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Agenda


•  Introductions

•  5 Steps to Developing a Social Media Strategy

•  Social Media Best Practices



Break 



•  Case Study: Guggenheim Museum

•  Discussion: !

Your Social Media Successes & Challenges


Break 



•  Social Media Strategy Worksheet

•  Social Media Toolkit: !

Analytics, Policies & Resources  



•  Conclusions & Takeaways 
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5 Steps to Social Media Implementation




•  Build awareness, encourage literacy, and support access.

•  Lay the groundwork for a collective approach.

•  Set aside and maybe even re-allocate resources.

•  Develop and work the plan.

•  Communicate success, manage expectations and evolve.




Step 1
 Build awareness, encourage literacy, and support access.



Social media is not just for cool kids; it is for everyone. 


•  Get you staff, board and volunteers using it.

•  Improve internal communications.

•  Create groups for staff, volunteers, and alumni.

•  Informally establish a social media user group. 

•  Create a baseline of activity and share it within the institution; keep 

track of your competitors and conversation among your online 
audience. 




Step 1
 Build Awareness, Encourage Literacy, and Support Access.



Help people learn the language and understand its meaning.


•  Create a FAQ.

•  Create a Glossary of Terms.

•  Get people using the lingo.

•  Offer training in groups or 1-on-1.

•  Post resources on the network or intranet.




Step 1

Build Awareness, Encourage Literacy, and Support Access.



Remove barriers to participation.

•  WiFi and Internet access are critical.

•  Streamline policies and procedures:



− Legal.


− Human Resources.


− Curatorial.


− Rights and Reproductions.


− Visitor Services.


− Security.


•  Examine existing policies  and procedures that may impact social 
media use. 


•  Claim your domain names to allow for future use. 




Step 2

Lay the Groundwork for a Collective Approach.



Social media, like the public experience, requires the work of many.



•  Understand who in your organization:


—  Has the skills and knowledge to develop social media content.

—  Is already creating content  appropriate for social media.

—  Has the social capital necessary to advocate for social media.




•  Begin to establish a inter-departmental, inter-disciplinary, and inter-

generational team

—  Curatorial, Education, Communications, Operations / Visitor 

Services, Legal, HR, IT, etc.






Step 3


Set Aside and Maybe Even Re-allocate Resources.



Social media does require investment.

•  Time 

•  Training

•  Infrastructure

•  Annual budget


•  Start conversations around resources early and make sure 
people are aware how resources will impact capacity. 


•  Begin to understand and communicate hours/FTEs and 
budget necessary for implementation.


•  Look at your overall budget and see if it makes sense to 
free up resources for social media by discontinuing more 
20th century practices like print materials.




Step 4


Develop a Strategy and Work Plan



•  Know and research your audience.

•  See what peers and trendsetters are doing.

•  Create a strategy that sets you apart.


•  What topics do you own?

•  How do you take ownership and put yourself at 

the center of those topics on social media?

•  Establish clear objectives and obtainable goals.

•  Build your network with strategy, goals and mission in 

mind.

•  Plan for evaluation from the start.

•  Build in points of integration with existing initiatives 

such as web, e-mail, e-newsletter and on site 
programming.


•  Begin to set the framework for operating procedures 
for long-term management.




Step 4


Establish Clear Objectives and Attainable Goals



•  Expand network of interested participants; deepen existing 

relationships.

•  Deliver web-based content.

•  Strengthen global connections.

•  Target niche networks.

•  Connect directly with visitors.

•  Increase awareness of programs, events, research and 

collections.

•  Generate “buzz.”

•  Enrich your brand with personality. 



Not so great goals: 



•  Drive attendance.

•  Generate revenue (increase membership, merchandise 

sales, etc.).




Step 5


Communicate Success, Manage Expectations, and Evolve



•  Update supervisors and colleagues regularly. 

•  Track efforts in weekly / monthly reports.

•  Review and refine social media policy for your institution. 

•  Establish and continually evolve operating procedures for long-term 

maintenance and management.

•  Re-invest in social media periodically to ensure your presence in 

always fresh and evolving with the organization’s growth and change. 

•  Be open to new platforms and willing to pull the plug on ones in 

decline. 




Social Media Best Practices




Social 
Media 
Landscape




Content !
is King


Regardless of the medium, the message matters most.



•  Every link, tag, tweet, and post is an opportunity to 

self-curate.

•  Speaking with an authentic voice is the best way to 

engage audiences in a cluttered online 
environment.


•  The social media landscape is constantly changing, 
but quality content transfers easily.




So, what are your options?




Facebook
 Social network that connects people with friends online



•  Launched February 2004

•  Brand pages launched 2007

•  Facebook advertising launched 2010

•  More than 850 million active users

•  425 million active mobile users

•  Photos and videos are most shared










Twitter
 Twitter asks “what’s happening?” and makes the 
answers spread across the globe to millions, 
immediately.




•  Launched 2006

•  300 million registered users 

•  55 million Tweets per day.

•  Twitter’s search engine gets 600 million 

queries/day.

•  New Twitter brand pages launched 2012






Twitter asks “what’s happening?” and makes the answers 
spread across the globe to millions, immediately.




•  Launched 2006

•  300 million registered users 

•  55 million Tweets per day.

•  Twitter’s search engine gets 600 million queries/day.

•  New Twitter brand pages launched 2012




YouTube
 YouTube is the world's most popular online video 
community, allowing millions of people to 
discover, watch and share originally-created 
videos.




•  Launched 2005

•  YouTube brand channels launched 

•  3 billion video views per day 

•  800 million unique visitors per month.

•  The world’s second largest search engine after 

Google






Tumblr
 Microblogging platform and social networking website



•  Launched 2007

•  46.2 million blogs

•  Content sorted by curated “tags”

•  Easy to use and incredible potential for sharing 

•  E-mail to Tumblr, submit feature, and web-based 

widget enables user-generated content for 
competitions




CREATORS









Foursquare
 Location-based social networking site for mobile 
devices




•  Launched 2009

•  Brand pages launched 2011

•  10 million users

•  Special offers, badges, and tips encourage on 

site participation 

•  Brand pages allow companies to create pages 

of tips and “follow” the company 








Flickr
 Image and video hosting website and online community 



•  Launched 2005

•  80 million unique users primarily used by 

photographers

•  Creative Commons 2.0 licensing options 

•  Groups feature enables user-generated content 






Pinterest
 Pinboard-styled social photo sharing website



•  Launched 2010

•  10 million users

•  9 million Facebook-connected users 

•  Number of users increasing by 125% per day

•  90% of users are female

•  Currently no brand pages for company vs. user








Google+
 Social networking service operated by Google



•  Launched June 2011

•  Brand pages launched 2012

•  90 million users

•  Facebook is biggest rival 

•  “Hangouts” enable group video chats

•  55% of users are male








Instagram
 Mobile social network and photo sharing platform



•  Launched June 2010

•  16 Million users makes it the largest mobile 

social network and photo sharing application

•  In 2011, uploads were at a rate of 90 per 

second

•  Currently no brand pages for company vs. user






QUESTIONS? 



BREAK! 



GUGGENHEIM!
Our Social Media Strategy




A Brief !
History


Historically, the launch of each Guggenheim network 
corresponded with a special project.  




•  MySpace (2007) 
 
Art After Dark: First Fridays

•  Flickr (2008)
 
 
Cai Guo Qiang exhibition

•  Facebook (2008) 
 
Cai Guo Qiang exhibition

•  Twitter (2009) 
 
Google Design It: Shelter

•  YouTube (2010) 
 
YouTube Play

•  UStream (2011) 
 
Performance Symposium


Staffing and resources struggled to catch up with the 
rapid expansion of social networks. 




“Sub-brands”
 Dedicated networks were later created for niche 
audiences and special projects.  




•  Works & Process at the Guggenheim (2009)

•  Internship Network (2009)

•  Learning Through Art, Education (2010)

•  Individual Membership (2010) 

•  BMW Guggenheim Lab (2011)




Global 
Network


Guggenheim museums in Berlin, Bilbao, and Venice 
manage their own suite of social networks.




•  Deutsche Guggenheim, Berlin

•  Peggy Guggenheim Collection, Venice

•  Museo Guggenheim, Bilbao


To the world, we are still perceived to be 1 institution.   




37 Total Guggenheim Social Media Sites

•  Twitter

•  Facebook

•  YouTube

•  Flickr  

•  Foursquare

•  ArtBabble 

•  UStream 

•  MySpace 



Solomon R. 

Guggenheim 

Museum

(New York)


Works & Process 

at the Guggenheim

(New York)


•  Twitter

•  Facebook  

•  YouTube

•  Flickr

•  UStream 



Niche Networks

(New York)


•  Individual Membership

•  Young Collectors Council

•  Learning Through Art

•  Employment/Internships

•  The Wright Restaurant





BMW 

Guggenheim!
Lab

(Traveling Project)


•  Twitter  

•  Facebook  

•  YouTube

•  Flickr

•  Foursquare 



Peggy 

Guggenheim

(Venice)


•  Twitter  

•  Facebook  

•  YouTube

•  Foursquare 



Deutsche 

Guggenheim 

(Berlin)




Museo 

Guggenheim 

(Bilbao)


•  Twitter  

•  Facebook  

•  YouTube

•  Foursquare 



•  Twitter  

•  Facebook  

•  YouTube

•  Foursquare 





Staffing
 Marketing leads and oversees social media at the 
Guggenheim. 




•  Marketing– 3 (20-30% FTE) 

•  Dedicated Project Staff (i.e. Works & Process, BMW 

Guggenheim Lab) – 3 (20-25% FTE)

•  Individual Membership – 1 (5-10% FTE)

•  Education, Learning Through Art – 1 (5-10% FTE)

•  HR/Internships – 1 (2-3% FTE)




Staffing


Digital Marketing Manager 

 

BMW GUGGENHEIM LAB 

Communications 

Associate Manager 

and Associate


Senior Marketing Manager

 

MEMBERSHIP

Individual 

Development 

Coordinator

 

WORKS & 

PROCESS

General Manager


EDUCATION

Education 

Associate


Deputy Director of External Affairs &

Director of Marketing


 



Audience
 On site, annual attendance to the Guggenheim Museum 
in New York averages at 1 million visitors per year.




Online, we reach:  



•  570,000+ on Twitter

•  325,000+ on Facebook

•  725,000+ Flickr views 

•  260,000+ YouTube views 




70% of Facebook fans live outside the U.S. from more than 
22 countries.




150% Growth in the Past Year 


Twitter 

Facebook 



Challenges/!
Opportunities


Despite a wide global following, we are still a

“start-up” in many ways:   



•  Opportunity to build local audience of New Yorkers to 

build program attendance and membership

•  Integration of onsite and online audience/programs   

•  How do you demonstrate ROI?  

•  Limited budget to support social media

•  Ongoing internal education, awareness, and content 

sharing through reports, policies, and presentations




A Few Grassroots Project Highlights








Re: 
Contemplating!
the Void


Project that invited anyone online to “design your own 
intervention” of the Guggenheim rotunda. 




•  Launched April 16-May 14, 2010

•  Flickr users were given the same criteria as the 

architects, designers, and artists in the exhibition

•  5 winners selected by exhibition curators

•  120 total submissions via Flickr group pool

•  Summary report distributed to curators and project 

staff to encourage future participatory initiatives 

•  Takeaway: Expand accessible onsite programming to 

any online participant to reach new audiences.






2010 !
Annual Fund


The Guggenheim Annual Fund initiative driven through 
web, e-mail, and social media.




•  4-week initiative soliciting online donations to the 

Guggenheim’s 2010 Annual Fund

•  New giveaways introduced weekly and daily trivia 

questions enabled ongoing reminders to donate

•  Site traffic did not necessarily translate directly to 

donations. 

•  Takeaway: Social media is a great way to cultivate 

potential donors but campaign must be integrated 
across all platforms. 






Ai Weiwei 
Online Petition


The Guggenheim created an online petition calling for the 
release of detained Chinese artist Aiweiwei. 




•  Launched April 8, 2011

•  27 institution signatures (MoMA, Tate, LACMA etc)

•  143,000+ total signatures on change.org 

•  Ai Weiwei released June 22, 2011

•  Social media was the only channel of promotion

•  Monitored activity on #AiWeiwei #FreeAIWW

•  Takeaway: Identify influencers; collaborate with other 

museums and institutions to meet your goals   






Create Your 
Own Stillspot


Project that invited anyone in the world to “create your 
own stillspot,” on a interactive Google Map. 




•  Presented in conjunction with stillspotting nyc: !

off-site 2 year program in NY’s 5 boroughs 

•  500+ total submissions to date

•  Ticket source tracking report proved that social media 

drove onsite and online traffic

•  50% of ticketing page traffic came from social media!

70% of traffic of microsite came from social media

•  Takeaway: Frequently report on your successes with 

summary reports that connect social media with ticket 
sales and online interaction/referral traffic. 








Live Twitter 
Interview


Chief Curator Nancy Spector answered questions 
submitted by the public on Maurizio Cattelan: All 




•  Hosted in final weeks of exhibition January 13, 2012

•  Questions submitted by the public, tweets by Nancy 

Spector sent via her own Twitter handle @nespector 

•  500+ total #Cattelan hashtag mentions in 1 hour

•  Archived on guggenheim.org using Storify

•  Set the precedent for a (potentially) ongoing series

•  Takeaway: Connect with curators at the start of an 

exhibition with a social media strategy to internally 
educate and exchange ideas.




Next Steps 
 Where are we now?



•  Disabling inactive feeds such as MySpace to 

centralize messaging on most prominent networks

•  Actively watching activity on new networks such as 

Tumblr, Google+, Pinterest, but not participating

•  Developing a social media policy for all museum staff 

with Legal & HR departments

•  Consistently reporting on social media activities to staff 

monthly and the board on a quarterly basis

•  Ongoing efforts to expand resources and staff to 

support social media long-term: 

•  Paid analytics tools

•  Facebook advertising

•  Social media user group




QUESTIONS? 



BREAK! 



BREAKOUT SESSION !
Creating Your Social Media Strategy




OUR SOCIAL MEDIA TOOLKIT!
Resources, Analytics, Policies 




Resources
 Keep up to date on trends and your peers/competitors.  



•  24/7 TweetDeck

•  Mashable

•  #SXSWi

•  #ArtsTech

•  Technology in the Arts

•  Social Media Week

•  Internet Week

•  Museums & the Web

•  NYTimes Bits Blog

•  Follow our Twitter lists! 




Key!
Performance !
Indicators


What should you report to supervisors as a measure of 
your social media success? 




•  Growth across networks 

•  Click-thru rates and referral site traffic 

•  Competitive ranking among peer institutions  

•  Highlight special online projects and success stories 

•  Highlight top posts and explain why they were popular

•  Did your social media efforts generate press or form 

new relationships that didn’t exist before?




Analytics
 Free/paid tools to help report your successes to 
supervisors, your director, and board members. 




•  Facebook Insights

•  Museum-Analytics.com

•  Topsy.com

•  Bit.ly

•  HootSuite 

•  Radian6










Social Media 
Policies


As your networks and the staff who manage them grow, 
key questions to address for the institution:




•  What are the sites and who does what?

•  Do’s and don’ts for staff representing the museum 

•  Do’s and don’ts for staff posting on personal sites

•  What impact does this have on employee guidelines?

•  Anticipate any conflicts of interest

•  Guidelines on style, voice, best practices

•  Most importantly, know where to turn for help




Resources
 Guiding examples of existing policies and strategies: 



•  Online Database of Social Media Policies 

•  Smithsonian Institution 

•  Walker Art Center

•  Tate Social Media Communications Strategy 


…All in your toolkit! 




CONCLUSIONS & TAKEAWAYS 


