogs have emerged from museums large and small.  Additionally 

more than 50 museum related blogs have also emerged, engaging in museum criticism 

and the possibilities of Web 2.0 applications for museums.  Museum blogs are an 

emerging trend in blogging, although they represent only a tiny percent of the entire 

blogosphere.   

 

Museum blogging is growing, and quickly.  In January 2006, MuseumBlogs.org was 

tracking 30 museum and museum-related blogs.  By December 2006, it was tracking 95 

such blogs.  At the end of January, 2007, it listed 111 blogs.43  As of May 12, 2007 it was 

tracking 161 blogs. The current trend is accelerating, making now a valuable time to 

engage in museological discussion of blogging.  However, just as it is important to have a 

common understanding of blogging, a common understanding of museums is essential to 

this thesis. 

 
40 Buzz Blog, http://buzz.smm.org/buzz/blog, (March 15, 2007). 
 
41 Walker Art Center Blogs, http://blogs.walkerart.org/, (March 15, 2007). 
 
42 Jim Spadaccini, “Museums 2.0: A Survey of Museum Blogs and Community-Based Sites,” Ideum, 

http://www.ideum.com/blog/wp-content/uploads/2006/03/museumblogs3-6-06.pdf, (March 15, 
2007). 

 
43 Jim Spadaccini and Seb Chan, “Radical Trust: The State of the Museum Blogosphere,” Presentation at 

Museums and the Web 2007.  http://www.ideum.com/blog/wp-
content/uploads/2007/04/radicaltrust.pdf 
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1.1.2 A Condensed and Focused Museum History 
 
Museums are outward-facing institutions.  A museum is, according to the International 

Council of Museums, “a non-profitmaking, permanent institution in the service of society 

and of its development, and open to the public, which acquires, conserves, researches, 

communicates and exhibits, for purposes of study, education and enjoyment, material 

evidence of people and their environment.”44  Museums, as this definition shows, have 

two main interests:  their objects and the public they serve.  This thesis is not concerned 

with the objects, but with the public a museum serves – specifically, if blogging is an 

appropriate and beneficial way for museums to present themselves to their publics.  

Nonetheless, museum history starts with collections. 

 

As long as collections have existed, collectors have reached out to tell others about those 

collections.45 Collecting is simultaneously a private act and one which many collectors 

wish to share; major organizations may employ elaborate public relations efforts to 

promote the acquisition of priceless artifacts, while a grandmother may be just as eager to 

discuss her almost-complete collection of State Seal spoons. Early museums - 

wunderkammer and cabinets of curiosity - of Renaissance Europe, were much more than 

the often fantastic collections they contained.  They were centers of learning and 

research, places where select individuals could gain access to the cutting edge of 

 
44 “What is a museum?”  American Association of Museums,  http://www.aam-

us.org/aboutmuseums/whatis.cfm; ( 2/2/2007). 
 
45 Paula Findlan,  Possessing Nature: Museums, Collecting and Scientific Culture in Early Modern Italy, 

(Berkeley: University of California Press, 1994), 100. 
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Renaissance science.46  The exchange of ideas was crucial to the existence of such places, 

even when the exchange remained solely between privileged populations. 

 

As time passed and the forces of society changed, wunderkammer grew into the modern 

public museum, first in England and then in the United States as well.47  The depth of 

public contact varied; early public museums were sometimes only for certain sections of 

the public or only available to the public at limited times.48  Even today, the sometimes-

high costs of museum admission can be prohibitive to sections of the population.49  

Nonetheless, today’s institutions are much less exclusive than the early cabinets of 

Europe, which tended to serve only elite men and scholars.50   

 

Beyond the debate over exclusivity, museums today reach out to the publics they serve.  

They communicate with their stakeholders, they work actively with schools, and they 

create lasting relationships with their publics.  Often these interactions occur in only one 

direction: outward, from the museum to the public.  The museum sends out newsletters, 

press releases, and radio spots; the museum offers lectures, tours, and classes.  But what 

comes back?  Some responses may be gathered through evaluations, but formal 

 
46 Findlan, 1994, 6. 
 
47 Ibid, 395-398. 
 
48 Ibid 
 
49 McFelter, Gypsy, 2007, The Cost of Free - Admission Fees at American Art Museums, Museum News, 

60. 
 
50 Findlan, 1994, 15. 
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evaluation can be costly.  Museums could benefit from an easy and accessible way for the 

public to respond to them. 

 

Enabling public response to museums is where blogs and other Web 2.0 applications can 

be a useful tool.  When the modern museum begins to enter the conversation that blogs 

make possible, they simultaneously recall that time of intimate conversation between a 

collector and a privileged audience, as well as also open their doors to new and diverse 

populations, inviting these new audiences to share in the museum.  Blogs, when used to 

their best advantage by museums, have the potential to help fulfill the essential functions 

of museums. 

 

Museums are now at a point where they can again offer that intimate conversation with 

the collector through the relatively new avenues of digital media, although both museums 

and the audience have grown exponentially.  Blogging creates the opportunity for such an 

experience to occur, as the processes underlying online presentations can be personalized; 

each online visitor will choose the circumstances under which they interact with 

museums.
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2.0   Blogs and Museum Theory 

This section will explore three areas of theory essential to museum practice and will 

begin to reconcile the goals of museums with the potential of blogging.  The three areas 

of theory explored – education, communication, and public relations – are all essential 

areas of museum practice and they are all intrinsically interconnected.  Similar trends 

span the three, trends reflected in museum practice as well.   

 

2.1 Education 
 
For much of their histories, museums have been primarily didactic institutions, providing 

the answers for their visitors and expecting information to be absorbed.  Over the past 20 

years, a change has occurred.  Museums, especially in their educational programming, 

have recognized the work of theorists like Piaget and Vygotsky and have moved toward 

an approach to learning that more actively involves the visitor.51   

2.1.1 Theories of Knowledge and Learning 
 
Knowledge must exist before learning can take place.  How one understands knowledge 

influences how one understands learning.  Theories of knowledge (epistemologies) exist 

on a continuum between two extremes.  The first extreme is known as realism.  Realism 

understands that everything exists outside of an individual; there is a real and objective 

 
51 John H. Falk and Lynn D. Dierking, “Learning from Museums: An Introduction,” Learning from 
Museum, (Walnut Creek, CA: AltaMira Press, 2000), 231. 
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world exterior to the mind, waiting to be discovered.52  This extreme believes that an 

answer exists.  The opposite extreme is known as idealism.  Idealism understands that 

knowledge exists only within the human mind.  For example, there are no “natural laws.”  

Natural laws, in the idealist view, are constructed by the human mind to give order to and 

make sense of the natural world.53 The epistemological continuum between these two 

extremes contains infinite points.   

 

Learning theories can also be understood as existing on a continuum similar to the 

epistemological continuum.  On one end of the continuum is the idea that learning is 

incremental, comprised of the addition of small bits of information by a receptive mind.  

Understanding learning in this way leads to the belief that learning is best accomplished 

by employing either repetitive, didactic methods or stimulus-response methods.  

Understanding learning as incremental tends to reflect an understanding of knowledge as 

real and external to the learner (a realist perspective).  When learning is understood as an 

incremental process, the learner is most often understood as passive.  Learning occurs in 

a linear fashion; students are vessels waiting to be filled.54

 

At the opposite end of the learning continuum is the idea that learning is an active process 

involving the restructuring of the learner’s mind to accommodate new ideas and 

 
52 Eilean Hooper-Greenhill, ed. The Educational Role of the Museum,  New York: Routledge, 1999.   
 
53 Ibid. 
 
54 George E. Hein.  “The Constructivist Museum,” Eilean Hooper-Greenhill, ed. The Educational Role of 
the Museum,  New York: Routledge, 1999, 74-75. 
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concepts.  Seen here, learning is also a social process, mediated by language, culture and 

context as well as by personal aptitude.55  In this worldview, learners actively shape their 

own education.  Indeed, the rhetoric used here is “learning”, not “education.”  Activity 

replaces passivity.  Moreover, just as passive students relate to realism, active learners 

relate to idealism.  The active construction of knowledge by learners on this end of the 

continuum results in these theories being known generally as constructivism.56

 

2.1.2 Constructivist Learning  
 
Constructivist learning originates from the work of Jean Piaget and Lev Vygotsky.  

Piaget hypothesized that, as children grow and develop, they go through different stages 

of relating to and understanding the world around them.  This theory caused a revolution 

in ideas about teaching and learning.  If children go through distinct developmental 

stages, rote learning and memorization will not be effective until the child is at an 

appropriate stage to accept knowledge in such a manner.  This realization transformed 

childhood teachers from transmitters of knowledge into guides for a child’s discovery of 

the world.57   Piaget’s work opened the way for others to conceive of learners as 

important in the educational process. 

 

 
55 George E. Hein, Mary Alexander, and Roxana Adams, “Educational Theory,” Museums: Places of 

Learning,  Washington, DC: American Association of Museums.  1998: 32.   
 
56 George Hein, 1999, 75-76. 
 
57 Encyclopædia Britannica, s.v. “Jean Piaget,” http://www.search.eb.com/eb/article-9059885, (April 12, 

2007) 
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Lev Vygotsky built upon Piaget’s work by adding in the element of society.  Vygotsky’s 

sociocultural approach to learning observes that “sociocultural information is transmitted 

through social interaction.”58  Vygotsky suggests that anyone engaged in learning 

activities will be able to build a more complex world view when those learning activities 

are done in a group.  Because each person in the group enters with a slightly different 

perception of (and approach to) interpreting reality, the interaction of those viewpoints in 

conversation will lead to complexity.59  In short, dialogue helps learners to construct and 

organize knowledge.  

 

Constructivism is the new standard in museum education, especially for school aged 

children and increasingly for adults and exhibit making.  One of the greatest proponents 

of constructivism in museums is George Hein.   

 

2.1.3 Museums and Constructivist Learning 
 
In his article “The Constructivist Museum,” George Hein asserts that “the constructivist 

museum acknowledges that knowledge is created in the mind of the learner using 

personal learning methods. It allows us to accommodate all ages of learning.”60  In some 

ways, when one understands learning from an essentially constructivist viewpoint, all 

 
58 Falk and Dierking, 45. 
 
59 Vasily V. Davydov and Stephen T. Kerr, “The Influence of L. S. Vygotsky on Education Theory, 

Research, and Practice” Educational Researcher, 24:3 (Apr., 1995), 12-21 
 
60 George E. Hein, “The Constructivist Museum,” The Educational Role of the Museum, New York: 

Routledge, 1999, 78.  
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museums are places of constructivist learning.  This is because the visitor will be 

constantly evaluating any information presented in the museum in terms of the 

knowledge she already holds; she will reevaluate her worldview and restructure her 

knowledge.  When the museum goes the extra step to encourage constructivist learning 

through interactive exhibits and innovative educational programming, the museum 

encourages social constructivist learning through the conversations that will often occur 

between visitors.   

 

One way museums may encourage constructivist learning outside of their walls is by 

blogging.  Blogs offer the opportunity for conversation, both through “blogosphere 

stories”61 and through commenting structures which mimic conversational structures. 

 
61 A. De Moor and L. Efimova, “An argumentation analysis of weblog conversations. Proceedings of the 

9th international working conference on the language-action perspective on communication 
modeling,” (LAP2004), Rutgers University, New Brunswick, NJ. 
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Figure 1: Buzz Blog Post 

 

 For example, the Science Museum of Minnesota’s blog Science Buzz made a post 

entitled “Meat Repeat: Would You Eat Cloned Meat?” in December of 2006.  This post 

elicited 26 responses (as of April 2007) and, although no active debate occurred in the 

comments, multiple viewpoints were expressed, ranging from “Give me some!” to “ew. 

its totally gross i dont like the idea of that.”62  The Science Museum’s bloggers kept tabs 

on the discussion, offering a link to the concurrent poll elsewhere on the Museum’s site 

where an even livelier comment discussion was taking place, further encouraging the 

                                                 
62 Science Buzz, “Meat Repeat: Would You Eat Cloned Meat?”  Science Museum of Minnesota, 

http://buzz.smm.org/buzz/blog/meat_repeat_would_you_eat_cloned_meat#comment, (April 10, 
2007) 
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engagement of readers.63  While it is impossible to measure exactly the amount of 

learning that occurred from this post, it is clear from the number and type of responses 

that visitors engaged with the post and felt the desire to have their say, a manifestation of 

constructivist learning. 

2.1.4 Other Advantages for Museum Education 
 
Blogs offer more to museums education than simply encouraging conversation, although 

conversation is a key ingredient in the value of museum blogs.  Blogs offer a way for 

museums to extend their educational mission into the homes of potential visitors.  In 

2003, the US Census recorded that nearly 55% of US households had internet access.64  

In the past four years, this number has likely risen.  In addition, the internet is available 

for public use at most public libraries as well as at schools for children of appropriate 

age.  Although there will always be those who refuse to use computers and/or the 

internet, the number of households with access to the internet will continue to increase as 

the prices of internet-capable computers and internet access (at both dial-up and 

broadband speeds) continue to decrease.    At the same time, museums are increasing 

admission prices, which can restrict access for some segments of the population.65  Thus, 

when museums are able to hold some part of their conversation online, they are serving a 

 
63 Science Buzz, “Would You Buy/Eat Cloned Meat?”  Science Museum of Minnesota, 

http://buzz.smm.org/buzz/node/2134, (April 10, 2007) 

64Jennifer Cheeseman Day, Alex Janus, and Jessica Davis, “Computer and Internet Use in the United 
States: 2003,” United States Census Bureau , October 2005, 
http://www.census.gov/prod/2005pubs/p23-208.pdf, (March 15, 2007). 

 
65 Gypsy McFelter, 2007. 
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greater segment of the regional population than they might otherwise serve.  Add into the 

equation the fact that the World Wide Web is truly accessible worldwide, and it can be 

seen that museums have the potential to reach an enormously broad audience.  While 

blogging is only one form that internet outreach can take, its two-way, reciprocal nature 

gives it unique potential.   

 

Museum blogs also have the potential to extend the museum visit beyond the time the 

visitor spends within the museum building.  Research has shown that visitor learning 

extends far beyond the visit, and that later experiences enrich the perception of the visit.  

Falk and Dierking use the example of one woman whose response to the visit several 

months afterwards was tens of times richer than her response to the visit several minutes 

after it.66  In her case, her reflected upon experience had connected with her everyday 

interactions, making her museum visit an important experience for her. 

 

Although blogging has the potential to extend the experience, it may not always succeed, 

depending on circumstances.  Researchers Taxen and Frecon, using Falk and Dierkings 

work, attempted to integrate Web 2.0 technology, including a blog, into a participatory 

post-visit museum experience.  The researchers did not find that they were able to extend 

the museum interaction through the use of a blog.  As an experiment, they created a 

station with a side scrolling interface, manipulated by a triangular object, for their blog 

near a major exhibit.  Visitors were able to navigate the blog through what was eventually 

 
66 Falk and Dierking, 4-10. 
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proven to be a somewhat confusing system while in the museum.  Near the scroll station, 

explanatory leaflets instructed visitors on how they could contribute their own content 

from home or using their cellular phones.  No one contributed, even when a promotion 

that rewarded contributions with movie tickets was run.  The researchers attribute the 

lack of involvement with the scroll and blog to the fact that contribution entailed reading 

instructions, and very little reading was done in the exhibit at all.67  In this manner, Taxen 

and Frecon attempted to extend the museum visit in a very artificial way.  The scroll was 

contrived and difficult to operate, and requested contributions were somewhat limited in 

scope.  However, the relative failure of blog integration in their experiment should not 

discourage museums from these sorts of experiments. 

 

If a museum desires to actively involve post-visit museum goers in their blogs, the 

museum needs to make the blog visible and understandable.  If Frecon and Taxon had 

had a familiar computer station, it is likely that more people would have been successful 

in using it.  If the blog is exhibit-specific, its address should be included on written 

advertisements or on any information that is handed out at the beginning of the visit.  

Moreover, a clear link to the blog on the museum website could encourage website 

visitors to become blog readers.  In this day and age, many museum goers will visit a 

website before their visit to ascertain hours, admission prices, and any special events.  If 

they note a blog at this time, they may be compelled to return to it for more information 

 
67 G. Taxén and E. Frécon, “The Extended Museum Visit: Documenting and Exhibiting Post-Visit 

Experiences,” Museums and the Web 2005: Proceeding,.  Eds. J. Trant and D. Bearman. Toronto: 
Archives & Museum Informatics, http://www.archimuse.com/mw2005/papers/taxen/taxen.html, 
(March 15, 2007). 
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after their visit.  Thus far the value of the blog as a post-visit experience has not been 

proven, but its potential remains significant. 

 

Education is part of most museum missions.  The potential to extend visitor learning and 

involvement while providing access to communities that might otherwise be outside the 

educational reach of an institution make blogging a potentially useful tool for museums.  

Given that many museums have adopted a constructivist approach to education in the 

past decades and that a significant part of constructivist learning involves personally 

interpreting information, through conversation or otherwise, and given that blogging 

initiates conversation, blogging can be considered as appropriate to the educational 

missions of museums.   

2.2 Communication 
 
Communication, at its most basic level, involves “the exchange of meanings between 

individuals through a common system of symbols.”68  When one person knows 

something and wishes to share that knowledge, it is done by communication. 

Communication is an integral part of the missions of most museums, required to 

“communicate and exhibit” materials. 69

 

 
68  Encyclopædia Britannica Online, s.v. “Communication,” http://www.search.eb.com/eb/article-9109625, 

(March 15, 2007). 
 
69 “What is a museum?”  American Association of Museums,  http://www.aam-

us.org/aboutmuseums/whatis.cfm; (2/2/2007). 
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 From their inception as wunderkammer, museums have communicated through 

conversation, book publishing, press releases, billboards, exhibit signage, and 

innumerable other methods.  Blogging is one of many new tools available for museum 

communication.  This section examines older and newer approaches to museum 

communication.  

2.2.1 Approaches to Communication 
 
The history of museum communication in the 20th century is that of one-way 

communication from the expert to the masses.  The dominant model of communication 

understood by museums during this time is the transmission model.  In this model, the 

museum holds all the knowledge and makes it available to the public primarily through 

exhibition, but also through publications.  Key to the transmission model of 

communication is the idea that knowledge is external to the receiver and that the bulk of 

communication is, for museums, from expert to novice, from curator to museum visitor. 

70  The transmission model of communication is very useful in exhibitions and, indeed, is 

almost inevitable.  However, another model of communication has gained prominence in 

the past several decades. 

 

The cultural model of communication, also sometimes known as natural communication, 

is a much broader and more flexible model of communication.71  Rather than 

 
70 Eilean Hooper-Greenhill, ed., The Educational Role of the Museum. ( New York: Routledge, 1999), 15-

19.   
 
71 Ibid, 16 
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understanding communication as the transmission of information from one part to 

another, the cultural model of communication understands communication as a process 

spanning a society and one involving the negotiation of reality.72  The cultural approach 

to communication considers reality to be a constantly negotiated state.73  Knowledge is 

not a quantity that can be possessed by a singular entity; rather, it is negotiated by the 

parties involved in communication.  Whether or not one understands knowledge as 

constant or as produced by cultural interaction, the cultural model is useful to museums 

in that the process is one of sharing, participation, and association.  When individuals are 

involved in the process of communication and not simply the end recipients of it, they 

can derive more immediate, personal benefits from it.  The cultural model of 

communication also dovetails nicely with the constructivist models of learning used 

prominently by museums today, in that meaning is actively created in the processes of 

communicating and learning, respectively.   

 

2.2.2 Mass v. Network Communication 
 
We live in an age of mass communication.  Mass communication is “the process of 

designing and delivering cultural messages and stories to large and diverse audiences 

through media channels as old as the book and as new as the Internet.”74  Mass 

communication includes strategies such as broadcast communication.  Broadcast “can be 
 

72 Hooper-Greenhill, 1995, 16. 
 
73 Ibid, 16 
 
74 Richard Campbell, Christopher R. Martin, Bettina Fabos, Media and Culture: an introduction to mass 

communication. (Bedford/St. Martin’s) 2006, 11. 
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any form of public spectacle or public address,” and thus includes media such as print, 

radio, and television.75  During the age of mass communication, a limited number of 

individuals control the both the means of communication and the message.  Opportunities 

for message receivers to provide feedback to message senders were limited, although not 

entirely lacking.  It should be acknowledged that there were opportunities for individuals 

to send out messages (in the form of small time newspapers or local radio stations) 

competing with those who controlled the larger organizations, but these endeavors were 

both time consuming and were still, in essence, a form of broadcast communication.   

 

Although the age of mass communication has not ended, a different form of 

communication has recently emerged as a force: networked communication.  Networked 

communication is defined by its interactivity.  Networked communication involves any 

communication connecting people, many to many and one to one.76  It is not new, 

although the advent of the social internet has revolutionized the field. Though the current 

incarnation of networked media focuses mainly on blogs and Web 2.0 offerings, 

networked communication can be as simple as writing a letter.  

 

 
75 Holmes, David.  Communication Theory:  Media, Technology and Society.  (London: SAGE 

Publications, 2005), 11. 
 
76 David Holmes, 2005, 10.  
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Some people have seen the rise of networked media as heralding the end of the broadcast 

age of media.77  This is unlikely to be true.  Instead, broadcast and network media can 

exist in concert with each other.   

2.2.3 Museums and Networked Communication 
 
Networked media, including common forms such as blogs, podcasts, and wikis, have the 

potential to link museums with a virtual world beyond their walls.  Many museums have 

already discovered how to build important connections by utilizing the power of the 

internet.  One example is the Abomey History Museum in Benin, Africa.  In the late 

1990s, the museum undertook a revitalization plan.  In addition to envisioning new 

undertakings at the museum’s physical site, the plan also included a virtual presence: a 

website to serve potential visitors and researchers.78   

 

Like many websites, Abomey’s 1997 site included a virtual guestbook in which online 

visitors could record their name and comments.  The museum may have expected a few 

comments from museum visitors.  What was not expected was that 45% of guestbook 

signatories were from Beninese people living outside of Benin, connecting with their 

heritage and culture.79  The Abomey museum had, by giving its visitors a chance to 

speak, discovered that it served a much broader audience than it had initially imagined.  

The museum had the opportunity to respond and react to those comments through its 

 
77 Ibid. 
 
78 Historical Museum of Abomey, http://www.epa-prema.net/abomeyGB (April 14, 2007). 
 
79 Anne Ambouroue Avaro and Alain Godonou, “The Revitalization of the Abomey History Museum and 

the Web,”  Museum Internationa.  53.3 (2001): 56. 
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online and offline programming; in addition, it had the chance to create a place of 

international community within the pages of its website. The power of individual 

response is clear.  

 

 
Figure 2: Abomey Museum Guestbook 

 

The Abomey Museum connected with a large and passionate audience by using software 

which allowed the visitor to talk back – a one-way model of communication.  Abomey’s 

experience with a one-way method of communication offered it the opportunity to 

discover new communities.  When a blog visitor leaves a comment on a blog, that person 
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is engaging in a multiple-channel conversation with the museum and other readers of the 

blog.  The blog post represents the beginning of a conversation; comments represent 

responses.  In this way, blogs demonstrate networked communication.  Conversation is a 

much more natural form of communication – before humans painted symbols on cave 

walls, they grunted to each other.   

 

When museums start conversations with the public, it is a unique form of communication 

between an institution and an individual.  Blogging, in particular, gives the museum a 

voice in a way the building and its exhibits alone never could.  Blog readers relate to a 

human voice more than they do to the often impersonal voice of the press release and 

exhibit text.  Even when readers are not themselves bloggers, or do not actively 

participate in the ongoing conversation, they may feel that they have developed a 

personal relationship with the blogger and, by extension, the museum.80  

 

The idea that conversation is the best way to relate information to people is supported by 

a 2006 study by Kelleher and Miller.81  Kelleher and Miller exposed 42 undergraduates to 

one of three sets of writing:  Microsoft webpage content, Microsoft blog content, and, as 

a control, DuPont webpage content.  The students then took a survey regarding the 

content they had read.  Kelleher and Miller ascertained that students felt the blog content 

 
80 Nancy Van House, “Weblogs: Credibility and Collaboration in an Online World,” CSCW Workshop on 

Trust, http://www2.sims.berkeley.edu/~vanhouse/Van%20House%20trust%20workshop.pdf 
(April 12, 2007). 

 
81 Tom Kelleher and Barbara M. Miller.  “Organizational Blogs and the Human Voice: Relational 

Strategies and Relational Outcomes.”  Journal of Computer-Mediated Communication. (2006).  
11.2, 395–414. 
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had a more significant conversational human voice than the nonblog content.  

Furthermore, the results showed that the presence of a conversational human voice 

correlated with trust, satisfaction, control mutuality, and commitment.82  In this way, 

blogs can have value in maintaining relationships between organizations and publics.  

When museums choose to speak with a conversational voice, whether singular or plural, 

visitors will relate to the institution more effectively.     

  

Museums communicate.  Blogs communicate.  Extrapolating from Abomey’s 

connections to distant communities through the comparatively less interactive guestbook 

format, networked communication methods have the potential to connect the authors with 

communities far from the physical institution.  The conversational nature of many blogs 

invites conversation.  Being involved in conversation is a familiar act.  Museums are 

already attempting to engage in networked communication through their exhibits and 

programming; blogging is an extension of this attempt into the world of Web 2.0.   

2.3 Public Relations 
 
Relating to the public is an essential part of day to day operations for any museum.  

Public relations, as a field of communication, is especially important if museum staff 

want to know how visitors feel about their institutions, or if they want to increase 

awareness of the institution to potential visitors.  But museums and the field of public 

relations have had a difficult relationship.  In the 1980s, museums were hesitant to 

embrace public relations.  PR efforts were seen as being linked to securing corporate 

 
82 Kelleher and Miller. 
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sponsors and, as such, might detract from the noble intentions of the museum.83  Todaqy, 

however, most large and medium-sized museums have departments dedicated to public 

relations, and it is a regular part of museum communications. 

 

2.3.1 A Selected Overview of Public Relations Theory 
 
Public relations is both a profession and an academic subfield of communications.84  In 

the past thirty years, public relations has blossomed into a field with its own set of theory 

and research.  Just as the areas of education and communication have undergone a shift 

from understanding the public as passive receptors to understanding the public as active 

creators, so has the discipline of public relations. 

 

 Early in the history of public relations, business was conducted with a functional 

perspective, one that “sees publics and communication as tools or means to achieve 

organizational ends.”85  From this perspective, the public of interest to the organization is 

the media.  There is very little consideration for how the public, in turn, relates to the 

institution.  The institution derives benefits from a functional approach to public 

relations; the public does not, in general. 

 

 
83 David Finn, “Is there a Legitimate Role for Public Relations in the Arts?” Annals of the American 

Academy of Political and Social Science, 471, (January 1984), 57-66. 
 
84 Carl H. Botan and Maureen Taylor.  “Public Relations: State of the Field,” Journal of Communication, 

54:4, (December 2004), 645.  
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Recently, the field of public relations has experienced a shift to a cocreational 

perspective.  The cocreational perspective is one of a slate of more recent theories, such 

as the cultural approach to communication and constructivist learning, in which meaning 

is created communally.  A cocreational perspective “sees publics as cocreators of 

meaning and [sees] communication as what makes it possible to agree to shared 

meanings, interpretations, and goals.”86  Instead of valuing the relationship between the 

public relations officer and the media, as the functional perspective does, the cocreational 

perspective values the relationships that are developed with the public more than it values 

the achievement of public relations goals.  The public relations officer is no longer telling 

the public what they want to buy (although that may still be part of his job); he is now 

engaging in a discussion with the public about what they want and how his company can 

work toward it.  The “PR game” changes from one of message manipulation to one of 

relationship management. 

 

2.3.2 Relationship Management  

Relationship management is a major new area of public relations theory.  Public relations 

scholars are still working on a definition and explanation of what it is.  Ledingham offers 

the following definition: “Effectively managing organizational-public relationships 

around common interests and shared goals, over time, results in mutual understanding 
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and benefit for interacting organizations and publics.”87  Relationship management is an 

ideal tactic for museums to employ in their public relations strategies.  An individual who 

visits a museum as a child will develop a relationship with that institution, colored by 

his/her interest in the objects, the context of the visit, and personal inclination.  When the 

museum pursues the cultivation of these pre-existing relationships, the bonds between the 

visitor and the museum have the potential to become a great deal stronger.  Relationship 

management is based significantly on the principles of interpersonal relationship 

building.88  Conversation, as seen in the Kelleher and Miller study, encourages the 

building of interpersonal bonds.  Thus, museums which blog have the opportunity to 

fulfill not only their institutional functions of communication and education, but the 

corollary need to employ public relations strategy.  

 

2.3.3 Museums and Public Relations 

Just as museums have long been places where broadcast communication and didactic 

education reigned, so too have museums historically engaged in public relations from a 

functional perspective.  Museums have created relationships with newspapers, radio 

stations, and television broadcasters; they offered information through the one way 

methods of press conferences and press releases; they posted flyers and brochures, then 

waited for the masses to come to them.  These forms of public relations strategies are 

primarily one-sided; the museum puts out a message and does not expect to hear one 

 
87 John A. Ledingham, “Explicating Relationship Management as a General Theory of Public Relations,” 

Journal of Public Relations Research, 15:2, (2003), 190.   
 
88 Ledingham, 188. 
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back from the public.  In the first half of the twentieth century, it may not have been as 

important for museums to create a relationship with their publics as it is today, because 

museums were supported financially, to a greater degree, by governmental funds. 

 

Over the past 25 years, museums have professed the importance of maintaining “a 

relationship with, rather than simply to, the public.”89  But the same author who makes 

that assertion then goes on to talk about maintaining relationships with the media and 

omits a discussion of other ways to create relationships with publics.  A more recent 

book, from 1993, asserts that “managing the relationship between the museum and its 

public is critical to success.”90  Again, the relationships offered by the book are all 

functional methods, broadcast methods.  Museums believed in the importance of creating 

a relationship with publics, but were continuing to use stilted methods more appropriate 

for speaking to the public than conversing with it.  If museums continue to desire a 

relationship with, not to, the public, Web 2.0 strategies, and specifically blogging, may be 

able to fulfill that desire. 

2.3.4 Blogs as Museum Public Relations Tools 

Different museums have different goals.  Often, when schoolchildren think about going 

to see a museum, the children expect to see dinosaurs and lots of “old stuff” they are not 

allowed to touch.  When adults think of a museum, they may think of physical dinosaur 

specimens they may encounter, but also of learning something about those dinosaurs, 

 
89 G. Donald Adams.  Museum Public Relations.  (Nashville: American Association for State and Local 

History, 1983), 10. 
 
90 Timothey Ambrose and Crispin Paine.  Museum Basics,(London: ICOM, 1993), 118. 
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such as when they roamed the earth, how they evolved, and how they died out.  Adults 

expect to encounter the science of the dinosaurs.  When a museum challenges popular 

notions of what a museum is, it may need to work doubly hard to create good 

relationships with the general public.   

 

The Creation Museum serves as an example of how museums can establish public 

relations strategies including blogging. 

 

 

Figure 3: Creation Museum Blog 
 
The Creation Museum, which opened May 28, 2007, has been chronicling its 

construction and progress with a blog.  The blog profiles employees, the building and the 
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exhibit making process.91  Blog posts often speak about how excited staff members are 

about activities at the museum, about plans for the future of the museum, and about 

community involvement in the museum building process.  Liberal use of exclamation 

points accentuates this sense of excitement.  Although the blog does not allow 

commenting, it is written conversationally and posted to relatively often; in all other 

respects, it functions as a blog.  The Creation Museum blog connects to its audience by 

inviting them to share in the excitement of the new museum.   

 

The Creation Museum’s blog also accomplishes traditional public relations goals of 

establishing support for the museum.  It consistently and discretely asks that readers pray 

for and support the museum financially; if one reads the blog and is like-minded, one 

may well be compelled by the enthusiasm of the staff for the project and offer one’s 

prayers and financial support to the museum.  The blog also highlights available 

memberships without sounding like a hard sell.  When memberships are discussed, they 

are couched in a sense of excitement at how many people are involved and all that has 

been accomplished.92  Public investment is encouraged by seeing the staff’s personal 

investment in and passion for the project. 

 

Because the Creation Museum is not a traditional museum based on science, it will not 

draw in the usual tour groups and school children.  Instead, according to the website, the 

 
91 Creation Museum Blog, http://blogs.answersingenesis.org/museum/, (April 8, 2007). 
 
92 “Membership Update,” Creation Museum Blog, 

http://blogs.answersingenesis.org/museum/2007/04/13/membership-update-5/, (April 8, 2007).  
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museum has reached out through guest sermons and lectures at churches, as well as in its 

online presence, to an audience which already has a stake in the museum: Christian 

creationists.  By targeting this particular group and creating a sense of fellowship through 

the blog, the Creation Museum has developed a web presence which reaches out to the 

target group though a one sided conversation. 

 

The Cluetrain Manifesto, an influential book on communicating in the age of networks, 

includes as a thesis that “the best of the people in PR are not PR types at all; they’re the 

company’s best conversationalists.”93  This is the center of the issue for museums and the 

cocreational perspective of public relations; museums should be talking with the public to 

create new avenues for the museum.  If museums are interested in creating relationships 

with their publics in a more direct way than the usual public relations strategies allow, 

then blogging is an excellent option.    

2.4  Blogs as Appropriate for Museums 
 
In the three theoretical areas explored – communication, education, and public relations – 

theories are evolving from a one-way transmission model towards a two-way and 

reciprocal one.  Museums are making similar moves in many areas of their practice.  The 

next section will explore how blogs – an emerging online medium founded on two-way 

communication -- might prove a beneficial practice for museums.   

  

 
93 Christopher Locke, Rick Levine, Doc Searls, and David Weinberger, “The 95 Theses,” The Cluetrain 

Manifesto: The End of Business as Usual,  http://www.cluetrain.com/book/95-theses.html, (March 
15, 2007). 
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3.0 Blogs and Museum Practice 
 
Many museums are blogging.  This portion of the paper explores blogs as they are used 

by museums.  In this portion of the paper, I will introduce my research methodology, 

explore the benefits and costs of blogging for museums, provide a general overview of 

the survey responses received, and examine, in more detail, four museum blogs.  These 

considerations will determine if blogging can be a beneficial museum practice.   

3.1 Methodology  

In order to determine if blogging is a beneficial practice for museums, an online survey 

was used to obtain information about museum blogs and bloggers.  The survey was 

approved by the University of Washington Human Subjects Division for use in this 

thesis.  

3.1.1 Scope of Survey 

To determine which institutions I would contact, I created a definition of museum 

applicable for the purposes of the survey.  For the purposes of the survey, a museum is a 

501(c)3 nonprofit with an educational purpose, programming supporting that purpose, a 

public website, and public exhibitions.  Institutions excluded from the scope of this 

project include zoos and libraries.   

 

The survey was limited to museums in North America with active blogs (blogs which are 

updated on a regular basis).  Beyond the geographic limit, there is a technological limit.  
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Museum blogs and pages on social networking sites such as MySpace and Facebook 

were not surveyed and are not considered museum blogs for the purpose of this thesis.  

The reason for this is twofold.  First, the museum blogs surveyed are clearly associated 

with the museum website; MySpace and Facebook pages are not usually clearly 

associated with a museum’s website. Second, in the case of these sites, profiles created 

for a museum may not have been created by the museum and the museum may not have 

control over the content.   

3.1.2 Survey Methods 

The survey used to gather data for was developed in Catalyst WebQ, an online survey 

mechanism available through the University of Washington.  Two methods were 

employed to distribute the survey.  The first was an open call for participants on a blog I 

created to track my thesis progress.94  The second was a series of targeted emails to 

institutions and individuals actively blogging for museums.  Not all museums with blogs 

were contacted for a variety of reasons.  In some cases, contact information was difficult 

to determine.  In others, the museum was determined to fall outside of the range of the 

survey.  The open call failed to produce any survey responses.  The targeted emailing was 

more successful. Of the 26 institutions contacted, ten completed the survey resulting in a 

38% return rate.  One institution returned two surveys, making the total number of 

returned surveys eleven.       

 

 
94 I’m in Ur Museum Website…, http://museumblogthesis.blogspot.com, (March 15, 2007). 
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Survey responses represent a qualitative history and perspective on specific museum 

blogs.  These responses inform my knowledge of the blog as it appears online and my 

understanding of its purpose.  The responses taken together enable me to construct 

assumptions about trends in museum blogging, as well as museums’ perceptions of 

blogging. 

3.1.3 Other Analytic Methods 

In addition to the survey, three independent sources were consulted to determine blog 

statistics for the case analyses of individual blogs.  The first source is the RSS aggregator 

Bloglines.95  Using this service, one can see the number of individuals subscribed to a 

particular blog through Bloglines.  It is important to remember that only the number of 

people subscribed to the blog through the Bloglines aggregator will be counted.  The 

Bloglines numbers are useful for comparison against each other.  Their value beyond this 

is minimal.   

 

The second service consulted for blog statistics was Technorati.96  Technorati is a blog 

tracking service which tracks linking between blogs and lists that information on a unique 

page for each blog.  Using the linking count, Technorati assigns a ranking to each blog.  

For the purposes of this thesis, the ranking will not be considered, but the number of 

blogs linking to it will be considered.  These two numbers offer a snapshot of a blog’s 

impact and popularity.   

 
95 Bloglines, http://www.bloglines.com, (March 15, 2007). 
 
96 Technorati, http://www.technorati.com, (March 15, 2007). 
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The third blog statistic to be considered is much more direct.  This statistic is the average 

number of comments received per blog entry in the months of January through March of 

2007.  This average will reflect the level of interactivity the blog generates.  Additionally, 

the total number of posts and comments during the three month period will be noted for 

each blog mentioned.  A fourth, less formal number will be used when available: a 

museum’s self reported number of visitors to the blog.    

 

By bringing together survey responses, blog statistics, and an analysis of the blogs in 

relation to the theories discussed above, it is possible to make some suggestions regarding 

the benefits (or lack thereof) a particular blog may offer to a museum.  

 

3.2 The Costs and the Benefits of Museum Blogging  

In this section, I consider blogging from a cost-benefit perspective, outlining several 

reasons why museums might consider not starting a blog, countered by practical reasons 

which make blogging accessible to all institutions. 

3.2.1 Blogging Benefits 

In the previous section of this thesis, examples were used to show how blogging can be 

appropriate to fulfilling museum missions.  Those examples also demonstrated the 

beneficial results of doing so.  The Abomey Museum’s guestbook experience shows the 

potential for connecting with distant audiences.  The Science Museum of Minnesota’s 
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Buzz Blog demonstrates the potential for creating connections with an audience, as well 

as the potential for interactivity between diverse audiences which could lead to 

constructivist learning.  The Creation Museum’s blog exemplifies the possibilities of 

using blogs as tools to relate to the public (especially a targeted public) and achieve the 

traditional goals of public relations.  The cost of creating and maintaining such a blog can 

be minimal.         

 

Creating a hosted blog (through Blogger, for example) is very fast and easy and demands 

no technological expertise beyond that required to ably manipulate computers and the 

internet.  Creating a blog hosted on a museum’s website may require more time and 

consultation with the information technology department of the museum, but even this 

can be minimal, as some blog software is produced as open source software: publicly 

available and free.  Mainstream blogging software – whether hosted online or installed on 

the museum’s own web server -- incorporates an interface allowing a novice to quickly 

create and format the text of a post.  There is no requirement to learn HTML (hypertext 

markup language).   

 

 Once created, maintaining a museum blog takes only as much time as museum staff wish 

to devote to it.  Composing a blog entry will vary in time consumed depending upon 

topic, length, and author.  A recent study on the state of the museum blogosphere found 

that 41.5% of museum blogs (including museum-related blogs) spend three staff hours or 

less per month maintaining the blog.  A significant number (22.6%) spend more than ten 
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hours per month maintaining their blog. 97  There is a direct correlation between the 

number of posts made per month and the amount of time required by museum staff to 

maintain the blog. 

 

Blogging can also increase the public profile of a museum.  For example, if an interesting 

blog post is linked to a high traffic blog or website, the number of visitors to a blog can 

skyrocket in a short period, even to the point of overwhelming museum servers.  But if a 

museum is prepared for increased traffic, such an event can raise awareness of the 

museum dramatically.  

3.2.2 The Costs of Museum Blogging 

Despite the relative ease of creating a blog, blogging may be too costly for some 

museums.  For example, some may not be technologically or administratively ready to 

publish a blog; some may be too busy with other projects to take on a new one; for some, 

blogs may not be an appropriate project to pursue.  This section examines the various 

costs associated with publishing a museum blog; not all are financial. 

 

A single reason alone rarely prevents a project like publishing a blog from moving 

forward.  For example, Nina Simon, experience developer for the International Spy 

Museum and author of a museum topic blog,98 cites several reasons why the International 

Spy Museum has not started a blog.  First, a blog would require time and money from the 

 
97 Seb Chan and Jim Spandicci, 2007. 
98 Museum 2.0, http://www.museumtwo.com, (March 15, 2007). 
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institution.  Management would need to decide who would be responsible for writing 

posts and what topics were germane.  The museum would need to spend time and energy 

working with information technology staff to establish the blog.  The blog would need to 

fit into the established and specific brand experience the museum offers.  It would need to 

be faithful to the mission while serving as a vehicle to draw visitors to the museum.  

Simon admits that none of these obstacles are insurmountable, but, as in many museums, 

resources are limited and there is no strong internal drive to start a blogging project.99   

 

There is a general sense within much of the museum community that anything associated 

with a museum online might become part of the museum’s image and work against the 

museum’s brand and credibility as an institution of learning.  Thus, some museums may 

not be blogging because they fear that negative comments or spam on the blog will be 

understood by readers as condoned by the museum, which could result in a public 

backlash.  While it is true that there are spammers who will post unwanted 

advertisements at any chance they get, much of this kind of spamming can be avoided 

through the use of either a moderation queue or a screening code of the kind used by 

many websites today (in which letters or numbers are scrawled and must be entered by an 

individual to ensure the individual is not an automated piece of computer code).  Many 

museum blogs currently use spam filters which they find to be effective.   

 

 
99 “Question,” I’m in Ur Museum Website…, 

http://museumblogthesis.blogspot.com/2007/04/question.html, (March 15, 2007). 
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In terms of negative comments, most museums receive negative comments every day, but 

the museum may not ever hear those comments (nor have a chance to respond to them).  

When negative feedback is addressed to a blog, the museum has a chance to hold a 

conversation with the commenter and work on the problem, or at least offer the 

museum’s perspective.  If a large number of similar negative comments are left, the 

museum may wish to reevaluate its practice in light of public opinion.  Just as an 

individual has the potential to learn more from a mistake than a success, one negative 

comment to a blog could be more valuable for a museum than several positive ones.   

   

There are some circumstances under which a museum should not blog.    One of the goals 

blogs can help museums achieve is a stronger connection with their audiences, as shown 

above. If a museum is not interested in creating a stronger connection with its audience, 

or the museum does not feel that such a connection would be beneficial, blogging may 

not be the right choice.  If a museum cannot be transparent in its operations and willing to 

discuss controversy and scandal with its visitors, the museum should probably not blog.  

According to Scoble and Israel, bloggers are repulsed by contrivance and lack of 

openness in the blogosphere.100  If a museum does blog during a time of scandal but 

refuses to address it openly on the blog, or addresses it with significant amounts of spin, 

the museum destroys the credibility of the blog, likewise affecting the museum’s own 

institutional credibility.  Scoble and Israel offer multiple examples of corporate entities 

which encountered crisis, failed to adequately address problems in an online forum, and 

 
100 Scoble and Israel, 150. 
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lost customers and credibility because of it.101  For museums, reputation -- and thus 

credibility -- is very important; if a museum cannot present itself openly to the 

blogosphere, it is perhaps best that it choose to pursue other projects.  

 

The next section provides an overview of museum blogs, a brief summary of selected 

survey results and a discussion of four museum blogs.  These sections will shed light on 

how museums practice blogging and hopefully offer some conclusions regarding the 

benefits of blogging for institutions. 

 

3. 3   Museum Blogs: Approaches 

Museums approach blogging from a variety of angles.  At the moment, there is no one 

single approach to museum blogging which seems to be dominant in the museum 

blogosphere.  Nina Simon, author of the blog Museum 2.0, has devised a system for 

classifying museum blog types.102  Using a series of questions and answers presented in a 

style common to teen-oriented magazines, Simon classifies museum blogs into five main 

categories.  As Figure 4 shows, different approaches to blogging can achieve different 

organizational purposes.   

 
101 Ibid, 149-168. 
102 Nina Simon, “Institutional Blogs: Different Voices, Different Value,” Museum 2.0, 

http://www.museumtwo.com/2007/03/institutional-blogs-different-voices.html ( May 14, 2007). 
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Figure 4: Simon’s Museum Blogging Flowquiz 
 
Institutional Info Blog: The institutional info blog distributes information and news 

about the museum.  This blog format tends to repeat information that can be found 

through other sources, such as museum calendars and the main museum website.  Simon 
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identifies Eye Level, the official blog of the Smithsonian American Art Museum,103 as an 

example of an institutional info blog. 104    

 

Aggregate Content Blog:  Aggregate content blogs distribute news and information on a 

subject-specific basis.  Simon compares aggregate content blogs to a “Current Events” 

board in a hallway or a collection of news clippings. 105   One example of this is the 

FOOD Museum blog. 106

 

Community Content Blog: Community content blogs open up the content of the 

museum to community involvement.  These blogs often offer opportunities for blog 

authorship to registered users of the public.  Simon identifies Buzz Blog as an example of 

a community content blog. 107    

 

Specialized Content Blog: A specialized content blog can be similar to an aggregate 

content blog, but differs in that it is often related to a specific exhibition, a secondary 

specialty of the museum, or a cause to which the museum is committed. 108   An example 

 
103 Eye Level, http://eyelevel.si.edu/ (May 14, 2007) 
 
104 Nina Simon, “Institutional Blogs: Different Voices, Different Value” 
  
105 Ibid 
 
106 “food museum blog” http://foodmuseum.typepad.com/food_museum_blog/ (May 12, 2007) 
 
107 Nina Simon, “Institutional Blogs: Different Voices, Different Value”  
 
108 Ibid 
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of a specialized content blog is “Voices on Genocide” from the United States Holocaust 

Memorial Museum.109  

 

Personal Voice Blog: The personal voice blog is akin to corporate blogs maintained 

exclusively by an executive or high ranking officer in a company, except that, in the case 

of the museum, it is usually the museum director speaking to issues from the director’s 

perspective.  Although more are seen today in the museum blogosphere, this blogging 

format remains relatively rare.  One example of a personal voice blog is the “Director’s 

Blog” from the Walters Art Museum.110

 

Simon’s categories are useful for understanding the ways in which many museums are 

approaching blogging.  Although Simon manages to classify the museum blogosphere 

into five main types, the lines between types are often blurred in practice.  The museums 

which responded to the survey come from multiple of Simon’s types, yet demonstrate 

some striking trends. 

 

3.3   Findings Summary 

 
The ten institutions which replied to the survey do not constitute a large enough response 

to make sweeping generalizations about the state of the museum blogosphere.  However, 

 
109 “Voices on Genocide Prevention,” http://www.ushmm.org/conscience/podcasts/, (May 14, 2007) 
 
110 “Director’s Blog,” http://www.thewalters.org/blog/, (May 14, 2007). 
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some observations can be made in terms of blog operations and public response.  Those 

observations are described below. 

3.3.1 Planning the Blog 

Museums begin blogging in very different ways.  Seven of the ten museums surveyed 

indicated that they spent a short amount of time (less than a month) developing their blog.  

Some took only as long as “it took…to set up a Blogger account.”  The other three 

museums surveyed took one month or more to develop. For two museums, the 

development time was approximately 4 months; for the other, it took one month. 

3.3.2 Promoting the Blog 

Community response is only possible if the community is aware of the blog.  The 

museums promoted awareness in several ways.  The most common method was a link on 

the museum homepage (six respondents).  Four respondents indicated that the blog was 

advertised in printed material such as brochures or newsletters and e-newsletters.  Three 

respondents mentioned that they engaged in some form of link exchange, either by 

linking to other blogs and sites, getting linked to, or “exchanging links.”  In addition, one 

respondent mentioned that they raised awareness internally at meetings, while one 

mentioned advertising on appropriate email listservs.  One mentioned that she included 

the blog address in the signature line of all outgoing email.  

3.3.3   Administrators 

When asked who is responsible for the blog, all museums responded that the 

responsibility fell to paid staff.  In one case a volunteer was involved in a discrete and 
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preliminary step.  Overall, blogs are written and run by full time staff, often in addition to 

their other responsibilities. 

3.3.4   Initial Goals 

When asked about initial goals for the blogs, museum responses were varied.  Four 

responded that there were no initial goals for the blog.  Five mentioned small singular 

goals, such as to engage in dialogue with their visitors or to give a behind the scenes look 

at a new museum or to provide information not otherwise available.  However, one 

museum began with a highly defined list of goals: 

“1. Increase public awareness of Burke Museum and the diversity of its activities  
2. Establish the Burke Museum brand as the main resource for natural history and 
cultural studies in the Pacific Northwest  
3. Develop individual voices of the staff to reflect on the diversity of the Burke’s 
activities and areas of expertise  
4. Create new levels of access for public through behind-the-scenes, people-
oriented approach  
5. Expand impact of museum’s collections and activities beyond museum walls  
6. Provide new opportunities for collaboration with University of Washington 
students and faculty  
7. Target younger audiences (13-35) who obtain much of their information from 
online resources” 

 
Museum blogs appear to be launched with dramatically varied levels of planning. 

3.3.5 Goal Achievement 
 
If museums have vague or unarticulated goals when they launch a blog, it is not easy to 

determine if goals have been achieved. For example, five museums said that it is difficult 

to measure achievement in a quantitative manner.  Yet eight museums indicated that they 

were pleased to see the comments and participation in their blogs and considered 

participation a form of success or achievement, despite the lack of metrics.  Two 

museums choose not to respond to this question. 
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3.3.6  Comments   

Museums approach community interaction differently.  Some museums impose more 

control over their comments than others.  Of the museums surveyed, four require that 

comments are moderated and approved before they are posted to the blog.  Two museums 

indicated that they allowed open commenting, but would delete comments that were 

willfully obscene.  Interestingly, two blogs surveyed do not allow comments at all.   

3.3.7   Future Goals 
 
Most of the blogs surveyed had been in operation for several months at the time of the 

survey and had had the opportunity to develop new goals for their blogs.  When asked 

about future goals for the blogs, two museums cited a desire to move from a hosted blog 

to one on the official museum website.  Five museums are interested in recruiting new 

bloggers from the staff and/or local community.  Two museums would like engage in 

strategies which would better address the needs of their different constituent 

communities.  One museum also indicated that it was interested in adding new forms of 

media to the blog, including video components. 

 

The above summary provides an overview of responses to the survey.  For full results by 

respondent, please see Appendix B. 

 

 

3.5  Blog Case Studies  
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In order to understand the potential of blogging for museums, this paper examines four 

museum blogs from a variety of institutions.  Blogs were chosen from the pool of survey 

respondents, as the survey responses offer an insider’s perspective on the blogs in 

question.  The four blogs discussed represent a variety of approaches to museum 

blogging and a variety of institutions in size, goals, and mission.  For each blog, a brief 

history and description of the blog is offered, a short analysis of the blog and limited 

statistics, a consideration of the blog in relation to education, communication, and public 

relations, and a wrap up assessment of the blog’s contribution to its parent institution.  

Much of the information regarding the history of each blog is derived from each 

institution’s survey responses.  The analysis offered addresses content from the same 

three month period as the statistics (January through March 2007).  Each of the blogs 

analyzed approaches blogging in a different manner and offers different opportunities for 

the museum of which it is a part. 

3.5.1   Buzz Blog: Creating Community 

The Science Museum of Minnesota’s “Buzz Blog” is an excellent blog to visit for 

exciting, interesting, weird, and fascinating posts on up to the minute science stories and 

issues.  It is part of a larger interactive website called “Science Buzz.” 111  Multiple 

members of museum staff and registered users to the site are able to make blog posts, 

resulting in a diverse range of topics covered with a post to appeal to almost anyone.   

 
111 Science Buzz”  http://www.smm.org/buzz/ (May 12, 2007) 
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Figure 5: Science Museum of Minnesota’s “Buzz Blog” 
 
The Science Museum of Minnesota began blogging in November of 2004.  According to 

Liza Pryor, project manager for Science Buzz, Buzz Blog is designed to be used at kiosks 

throughout the exhibits within the museum, not solely online.  The Science Museum was 

looking for a way to integrate up to the minute scientific news into its exhibits, and 

decided that a blog, as well as other interactive online devices, would fulfill their needs.  

The museum acted quickly; in a matter of weeks, Buzz Blog was online.  Buzz Blog is a 

frequently updated blog with a significant amount of community response, both from 

kiosks stationed within the museum and from visitors originating outside of it.  Although 

it is not currently possible to determine where comments originate (i.e., from within the 

museum or from online visitors), it is clear is that the site is very active. 
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The Buzz Blog home page is friendly and easy to navigate.  The page colors are bright 

yet warm and inviting.  The sidebar offers a search box, links to popular posts, recent 

comments, buttons to add the blog’s RSS feed to a variety of aggregators, and a link for 

the Museum Blogs webring.112  Absent from sidebar is an archives feature which would 

allow visitors to access stories by month and year.  There are abundant ways to reach 

other areas of the site and find more information about a particular topic. 

 

Each post has a clearly delineated header and comments which are easy to find using a 

large comments icon near the top of each post.  The header of each post includes an icon 

indicating the category into which the post falls (life science, scientific enterprise, math, 

etc.); the icon serves as a link to pull up all posts on that topic.  Headers also indicate the 

author of a particular post and the date posted.  Posts are “tagged” at the bottom of the 

post with more specific terms which can also be clicked to bring up other posts tagged 

with that word or phrase.  Buzz Blog makes like information easily available to interested 

parties through tagging and the header icon. 

 

 The Buzz Blog model is time intensive; sustaining a level of posting at an average of 45 

posts per month requires extensive employee input.  “Buzz Blog,” for the period of 

January 2007 through March 2007, had a total of 135 comment-enabled posts authored 

by 11 bloggers.  Six of the 11 bloggers wrote more than ten posts each over that period.  

Those six are all employees of the Science Museum of Minnesota.  Additionally, 

 
112 Museum Blogs webring, http://www.mariobucolo.com/mb/?page_id=112, (May 14, 2007). 
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comments from unregistered users of the site are moderated; the responsibility for 

comment moderation is also divided between six people.  The Buzz Blog model allows 

unmoderated comments from registered users, requiring that the museum trust its public.  

 

Additionally, Science Museum of Minnesota staff frequently interact with commenters, 

offering additional links and information.  For example, one of the most commented upon 

posts in the three month period, titled “Disney’s Next Princess,” had to do with Disney’s 

announcement that an upcoming major film would star a black princess.113  This post 

provoked 64 comments as of May 14, 2007.  Of those 64, eight comments were from 

Science Museum staff, either adding information or responding to points made.  The 

Science Museum is maintaining a dialogic presence within its posts. 

 

By the numbers, Science Buzz is impressive.  As of April 5th, 2007, Technorati had 

identified 478 links to Buzz Blog from 43 blogs.  Only three people subscribe to the blog 

via Bloglines.  For the three months of January, February, and March 2007, 135 posts 

were made to the blog; the posts received a total of 368 comments.  Thus, each blog post 

received, on average, 2.73 comments.  The range is significant. Many posts had no 

comments, while one had 46 comments.  

 

 
113 “Disney’s New Princess,” Buzz Blog, http://www.smm.org/buzz/blog/disneys_new_princess (May 14, 

2007). 
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Pryor reports that, in March 2007, the Museum recorded 60,770 visits to the Science 

Buzz site (which includes Buzz Blog).114  Of those hits, around eight percent were 

returning visitors; approximately 4,862 people who had visited the site before came back 

at least once.  The statistics Pryor reports were accumulated through Google Analytics (a 

site statistics service) and represent only external visitors to the site, not visitors on the 

exhibit floor.   

 

Viewed as an opportunity for constructivist learning, Buzz Blog serves its purpose well.  

Because it is available both online and on the exhibit floor, museum visitors have a 

chance to interact with website visitors, two populations which do not always overlap.  

Museum visitors can potentially return to the blog to check up on their contributions (as 

well as the state of science) long after their visit to the museum’s physical site, thereby 

extending their learning interactions and connections with the museum.  Moreover, 

nearly every post is related to new and interesting science, or asks questions which 

address prominent difficult issues within society, encouraging mental engagement with 

the material even at a glance.  The number of comments the blog receives makes it clear 

that blog visitors, either within the museum or outside of it, are engaging with the 

material, engaging with others, and potentially constructing new paths of knowledge.  

Buzz Blog offers opportunities for educational growth. 

 

 Buzz Blog also certainly serves as an example of networked communication.  Not only 

does Buzz Blog have the potential to reach both museum and website visitors, it is 

 
114 Personal Correspondence 
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constantly linked to and from other parts of the “Science Buzz” site, as well as from the 

internet at large as evidenced by the Technorati statistics.  Additionally, the Science Buzz 

staff is proficient at responding to comments and offering new information therein.  In 

this way Science Museum staff are creating an image of the museum as responsive to the 

community and eager to engage in one to one conversation.  As demonstrated by 

Kelleher and Miller, a human voice is extremely effective in terms of maintaining 

trusting relationships.  Buzz Blog seems to be encouraging relationships by engaging in 

networked communication. 

 

Although the primary goal of Buzz Blog is not as a public relations tool, it inevitably has 

an effect in that arena.  Buzz Blog rarely makes announcements relating to the museum.  

Buzz Blog does, on a regular basis, connect issues in the exhibits with the science posted 

about online.  In this way, Buzz Blog maintains an active connection with the museum 

while continuing to be an independent resource on the internet.  Since it is not acting 

primarily as an announcement sheet for the museum and it is not writing exclusively on 

exhibit specific content, Buzz Blog has the potential to attract a wider audience than a 

more specific blog might.  The blog’s diverse authorship offers a variety of individual 

voices with which the blog visitor can interact and potentially create a relationship.  Each 

article is written by an individual with an individual voice.  This allows readers to create 

relationships with individuals from the museum while establishing a relationship with the 

Science Museum in general. Thus, despite not being created for the purpose of 

establishing a relationship with a wider public, Buzz Blog creates an opportunity for this 

to happen. 
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Buzz Blog is beneficial to the Science Museum of Minnesota because it achieves the 

museum’s goal of driving up to the minute science news to the museum floor while also 

offering opportunities to online visitors.  Overall, Buzz Blog is a community content blog 

which works very well for the Science Museum of Minnesota.  The blog has benefits for 

the visitor on the floor and the online visitor, with the unique possibility of allowing those 

two demographics to interact with each other.  Buzz Blog works to help the Science 

Museum to fulfill its mission to help visitors experience the world through science.   

3.5.2   Dear Miss Griffis: Collections in Conversation 

Alberta’s Glenbow Museum began blogging in March of 2006, a time when many 

museums were beginning to blog.  The Glenbow’s blog, “Dear Miss Griffis,”115 utilizes 

the archival collections of the museum as its blog content.  The weekly blog post is a 

letter from the museum’s archives written by Harold Wigmore McGill, a First World War 

doctor, to Emma Griffis, a nurse.  Their correspondence began as a series of friendly 

letters which grew more important as their friendship blossomed into love over a period 

of years.  Eventually, the couple married and had children.  The correspondence was 

preserved and treasured by the family.  McGill’s letters were eventually donated to the 

Glenbow museum by McGill’s and Griffis’ children.116

 

 
115 Glenbow Museum, Dear Miss Griffis,  http://missgriffis.wordpress.com/, (March 17, 2006) 
 
116 Glenbow Museum, “Love and War,”  Dear Miss Griffis,  http://missgriffis.wordpress.com/2006/03/17/, 

(March 17, 2006) 
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Figure 6: Glenbow Museum’s “Dear Miss Griffis” 
 
According to the museum’s survey responses, the idea of a blog was first proposed to the 

Glenbow Museum in 2005 by an outside management consultant.  Later that year, Cherry 

Sham, the museum’s New Media Coordinator, attended a seminar on blogging and began 

to seriously pursue the idea as an option for the museum.  Although the consultant had 

suggested an executive blog, similar to many maintained by corporate executives, and 

now seen at several museums, such as the Walters Art Museum, Glenbow decided that, 

for their first attempt at blogging, they would try something which was an extension of 

the museum as it existed rather than something entirely new.    Furthermore, 

correspondence, even only from the one side seen in Harold’s letters, contains many of 

the characteristics of good blogging: personal voice, reality, personal opinions and 
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thoughts, and regularity.  Harold’s letters also share a story which might otherwise never 

have been heard; Glenbow had found a public forum for this set of archives.   

 

The blog page itself appears to be a basic Wordpress template, but the template suits the 

content of the blog – archival letters.  The background of the text is a dusty rose color 

with a deeper red as the template background.  The colors are soft and seem slightly aged.  

The sidebar contains a calendar of the current month with days on which there are posts 

marked.  It also contains a list of recent posts and links to related sites and information.  

A list of categories into which a particular post might fall is also in the sidebar.  This list 

is extensive and extends past the end of content to the bottom of the page.  Below the 

category list is a brief description of the blog.  An RSS feed is accessible at the bottom of 

the page.  Overall, the page is friendly and simple to use, although the category list may 

be too long to be strictly useful.   

 

Looking at the numbers, Dear Miss Griffis may not seem to be the most impressive blog.  

For example, only one person subscribes to the blog though the RSS aggregator, 

Bloglines.  Technorati’s statistics indicate that there are 36 links to it from 13 other blogs.  

Cherry Sham reports that there are approximately 40 to 50 visitors to the blog itself each 

day.  From the beginning of January 2007 to the end of March 2007, there were 14 posts 

to the blog.  To those 14 posts there were a total of six comments, for an average of 0.43 

comments per blog.  Because of the nature of this blog, discussion would not be 

expected. All six recorded comments are, in fact, trackbacks (automatically generated 

links to a site which was citing some of the blogged material). 
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When a blog visitor reads the letters posted, the visitor has the opportunity to learn about 

the time in which Harold Wigmore McGill lived.  Readers can take what they read from 

the primary source of Harold’s letters, what they may have seen in movies, and other 

information about World War I they may have learned over the course of their lives and 

bring it into conversation; blog readers can construct new knowledge, new ideas about 

World War 1, by being exposed to this primary material.  Dear Miss Griffis is not a 

vessel for social constructivist learning so much as it is for constructivist learning.  The 

blog does not encourage conversation, at least not in an online context.  But the thought 

and wonder it inspires in individuals is enough to include this blog as operating within 

the context of constructivist learning. 

 

As a vessel for communication, this blog is unusual.  It does not communicate a 

contemporary perspective from within the museum.  It does not link to other sites in its 

posts.  What Dear Miss Griffis does it to communicate the value and humanity of the 

past.  In a fast-paced world where correspondence by postal mail is increasingly rare, this 

blog reminds the reader of a time when it could take weeks for a communication to reach 

its recipient, especially when the correspondence had to cross the Atlantic by boat during 

a time of war, not seconds as it often does today.  It also gives the past a voice.  

Glenbow’s blog engages its reader with the past in a very personal way; the reader comes 

to know Harold through his letters, in much the same way as Emma did.   
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Considering Dear Miss Griffis as a public relations device is interesting.  The blog itself 

is simply a generic Wordpress template; it is not particularly innovative looking or flashy.  

Considered with the content, though, this is appropriate.  In terms of relationship 

management, Glenbow is creating a relationship between its collections and its publics.  

At some level, readers are likely to become aware that these letters are from the 

museum’s collection and may go on to formulate an opinion of the museum and its 

collections.  Although public relations does not seem to be a primary goal of the blog, it 

may have some effect in that area.  

 

Whether or not Dear Miss Griffis is a beneficial blog for the Glenbow Museum is 

perhaps up for debate.  People worldwide have the opportunity to encounter and become 

invested in the Glenbow Museum because of Dear Miss Griffis, although the museum 

may not notice an economic benefit stemming from the blog.  Sham says that the blog 

was simply a pilot project and that the museum has been pleased by the positive 

comments they have received.  Recently, the Glenbow Museum began a second, 

completely different blog devoted to the development of an upcoming exhibit. 117  If 

Glenbow did not perceive blogging as beneficial, they would not have gone to the effort 

of creating a second blog presence on the internet.   

3.5.3   Live from LRMA: Curatorial Blogging 

The Lauren Rogers Museum of Art’s blog is written exclusively by a museum curator.  In 

February of 2006, curator Jill Chancey proposed that the museum begin a blog.  The 

 
117 “A Breath of Fresh Air” http://abreathoffreshair.wordpress.com/ (May 12, 2007) 
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director approved the project and, in the time it took Chancey to create an account with 

Blogger, “Live from LRMA” 118 was born.  The blog is a one person operation; Chancey 

is the only writer, although she is not the sole photographer.  The realm of curatorial 

work is one that is removed from the museum floor, with only the end product being 

visible to the world at large, so having a curator as sole author of a blog offers a chance to 

see “behind the scenes” at the museum. 

 

Figure 7: Lauren Rogers Museum of Art “Live from LRMA” 
 

                                                 
118 “Live from LRMA” http://livefromlrma.blogspot.com/ (May 12, 2007) 
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Live from LRMA does not spend a lot of time discussing the process of curating an 

exhibition.  Instead, posts during the months of January through March of 2007 were 

primarily short announcements about upcoming events or opportunities, links to articles 

of interest, and profiles of educational programming.  Posts in the past have offered some 

behind the scenes peeks at putting up a show, but these do not seem to be the focus of the 

blog.  Instead, Chancey appears to be using the blog as a place to let people know what is 

going on now and what is coming up in the future for the museum, not as a place to toot 

her curatorial horn.  Nonetheless, the links of interest that she offers provide a glimpse 

into what curators find important on a day to day basis.   

 

Live from LRMA is hosted by Blogger, a popular and free hosting service.  The page 

itself is a basic Blogger template: plain white background with two main columns for 

content (larger) and the sidebar (smaller).  The sidebar features a link to Chancey’s 

Blogger profile, which contains no identifying information.  Also included are three links 

to LRMA and related sites, a link to the museum’s Google calendar, recent posts, the site 

archives, and a link to the Museum Blogs webring.  Notably absent from the body of the 

blog is a direct link to an RSS feed.  The web browser Firefox senses an RSS feed, but 

there is no such alert for visitors using the web browser Internet Explorer.  Overall, the 

page is simple and not overwhelming, but individuals interested in adding Live from 

LRMA’s feed to an RSS aggregator may be faced with a challenge.   

 

Over the course of January through March 2007, there were 13 posts to the blog.  Of 

those posts, two were related to programs recently held at the museum, four were 
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essentially announcements for events at the museum or changes to the blog, one was an 

announcement for a meeting of a related organization, and five were short posts with a 

link to a site outside of the blog, usually outside of the museum website as well.  Live 

from LRMA posts tend to be shorter and to direct visitors away from the blog and to 

related materials of interest.   

 

By the numbers, Live from LRMA does not appear to be making a significant impact.  

Only two individuals subscribe to the blog through Bloglines.  There are nine links to the 

site from seven blogs, according to Technorati.  Over the past three months there have 

been a total of thirteen posts eliciting only one comment, for an average of .08 comments 

per post.  In the interest of disclosure, that comment was me asking Chancey to take the 

survey, so no comments regarding the posted material were made in the three month 

period.  Chancey reports that the museum tracks between one and ten visitors to the blog 

each day, with traffic primarily entering from the museum homepage, which receives an 

average of 50 hits a day.  Using these numbers, nearly one fifth of museum website 

visitors have enough interest in a museum blog to visit it, while little traffic originates 

from outside the museum website. 

 

Live from LRMA is not a blog with educational goals and offers few opportunities in that 

area.  In terms of constructivist education, the blog does not invite a great deal of 

interaction.  Many posts function as signposts to content elsewhere on the internet.  

Analysis or commentary with which a visitor might engage is not usually offered.  

Learning may result from reading Live from LRMA, but it seems likely that the learning 
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would be from those resources outside of the blog Chancey mentions.  Because the level 

of conversation is low, the level of social constructivist learning occurring is likely also 

low.  Although it is not a requirement that all blogs have an educational benefit, it would 

be simple for Live from LRMA to stimulate more learning if so desired.  This could be 

accomplished by increasing the variety and length of postings, as well as the number.  If a 

conscious effort were made to highlight innovative or controversial happenings in and 

around the museum, visitor engagement and learning would likely increase, as would the 

conversation. 

 

Live from LRMA could be a more interactive avenue for communication than it is 

currently.  At this time, no one is talking back.  There is no conversation.  There are a few 

people listening to what is being said by Chancey and by extension the LRMA, although 

it is impossible to gauge what value readers believe it has.  Live from LRMA is 

functioning primarily as an institutional info blog, alerting readers to related content, 

events, and recent programs; this is interesting as most traffic comes to the blog via a link 

on the museum’s homepage, a place where much of the announcement information 

would already be present.  This model of blogging does not invite participation and 

conversation.  Without a response from the community, the blog is more closely related 

to broadcast communication than it is to networked communication.  Only seven blogs 

link to it, reflecting how limited its reach is on the internet.  Even though the content 

linked to in the announcement style posts may be interesting, the blog visitor is not 

compelled because there is not a sense of excitement in the posts.  They read like sign 

posts instead of reviews; sign posts, although useful, are dull.  One way in which Live 

 



 
 
 

67 
 

from LRMA could become more engaging is by posting more, and especially focusing on 

posts which offer an insider perspective, specifically the curator’s perspective.  The 

behind the scenes posts, the ones that offer a glimpse into the life of a curator, are the 

posts which should be the most compelling because of their unique content.  This is not 

to say that Live from LRMA is failing in communication; however, it is simply not 

engaging in a model of blogging which is as fully integrated into the participatory web as  

a blog such as Buzz Blog. 

 

Live from LRMA is also not reaching out to its publics in the ways it could.  Right now, 

online awareness of the blog seems very low; both links to it and visitorship are low.  The 

blog is only advertised on the home page of the website.  Blogs have the potential to 

connect with communities; currently Live from LRMA is not connecting with niche 

communities.  If time were taken to find online communities with an inherent interest in 

LRMA (local communities, art communities, or even communities interested in curatorial 

work) the blog could have a much wider impact and readership.  Once visitors are at the 

blog, they see signposts toward museum-related events; from that perspective, public 

relations are being established.  But they are also seeing signposts pointing away from the 

museum, deflecting public attention.  Even though the blog may be getting the word out 

about certain events, it is not yet establishing lasting relationships with publics.  The blog 

is not creating community. 

 

Live from LRMA is not excelling at communicating, educating, or public relations.  Is 

Live from LRMA a bad blog?  No.  Live from LRMA is simply an average institutional 
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info blog.  It has the potential to become a tool which projects a unique voice for the 

institution, creates relationships with diverse communities both near and far, and helps 

people think critically about art and the museum’s offerings.  But at this time, Live from 

LRMA is not being as beneficial to the museum as it could be.  Chancey, however, is a 

full-time curator and the sole blogger for the institution.  As such, Chancey has many 

demands on her time.  If LRMA were to offer some more support to this project while 

retaining Chancey’s unique curatorial voice on the blog, its potential is significant.   

 

3.5.4   Food Museum Blog: Cooking Up Content 
  

The FOOD Museum might not seem like a real place; indeed, it is not located in a 

physical building. However, it is a 501(c)3 nonprofit which offers educational 

programming to schools and produces exhibits in the real world as well as a wealth of 

exhibits online.  The FOOD Museum has a board of directors, a staff, and an educational 

mission.  It also has an extremely interesting and diverse blog, with one of the largest and 

most interested communities surrounding it.   
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Figure 8: The FOOD Museum Blog 
 
The FOOD Museum began blogging in order to address food-related topics in a timely 

manner.  They chose Typepad as the host.  Meredith Sayles Hughes, co-founder of the 

FOOD Museum reports in her response to the survey that the museum has been blogging 

for five to six years.119  However, the earliest post accessible through the archives is from 

December of 2003.120 Either way, the FOOD Museum is an early museum adopter of 

blogging.   

 

The FOOD Museum blog has a green header at the top of the page with the name of the 

blog and a description of the FOOD Museum.  At the left and right sides of the header are 

                                                 
 
120 http://foodmuseum.typepad.com/food_museum_blog/archives.html 
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grey columns which extend downwards.  Blog posts appear in the white area between the 

two grey columns.  The right hand column has a list of recent posts, a search box, recent 

comments, categories, the archives, and a link to the RSS feed.  The left hand column 

contains an “About” link, an email link, links to the FOOD Museum page, three links to 

purchase a book produced by the museum, Google ads, and a translation button.  There is 

a great deal of text in a relatively small area, which might appear busy, if not 

overwhelming, to many visitors.   

 

The FOOD Museum is an aggregate content blog.  That is, posts are rarely about the 

institution itself, but cover fun and interesting news related to the subject of food, with 

personal anecdotes thrown into the mix as well.  Of the 35 posts during the period of 

January through March 2007, not one was dedicated to talking about the FOOD Museum, 

its programs, or its exhibitions.  The posts covered food and food related topics, usually 

with a relatively snappy title and photograph accompanying it.  Posts were generally 

informal in nature, reading like an excerpt from a casual magazine or a conversation with 

a friend.   

 

By the numbers, the FOOD Museum blog is well-connected online.  It has relatively 

many Bloglines subscribers at 52.  Technorati reports that 33 blogs link back to the 

FOOD Museum blog a total of 47 times.  The FOOD Museum has relatively frequent 

posts and made a total of 35 posts during the period of January through March 2007.  

Those 35 posts garnered 99 comments, resulting in an average of 2.8 comments per post.  
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Hughes reports that the blog records nearly 600 visits every day, a number which (given 

survey responses) seems high for museum blogs. 

 

From a constructivist viewpoint, the FOOD Museum blog encourages learning.  While 

not explicitly educational, the blog is informational.  The conversational presentation of 

the information and the conversations which often occur in the comments offer 

opportunities for social constructivist learning.  A post on germy shopping carts121 is 

within nearly everyone’s realm of experience, allowing individuals to relate the material 

read to their own experience and perhaps construct new knowledge, e.g., “My shopping 

cart is more disgusting than the gas station bathroom; maybe I should get some hand 

sanitizer the next time I go shopping!”  The conversational tone of the original post 

invites the reader to interact with the text mentally as well as in the comments.   

 

In terms of communication, the FOOD Museum blog is successful for two main reasons.  

The first is that it is interesting; the content, while all on the common subject of food, is 

interesting and surprisingly diverse.  The second reason is that it is well written.  Live 

from LRMA had a variety of content, but it was not presented in a compelling manner.  

At the FOOD Museum blog, the voice of the author is both knowledgeable and excited 

about the content; that excitement, a very human characteristic, invites personal 

engagement in the material.  Because of the interesting and accessible nature of the 

content, people respond.  The comments reflect this conversation.  Moreover, 

 
121 “Are Shopping Carts Out to Kill You? The Details at 10!” The FOOD Museum Blog, 

http://foodmuseum.typepad.com/food_museum_blog/2007/03/are_shopping_ca.html, (March 15, 
2007). 
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conversation is exactly the right term; the author and commenters exchange views back 

and forth outside of the initial posts.  The comments are often witty, insightful, and just 

as interesting to read as the posts themselves.  The FOOD Museum Blog has created a 

blog atmosphere that invites conversation.  

 

The FOOD Museum also excels in public relations.  Many museum blogs, such as Live 

from LRMA, seem to struggle with small audiences; based on its readership and 

comments, the FOOD Museum does not have that problem.  The FOOD Museum has 

wisely spread the word to interested communities.  The blog actively links to, and is 

linked to by, other sites; it engages in search engine optimization; furthermore, the blog’s 

producers feel there is still more that they should be doing.  Linking and improving 

search engine ratings helps interested communities find a blog.  For the FOOD Museum, 

a community was waiting: the foodie community, including those online who are 

interested especially in all aspects of food.  Even if the FOOD Museum did not reach out 

to foodies, providing interesting content and doing so frequently might pique the interest 

of one person. This person would link to the blog where someone else would see the link 

and visit the site, and perhaps link again, in the blogosphere model of word of mouth.  

Having a fun and interesting blog to read might be all that some readers are after, but 

others may be interested in looking at the FOOD Museum’s online offerings and 

becoming involved in some way.  Those readers become a stronger part of the 

community and are being engaged in a relationship with the museum. 
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The FOOD Museum blog has established a niche for itself online where it will continue 

to be successful so long as Hughes continues to create frequent, interesting content for 

her foodie audience.  In this way, the FOOD Museum blog has been beneficial to the 

FOOD Museum. 

3.6   Museum Blogs in the Twenty-First Century 

To gauge the future of blogging as a medium for museums, I asked an open-ended 

question in the museum survey: “What do you see as the future of blogging, especially 

for museums?  Do museums and blogging even have a future together?”  The response, 

overwhelmingly, is yes, there is a future.  Although all museums may not engage with 

blogging, by and large the museum bloggers surveyed believe blogging is not a passing 

fad.  Instead, they feel it is a valuable tool with potential for the entire museum 

community.  I have excerpted three responses below (see Appendix B for all responses): 

 

Betsey Brock of the Henry Art Gallery’s Hankblog:122  “I think more museums will have 

blogs - I think it will become pretty par-for-the-course for museum communications.” 

 

Meredith Sayles Hughes of The FOOD Museum Online:123  “Every institution with a 

website should have a blog but I think it's tough to find the right people to write it.” 

 

 

 
122 HankBlog, http://www.hankblog.whatever.com, ( April 11, 2007). 
 
123 The Food Museum Blog, , ( April 11, 2007). 
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Nate Schroeder of the Walker Art Center Blogs:124  

They do have a future, but it's still being decided what that is. There is SO 
MUCH information we collect for each exhibition, and everyone here knows SO 
MUCH about what they're doing, we just need to find an interesting way to 
present it. And ideally the audience will grow along with us and begin to find 
their own voice - we're about to start letting people post feedback on a certain 
exhibition without an account, we'll see who bites. If we can engage and keep a 
community while writing things we like to write about, we win - and hopefully 
management will recognize that this is just as important part of our presence as 
print material and other PR blitzes. 

 

Museums and blogs have a future together, although the path is not yet clear.  The 

potential and versatility of blogging is an excellent option for museums, which are often 

slow to respond to current events in their primary format of exhibits, to become a more 

relevant presence online.  A blog can act as a supplement to an exhibit, an informational 

byline, or an announcement board.  All options have both benefits and costs, and it will 

be up to each institution to determine if blogging is an appropriate course of action for it. 

3.7  And Beyond… 

Is blogging appropriate and beneficial to museum practice?  This thesis suggests it is.  

Blogging is a museologically appropriate practice for museums because blogging falls 

under theories already evident in museum practice.  Blogging can be a beneficial practice 

for museums.  This thesis does not address all possible theory nor does it address all 

possible forms of blogging.  It does, however, begin to lay a ground work for others to 

build upon in a discussion of participatory web technologies like blogs. It is my sincere 

hope that this document will help museums and similar institutions weigh the possibility 

of participating in the social web.    
 

124 Walker Art Center Blogs, , ( April 11, 2007). 
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Appendix A:  Websites Referenced 
 
 
 
A Breath of Fresh Air, http://abreathoffreshair.wordpress.com/  
 
Blogger, http://www.blogger.com 
 
Bloglines, http://www.bloglines.com 
 
BoingBoing, http://boingboing.net 
 
Buzz Blog, http://buzz.smm.org/buzz/blog 
 
Dear Miss Griffis,  http://missgriffis.wordpress.com/ 
 
Direct 2 Dell,  http://direct2dell.com/one2one/default.aspx 
 
Director’s Blog, http://www.thewalters.org/blog/ 
 
Eye Level, http://eyelevel.si.edu/  
 
Feed Demon, http://www.newsgator.com/Individuals/FeedDemon/  
 
FOOD museum blog, http://foodmuseum.typepad.com/food_museum_blog/  
 
Google Reader, http://www.google.com/reader 
 
HankBlog, http://www.hankblog.wordpress.com 
 
Historical Museum of Abomey, http://www.epa-prema.net/abomeyGB  
 
I’m in Ur Museum Website…, http://museumblogthesis.blogspot.com 
 
InstaPundit, http://www.instapundit.com 
 
Live from LRMA, http://livefromlrma.blogspot.com/  
 
Livejournal, http://www.livejournal.com 
 
Microsoft Community Blogs, 
http://www.microsoft.com/communities/blogs/PortalHome.mspx 
 
Museum 2.0, http://www.museumtwo.com 
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Museum Blogs, http://museumblogs.org/ 
 
Museum Blogs webring, http://www.mariobucolo.com/mb/?page_id=112 
 
Net News Wire, http://www.newsgator.com/Individuals/NetNewsWire/  
 
News Gator, http://www.newsgator.com/  
 
The Official Google Blog,  http://googleblog.blogspot.com/  
 
Peterme.com: Links, thoughts and essays from Peter Merholz, http://peterme.com/ 
 
PostSecret, http://postsecret.blogspot.com 
 
Robot Wisdom Weblog, http://robotwisdom.com/ 
 
Science Buzz”  http://www.smm.org/buzz/  
 
Shrook, http://www.utsire.com/shrook/  
 
Technorati, http://www.technorati.com 
 
Yahoo! Geocities, http://geocities.yahoo.com/ 
 
“Voices on Genocide Prevention,” http://www.ushmm.org/conscience/podcasts/ 
 
Walker Art Center Blogs, http://blogs.walkerart.org/ 
 
Xanga, http://www.xanga.com/ 
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Appendix B: Survey Responses 
 
Two questions were omitted from these results.  The first was the consent to partipate.  
The second asked respondents if they would like to receive a copy of this thesis.  The 
consent statement is offered once below, followed by the survey results.  All surveys 
below agreed to the statement of consent. 
 

STATEMENT OF CONSENT

I am asking you to participate in a research study. The purpose of this consent form is to 
give you the information you will need to help you decide whether to be in the study or 
not. Please read the form carefully. You may ask questions about the purpose of the 
research, what we would ask you to do, the possible risks and benefits, your rights as a 
volunteer, and anything else about the research or this form that is not clear. When I have 
answered all your questions, you can decide if you want to be in the study or not. This 
process is called “informed consent.” A copy of this form can be obtained for your 
records by printing this page. 

PURPOSE OF THE STUDY

The internet is a constantly changing forum. Museums are perceived as static institutions. 
Yet museums and blogging are a combination with huge potential. My research is 
examining the ways that museums and blogs fit together. I am specifically looking at 
institutional blogs and studying them via theories of communication and education. This 
research will contribute to a better understanding of the role of museums in the world of 
Web 2.0. Your participation will help me to better understand the motivations behind 
institutional blogs and their day to day operations. 

STUDY PROCEDURES

 
If you agree to participate in this study you will be asked a series of questions via the 
following survey mechanism. Some questions will be multiple choice, but most will 
require some form of typed response.  

You are free to refuse to answer any question or refuse to participate in this survey. 

RISKS, STRESS, OR DISCOMFORT

There are very few anticipated risks from participating in this survey. I will be retaining 
your contact information for the duration of this research on my personal laptop 
computer, so there is only a very limited possibility that such information would become 
anything other than private.  All responses to this survey will be stored on University of 
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Washington servers, accessible only by my personal login, and will be deleted upon 
completion of this research. 

BENEFITS OF THE STUDY

This research is of particular benefit to museums and non-profit cultural institutions. It 
will help these institutions better understand new ways in which to reach out to an ever 
increasingly tech savvy public. A stronger relationship between museums and the public 
results in a museum which can better serve the public through collections, education, and 
outreach. In the end, society benefits from a more aware museum.  

OTHER INFORMATION

The survey will contain a question asking for your name and a question asking for your 
assent to be identified by name. You may choose not to answer the former or choose to 
deny the latter. If, however, you agree to be identified by name, in conjunction with the 
institution you are affiliated with and its weblog, you are giving me permission to use that 
information in my thesis. Remember, any information you share with me will be 
considered acceptable for inclusion in my research. If there is information that you wish 
to share without being identified, indicate that it is confidential information and it will not 
be used in conjunction with your information.  

You may refuse to participate or may withdraw from the study at any time without 
penalty or loss of benefits to which they are otherwise entitled.  

There are no inducements for participating in this interview. There are also no costs that 
you are expected to incur as a result of this research. 

 

If you have any questions or concerns regarding this survey, please contact Lynn Bethke 
at 206-729-1082 (home), 206-422-1920 (cell) or by email at lynnbethke@gmail.com.  

 

This study has been explained to me. I volunteer to take part in this research. I have had a 
chance to ask questions. If I have questions later about the research, I can ask one of the 
researchers listed above. If I have questions about my rights as a research subject, I can 
call the Human Subjects Division at (206) 543-0098. I will receive a copy of this consent 
form. By clicking the "I Agree" option below, I am hereby giving my consent to 
participate in this study.    
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Question Response 

What is your name?  meredith sayles hughes  
May I use your name in 
connection to the blog you blog 
for in my thesis?  

Yes  

How are you involved in your 
museum's blog?  I write it.  

For what institution are you a 
blogger?  The FOOD Museum On-Line  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  5-6 years  

How did you first become 
involved in blogging for your 
museum?  

It's a natural extension of the writing I do for TFM  

How long has your museum been 
blogging?  5-6 years  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

We wanted to address a wide range of food-related 
topics that would be timely. We also wanted to engage 
with people on food topics.And Typepad made it all 
seem doable, as it indeed was.  

Approximately how long was the 
blog in a developmental phase?   We opened an account and started up the same day.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if 
any, was done?  

Just research into blog hosting sites.  

How did your museum get the 
word out about your blog 
initially?  Did it seem to work?  

Just whatever "word of mouth" is on the Web.  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind 
of results you'd like?  

We are doing linking, search engine optimization and 
so on.  
We need to do more!  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

I do it--we are a small operation.  

Did the museum have goals for 
the blog when it was No response  
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begun?  What were they?  
If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

We are still working to gain more recognition yet are 
pleased with the Google ranking of TFM blog.  

Are there any plans and/or goals 
for the future of the blog?  Maybe to add video and more sophisticated graphics. 

Do you see a response to your 
blog from the public, from the 
museum community, or from 
somewhere else?  Please explain. 

From all over the world--the museum community does 
not weigh in.  

Is the response you're seeing what 
you had initially expected?  How 
is it similar to or different from 
your expectations?  

We are always delighted by the response the blog 
gets.We had no preconceived notions.  

If your blog has commenting 
enabled, does the blog receive 
many critical or negative 
comments?  How does the 
museum respond to those 
comments?  

I delete anything scandalous or utterly inappropriate 
butsuch comments occur rarely.  

Do you track/count visitors to 
your blog?  If so, about how many 
hits does your blog receive on any 
given day?  

Yes--about 600  

What is the process for a typical 
blog posting?  From idea to 
publishing, what steps are taken?  

Scan the news, get notions from people who email, do 
the research, write and post.  

How many individuals are 
involved in your museum's 
blog?  Are they all writers, or are 
there behind the scenes 
people?  Please explain.   

The director sends over ideas but that's it.  

Is blogging part of your job, or is 
something that fell into your lap, 
so to speak?  

It's part of the job.  

How do you find things to blog 
about?  see 23  

Do you keep a personal blog?  have one that is neglected  
I realize that this one is very 
broad, but what would an ideal 
museum blog look like?  What 
would it accomplish and who 
would read it?   

The blog should go beyond what the museum is able 
to do--stretch the subject matter--in some cases it 
might serve to sell the museum, publicize it.  
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What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

I read news blogs, political blogs, humor,--a wide 
range  

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

Every institution with a website should have a blog 
but I think it's tough to find the right people to write it. 

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

No response  
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Question  Response 

What is your name?  Betsey Brock  
May I use your name in 
connection to the blog you blog 
for in my thesis?  

Yes  

How are you involved in your 
museum's blog?  

I am the administrator for the blog, its founder, and I 
oversee all posts and comments, as well as make 
regular posts and invite others in the museum to post. 

For what institution are you a 
blogger?  The Henry Art Gallery  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  6 Months  

How did you first become 
involved in blogging for your 
museum?  

Contemporary art museums worldwide are using 
blogging for a variety of reasons - marketing, 
outreach, education, community building. The Henry 
needed to have a blog, so I started one.  

How long has your museum been 
blogging?  6 Months  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

Our website suffers a myriad of problems, and we 
needed an accessible tool that was easy to use to let 
our audience know about happenings in the museum 
and in the community. Blogging seemed like a natural 
fit. I'd been reading the Walker's blog since its 
inception, as well as other museum blogs. I thought 
that it would require some technical skill and 
hesitated for a few months before starting, and 
signing up for Wordpress. I met with a few local 
bloggers and podcasters to see what they were using 
and what reccomendations they could make - then I 
started Hankblog.  

Approximately how long was the 
blog in a developmental phase?   One month.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if 
any, was done?  

Mentioned in question 10. I met with Bre Pettis (I 
Make Things) and Steven Michael Vroom (Art City 
Radio) and asked about software and tools. I looked 
into what Catalyst might have to offer for bloggers. I 
tried out Blogger and hated it, and started Wordpress. 

How did your museum get the 
word out about your blog 

Modern Art Notes picked it up the first week, and the 
Walker cited it early on. We included an 
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initially?  Did it seem to work?  announcement in the museum newsletter, and in our 
monthly e-mail newsletter.  
Yes. It seems to work, and traffic continues to grow.  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind 
of results you'd like?  

Mentions of the blog in Museum publications, links 
to the blog from the Henry's website. The growing 
readership has been a pleasant surprise. I hope when 
we move the blog to henryart.org this summer, it will 
increase both website traffic and blog traffic.  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

Me. And Wordpress.  

Did the museum have goals for 
the blog when it was 
begun?  What were they?  

Not really. It was a personal initiative. I felt like we're 
a contemporary art museum, we need to be using 
contemporary tools to communicate with our 
audience. This is free and easy, why not just do it?  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

No goals - but if we had some, they've been achieved 
and then some. Traffic has increased steadily, we 
were cited in Tyler Green's best new art blogs of 
2006, museums worldwide link to Hankblog, and the 
incoming links continue to grow.  

Are there any plans and/or goals 
for the future of the blog?  

We'll be housing the blog at henryart.org this 
summer, when we launch our new website. We hope 
to have exhibition-specific mini blogs, and invite 
guest bloggers (both visiting artists and people in the 
community.)  

Do you see a response to your 
blog from the public, from the 
museum community, or from 
somewhere else?  Please explain. 

Mentioned in question 17 - Definitely. We're on the 
blogroll for like-minded institutions accross the 
country. Members of the Henry board regularly 
compliment us on the blog, local journalists post 
comments and link to Hankblog posts regularly. From 
Tyler Green's Modern Art Notes:  
 
"In 2006 many arts institutions started art blogs as a 
way to communicate with their communities. The 
best of the new bunch is Hankblog, the Henry Art 
Gallery’s (get it?) blog which doesn’t just look 
inward, but smartly places the Henry in a national 
context."  

Is the response you're seeing what 
you had initially expected?  How 
is it similar to or different from 

It has exceeded our expectations. The blog allows the 
Henry to participate in the national and international 
conversation about art - and allows audiences to get 
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your expectations?  to know the museum in a very different way.  

If your blog has commenting 
enabled, does the blog receive 
many critical or negative 
comments?  How does the 
museum respond to those 
comments?  

Not so many. Our comments have to be approved by 
a moderator (me), and unless they are completely 
filthy (not many) I approve them - no matter how 
dumb or irrelavent.  
 
Still, there aren't many comments, period. The 
comments function on WordPress leaves a little to be 
desired.  

Do you track/count visitors to 
your blog?  If so, about how many 
hits does your blog receive on any 
given day?  

On average, 120 people visit Hankblog daily, and 99 
readers subscribe to Hankblog feeds.  

What is the process for a typical 
blog posting?  From idea to 
publishing, what steps are taken?  

Have idea + write post + publish. Not much else.  

How many individuals are 
involved in your museum's 
blog?  Are they all writers, or are 
there behind the scenes 
people?  Please explain.   

8 people. 1 Administrator (me), 4 authors (can post 
with no approval by me), 2 contributors (need 
approval), and one editor (other than me. Two, 
including me.)  

Is blogging part of your job, or is 
something that fell into your lap, 
so to speak?  

My title is Communications and Outreach Manager. 
So, yes, part of my job.  

How do you find things to blog 
about?  

I read a lot of blogs, My reader tracks posts from 20 
different art blogs. I read three newspapers a day, I go 
to events, I hear about events, I create all the 
museum's print materials. A lot of information passes 
through my desk.  

Do you keep a personal blog?  No.  

I realize that this one is very 
broad, but what would an ideal 
museum blog look like?  What 
would it accomplish and who 
would read it?   

I can't even begin to answer that one! There is no 
"ideal" beyond clarity and usability. I think a blog's 
content and personality matters far more than its look. 
 
That said, these are awfully nice looking:  
http://rhizome.org/  
http://www.modernblog.org/  
http://www.contemporary-pulitzer.blogs.com/  
 

What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

I didn't scroll down far enough to see this when 
answering the last one, but here:  
 
http://blog.seattlepi.nwsource.com/art/archives/11213
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2.asp?source=rss  
 
http://www.artsjournal.com/man/  
 
http://www.thestranger.com/blog/  
 
http://capitolhillseattle.blogspot.com/index.html  
 
http://www.portlandart.net/  
 
http://www.yourdailyawesome.com/  
 
http://blogs.walkerart.org/index.wac  
 
http://www.artsjournal.com/visual.shtml  
 
http://time-blog.com/looking_around/  
 
http://www.artsjournal.com/culturegrrl/  
 
http://www.artsjournal.com/aestheticgrounds/  
 
http://www.badatsports.com/blog  
 
http://www.feedyes.com/m_feedshow.php?f=0nHp4p
8L6s67EccM  
 
http://vernissage.tv/blog/  
 
http://art.blogging.la/  
 
http://artfagcity.blogspot.com/index.html  
 

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

I think more museums will have blogs - I think it will 
become pretty par-for-the-course for museum 
communications.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

Feel free to contact me if you have more questions.  
I've been following your thesis blog, and I enjoy it.  
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Question  Response 

What is your name?  Rebecca Durkin  
May I use your name in 
connection to the blog you blog 
for in my thesis?  

Yes  

How are you involved in your 
museum's blog?  

I've been involved with Burke Blog from its inception. 
It started as an experiment with our exhibit web sites. 
Blogs were written in order to encourage discussion 
about exhibit objects and the stories they represent. I 
wrote all of the content for the blogs associated with 
Wildlife Photographer of the Year, Celebration of 
Souls, and Vanished Kingdoms.  
In the summer, we decided to take the blog idea to the 
next step and create a general blog for the community. 
I am the manager of this blog, Burke Blog. I create 
content, manage string writers, edit content from 
string writers, and moderate comments.  

For what institution are you a 
blogger?  I blog for the Burke Museum.  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  

I have been blogging for the Burke since its first 
exhibit blog in May or June of 2006.  

How did you first become 
involved in blogging for your 
museum?  

The blog was a creation of the external 
communications division at the Burke. There are only 
two staff members in this division, myself and my 
supervisor, so I was involved with developing and 
managing content from the start as a necessity of our 
limited staff options.  

How long has your museum been 
blogging?  

Our exhibit blogs began in May of 2006 (I believe) 
and our last exhibit blog was in November 2006. In 
October, we launched Burke Blog.  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

We began the exhibit blogs in order to broaden access 
to exhibit objects and encourage community 
interaction. Not much planning went into the first 
exhibit blog's creation -- I wrote some educator's 
questions based on photos from the exhibit and we 
posted them periodically to encourage participant 
discussion. These exhibit blogs continued, but they 
felt more like a message board in some ways than a 
blog, in that no personal voice was present. An 
institutional voice made an observation or asked a 
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question, and people were asked to respond.  
 
To add a personal side and increase access and interest 
in the Burke by revealing more about us behind the 
scenes, we decided to expand to Burke Blog. This 
general blog would resolve the lack of personal voice 
problem we encountered with the exhibit blogs.  

Approximately how long was the 
blog in a developmental phase?   

We began the exhibit blogs without much planning, 
mostly as an experiment. Burke Blog had been in 
planning since the summer of 06 before launching at 
the end of October.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if 
any, was done?  

Our first step was to identify what a blog is, how we 
can create one, and why we would create one. We 
established an audience, necessary resources, and a 
plan for practices. Then we hired a work study student 
to take on the position of blog contributor (under my 
management) so that there were at least two voices 
consistently represented. The work study hire and 
myself spent one-two months researching and 
comparing other blogs to decide what software we 
wanted and what kind of content.  

How did your museum get the 
word out about your blog 
initially?  Did it seem to work?  

It's probably too early for us to discuss whether our 
efforts are "working" but I can definitely describe 
what we did at the very start:  
 
1. Get the word out internally -- we presented on the 
blog during an all staff meeting to help other staff 
members understand the project and get on board as 
stringers.  
2. On an internal level, we also spread the word to 
Museology students who we saw a prime audience for 
the blog  
3. Exchanged links with other blogs and web sites  
4. Include blog link in my email signature for all daily 
correspondence  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind 
of results you'd like?  

We continue to seek blog link exchanges and I link to 
the blog often when writing to various media reps.  
 
Our further plans for increasing awareness include:  
1. Pitch feature stories about the blog and podcast 
programs to The Daily and University Week (UW 
publications).  
2. We are considering using social networking sites 
(myspace, facebook, etc) to spread word about blog 
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and podcast updates to our "friends"  
3. We are investigating the option of producing 
announcement postcards to be distributed to all faculty 
and staff  
 
I can't really speak to results yet. We haven't had the 
time to launch a campaign to spread awareness just 
yet. It's in the works for Spring.  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

I am the blog administer. I am a permanent staff 
member of the Burke.  

Did the museum have goals for 
the blog when it was 
begun?  What were they?  

1. Increase public awareness of Burke Museum and 
the diversity of its activities  
2. Establish the Burke Museum brand as the main 
resource for natural history and cultural studies in the 
Pacific Northwest  
3. Develop individual voices of the staff to reflect on 
the diversity of the Burke’s activities and areas of 
expertise  
4. Create new levels of access for public through 
behind-the-scenes, people-oriented approach  
5. Expand impact of museum’s collections and 
activities beyond museum walls  
6. Provide new opportunities for collaboration with 
University of Washington students and faculty  
7. Target younger audiences (13-35) who obtain much 
of their information from online resources  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

I think we have succeeded in developing a voice and 
creating new levels of access -- we are doing things 
with the blog that would have no other outlet and 
therefore no other way to reach the public.  
 
We are not yet at a point where we are ready to begin 
formal evaluations on the success of the blog in 
promoting awareness and expanding access. In fact, 
evaluating the blog is our biggest question mark right 
now. I don't think our readership is broad enough right 
now for us to administer a survey to our users to get 
the kinds of feedback we are interested in. MaryAnn 
Barron is attending the Museums and the Web 
conference in part to get other ideas about evaluating 
the blog and podcast programs.  
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Are there any plans and/or goals 
for the future of the blog?  

We are expanding our efforts to secure string writers. 
I am working to build up to having three education 
writers (done), two ethnology writers (done), one 
mammalogy (not done), one geology (not done), and 
one herbarium (not done).  
 
Come this spring, we're going to start a massive effort 
to spread the word about the blog to the UW campus 
and get UW students involved in the blog process. I 
just started by reaching out to the Young Democrats 
on campus, but there is much more work to be done.  

Do you see a response to your 
blog from the public, from the 
museum community, or from 
somewhere else?  Please explain. 

Blog comments are the best way to get feedback from 
the public, but we haven't received many at this point. 
On an informal basis, we have received lots of 
positive feedback from museum peers about our blog 
and podcast work. We're hearing that we are definitely 
succeeding in this "behind-the-scenes" angle that we 
are going for.  

Is the response you're seeing what 
you had initially expected?  How 
is it similar to or different from 
your expectations?  

I had low expectations for blog comments. We had 
decent comment rates with the exhibit blogs because 
teachers would use the blogs to encourage their 
students to generate ideas about the exhibits. Burke 
Blog is less about the visitor experience than the 
exhibit blogs. Burke blog can exist without any 
feedback from the public, because it is ABOUT the 
Burke and not about the public's ideas, like the exhibit 
blogs. I'm disappointed in this, however, as blog 
comments tell me that people are reading and care. 
You'll find that more and more we're trying to include 
discussion prompts or questions in the blogs to try to 
remedy this lack of participation.  

If your blog has commenting 
enabled, does the blog receive 
many critical or negative 
comments?  How does the 
museum respond to those 
comments?  

As I described above, we aren't getting many 
comments at all. Not even Spam comments! We do 
require that all comments are approved by the 
moderator, however. We do not intend to censor any 
comments, even those that are critical. Only those that 
are SPAM or utilize language that is not acceptable 
for the burke's public reputation.  

Do you track/count visitors to 
your blog?  If so, about how many 
hits does your blog receive on any 
given day?  

We installed a hit counter a few weeks after 
launching. It hasn't been functioning on the site for the 
last week. It's certainly not the best tracking method. 
When it returns to the blog and is functioning, you can 
take a peak at it to get a total hits count.  

What is the process for a typical Blogs that I write:  
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blog posting?  From idea to 
publishing, what steps are taken?  

 
I typically write two types of blogs: blogs about Burke 
happenings or blogs about science/culture news. For a 
given week, I try to identify 2-3 stories worth 
blogging about. I track down whatever info is needed 
and then try to write without much planning or 
organizing in order to capture my voice in an informal 
and honest way. I also try to include images with my 
posts whenever possible. I print a draft for MaryAnn 
to proofread (MaryAnn has final approval power on 
all blog drafts). When approved, I log onto blogger 
and add the post.  
 
Blogs others write: With few exceptions, most of the 
blogs contributed by other writers have started from 
prompts I have suggested. I will assign blog topics to 
our work study and practicum students, edit their 
entries, pass it by MaryAnn, and have them post. For 
string writers, I sometimes provide prompts, and in 
other cases, I just help them develop an idea. Then I 
edit, pass by MaryAnn, and post it for them. Only 
those in my division have posting rights.  

How many individuals are 
involved in your museum's 
blog?  Are they all writers, or are 
there behind the scenes 
people?  Please explain.   

Players:  
 
MaryAnn Barron (Dir. of External Comm.) - Final 
editor  
Rebecca Durkin (PR Assistant) - blog maintenance, 
content development, manager of writers, editor, 
publicity  
Karyn Gregory (workstudy) - content contributor, 
blog maintenance  
May Evans (practicum student) - content contributor 
 
Stringers (confirmed writers)  
Melissa Todd - Education  
Tim Stetter - Education  
David Williams - Education  
Rina Luzius - Ethnology  

Is blogging part of your job, or is 
something that fell into your lap, 
so to speak?  

My job was created so that the Burke could pursue 
stories that expand public awareness about the Burke 
beyond exhibits and events. Since I work with the 
media to do stories about Burke people, our research, 
our involvement with the community, etc., it was most 
logical for me to take on the blog, which is an 
extension of this kind of PR work.  
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How do you find things to blog 
about?  

Part of my daily job is to keep up to date with 
museum happenings and stories of interest within the 
museum. I also use all staff meetings and emails as a 
platform to solicit ideas. If there are no internal stories 
to report on, I search the Web and local papers for 
natural history, environment, and culture news to talk 
about.  
 
When working with stringers, I encourage them to 
write about their experiences in their positions, to 
reveal stories unique to their role at the Burke, or to 
engage in an open discussion about philosophies 
behind their work.  

Do you keep a personal blog?  
I have a MySpace page but I rarely contribute 
anything to it, and I keep it entirely separate from my 
Burke Blog work  

I realize that this one is very 
broad, but what would an ideal 
museum blog look like?  What 
would it accomplish and who 
would read it?   

I like to think that ours is ideal! Truth is, there isn't 
much for us to compare ourselves to. I don't feel like 
many museum blogs out there are quite as personal as 
ours is (and if they are, they tend to be the work of 
one dedicated person). So I built this blog based on 
my own ideal. As a museum goer, I'm looking for a 
blog that gives me access to the museum in new ways, 
gives me behind the scenes glimpses, shows me 
unique perspectives and voices of the experts on staff, 
provides me with happenings and updates, and teaches 
me new information whether through news or sharing 
resources. That's what I try to do with our blog.  
 
Audience? People who are interested in their 
community, in global issues, and in sharing ideas and 
conversations about all the relevant topics that fall in 
between.  

What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

I read Henry's hankblog every day since the burke and 
the Henry work together often and our audiences are 
to some degree very similar (and in many other 
respects, very different). I like reading Betsey's entries 
because she has developed a wonderful (and true!) 
personal voice. I use the blog to find out about hip art 
events and discussions going on in our town. Our 
blogs are very different, and I enjoy seeing how theirs 
develops in comparison to ours.  
 
In general, I like blogs that have multiple writers and 
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therefore multiple perspectives.  

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

I think this is a trend right now and not much more. It 
something museums can be doing to expand access 
and really open themselves up to the community as an 
approachable, personable place. But I don't think 
museums HAVE TO blog, though there are benefits if 
they do. It's a trend that isn't a necessity (like, for 
example, having a web site -- now that's become a 
necessity for museums) at this point, so the future is 
hard to see.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

I'm happy to talk to you about the process or the big 
ideas behind Burke Blog if you'd like. I didn't talk 
about the exhibit blogs as much because they are 
pretty much dead and they were always a bit of an odd 
duck. But I'm happy to explore them with you (even 
why they died) if you're interested. Stop by the office 
any time. 
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Question  Response 

What is your name?  Liza Pryor  
May I use your name in 
connection to the blog you blog 
for in my thesis?  

Yes  

How are you involved in your 
museum's blog?  

I am the project leader for Science Buzz at the Science 
Museum of Minnesota, which means I help decide 
what new functions the blog has, what topics we cover 
(if there's an issue with a controversy or something 
like that), and which comments and questions get 
posted/answered. I also write content, and talk 
frequently with the museum community about what 
SMM has learned from the Science Buzz experiment. 

For what institution are you a 
blogger?  Science Museum of Minnesota/Science Buzz  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  A little over 2 years  

How did you first become 
involved in blogging for your 
museum?  

The blog was an easy way for us to drive up-to-the-
minute science content to the exhibit floors. But it 
quickly also became a way to engage our visitors that 
we hadn't experimented with before.  

How long has your museum been 
blogging?  In this incarnation, a little over 2 years.  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

We're charged with making current science--science 
in the news, emerging research, and top-of-mind 
science (i.e. phenology, etc)--accessible to our 
visitors. That means we need to respond to changing 
and new content quickly. And integrating a 
website/blog into some of our components seemed an 
obvious way to do that.  
 
Things have evolved from there.  

Approximately how long was the 
blog in a developmental phase?   

We went live very quickly, and have changed things 
around on the fly. I think we were in development for 
only a few weeks, but Bryan Kennedy could give you 
a more specific timeline.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if 
any, was done?  

sorry, again you should ask Bryan.  

 



 
 
 

100 
 

How did your museum get the 
word out about your blog 
initially?  Did it seem to work?  

We aren't marketed or hyped at all. We're well 
indexed on Google, which helps. We're featured on 
the museum's homepage. And we reference the 
website in all of our graphic pieces. Plus, now we 
have a brochure that gets handed out at conferences 
like AAM and ASTC, and word of mouth is getting 
around.  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind 
of results you'd like?  

Our visitorship is growing all the time, so that's a 
positive sign. But we always want more!  
 
Ideally, we'd like the blog to be a self-sustaining 
community that requires very little input from staff, 
but we're not there yet, obviously.  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

Paid staff, both hourly and salaried. We share the 
responsibility of moderation among 6 people.  

Did the museum have goals for 
the blog when it was 
begun?  What were they?  

The initial goals were simple: can we use this 
technology to drive content to the exhibit floor and 
engage visitors?  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

We think we hit our basic goals, but now we want to 
know what else we're doing.  
 
And we don't have a good way to measure 
achievement. One way is to look at what visitors are 
searching for, and then to see if we have stories to 
match. We also take seriously the responsibility of 
responding to comments and questions. We use 
Google Analytics to see what our traffic is like, what 
content is hottest, how much time people are 
spending, etc.  
 
But the Google data comes from outside the museum 
only. We don't have a good sense of what people are 
doing on the web inside our own walls.  
 
Our summative evaluation for NSF is scheduled to 
start up in April, and will focus on some of these 
issues. But particularly whether or not the open format 
and the informal "science talk" that goes on on the site 
is good or bad for visitors in terms of absorbing 
knowledge about complex topics.  

Are there any plans and/or goals We're trying to incorporate Buzz into every exhibit 

 



 
 
 

101 
 

for the future of the blog?  project that follows it, and to think of it as a 
"permanent" thread in the exhibit galleries, instead of 
a grant-funded, here today and gone tomorrow sort of 
deal. Ideally, we just keep making it better, and it's 
always part of what we do.  

Do you see a response to your 
blog from the public, from the 
museum community, or from 
somewhere else?  Please explain. 

Public, mostly, through comments, questions, posts, 
searches, etc.  
 
But we've also spoken with representatives of at least 
24 other institutions about becoming part of a Science 
Buzz network or replicating something like Science 
Buzz. So we're getting some response from the 
museum community, as well.  

Is the response you're seeing what 
you had initially expected?  How 
is it similar to or different from 
your expectations?  

Moderation is not a chore or a time-suck.  
People are mostly well-behaved, even in cyberspace. 
We can get away with posting more controversial 
topics than other places in the museum.  
It's hard to overcome barriers to participation; the 
majority of people are "lurkers," not "posters," and 
that's OK.  
People talk themselves out of believing in the 
timeliness of the information they see on Buzz. They 
think they must have seen it somewhere else, because 
"the museum can't put stuff out that fast."  

If your blog has commenting 
enabled, does the blog receive 
many critical or negative 
comments?  How does the 
museum respond to those 
comments?  

We have a set of community guidelines which we 
refer to if in doubt. It says all the usual things about 
not posting stuff that's off-topic, racist, hateful, etc.  
 
If you are a registered user (which basically just 
means we have your E-mail address), you can post 
comments, questions, images, or stories to the site 
WITHOUT going through moderation. We have never 
had a problem.  
 
Otherwise, we have a SPAM filter, which picks out 
the worst of the stuff, and a moderation queue for real 
comments. We go through the queue a few times a 
day, and pick out the good ones. And then we use a 
bulk delete tool to get rid of the "Yo, this is Tiffany. 
Big shout out to all my peeps" or "I like Blake" or "Do 
you like cheese?" sorts of things.  
 
Sometimes we get good questions that are off-topic. 
We save those to turn into posts later.  
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For one topic--evolution--we asked the museum to 
create an official statement/policy. Then we allowed 
some evolution/creationism debate when it seemed 
like the questioning was sincere, or was expressing an 
alternative point of view for the first time, and after 
that we just referred people to our statement on 
evolution. Problem solved.  
 
Dialogue is important. And when one person posts, 
for example, a comment that's anti-vaccine, we know 
that there are many others out there who believe the 
same thing. So we post, and then address 
misconceptions or plain old wrong facts. But we also 
understand that we aren't going to change some 
people's minds, and that people aren't stupid for 
believing anything they do, so we try to be welcoming 
and tolerant of as many perspectives as possible while 
still representing the SCIENCE museum.  

Do you track/count visitors to 
your blog?  If so, about how many 
hits does your blog receive on any 
given day?  

We do, but only from OUTSIDE the museum, not 
inside, so our numbers are incorrect. And changing 
constantly. Call or e-mail for the latest: [Information 
Deleted] 

What is the process for a typical 
blog posting?  From idea to 
publishing, what steps are taken?  

Pick something that you're interested in, as long as 
you can make a case for it being "current science."  
 
Write your story. Include your sources, if need be, and 
add links where possible.  
 
Find an image or two. (You must have permission to 
use the image, or it must be public domain, Creative 
Commons tagged, etc.)  
 
Post.  

How many individuals are 
involved in your museum's 
blog?  Are they all writers, or are 
there behind the scenes 
people?  Please explain.   

For the most part, Bryan has programmed the website 
so that you only need a few web skills to format and 
post stories.  
 
I'm a writer/exhibit developer. Bryan is a web 
developer/exhibit developer. Gene and Joe are exhibit 
developers, and Gene is also a writer/editor. The other 
paid staff are hourly providers of interpretation and 
security on the exhibit floor, and they bring that 
perspective to the website when they blog.  

Is blogging part of your job, or is It is part of "other duties as assigned," albeit a very big 
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something that fell into your lap, 
so to speak?  

part, given the nature of the project I lead.  

How do you find things to blog 
about?  

I look at what visitors are searching for.  
I look out the window.  
I listen to NPR/MPR and watch the news, plus I 
subscribe to a ton of science RSS feeds.  
I listen in on my children's conversations, or report on 
conversations with friends and colleagues.  
I walk the exhibit halls.  
 
There's never a shortage of stuff to blog about. There's 
always a shortage of time to blog!  

Do you keep a personal blog?  No.  

I realize that this one is very 
broad, but what would an ideal 
museum blog look like?  What 
would it accomplish and who 
would read it?   

OUR ideal blog would get visitors thinking critically 
about the world around them, and especially about 
public policy related to science.  
 
We try to write at an 8th grade level, but we know 
we're geared more toward adults. (Although a lot of 
younger kids do read.)  
 
We want to appeal both to those that know something 
about science, in very broad or very narrow ways, as 
well as those who don't see science as interesting or 
relevant. So we'll always include pop culture and 
backyard science kinds of topics as well as emerging 
research stories.  
 
And, ideally, it would be self-sustaining. Visitors 
would be empowered to write, community-based 
science organizations would feel some ownership, and 
scientists would drop by, too, to communicate about 
research or basic principles, or just to see what people 
are thinking/worrying about.  
 
I guess we kind of want to be all things to all people! 

What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

I'm a reader. I read everything. I have tons of blogs 
bookmarked.  
But I don't have a routine with them.  
 
I like to "see the hand." I like knowing that what I'm 
reading wasn't assembled by committee, but was 
written up by someone just like me. (Even if they 
KNOW a lot more than me!)  
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What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

Yes, museums and blogs have a future.  
We're a combination science center and natural history 
museum, and we hold objects in the public trust. So 
visitors and other interested parties should absolutely 
have voice in how we use and interpret objects.  
Further, the point of many science museums is to get 
visitors engaged enough and literate enough about 
science issues that they can think for themselves about 
policy. That's becoming increasingly difficult and 
increasingly difficult.  
 
Visitors might not ever need to create a recombinant 
vaccine or a clone, or manipulate quantum dots, or 
generate a stem cell, but they're asked to make sense 
of issues around those types of science with every 
election--or every trip to the grocery!  
 
Dialogue--questions, answers, comments, multiple 
points of view--is one way to try to address that need. 
 
Plus, people are out there talking already. Google any 
museum and see. (For years, if you googled 
"museum" and "blog," the number one hit was the 
Creation Museum blog. Yikes!) We want to be at the 
table, part of the conversation, instead of letting it pass 
us by.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

No response  
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Question  Response 

What is your name?  Stan Orchard  
May I use your name in 
connection to the blog you blog 
for in my thesis?  

Yes  

How are you involved in your 
museum's blog?  I write it.  

For what institution are you a 
blogger?  Pacific Science Center  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  One year  

How did you first become 
involved in blogging for your 
museum?  

Before coming here I managed a large Web site with 
blogs at a for-profit company for many years. Having 
a blog at a science museum is an obvious thing to do, 
so I created it.  

How long has your museum been 
blogging?  About a year  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

Our blog is a running list of stories about events 
here and about science-related topics of interest to 
our visitors and members. We were already writing 
the stories. To put them in blog form was obvious 
and easy to do.  

Approximately how long was the 
blog in a developmental phase?   About one day.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if 
any, was done?  

Very little preparation and research were needed. We 
needed a blog. I created it in about an hour and have 
been updating it ever since.  

How did your museum get the 
word out about your blog 
initially?  Did it seem to work?  

We included mention of it on our site's home page as 
well as in our weekly e-newsletter.  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind 
of results you'd like?  

Very little publicity.  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

I am responsible  
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Did the museum have goals for 
the blog when it was 
begun?  What were they?  

no goals other than to communicate with our visitors, 
members, and supporters what's going on with our 
institution.  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

No hard goals. Traffic is light.  

Are there any plans and/or goals 
for the future of the blog?  

We'd like to expand our blog activity to include 
different blogs for the different communities that 
make up our institution. We have our members and 
visitors, but we also do a great deal with educators 
around the state, and then our staff. We'd like to use 
the technology to better communicate with all.  

Do you see a response to your 
blog from the public, from the 
museum community, or from 
somewhere else?  Please explain. 

Just reaction to the stories we publish, questions 
about them.  

Is the response you're seeing what 
you had initially expected?  How 
is it similar to or different from 
your expectations?  

Yes. Better communication with our visitors and 
members. Greater dialog with individuals.  

If your blog has commenting 
enabled, does the blog receive 
many critical or negative 
comments?  How does the 
museum respond to those 
comments?  

no commenting  

Do you track/count visitors to 
your blog?  If so, about how many 
hits does your blog receive on any 
given day?  

no  

What is the process for a typical 
blog posting?  From idea to 
publishing, what steps are taken? 

I come up with the idea, write it and post it. Takes 
just a few minutes. Not complicated.  

How many individuals are 
involved in your museum's 
blog?  Are they all writers, or are 
there behind the scenes 
people?  Please explain.   

I manage the blog and our site. I write most of the 
material but do get contributions from my colleagues. 
This is an educational institution so we have no 
shortage of teachers and others who write.  

Is blogging part of your job, or is 
something that fell into your lap, 
so to speak?  

Part of my job.  

How do you find things to blog 
about?  

I find that there are more stories to tell in here than I 
have time to produce. Never a shortage of topics.  
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Do you keep a personal blog?  Yes  
I realize that this one is very 
broad, but what would an ideal 
museum blog look like?  What 
would it accomplish and who 
would read it?   

I see museums, at least ours, as having multiple blogs 
for multiple audiences. It should be simple text, 
maybe a small image, with links to more detailed 
information.  

What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

Slashdot, Reddit, Digg, Daring Fireball, Todd 
Bishop's Microsoft blog for the Seattle P-I, Tidbits 
are just a few. I'm a big Mac guy, like to keep up with 
trends in the wacky Web world, and love technology 
stories in general.  

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

Video blogging is where it's at. The future looks 
bright.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

No response  
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Question  Response 

What is your name?  Alex Barker  
May I use your name in 
connection to the blog you blog 
for in my thesis?  

Yes  

How are you involved in your 
museum's blog?  

I'm the director of the Museum; at this point the 
Museum has three categories of blogs, "From the 
Director," "Ekphrasis," and "Community and 
Educational Programs" along with an obligatory 
category with the clever name "uncategorized"  

For what institution are you a 
blogger?  

Museum of Art & Archaeology, University of 
Missouri  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  just started last month  

How did you first become 
involved in blogging for your 
museum?  

Blogging was a way to address issues of interest to the 
Museum and the communities it serves. Part of the 
challenge of a university-based museum is to make 
museums a way of asking questions or addressing 
issues rather than simply being a physical storehouse 
of things. Blogging is one of several wasy we hope to 
do that, along with podcasts and related nonsyndicated 
audiotours. In all of those venues we can move away 
from the voice of the museum as a depersonalized, 
magisterial voice and start to have "signed" 
viewpoints and opinions being exchanged between 
curators, directors, scholars and students--or anyone 
else interested in developing and debating viewpoints 
on topics central to our mission. As an example, we 
could develop alternative shows curated by students or 
faculty, so that visitors could experience different 
approaches to and contextualizations of the objects 
themselves. Blogs let us get behind the scenes of 
museums, and discuss the issues behind the 
operations.  

How long has your museum been 
blogging?  Since last month  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

It began as part of a multiple-level strategy to 
reposition the Museum and how it presented itself to 
its various publics. For logistical reasons it proved one 
of the easiest, and hence was completed first. Other 
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elements include podcasts and audiotours, website 
redesign, and distance learning programs.  

Approximately how long was the 
blog in a developmental phase?   

Less than a week. We used a blogging package, and 
except for some formatting and design issues it cam 
together very quickly.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if 
any, was done?  

I reveiwed other museum blogs, and discussed with 
colleagues the pros and cons of various kinds of blogs. 
It seemd to me that a personal-view approach was 
best, but the only other examples I found tended to be 
of the standard "cite a news story and give your 
response" form, such as Gary Vikan's excellent blog 
through the Walters. I was more interested in a style 
based more on short, reflective essays on different 
topics, to provide entry points for different kinds of 
discussions, and didn't see many other examples using 
that approach.  

How did your museum get the 
word out about your blog 
initially?  Did it seem to work?  

Too early to tell. We registered the blog with some fo 
the Museum blog sites, but the impact's yet to be 
determined.  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind 
of results you'd like?  

None to date, except word of mouth.  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

Authors and the Museum's Webmaster, Dola Haessig 

Did the museum have goals for 
the blog when it was 
begun?  What were they?  

As noted above, we wanted to find ways to reposition 
the Museum, and blogs were one of several ways to 
advance that goal.  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

Too soon to tell--the responses to the posts, and our 
ability to engage interested readers, will be one of the 
main ways of measuring achievement. Number of hits 
gives us outputs, but outcomes are better ways to 
measure although harder to quantify. i think the best 
way to measure outcomes may be to see whether the 
blogs actually do spark debate and make the museum 
a center for discourse on some kinds of mission-
related topics.  

Are there any plans and/or goals 
for the future of the blog?  

We'd like to expand the number of categories or blogs, 
and otherwise allow the directions taken by the blog to 
change based on user interest.  

Do you see a response to your Too soon to tell.  
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blog from the public, from the 
museum community, or from 
somewhere else?  Please explain. 
Is the response you're seeing what 
you had initially expected?  How 
is it similar to or different from 
your expectations?  

NA  

If your blog has commenting 
enabled, does the blog receive 
many critical or negative 
comments?  How does the 
museum respond to those 
comments?  

It's a new blog. The logic we'll use, however, is to 
answer questions or enter into dialogues with folks 
wanting to make a comment, but to do so as 
individuals rather than representing oourselves as 
offering an institutional response (except where 
matters of policy or insrtitutional information is 
concerned).  

Do you track/count visitors to 
your blog?  If so, about how many 
hits does your blog receive on any 
given day?  

NA  

What is the process for a typical 
blog posting?  From idea to 
publishing, what steps are taken?  

ideas for blogs, at least in my area, are usually 
developed fairly rapidly. Draft points are outlined, and 
then a narrative structure (or often a couple of 
alternative structures) are fitted over them to see what 
seems to fit best. A draft post is prepared then 
distributed to an informal group of reviewers who 
make suggestions or recommend other points for 
inclusion. A draft is posted, veiwed, then revised 
based on both appearance and whether the post seesm 
to read well--an admittedly ambiguous but accurate 
description. It may go through several iterations 
before final posting.  

How many individuals are 
involved in your museum's 
blog?  Are they all writers, or are 
there behind the scenes 
people?  Please explain.   

In addition to the writers, Dola Haeesig helps manage 
the blog, with additional behindthe-scenes support by 
the University's IT services. Other staff members 
review and comment on blog entries, usually on an 
informal basis (i.e., I pass it around to whoever's 
around and ask their opinions).  

Is blogging part of your job, or is 
something that fell into your lap, 
so to speak?  

I assigned it to myself.  

How do you find things to blog 
about?  

Since part of the goal is to raise the curtain on 
museum operations and the various dimensions of 
museum practice, topics are selected somewhat at 
randowm from the issues confronting me on any given 
day. They vary quite a bit in frequency, length and 
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tone.  

Do you keep a personal blog?  Essentially "Musings: From the Director" is at once a 
personal and museum blog.  

I realize that this one is very 
broad, but what would an ideal 
museum blog look like?  What 
would it accomplish and who 
would read it?   

From my perspective there's no real answer to this. 
Blogs are a tool, and like any tool there are different 
forms best suited to different needs. Stealing some 
thunder from question 30, I think blogs are likely to 
evolve into a series of disparate forms based on 
frequency, audience and how replies are integrated 
into the main threads. Museums will likely have 
multiple blogs to address different needs, and their 
form should differ based on what they seek to 
accomplish.  

What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

I like Gary Vikan's blog, as well several political 
blogs that are well written, entertaining, and 
reflective. I tend to get tired of brief, shallow entries 
and off-the-cuff comments. While blogs can assume 
many forms, I prefer those based on brief essays and a 
personal syle rather than shorter remarks or assertions. 

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

Largely this depends on strategy. Some museums will 
se the barbarians at the gates and become more closed, 
more institutional, and increasingly depersonalized. 
And for a biggish museum that may be a viable 
strategy. Others will use blogging as a way of having 
one or more personal voices, and making museums 
more process-based.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

I'm hoping blogs can help museums ask questions of 
their audiences, both at the very broad level of 
interests and needs, and at the very narrow level of 
specific scholarly issues as well. In one entry I asked 
if readers had knowledge of baroque or renaissance 
card games, and I'm hoping that readers will forward 
the questions on through their own social networks to 
reach those smaller audiences with interests in some 
of the more arcane interpretive or operational issues 
museums confront every day.  
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Question  Response 

What is your name?  Nate Schroeder  
May I use your name in 
connection to the blog you blog 
for in my thesis?  

Yes  

How are you involved in your 
museum's blog?  

I run the backend of things, from installing and 
upgrading wordpress to maintaining accounts, 
moderating comments that make it through the spam 
filter, and writing WP plugins. I also occasionally 
blog, but it's been thin lately...  

For what institution are you a 
blogger?  Walker Art Center  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  Feb 05  

How did you first become 
involved in blogging for your 
museum?  

The New Media Initiatives department started a blog 
with the intent of testing the waters for the other 
departments. If we could get one up and running and 
post without interrupting our workflow, we figured 
other depts could too. We always planned on multiple 
blogs, but someone had to go first and if it failed we 
could just scrap it quietly... :)  

How long has your museum been 
blogging?  Feb 05  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

As in Question 8 (I think), it really initiated from the 
New Media Initiative department. We were all 
reading many blogs on various topics and reasoned 
the Walker could really use one - but we weren't sure 
how to convince the programming departments and 
management. So we launched a fairly under-the-radar 
blog and kept at it until we could recruit some other 
departments to start blogging.  

Approximately how long was the 
blog in a developmental phase?   

Hmm. Only about a week or two from decision to go 
to the actual launch, although I think it could be 
argued we're STILL in a developmental phase...  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if 
any, was done?  

We did a brief survey of various blogging software 
and quickly settled on WordPress - it's opensource, 
almost all of our staff is very comfortable with PHP, 
and there is an extremely healthy development 
community driving new versions, plugins, and 
bugfixes. At the time there were very few if any other 
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institutional blogs to compare to.  

How did your museum get the 
word out about your blog 
initially?  Did it seem to work?  

At first we just told friends and maybe a few sister 
institutions, there really wasn't an attempt to publicize 
it since it was an experiment. Only after we got the 
other departments on board did we start pushing the 
blogs, and in the recent homepage redesign (last 
year?) we started pulling the most recent posts up the 
walkerart.org homepage.  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind 
of results you'd like?  

Brent can speak to this more than me, but the blogs' 
traffic is growing exponentially every month. We try 
to link to other sites and post interesting enough 
pieces to generate inbound links, but other than 
internal linking and prominence on the site we are not 
actively publicizing them.  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

Me, I guess.  

Did the museum have goals for the
blog when it was begun?  What 
were they?  

 

It's been very nebulous and still evolving. Our 
workshop will (hopefully) address this more 
thoroughly, but basically our overriding goal has been 
readership translating into brand recognition and 
hopefully eventually translating into visits and ticket 
sales. Only the first one of these has any metrics at 
this point, but it seems the other two are working.  
 
We wanted to present info not otherwise available on 
the site and do it in a way that took some of the 
"official" veneer off. Also to encourage a dialog with 
readers.  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

See above - hard to measure. Our traffic is positive 
and increasing, but everyone is wondering how to 
convert those viewers into visitors or ticket buyers.  

Are there any plans and/or goals 
for the future of the blog?  

We're still figuring out who in the institution is most 
inclined to blog and best at it. We need to continue 
that and get a solid team writing a bit more regularly 
on a few of the blogs. Ideally we can get some of the 
curators to blog, but there is some serious baggage 
there...  
 
Also I'd love to have a concept of open comment 
threads regarding current exhibitions - a place for 
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people to leave feedback and communicate. It's weird, 
the New Media visitors almost all know what I mean 
by "open thread" but it seems like a majority of our 
other visitors - while they enjoy reading it - are 
intimidated by comments? I don't know what it is.  

Do you see a response to your 
blog from the public, from the 
museum community, or from 
somewhere else?  Please explain.  

It seems to be positively received across the board, 
but this is also hard to measure. Our sometimes-series 
of overnight reviews seem especially popular, and the 
New Media blog seems to be rising in that community 
- but maybe distinct from the "museum community"? 

Is the response you're seeing what 
you had initially expected?  How 
is it similar to or different from 
your expectations?  

In some ways it's taken off more than we anticipated. 
Most of our fears regarding staff writing and un-
moderated comments haven't materialized -- but we're 
also seeing less comments than I thought we would.  

If your blog has commenting 
enabled, does the blog receive 
many critical or negative 
comments?  How does the 
museum respond to those 
comments?  

The comments, as I hinted, are fairly positive or at 
least neutral. We have had a few limited "firestorms" 
when someone from PR/Marketing has felt the need 
to comment in an "official" capacity, but we try very 
hard to stay out of it. The nature of blogs sort of 
insulates us - people can clearly see who posted what 
and that we're not responsible for comments. 
Personally, I'd love to see a negative review because 
that almost always incites someone else to defend the 
show and voila! Discussion! (or a flame war, but it's 
never gone there yet)  

Do you track/count visitors to your 
blog?  If so, about how many hits 
does your blog receive on any 
given day?  

Yes, and I don't know offhand - Brent could tell you. 
Many, many, many.  

What is the process for a typical 
blog posting?  From idea to 
publishing, what steps are taken?  

This is very much up to the author. For me, it's an 
idea that I'll sit on for a bit, go draft it, clean it up, and 
post. I suspect it's similar for the rest, but maybe a bit 
more organized. We don't have a central editor or 
moderator.  

How many individuals are 
involved in your museum's 
blog?  Are they all writers, or are 
there behind the scenes 
people?  Please explain.   

A few dozen, almost all writer. Justin does most of the 
design work, I do the backend, and Brent handles the 
stats and some tech work.  

Is blogging part of your job, or is 
something that fell into your lap, 
so to speak?  

I guess both.  

How do you find things to blog 
about?  

I read a million blogs and spend a good bit of my day 
- when trying to figure out a programming bug, for 
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instance - surfing related info. Sometimes we're lucky 
enough to have a sweet project internally that we can 
blog about.  

Do you keep a personal blog?  Yep  

I realize that this one is very 
broad, but what would an ideal 
museum blog look like?  What 
would it accomplish and who 
would read it?   

It would provide an unfiltered (or only slightly) look 
at the workings and behind-the-scenes info of a 
museum, along with useful commentary and original 
essays by the knowledgeable staff. Some re-blogging 
and link collection definitely has its place. To me, it 
would be less an overt publicity tool and more a place 
to "do deeper" on the museum - if there's a reason to 
write about an upcoming event, by all means do it and 
link to the tickets, but also write something good or 
interview the artist. That's the way to get people 
reading and keep them coming back.  

What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

I read a lot of political blogs and local blogs. The 
writing is usually decent, and the links are interesting. 
I also read a lot of tech blogs and field-related news 
blogs.  

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

They do have a future, but it's still being decided what 
that is. There is SO MUCH information we collect for 
each exhibition, and everyone here knows SO MUCH 
about what they're doing, we just need to find an 
interesting way to present it. And ideally the audience 
will grow along with us and begin to find their own 
voice - we're about to start letting people post 
feedback on a certain exhibition without an account, 
we'll see who bites. If we can engage and keep a 
community while writing things we like to write 
about, we win - and hopefully management will 
recognize that this is just as important part of our 
presence as print material and other PR blitzes.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

No response  
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Question  Response 
What is your name?  Jill R. Chancey, PhD  
May I use your name in 
connection to the blog you blog 
for in my thesis?  

Yes  

How are you involved in your 
museum's blog?  

I created the blog and, to date, am the only person 
who posts blog entries.  

For what institution are you a 
blogger?  Lauren Rogers Museum of Art, Laurel, MS  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  Since February 2006  

How did you first become 
involved in blogging for your 
museum?  

I have a personal blog, as do many people I know. I 
heard that other museums were doing blogs, so I 
proposed it to my director as another outlet for 
museum information, and he okayed it. We use 
Blogger, which is free, and link to it from our main 
website.  

How long has your museum been 
blogging?  Since February 2006  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

I already answered this question in #8. Guess I got 
ahead of myself.  

Approximately how long was the 
blog in a developmental phase?   As long as it took me to set up a Blogger account.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if 
any, was done?  

As a reader of blogs, I had some familiarity with their 
tenor and protocols. I did some research on various 
blogging tools (livejournal, blogger, typepad) and 
picked Blogger for its ease of use and cost (free).  

How did your museum get the 
word out about your blog 
initially?  Did it seem to work?  

We put a link to it on the front page of our main 
website. Yes, most of our blog hits come from the 
LRMA.org link.  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind 
of results you'd like?  

We really don't publicize it beyond the website, and 
I'd like to see more use of the blog, but it's not 
something we'll be putting advertising resources 
toward.  

Who is currently responsible for 
administering the blog?  Is this 

I administer the blog. I am employed as full-time 
curator.  
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person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  
Did the museum have goals for the 
blog when it was begun?  What 
were they?  

Not really. It's kind of a free-form experiment.  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

No response  

Are there any plans and/or goals 
for the future of the blog?  

I would like other staff members to post to the blog, 
but have not had success with that.  

Do you see a response to your 
blog from the public, from the 
museum community, or from 
somewhere else?  Please explain.  

We get occasional comments on the blog, which we 
appreciate.  

Is the response you're seeing what 
you had initially expected?  How 
is it similar to or different from 
your expectations?  

Readership is a little lower than I expected, based on 
the number of hits we get on our main website (we 
use statcounter on both to keep track).  

If your blog has commenting 
enabled, does the blog receive 
many critical or negative 
comments?  How does the 
museum respond to those 
comments?  

Commenting is enabled, but moderated. So far, all 
positive, and I usually thank the commenter for 
participating.  

Do you track/count visitors to your 
blog?  If so, about how many hits 
does your blog receive on any 
given day?  

yes, we use Statcounter. In the last month, we've 
received from 1-10 hits/day, whereas our main 
website ranges from 15-50 hits/day.  

What is the process for a typical 
blog posting?  From idea to 
publishing, what steps are taken?  

Most of our postings are either photos from an event, 
or announcements of upcoming events. Sometimes I 
link to art news, reviews of books or movies related to 
museums art, or websites with interesting art content. 
It's really my own project so all I have to do is decide 
to post about something, get pictures from our 
photographer, and go.  

How many individuals are 
involved in your museum's 
blog?  Are they all writers, or are 
there behind the scenes 
people?  Please explain.   

Just me, unless you count the director of marketing, 
who takes a lot of the event pictures.  

Is blogging part of your job, or is 
something that fell into your lap, 

It became part of my job when I proposed it. It's not in 
the job description, if that's what you mean.  
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so to speak?  

How do you find things to blog 
about?  

I have a list of arts & museum bookmarks that I check 
periodically, and often there will be content that I 
think would be of interest. I link to the New York 
Times a lot. Otherwise, it's museum events.  

Do you keep a personal blog?  yes, but it's anonymous  

I realize that this one is very 
broad, but what would an ideal 
museum blog look like?  What 
would it accomplish and who 
would read it?   

Members of the museum community would read it 
regularly, find pictures of themselves & their kids, 
and link to stories about art, museums, and the wider 
world from our blog. If I had time, or someone to 
help, we'd post 2-3 times a week, if not daily, so there 
would always be new content.  

What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

I read some of the Arts Journal blogs (CultureGrrrl 
and Artopia), and the SAAM blog, Eye Level.  
 
Non museum-related: I like Cute Overload, I Blame 
the Patriarchy, Go Fug Yourself, and Lifehacker. 
Why? Good writing , good pictures, and/or good 
information.  

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

I think so. It's a speedy way to communicate with 
community members. Our website is meant to be a 
repository of information, and our newsletter is only 
quarterly. This gives us a more immediate outlet for 
news, updates, etc. It would've been great to have a 
blog after Katrina, so we could let people know how 
we were doing here.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

No response  
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Question  Response 

What is your name?  Todd  
May I use your name in connection 
to the blog you blog for in my 
thesis?  

Conditional yes (explain conditions): First name 
only  

How are you involved in your 
museum's blog?  

Contributor and developer of content; also 
responsible for uploading entries in a timely 
manner.  

For what institution are you a 
blogger?  The Creation Museum  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  One month  

How did you first become involved 
in blogging for your museum?  

Our blog has been running for almost a year now. It 
had been maintained by the VP of Museum 
Operations assistant until recently. As my 
department oversees promotional aspects of the 
museum, it was logical for my department to take 
over the duties.  

How long has your museum been 
blogging?  Almost a year  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

The organization behind the museum had been 
blogging for 6-12 months prior to that, and so many 
questions were coming in about our progress that 
from observing the response to this other blog, we 
felt a blog was a great way to communicate that in a 
personal way. So it was a natural extension of the 
activities of our parent organization.  

Approximately how long was the 
blog in a developmental phase?   

Practically none. Most of the developmental 
legwork had been done in prepping the prior blog. It 
probably took about an additional 10-20 hours of 
pre-planning before our blog was ready to go live.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if any, 
was done?  

We matched entries to our various departments, 
based on the most common questions we were 
getting. While we have an overall editor, people 
from each department also contribute. So our blog 
was not so much proactive as reactive to our needs. 
As such, where needs were apparant, reserach was 
not as extensive.  

How did your museum get the word 
out about your blog initially?  Did it 

Our web traffic was already high, so it was just a 
matter of prime placement on our main page.  
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seem to work?  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind of 
results you'd like?  

Not as much as we probably could, but we are at a 
phase in our development where we have more 
pressing immediate needs than publicizing our blog. 
It is an informational piece for us, although with the 
change in departmental control, it is now being 
written with cross-promotional opportunities in 
mind. So it is too soon to know if this is having an 
impact or not.  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

The Promotions Manager, with an assist from 
myself (his supervisor)  

Did the museum have goals for the 
blog when it was begun?  What 
were they?  

Just to help give people and "insider's look" into our 
construction and ramping up to opening.  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

They are achieved by virtue of us continuing the 
blog to this day.  

Are there any plans and/or goals for 
the future of the blog?  

We have not determined what will happen in the 
future. There is a planned site redesign to coincide 
with our opening, and we will decide then the value 
of continuing the blog.  

Do you see a response to your blog 
from the public, from the museum 
community, or from somewhere 
else?  Please explain.  

We receive emails thanking us for doing it, that it 
helps give a perspective people could otherwise 
never hope to obtain.  

Is the response you're seeing what 
you had initially expected?  How is 
it similar to or different from your 
expectations?  

It's what we expected, based on our parent 
organization's prior experience.  

If your blog has commenting 
enabled, does the blog receive many 
critical or negative 
comments?  How does the museum 
respond to those comments?  

We don't allow commenting. It is designed to 
report, not to generate converastions.  

Do you track/count visitors to your 
blog?  If so, about how many hits 
does your blog receive on any given 
day?  

We do, but I do not have access to that information. 

What is the process for a typical 
blog posting?  From idea to 

We have a Calendar of entries. We have 4 entries a 
week. Mondays and Fridays are planned well in 
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publishing, what steps are taken?  advance; Saturdays are a "pictures of the week" 
entry, and Wednesdays are open for creative 
thoughts and spontaneous happenings. So the ideas 
are for the most part planned far out. Then it's just a 
matter of collecting the entries, and then loading 
them to be published. Our goal is to have them on 
the web by 9am eastern time the day they are to go 
out.  

How many individuals are involved 
in your museum's blog?  Are they 
all writers, or are there behind the 
scenes people?  Please explain.   

The Promotions Manager and I gather, edit, and 
post content. We have another employee who is one 
of our photo-historians who supplies pictures. 
Occasionally we do a "video blog" entry which 
pulls in from the A/V division of our parent 
organization. There are various contributors, 
coordinated by the Promotions Manager and 
myself.  

Is blogging part of your job, or is 
something that fell into your lap, so 
to speak?  

A little bit of both. We see blogging as an extension 
of Promotions/Sales (although the entries 
themselves are written from a personal reflection 
approach), so from that perspective, it's always been 
part of our job, but it's only recently been made 
"official" with our inheriting the duty.  

How do you find things to blog 
about?  

We have enough going on here on a daily basis that 
there's never a shortage of content.  

Do you keep a personal blog?  No.  

I realize that this one is very broad, 
but what would an ideal museum 
blog look like?  What would it 
accomplish and who would read it?  

You're right, that's very broad. Ideally, it would be 
what it is for us; a personal communication tool that 
is used as a promotional tool, but doesn't come 
across that way. We have so many things that our 
blog readers may not know about us, but we can 
help guide them to explore us through the blog. 
Hopefully, all of our website visitors are curious 
enough to check out our blog. We display it 
prominently on our main page.  

What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

I don't personally spend any time in blogs, but I 
realize there are many who enjoy them, so I don't 
dismiss their effectiveness.  

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

I think it depends on the type of museum. Blogging, 
even when done on a large scale, still boils down to 
a personal communication tool, and as such, needs 
to reflect the personality (or even niche?) of the 
museum. Since traditional museums are more 
information-driven and less entertainment-driven, it 
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only stands to reason this would carry over into the 
blog.  
As museums continue to cross into the 
"infotainment" world, there is more room for a blog 
to be useful, because the use of personality in 
conjunction with substance is not as out of place as 
in a traditional museum environment.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

I think there's an internal benefit to blogs as well, 
especially where the museum staff and volunteer 
population is rather large. The blog tends to convey 
the changes in a work environment in exciting 
ways, rather than the bland, emotionally flat inter-
office memorandum. The staff becomes part of 
something exciting that is being shared with the 
world, rather than being told to "embrace change" 
for the museum's sake. It's much easier to be for 
something than hesitant about it.  
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Question  Response 

What is your name?  Cherry Sham  
May I use your name in connection 
to the blog you blog for in my 
thesis?  

Yes  

How are you involved in your 
museum's blog?  

I'm the New Media Coordinator at the Glenbow 
Museum. Myself and an archivist started the "Dear 
Miss Griffis" blog. I'm responsible for oversees it, 
posting transcripted letters, trouble shooting an 
technical issues and reporting stats and usage back 
to dept head.  

For what institution are you a 
blogger?  Glenbow Museum in Calgary, Alberta, Canada  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  Since March 2006  

How did you first become involved 
in blogging for your museum?  

In 2005, the idea of a blog was brought to us by a 
management consultant. Later that year there was a 
blog seminar at the Banff Centre. I attended this 
seminar and learned more about blogging and it's 
potential benefits.  

How long has your museum been 
blogging?  Since March 2006  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

In 2005, the idea of a blog was completely new to 
the us at the museum. It was suggested by a 
consultant that a blog may be an option for our 
president to communicate to the public. After 
researching other executive blogs, we decided our 
first attempt at blogging should be an extension of 
something that already exists at the museum while 
still being true to successful blog qualities.  
 
Glenbow had previously used letters from our 
archives in web exhibits. We thought it made a 
sense to take this concept to the blog level. These 
letters had all the qualities a blog required... they are 
real, filled personal opinions and experiences, 
designed to be read recreation-ally, and written 
often. We can really observe story lines, character 
development, etc.  

Approximately how long was the Difficult to say. At the time, blogging was 
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blog in a developmental phase?   completely new to us. Including the background 
research required, I would say 4 months before the 
first post was published.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if any, 
was done?  

I attended an introduction to blogging at the Banff 
Centre which is a international arts centre. The 
seminar was 2 days.  
 
I did several more weeks of research on my own. 
General, internet searchs. There was not much 
museum specific resources at the time.  
 
Resources:  
Forrester Research articles  
Exective blogs such as GM's Fastlane  
Walker Art Centre  

How did your museum get the word 
out about your blog initially?  Did it 
seem to work?  

Traditional means such as through announcements 
in related listservs (museums, archives, technology, 
etc), a write up in our printed brochures, pamphlets 
in the military gallery (our blog is military related), 
and links from our website. These was probably 
helpful at the start but we really needed the time to 
build an audience.  
 
Through tagging and links, I think we've 
significantly increases our traffic.  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind of 
results you'd like?  

Not sure how to answer this question.  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

Currently there are three people involved in 
maintaining the blog. Myself, an archivist and a 
volunteer who transcribes the letters.  

Did the museum have goals for the 
blog when it was begun?  What were
they?  

 
I don't think we did. It was a totally new experiment 
for us and we did not know what to except. We 
considered it a pilot project.  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

No response  

Are there any plans and/or goals for 
the future of the blog?  

Currently, we are using free resources such as 
wordpress.com but we'd like to build the technical 
ability in house to maintain the blog and customize 
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it.  

Do you see a response to your blog 
from the public, from the museum 
community, or from somewhere 
else?  Please explain.  

Responses vary which is a very positive sign. Based 
on the comments, we are able to rearch a board 
audience. Very specific communities like museums 
and military study groups. But we've also had 
responses from stay at home dads, students like 
yourself, and general internet surfers.  

Is the response you're seeing what 
you had initially expected?  How is 
it similar to or different from your 
expectations?  

Again, because it was a pilot project for us all 
responses were a pleasant surprise.  

If your blog has commenting 
enabled, does the blog receive many 
critical or negative comments? How 
does the museum respond to those 
comments?  

We've only received postive comments. We very 
rarely moderate the comments left by readers.  

Do you track/count visitors to your 
blog?  If so, about how many hits 
does your blog receive on any given 
day?  

Yes. Approx. 40-50 visitors a day.  

What is the process for a typical 
blog posting?  From idea to 
publishing, what steps are taken?  

Letters from the archives are transcribed by a 
dedicated volunteer. He transcribes several letters at 
a time and adds subject tags to the end. As the 
administrator, I copy and paste the letter into 
wordpress.com and enter the tags. I can add several 
letters to the blog and time stamp them so that a new 
letter is automatically published every Monday 
morning. I don't need to publish them myself every 
week.  

How many individuals are involved 
in your museum's blog?  Are they all
writers, or are there behind the 
scenes people?  Please explain.   

 

3 people in total.  
 
1) Myself, I'm the New Media Coordinator at the 
museum. I post the info in the blog software.  
 
2) An archivist on staff. She selected the letters.  
 
3) A voluteer who transcribes the letters and write 
the subject tag words.  

Is blogging part of your job, or is 
something that fell into your lap, so 
to speak?  

Both. My job is to work with new technologies at 
the museum.  

How do you find things to blog 
about?  

The beauty of our blog content is that it's already 
done for us. We selected Harold McGill's letters 
because of this reason. We wanted to a collection 
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that was long enough and was able to tell a story 
over several postings. His letters do just that. We 
have enough letters to post one every week for the 
next four years.  

Do you keep a personal blog?  yes  

I realize that this one is very broad, 
but what would an ideal museum 
blog look like?  What would it 
accomplish and who would read it?  

Yes, very difficult question. What we do, what we 
collect, who we reach is so broad. I guess ideally, a 
successful museum blog is able to increase it's 
audience and share it's expertise to various groups 
(specific and general groups). Museum staff and 
collections have so much to share with the public 
about historical events and people. A blog is an 
extension of our existing work.  

What are some other blogs - 
museum related or not - that you like
to read?  Why do you like to read 
them?  

 

Personally, I did following a travelling blog "the 
world is not flat" blog for over a year. It chronicled 
the travels of a couple from Seattle around the 
world. It was funny, engaging and had lots of photos 
on a regular basis. The blog was updated several 
times a week.  

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 
blogging even have a future 
together?  

I think museums and blogs have a great future 
together. The uses for blogs are so broad. They 
could be used in various ways. We've recently 
started another blog 
abreathoffreshair.wordpress.com which is a blog for 
the curatorial team developing the next art exhibit at 
the museum. It's completely different from our first 
blog in style, audience, content and functionality.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

Good luck. I will be interested in your results.  
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Question  Response 

What is your name?  Justin Heideman  
May I use your name in connection 
to the blog you blog for in my 
thesis?  

Yes  

How are you involved in your 
museum's blog?  

I blog in two of our 6, I help run them.  

For what institution are you a 
blogger?  

Walker Art Center  

May I use your responses in 
conjunction with the name of your 
musem?  

Yes  

How long have you been blogging 
for your museum?  

9 months  

How did you first become involved 
in blogging for your museum?  

I was hired in the New Media Initiatives department 
and blogging about what we do is part of the job.  

How long has your museum been 
blogging?  

1 year, 225 days  

How did your museum first begin 
blogging?  What were the events 
that led to the creation of an 
institutional blog?  

Since I didn't work here when the Walker started 
blogging, I'm not the most qualified to answer. 
However, I think basically it was the person that had 
the job before me that pushed for it to happen.  

Approximately how long was the 
blog in a developmental phase?   

Not sure.  

What kind of preparation was 
undertaken to launch the 
blog?  What kind of research, if any, 
was done?  

I know eric did a fair amount of research on 
blogging. Our new media blog was launched before 
our other departmental blogs, and eric posted a lot 
of his thoughts and research there.  

How did your museum get the word 
out about your blog initially?  Did it 
seem to work?  

I'm not sure.  

What kind of publicity do you 
currently engage in for your 
weblog?  Are you seeing the kind of 
results you'd like?  

We put the URL on some of our printed promotional 
material. We also promote the blogs prominently on 
our institutional homepage, so that helps too. We've 
gotten to a point where one or two of our blogs have 
enough readers that if we post something really 
"hot", it will just snowball from there.  

Who is currently responsible for 
administering the blog?  Is this 
person/people employed by the 
museum, an outside contractor, a 
volunteer, or someone else?  

Nate Schroeder, our webmaster, is ultimately 
responsible, but the whole department (New Media) 
is involved  
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Did the museum have goals for the 
blog when it was begun?  What 
were they?  

No response  

If your museum had goals for the 
blog, have those been 
achieved?  How do you measure 
achievement?  

Different departments have different ideas of 
achievement. Marketing would like to see a direct 
relationship between increased blog readership and 
increased admission/ticket sales, of course.  
 
Another measure of achievement can be measuring 
readers. We're pretty successful in that realm; we 
have a fair amount.  

Are there any plans and/or goals for 
the future of the blog?  

We want to try and get more of our staff to blog. 
Right now a few people post regularly, a few people 
post more infrequently, and a few people post 
almost never. We want to bump that up a bit.  

Do you see a response to your blog 
from the public, from the museum 
community, or from somewhere 
else?  Please explain.  

We get a fair amount of comments, some of them 
come from the museum world (mostly on the New 
Media), and the rest seem to come from the general 
public.  
 
I also occasionally hear from friends or colleagues 
outside the museum they read my post on 
something, so it gives me a little insight that people 
are actually reading.  

Is the response you're seeing what 
you had initially expected?  How is 
it similar to or different from your 
expectations?  

Given that I wasn't here watching the blogs launch, I 
was hoping they'd grow a bit more than they have. 
I've since learned to temper my expectations and 
that people are really, really timid about leaving 
comments.  

If your blog has commenting 
enabled, does the blog receive many 
critical or negative comments?  How
does the museum respond to those 
comments?  

We have received some critical or negative 
comments, but more often then not they're about the 
programming in the museum, not so personally 
related to the blog topic.  

Do you track/count visitors to your 
blog?  If so, about how many hits 
does your blog receive on any given 
day?  

We get around 3500 visitors per day in terms of 
total pageviews, or 2000 if you're looking for unique 
visitors.  

What is the process for a typical 
blog posting?  From idea to 
publishing, what steps are taken?  

Basically I'll get an idea for a post. I'll write it up in 
TextEdit on my computer. I'll refine it for an hour or 
two. I'll bring it into wordpress. I'll go look for some 
images. Then I go through and add links to 
appropriate things. Then I check it all again and hit 
publish.  
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Usually a couple hours later I'll check technorati to 
see if anyone has linked to it and that they've been 
pinged.  

How many individuals are involved 
in your museum's blog?  Are they 
all writers, or are there behind the 
scenes people?  Please explain.   

There are 4 "behind the scenes people" that also 
happen to be writers (the New Media Initiatives 
department). On top of that, there are probably 20 
people or so who've posted in the past 4 or 5 months 
on our blogs, and another 20 or so who have 
accounts and have maybe posted once.  

Is blogging part of your job, or is 
something that fell into your lap, so 
to speak?  

Since I came in once the blogs were established, it 
was part of my job to blog.  

How do you find things to blog 
about?  

I read a lot of other blogs (174 of them) via RSS. 
Sometimes people send me things, or a friend will 
mention something I should blog about. Other times 
I'll be doing research on a project and discover / 
figure out things that other people might be 
interested in and post that. The second category of 
posts (research based) is what we get a lot of hits 
for, because it is original content.  

Do you keep a personal blog?  Not right now.  

I realize that this one is very broad, 
but what would an ideal museum 
blog look like?  What would it 
accomplish and who would read it?  

I don't know if I really care what it looks like. I read 
it in RSS, so if the blog page is functional, that's 
good enough for me. In terms of content, I would 
like it to reveal some of the workings of the 
institution, giving the blog reader a bit of a peak 
behind the curtain, so to speak. I also want it to be 
fun and for the authors to understand they're not 
writing a big essay, so keep things concise, with a 
voice, link to things, and to use pictures and video.  

What are some other blogs - 
museum related or not - that you 
like to read?  Why do you like to 
read them?  

BoingBoing.net, createdigitalmotion.com, we-make-
money-not-art.com, graffitiresearchlab.com, 
designobserver.com, pruned.blogspot.com, 
typeforyou.blogspot.com, musematic.com, 
beth.typepad.com/beths_blog/, 
powerhousemuseum.com/dmsblog/  
 
Basically they're all blogs that deal with critical 
culture, new media / design, or the art world. I find 
interesting things there.  

What do you see as the future of 
blogging, especially for 
museums?  Do museums and 

Of course they have a future together. I see it being 
seen as more of a necessary tool for communication. 
While our culture is becoming increasingly more 
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blogging even have a future 
together?  

mediated, with advertising and marketing messages 
everywhere, I think people are and will continue to 
gravitate towards a source of information that is 
more authentic. People don't want filtered watered 
down marketing messages. They don't read the food 
section in the newspaper for the restaurant ads, they 
read it for the restaurant reviews. One of the things 
that we have to be vigilant against, though, is blogs 
becoming just a marketing tool.  
 
Blogs provide the more authentic direct insight. I 
think they are a natural fit for a museum, because 
museums don't have a drive for profit like a business 
would, so they can afford to be direct. Most also 
have a call for education as part of their mission, 
and blogs can and should be part of that process.  

If there is anything I haven't asked 
that you would like to address, 
please do so here.  

No response  

 

 


