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Resume 

Innovativ kunstformidling i en museumskontekst 

Museets rolle i samfundet er under forandring. De mange muligheder, som moderne forbrugere har, når de 

ønsker at bruge deres begrænsede fritid, sætter museerne og andre traditionelle kulturinstitutioner under 

pres, og de er tvunget til at tage deres funktion og formidling op til revurdering.  

For at fastholde sin legitimitet i samfundet såvel som på finansloven er Statens Museum for Kunst, også 

kaldet SMK, nødt til at favne en bredere skare af potentielle- og ikke-brugere udover det faste publikum, 

som museet har i dag. Dette er en svær opgave, for moderne kulturforbrugere ønsker ikke blot at betragte 

og observere i stilhed, men kræver også mulighed for skræddersyede museumsoplevelser, hvor de selv 

indgår aktivt som deltagere og med-skabere. På den måde ændres museet som institution til at være en 

facilitator af kulturelle og kunstneriske oplevelser i stedet for blot at indtage rollen som kustode og 

vicevært for folkets billedkunstsamling. Overordnet set har museumsindustrien gennemgået et skift fra at 

fokusere på samlinger til i stedet at have fokus på publikum. Det betyder, at koncepter som marketing, 

brand management, forbrugerstudier og oplevelsesøkonomi har gjort deres indtog i museumsverdenen, og 

denne afhandling fokuserer netop på, hvordan disse værktøjer har påvirket interaktionen og forholdet 

mellem SMK og publikum i en forandringsproces, hvor man tilstræber at være et mere demokratisk og 

dialogbaseret museum.      

I 2013 fik SMK tildelt 4,4 millioner kroner af Bikubenfonden til at gennemføre en række 

publikumsorienterede museumsaktiviteter over en treårig periode.  Projektets initiativer inkluderer ’SMK 

Fridays’, som er en månedlig fredagsbar på SMK, hvor et nyt tema hver gang inviterer publikum indenfor i 

museets samling med en række Art Talks og andre aktiviteter i kombination med fadøl, street food og DJ 

rytmer. Derudover inkluderer projektet forestillingen ’9x9x9’, hvor kunsten blev sat i scene, samt forskellige 

cross-media rundvisninger på museet, hvor andre kunstformer bruges til at aktivere den billedkunstneriske 

oplevelse.     

SMK har gennemgået en omfattende image- og brandudvikling, og projektet med Bikubenfonden som 

sponsor er et eksempel på, hvordan SMK i stigende grad forsøger at lokke potentielle- og ikke-brugere 

indenfor på museet. Derfor tager denne afhandling udgangspunkt i, om man med den valgte 

markedsføringskommunikation overhovedet når ud til disse målgrupper med projektets aktiviteter, og om 

man fra museets side formår at skabe en blivende relation med museets brugere.  

Til dette formål er et spørgeskema blevet anvendt for at undersøge, hvor stort kendskabet til SMK og de 

nye initiativer er helt generelt. På den måde er det muligt at sammenligne det brand image, som 

offentligheden har, med den identitet, som SMK har defineret for sit brand og ønsker at udbrede. For at 

underbygge disse data er der gennemført personlige interviews både med udvalgte medarbejdere fra SMK 

og med et mindre antal deltagere fra arrangementer i det Bikubenfonden-sponserede projekt.  

Resultatet af dataindsamlingerne viser, baseret på udvalgte teoretiske modeller inden for 

museumsmarketing og museumsbesøgsforskning, at SMK med sin fredagsbar ’SMK Fridays’ har formået at 

skabe nye anvendelsesmuligheder både for museet og for samlingen. Ud fra et teoretisk synspunkt er ’SMK 

Fridays’ en velkonstrueret oplevelse med et stort potentiale for at skabe et fælleskab mellem museet og 
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offentligheden. I dette fællesskab vil SMK kunne udleve sin brand identitet, og det er der brug for. Den 

gennemførte undersøgelse viser, at SMK brandet - trods intensive kampagner samt - stadig har en lav 

genkendelighed, og at der stadig mangler kongruens mellem SMK’s brand personlighed og brand image. 

Museet er for mange brugere en social oplevelse, og det faktum er noget, som SMK skal holde fokus på i sin 

stræben efter at blive en aktiv samfundsdebattør, der med udgangspunkt i kunsten og 

museumsfagligheden øver indflydelse på kulturelt medborgerskab.  

Der er mange kritikere og eksperter, som har en mening om museets rolle og udvikling i det moderne 

samfund, og, som denne undersøgelse har kunnet konstatere, er det en debat, hvor både institutioner og 

brugere stadig udvikler sig. SMK synes dog - med udgangspunkt i sin samling og kernekompetence - at have 

skabt sig en position, som tiltaler mange, og som har potentiale for fremtiden.    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

3 
 

Content 
 

Resume .............................................................................................................................................................. 1 

Comments ......................................................................................................................................................... 5 

1.0 Introduction ................................................................................................................................................. 6 

1.1 Problem field ........................................................................................................................................... 6 

1.2 Problem statement .................................................................................................................................. 7 

1.3 Delimitation ............................................................................................................................................. 7 

1.4 Company profile: Statens Museum for Kunst - SMK ............................................................................... 8 

1.5 Scientific Method ..................................................................................................................................... 9 

1.6 Structure ................................................................................................................................................ 10 

2.0 Statens Museum for Kunst - What is SMK? ............................................................................................... 11 

2.1 SMK Management ................................................................................................................................. 11 

2.2 Who visits SMK? .................................................................................................................................... 12 

2.3 SMK Marketing –A Museum with an Edge ............................................................................................ 13 

2.4 SMK on Social Media ............................................................................................................................. 15 

3.0 The challenges of being a 21st century museum ...................................................................................... 16 

3.1 SMK in context ....................................................................................................................................... 17 

3.1.1 Political implications ....................................................................................................................... 17 

3.1.2 Economic challenges ...................................................................................................................... 18 

3.1.3 Socio-cultural developments .......................................................................................................... 19 

3.1.4 Technical advancements ................................................................................................................ 20 

4.0 Innovative museum dissemination at SMK ............................................................................................... 21 

4.1 SMK Fridays – ‘Your Friday night just became a bit more artsy’ ........................................................... 21 

4.2 9x9x9 – Mix and match theater ............................................................................................................. 22 

4.3 ‘Bevægende Barok’ – a cross media tour of SMK .................................................................................. 22 

5.0 Theory ........................................................................................................................................................ 23 

5.1 Museum Marketing ............................................................................................................................... 23 

5.1.1 Brand management ........................................................................................................................ 24 

5.1.2 Brand communities ........................................................................................................................ 27 

5.2 Consumer behavior – Museum visitors ................................................................................................. 30 

5.2.1 Motivation – why do people visit museums? ................................................................................. 30 



 
 

4 
 

5.2.2 Experience economy ...................................................................................................................... 32 

6.0 Research design ......................................................................................................................................... 35 

7.0 Results of data collection .......................................................................................................................... 38 

7.1 Questionnaire ........................................................................................................................................ 38 

7.2 Personal interviews ............................................................................................................................... 40 

8.0 Analysis ...................................................................................................................................................... 41 

8.1 SMK Brand Identity – Something Many Know?..................................................................................... 41 

8.2 Visitor motivation – how do they keep them coming? ......................................................................... 44 

8.3 Are SMK’s strategic stars aligned?......................................................................................................... 46 

8.4 SMK in the age of experience economy ................................................................................................ 49 

8.5 Can a museum be a brand community? ................................................................................................ 51 

8.6 SMK Fridays – an artsy brandfest? ........................................................................................................ 53 

9.0 Discussion .................................................................................................................................................. 55 

10.0 Conclusion ............................................................................................................................................... 58 

11.0 Reference ................................................................................................................................................. 61 

12.0 Appendixes .............................................................................................................................................. 79 

 

 

 

 

 

 

 
 

 



 
 

5 
 

Comments 
 

This thesis is, by choice, written in my cand.ling.merc. profile language, English, but I would like to highlight 

to readers that the thesis is written in American English with the differences in spelling which that entails.   

The abstract (resume) is in Danish as required by formal requirements for a master thesis from the 

cand.ling.merc. program at Copenhagen Business School – CBS. The abstract has a total of 4437 characters 

including spaces which is within the allowed 2 standard pages of 2275 characters. The thesis in total has 

176,922 characters which are equal to 77 standard pages of the allowed 80 standard pages excluding front 

page, bibliography and appendixes. 

As this thesis concerns a Danish museum, many of the names used are in Danish. If e.g. an institution, 

referred to in the thesis, has an official English name on its website, this name is used in the thesis (e.g. 

Kulturstyrelsen/Danish Agency for Culture). This includes if Danish names are translated into English in the 

sources used e.g. “Christiansborg Palace” in “The history of the SMK” (SMK, 2014d). 

The bibliography and associated references are created using the online reference system, provided by CBS, 

‘RefWorks’ and set to reference style ‘APA 5th’.  

The photo and graphics used for the front page are from Bikubenfonden’s website and SMK’s Facebook 

page (Bikubenfonden, 2015; SMK, 2015b).  
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1.0 Introduction 

1.1 Problem field 

The museum sector is under pressure from multiple stakeholders. Governments and other financial 

supporters want greater value for the public which means that the scope for museum marketing is 

broadened from museum visitors to include potential users and non-users in order for museums to 

maintain their legitimacy. Museum visitors are increasing the demands in turn for their interest and limited 

leisure time not to mention their loyalty. This means that museums to a greater extend must compete with 

other leisure and experience attractions and create differentiated experiences depending on the 

individual’s expectations for the museum to deliver learning and entertainment. In our digital age, museum 

visitors are no longer satisfied with passively observing but have become accustomed to being users and 

co-creators as opposed to spectators. As such, the role and function of museums are in flux, as we move 

toward museums as facilitators of cultural experiences as opposed to custodians of ancient artifacts 

(Alcaraz, Hume, & Mort, 2009; Hume, 2011; N. Kotler & Kotler, 2000; N. Kotler, 2001; Løssing, 2009; Skot-

Hansen, 2008).   

The changes in the museum landscape can be identified as an overall shift from a focus on product to a 

focus on consumers (Løssing, 2009). This represents a paradigm shift for museums that are forced to fulfill 

their purpose of communicating cultural heritage to the public in new ways to compete with the 

abundance of cultural leisure offers. This has forced museums to look closely at themselves and to 

reevaluate their function and role in society in order to keep visitors coming. Museums must to a greater 

extend enter into two way communication with their visitors in order to navigate in their new reality so 

that the basic functions of museums of collecting, registration, preserving, researching and disseminating 

are integrated into an experience economy frame of mind. In this shift from the museum as an ivory tower 

of cultural authority to a more democratic and dialogue- based institution, the perception of what a 

museum and a museum experience is needs to be altered, and as such, it is interesting to see what effect 

this shift has on the way that museums interact with their users and the general public.    

An example of a public art museum fighting to navigate through this industry crisis and to satisfy modern 

consumers and stakeholders is the National Gallery of Denmark known as SMK – ‘Statens Museum for 

Kunst’. Looking at SMK, the above mentioned changes in the museum industry are evident and evolving. An 

image survey from 2009 showed that the public found SMK old-fashioned, authoritarian and anonymous 

(Bredsted, 2013). Since then, a number of initiatives have been launched to change this image to secure the 

future of SMK. In the fall of 2013, SMK was awarded a grant by the foundation ‘Bikubenfonden’ in order to 

realize a series of entirely new art promotion activities to communicate the new identity of the museum as 

a hub of cultural experiences for everyone (SMK, 2013b). One of the activities funded by this project is the 

monthly Friday night event, ‘SMK Fridays’ where the museum invites you to “Experience SMK with an extra 

dash of Friday night fun!” (SMK, 2013d). The point of these activities is, according to the museum, to 

provide new entry points to the art and create a contemporary context for the meeting between art and 

audience (SMK, 2013b). SMK Fridays and other innovative museum promotion activities such as cross 

media tours and theatrical interpretations of art works from the collection, come in the wake of the news 

that SMK has decided to close one of their more traditional audience engagement activities, their museum 
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club (SMK, 2014g). Museum clubs are a classic example of a loyalty program, and it is interesting that SMK 

has chosen to shut down this activity at a time when they need to encourage repeat visitors.  

Much research has been done in the field of museum marketing to uncover how museums and museum 

visitors have changed and evolved, but so far not much has been said about how these changes have 

affected the relationship between the two. If museums cannot successfully communicate their messages 

and redesigned identities to the public, especially to potential- and non-users, their efforts and new self-

images will not have the desired impact.  

 

1.2 Problem statement  

Based on the problem field described above and with point of departure in SMK as a museum case study, 

the problem statement for this thesis is as follows: 

How can marketing communication influence a change process where museums shift focus from their 

collections to their users?  

How can SMK utilize marketing communication in a community approach in this process? 

 

1.3 Delimitation 

As this thesis is based on only one museum, SMK – ‘Statens Museum for Kunst’, the results will have 

limited, direct transferability. However, they should be seen as an inspiration to further research on the 

interaction between museum institutions and the contemporary museum consumers.  

Another interesting aspect would be to compare the results from this study to principle museums in other 

countries as this thesis focuses on a Danish context.  Based on previous research in museum and visitor 

studies, there are significant national cultural differences defining museum audiences (Burton, Louviere, & 

Young, 2009; Hand, 2011; Rentschler, 2007; Simon, 2010), and so it would be interesting to understand 

more about how culture affects audiences as museum consumers.  

The introduction of the Internet and social media has obviously had huge consequences as well as great 

potential for the museum industry as a whole. At SMK, they have worked with opportunities for digital art 

dissemination in the project ‘SMK Digital’ sponsored by ‘Nordeafonden’ (SMK, 2014i). SMK has also been at 

the forefront of connecting with museum users through social media where it has accounts on all the 

mayor platforms (D'Amore, 2014). However, virtual museums (Styliani, Fotis, Kostas, & Petros, 2009), as 

opposed to the physical brick and mortar institution, are a whole field of study on their own which will not 

be examined here despite of its significance for the change process where museums shift focus from their 

collections to their users.  
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1.4 Company profile: Statens Museum for Kunst - SMK 

SMK – ‘Statens Museum for Kunst’ is the National Gallery of Denmark. It originated as The Royal Collection 

of Paintings and is today Denmark’s largest art museum with more than 260,000 works of art, spanning a 

time period of over 700 years (SMK, 2014d). SMK is also Denmark’s principle museum for pictorial art which 

means that it has special obligations to offer expert advice and assistance to other art museums in 

Denmark (Kulturministeriet, 2012). As a state-owned and publically funded museum, SMK is also subject to 

the Danish Museum Act which states that SMK must acquire and maintain a representative collection of 

Danish art, increase recognition of the collection by participating in international collaborations, and use 

the collection as a foundation for research and for the museum’s dissemination of art to the public 

(Retsinformation.dk, 2012).         

These requirements are made tangible through a performance contract between SMK and the Danish 

Ministry of Culture. The contract is renewed every three years and contains business management strategy 

and financial plans for the museum. In the performance contract for 2014-2017, the financial framework of 

SMK shows that the museum’s net expense grant from the national budget will decrease significantly 

during the time span of the contract from DKK 77.8 m. in 2014 to DKK 65.8 m. in 2017(SMK, 2013c). This 

means that the museum will have to look to private sponsors to acquire funding to finance projects beyond 

the mere necessities. The contract does not explain this decrease in the net expense grant, and it does not 

seem to be reflected in the expectations that the Ministry has for SMK either. The vision for SMK as stated 

in the performance contract for 2014-2017 says: 

“Statens Museum for Kunst vil bidrage til at redefinere museet som institution i det 21. århundrede” (SMK, 

2013c). 

This is no small task and quite a jump in ambition from the 2010-2013 performance contract which states 

the vision as: 

 “Statens Museum for Kunst – et førende nationalgalleri” (SMK, 2010).  

The mission has also changed from:  

“Statens Museum for Kunst er Danmarks hovedmuseum for billedkunst. Museet har til opgave at belyse 

den danske og udenlandske billedkunst, fortrinsvis fra den vestlige kulturkreds fra år 1300 og frem” (SMK, 

2010); 

A reflection of what is stated in the Museum Act, to the more ambitious:  

“Som Danmarks hovedmuseum for billedkunst arbejder Statens Museum for Kunst med kunsten i centrum 

for at styrke et kreativt og refleksivt samfund, der værdsætter sin historie og anerkender forskellighed” 

(SMK, 2013c).  

These changes in the vision and mission for SMK clearly show a shift in the museum’s self-image from a 

keeper of knowledge and artifacts of cultural significance to an active participator in societal development.  
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1.5 Scientific Method 

For the purpose of this thesis, I have applied a combination of quantitative and qualitative methods. I used 

an online questionnaire to get an indication of the level of awareness of SMK and its initiatives from the 

Bikubenfonden-sponsored project in the general, Danish population. I have also used personal interviews 

with relevant SMK staff members to get a thorough understanding of the processes behind the project as 

well as interviews with participants from the activities at SMK in the Bikubenfonden-sponsored project to 

gain a deeper and more nuanced impression of their visitor experiences. My methodological choices in 

terms of research design will be further elaborated in the section ‘Research design’.     

I have approached the analysis through Schleiermacher’s Methodological Hermeneutics which is focused 

on reaching understanding through interpretation. In contrast to science, which aims to explain, 

hermeneutics is the art of understanding the meaning of any utterance in language. It was Schleiermacher’s 

aim to establish a general hermeneutics, applicable to any genre of text in order to help man in the process 

of understanding dialogue. According to Schleiermacher, understanding is re-experiencing the mental 

processes of the author, though not in the psychological sense through psychoanalysis, but to gain full 

access to that which is meant in the text by the author through interpretation. Understanding through 

interpretation is gained through the hermeneutic circle which consists of two interacting moments: the 

grammatical and the psychological. Texts are made up of language and grammar which are used to find 

meaning in a sentence. By combining the general idea – understood as the minimum amount of pre-

knowledge necessary for understanding – and the grammatical findings from the text, meaning is achieved. 

According to Schleiermacher, understanding is circular, and it is the interaction between the whole and the 

parts, each giving the other meaning that results in understanding. Interpretation in the hermeneutic sense 

refers to a disciplined approach to interpretation often aimed at understanding texts of specific, cultural 

significance (Palmer, 1969; Sherratt, 2005).  

This thesis takes point of departure in understanding the meaning behind the actions of SMK in the context 

of a change process where museums on an industry level are shifting focus from their collections to their 

users as a function of the changing definition of the museum as a functional- to a people-based institution. 

In this case, a combination of theories and models from the fields of marketing and consumer behaviour 

has been applied to extract meaning from the texts delivered through the personal interviews. The 

hermeneutic researcher generally works with open questions that allow the informant to answer questions 

concerning values, feelings and emotions. As such, a questionnaire is often not the most suitable method 

compared to personal interviews which allow the hermeneutic problem to be examined using more loosely 

structured interview guides (Watt Boolsen, 2008). Here a questionnaire was, as mentioned, used to get a 

general impression and followed-up by personal interviews where a select number of activity participants 

were allowed to express themselves more freely.   
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1.6 Structure 

After the introduction, where the subject field is first presented, followed by the specific problem 

statement, delimitation, scientific foundation and a short company profile of SMK, the thesis commences 

with a thorough examination of SMK. The section, ‘Statens Museum for Kunst – What is SMK?’ takes a 

closer look at the inside workings of SMK in terms of museum management, museum visitor profiles and 

strategies, SMK marketing strategies and the museum’s approach to social media. This is followed by the 

section ‘The challenges of being a 21st century museum’ which looks at the current situation in the museum 

industry as well as at the macro environmental challenges which are specific to SMK. With the internal and 

external conditions for understanding established, the specific activities of the Bikubenfonden-sponsored 

project are examined in the section ‘Innovation museum dissemination at SMK’. A comprehensive overview 

of the different factors influencing the subject of this study is now established.  

An overview of the different theories and models used for analysis is presented in the following section 

which has been divided into the categories ‘Museum marketing’ and ‘Consumer behavior – Museum 

visitors’.  The section ‘Research design’ includes a more comprehensive examination of the consequences 

of the methodological choices in terms of quantitative and qualitative methods applied for data collection, 

including issues of reliability and validity. A general overview of the background information and general 

tendencies from the questionnaire and personal interviews is provided in the section ‘Results of data 

collection’.  

The analysis is divided into six subsections, based on the theoretical model applied. This approach has been 

chosen as several of the models require data from different collection methods, and as such, it would not 

make sense to divide the analysis according to data collection method. After the analysis follows a 

discussion of whether SMK’s approach to the dialogical museum experience is sensible, based on the 

outcome of the analysis where theoretical models have been combined with the data results from the 

questionnaire and personal interviews as well as some select, secondary sources to provide text for 

understanding the opinions of management and staff members at SMK.  

Finally, the conclusion will sum up the findings from the analysis and compare them to the problem 

statement for this thesis, rounding off this study. Any recommendations for further research are provided 

continuously through the analysis when addition topics reveal themselves.   
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2.0 Statens Museum for Kunst - What is SMK? 

In 1849, the predecessor of SMK – The Royal Collection of Paintings became state property, a result of the 

general democratic developments in Denmark and the abolition of absolute monarchy. The collections 

remained at Christiansborg Palace, where they first became open to the public in 1827, until 1896 when 

they were relocated to newly built ‘Statens Museum for Kunst’ in Sølvgade, Copenhagen after the last 

Christiansborg Palace fire in 1884. Since then, the museum has been renovated and extended several times 

to accommodate the demands of its expanding collection and purposes. Today, ‘Statens Museum for Kunst’ 

is simply SMK to its 180 employees and to the general public to whom it belongs (SMK, 2014d; SMK, 

2014e).  

 

2.1 SMK Management 

‘Statens Museum for Kunst’ wants to contribute to redefining the museum as an institution in the 21st 

century (SMK, 2013c). That is the vision put forth by SMK in their performance contract with the Ministry of 

Culture for the period 2014-2017, and thereby, the direction for SMK management to work towards. To 

redefine one of society’s foundational, cultural institutions might seem a bit much, but SMK has a heritage 

as a first mover in many aspects despite its former reputation to some of being a dusty, old national gallery. 

Current museum director at SMK, Mikkel Bogh took over from predecessor, Karsten Ohrt on May 1st 2014. 

Some worried that the choice of the art historian and former principle for the Royal Danish Academy of 

Fine Arts, Schools of Visual Art signaled conservatism and an attempt to move the museum back towards a  

position with focus on more high-brow art, in opposition to projects such as the Bikubenfonden-sponsored 

activities (Hybel, 2014; T. Jørgensen, 2014). However, this does not seem to be the case thus far. When he 

was appointed museum director at SMK, Bogh emphasized that it is his wish to reach the public in the 

broadest sense as long as it is in a context relevant to an art museum. He exemplified by referring to the 

much debated exhibition ‘Racing Cars’ at Aros, saying that racing cars will never be on display as an 

independent exhibition at SMK, but if it makes sense artistically to put a racing car in the front hall, he 

would be open to that (Hybel, 2014). He wants to target children and teenagers and sees an obvious 

common denominator between their use of visual media such as Snapchat and Instagram and the visual 

universe at SMK (Brovall & Stockmann, 2014). Another stakeholder who has the attention of Bogh are the 

politicians. He believes that major cultural institutions in society such as SMK should have higher political 

priority but as a consequence of them being more active in the political debate (Thomsen, 2014d). One of 

the ways in which he has attempted to accommodate this is through his own blog: “Mikkel Bogh blogger” 

on the SMK website as well as his own twitter account @mikkel_bogh , separate from the official SMK 

Instagram account: @smkmuseum. An example of Bogh’s ambition to be a more visible director and for 

SMK to be a relevant contributor to current affairs, was his blog post in connection with the terrorist attack 

on French satirical magazine, Charlie Hebdo, declaring SMK to be “Charlie” (Bogh, 2015b).   

Previous front figures of SMK include Allis Helleland who was also considered controversial due to some of 

her choices as museum director. When she was appointed in 1994, she wanted to open the museum up for 

the people and she did with exhibitions by fashion designer, Erik Mortensen and landscape gardener, Tage 

Andersen which were much criticized for being more commercial than artistic. Helleland had a very 
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centralistic management style where she became the face of the museum and created lots of publicity, 

good and bad, for the museum. At her resignation in 2007, her ambitions to make a state institution into a 

public amusement were less of a controversy with the experience economy making the impasse on the 

museum industry which she had been pioneering (Hornung, 2013; Kjær, 2007).  

Either way, her replacement, Karsten Ohrt was much less colorful and has, in comparison, been considered 

the competent but dry administrator who managed to get the museum back on its feet financially, while 

also securing the research department and popularity with audiences by initiating projects like the 

Bikubenfonden-sponsored activities (Rosenvinge, 2013; Stockmann, 2013). From being developed into an 

amusement for the public with Allis Helleland, to being a supertanker that the sensible administrator and 

persistent fundraiser, Karsten Ohrt quietly righted, SMK now has an art historian at the helm who wants to 

make it a train station where art is for those who want to see it, and the museum also is a place where you 

can just hang out (Brovall & Stockmann, 2014; Hornung, 2013; Rosenvinge, 2013; Thomsen, 2014d).                

 

 

2.2 Who visits SMK? 

A museum is a meeting place where people talk to each other. This is how SMK director, Mikkel Bogh 

expressed the role of SMK as a museum of the 21st century (Thomsen, 2015). Unfortunately, this is a goal 

that SMK has not quite reached yet as the majority of Danes still do not visit museums in general or SMK in 

particular although high education levels, financial capability and consumption of other cultural 

experiences indicate that attracting museum visitors should be no problem (Burton et al., 2009; Korsgaard, 

2013; SMK, 2013c).  

SMK is the 4th most visited of all museums in Denmark according to the overall museum statistics with 

355,835 visitors in 2013 (Danmarks Statistik, 2014). Although this is a decrease of 17% compared with 2012, 

it is still above SMK’s own expectations for 2013 of 350,000 which takes into account that the museum only 

did one major, special exhibition that year as opposed to the standard two (Danmarks Statistik, 2014, April 

9; SMK, 2014b). Nonetheless, SMK has been very successful in their efforts to attract the traditionally 

difficult youth segment. In the last quarter of 2012, 40 percent of visitors belonged to this group, and in 

general, it is the art museum in Denmark with the largest attendance from this group, however, it is a 

target group of continued focus for SMK (RW.ERROR - Unable to find reference:80; Brovall & Stockmann, 

2014; Carlsen, 2013). This popularity is among other things accounted for by the free admission to the 

museum’s collection as well as SMK’s special events, partnerships and active participation on social media 

(Carlsen, 2013). Another group on the rise at SMK are foreign tourists; something Bogh wishes to continue 

to work with; making SMK a destination that people travel to visit (Hybel, 2014; Thomsen, 2015).   

In January 2014, SMK closed their museum club with the argument that it had limited appeal to users (SMK, 

2015e). This is quite curious as other large art museums such as Louisiana and Aros enjoy great popularity 

of their different types of membership schemes with a rising number of users (Aros, 2014; Louisiana, 2014). 

Museum clubs are a classic example of a loyalty program, and it is interesting that SMK chooses to shut 
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down, however, in March 2015, SMK instead introduced an annual season ticket with many of the same 

conditions as the former museum club (SMK, 2015a; SMK, 2015e). 

As the national gallery of art, SMK should be for everyone and as such, SMK is continuously working to 

reach more segments. In 2012, SMK joined forces with ‘Ny Carlsberg Glyptotek’ and media agency, MEC 

and did a study of non-museum-users who were otherwise heavy users of a wide range of cultural 

activities. They called them ‘Experience Shoppers’. These people were potential museum users in every 

way, however, the problem was that museums were simply not a part of their mindset. When faced with 

museum marketing communication, they simply assumed that it was targeted at someone else. To reach 

this segment, the study suggested that SMK and ‘Ny Carlsberg Glyptotek’ make their communication more 

outside-in and provide more information, especially online and through social media to break down the 

barriers that make this group feel like the museum is out of their comfort zone (I. Larsen, 2013). With its 

strong presence on Facebook and its casual atmosphere, ‘SMK Fridays’ is a good example of an initiative 

that is designed to appeal to this segment.  

As a public service institution and an active community player, SMK also believes that the museum has a 

responsibility when it comes to integration and inclusion, to create a cultural active citizenship among 

immigrants, a segment that is classified as non-users in the National User Survey on cultural consumption 

(Kulturministeriet, 2012; SMK, 2013c). Targeting these two segments – Experience Shoppers and 

immigrants - fits with the updated mission and vision of the museum to work with art as point of departure 

for an increasingly creative and reflective society that appreciates its history and acknowledges diversity, as 

well as to contribute to redefine the museum as an institution of the 21st century (SMK, 2013c, pp. 1-2).       

 

 

2.3 SMK Marketing – A Museum with an Edge1  

The five core focus areas of museums in Denmark are traditionally defined as collection, registration, 

conservation, research and dissemination, but at SMK, they consider marketing communication equally 

important, as it is key to making cultural heritage accessible to the people which is the core objective of the 

museum (Ohrt, 2013). SMK has previously been defined by its role as an authority on pictorial art, and the 

museum has presented itself with a very art historical tone of voice in their communication, however, SMK 

now wishes to be perceived as informal and to represent ‘an insightful friend’ on equal footing with its 

audience (Bredsted, 2013).  

The SMK management attempted to design a brand platform, based on a new visual identity - created in 

2010 by the design agency, ‘e-Types’ - which puts focus on ‘SMK’ as a visual brand as opposed to just an 

abbreviation of ‘Statens Museum for Kunst’. However, the efforts of management did not catch on, and 

they realized that to rebrand a national art gallery, they had to include both staff and users to ensure 

sustainability (Bredsted, 2013). To help the museum transform ‘from institution to brand’, as the project 

was named, SMK engaged English consultancy, Jane Wentworth Associates who through a process of 

workshops, helped SMK arrive at the essence of their brand with the brand idea “Art sparks new 

                                                           
1
 An endearment for SMK by former museum director, Karsten Ohrt (Bredsted, 2013)  
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perspectives” and developed a brand platform (Marsh, 2013, p. 23). The platform consists of five areas 

incorporated in the SMK Brand: Offer, Values, Personality, Vision and Positioning (Marsh, 2013). By printing 

the platform on post cards, SMK made the brand a physical tool, easy for all museum employees to carry 

with them and use in their everyday work, making sure that the SMK brand is always top of mind in all 

corners of the museum (Høy Ilsøe Sjöblom, 2014).    

       

 

An import part of establishing SMK as a brand, both internally and externally, was a campaign created in 

cooperation with advertising agency, Bates Y&R called ‘Hvad er SMK for dig’ in February 2013 (Engholm, 

2013). The concept was to invite everyone to co-create the story behind the name SMK through a Facebook 

app as well as physical postcards at the museum, and more than 1500 people submitted their idea of SMK 

(Knudsen, 2013). The campaign was designed to make audiences wonder and question common 

perceptions rather than to inform. Using both online channels, newspaper ads and outdoor advertisement, 

 

From: Marsh, J. (2013). From institution to brand. Page 23. In S. Linde (Ed.), Come on in! (pp. 22-31). 
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for instance on the 5a busses in Copenhagen, meant a much wider reach both in terms of numbers and 

target groups than if the campaign had only used SMK’s own digital channels (Schrøder, K. & Kristiansen, E., 

2013).  The idea that the abbreviation ‘SMK’ can represent different things to different people is a 

communication tool that SMK has continued to work with in different promotion activities such as 

advertising for the 2013 special exhibition ‘Blomster og Verdenssyn’ which was communicated under the 

tag ‘Sindssygt Mange Kronblade’ (Engholm, 2013) and the 2014 special exhibition ‘Rastløs Rebel’ on Asger 

Jorn which was marketed under the tagline ‘Spontan Mangfoldig Kropumulig’ (Bates Y&R, 2014).  

2013 was also the year where SMK ventured into a museum collaboration named ‘Parkmuseerne’ with 

other local Copenhagen museums to create a museum district around the three parks: King’s Garden, the 

Botanical Garden and Østre Anlæg park. The point of this being the opportunity to establish co-branding 

advantages when approaching certain target groups such as foreign and domestic tourists (Parkmuseernes 

sekretariat, 2015; SMK, 2013c; SMK, 2014b).  

 

 

2.4 SMK on Social Media 

SMK has been very successful in their efforts with using social media to connect with the public, and they 

use it as point of departure for engaging in dialogue with users as well as a means to reach a wide variety of 

audiences (SMK, 2013c; SMK, 2014b). The museum currently has profiles on six, major social networking 

sites: Facebook (facebook.com/smk), Twitter (twitter.com/smkmuseum), Instagram 

(instagram.com/smkmuseum), Youtube (youtube.com/user/StatensMuseumfKunst), Goggle+ 

(plus.google.com/+StatensMuseumforKunst), and Pinterest (pinterest.com/smkmuseum) (SMK, 2015c). The 

different profiles are used to connect with different types of users depending on the focus of the platform. 

Twitter is for instance used primarily to communicate with other museum professionals, whereas SMK’s 

Facebook followers are interested in new, funny, interesting content about art in general and not 

necessarily SMK specific updates. The exception to this is the event SMK Fridays which is primarily 

promoted through Facebook and with great success (D'Amore, 2014). Although Facebook is the largest and 

most popular social media platform in Denmark among users and museums alike, Instagram is gaining 

increasing attention (D'Amore, 2014; Holdgaard, N. & Valtysson, B., 2014). SMK has increased their 

followers on Instagram from 585 in November 2013 (Thomsen, 2013) to 4127 a year later through 

increased activity and attention such as inviting members of @igersdenmark (Instagrammers of Denmark) 

to visit and post from the museum after hours (SMK, 2014, August 27). However, as a research institution, 

SMK also includes this aspect of museum operation with scientific articles such as ‘Dos and don’ts on 

Facebook across museums’ (Grøn, S., Hansen, L., & Mouritzen, M. H., 2013) and the anthology ‘Sharing is 

caring – åbenhed og deling I kulturarvsektoren’ (Sanderhoff, 2014). Although expectations of social media 

automatically resulting in active user participation are usually naive, blogs like ‘Museum of Selfies’ 

(museumofselfies.tumblr.com), created by an SMK visitor indicate that SMK’s strategic use of social media 

indeed does inspire users to interact with the art and the museum (SMK, 2014c).  

 

https://www.facebook.com/smk
https://twitter.com/smkmuseum/
http://instagram.com/smkmuseum
https://www.youtube.com/user/StatensMuseumfKunst
https://plus.google.com/+StatensMuseumforKunst/posts
https://www.pinterest.com/smkmuseum/
http://museumofselfies.tumblr.com/
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3.0 The challenges of being a 21st century museum  

Since the early 20th century, the museum industry has been subject to an increasingly changing business 

environment due to a number of different political, economic, cultural, demographic and technical 

developments (Rentschler 2007). Society has undergone massive amounts of change since the turn of the 

century, and public, cultural institutions have had to change with it. Museum sustainability simply rely on 

their ability to understand the external forces that impact museums today paired with an internal 

organizational reflection to arrive at a viable strategic path (Anderson, 2012).  

Looking at museum theory, a number of common denominators supports the causes of significant changes 

in the museum industry in recent years. Løssing (2009) identifies three main causes over the past 60 years 

for what she calls a paradigm shift in modern museums from collections to audiences. One, a general 

tendency to challenge authority on everything from arts to science. Two, a digital culture influenced by 

social media where the public has become accustomed to being active participators as opposed to passive 

spectators. And three, the abundance of offers to compete with museums in the cultural leisure market 

which Løssing associates with the era of experience economy and a lack of audience loyalty. Kotler and 

Kotler (2000) call the shift in museum focus to serving the public the most fundamental change that has 

affected museums in the past 50 years. They identify financial and political motives such as public subsidy 

and greater accountability as the underlying causes for change along with the competitive environment 

where museums are subject to pressure from entertainment and cultural districts in city centers. Kotler 

(2001) adds that an observable trend in museum studies is the growing attention to social and participatory 

experiences.  Anderson (2012) adds the explosion of technological innovations to the list of complex 

changes that museums of the 21st century are faced with in addition to global economic instability, political 

turmoil and the interconnectedness of people and communities across vast geographical distances.  

Even though the global museum industry faces varying degrees of common challenges, museum marketing 

theory displays a number of differences on a national level.  According to the National Endowment for the 

Art, museum audiences in the US have decreased alarmingly over the past years and can now be 

demographically characterized as predominantly Caucasian and mature compared to the composition of 

the general public (Simon, 2010). In Denmark, the 2012 report on cultural habits by the Ministry of Culture 

‘Danskernes Kulturvaner’ reveals that there has been a remarkable increase in museum visitors since 2004, 

and the number of Danes who have never visited an art museum or gallery is continuously diminishing. In 

addition to senior citizens, it is especially young people ages 15-19 years old and women who are boosting 

attendance records for the theater, art museums and classical music (Kulturministeriet, 2012)2. 

Unfortunately, visitor statistics in Australia are not quite as positive. Research shows the conflicting image 

of decline in museum visitation along with an unprecedented access to higher education and increased 

                                                           
2
 There has, however, been some criticism in relation to the validity of the survey on which the report is based. A 

comparison of the responses in relation to theater attendance with statistics on ticket sales from Statistics Denmark 
by Associate Professor with the Department of Arts and Cultural Studies at The University of Copenhagen, Stig Jarl 
suggests that Danes have attended the theater four times as much as ticket sales indicate. (Jarl, 2012). The agency 
responsible for the survey denies the level of inaccuracy suggested by Jarl’s comparison and responds that such a 
comparison cannot be made as Statistics Denmark’s material on theater attendance is not all inclusive. Nonetheless, 
other researchers agree with Jarl’s accusation of serious problems with the validity of the survey (Stockmann & Olsen, 
2012).      
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living standards that otherwise characterize the socio-economic background of museum visitors (Burton et 

al., 2009). In the United Kingdom, things are looking better with national surveys indicating that 43% of the 

population actively use the museums which also have a significant role in the economy (N. G. Kotler, Kotler, 

& Kotler, 2008, p. 156). This could be due to the free admittance to public museums in the UK which was 

introduced in 2001 as a means of creating a more democratic and accessible museum institution (Lyck, 

2010).  With seven out of the ten top visitor attractions in the UK being museums, they serve a major 

purpose in terms of the tourism industry as well (N. G. Kotler et al., 2008). As illustrated with these 

examples, national culture and socioeconomic conditions play a significant role to the state of the museum 

industry in a given country.  Therefore it is crucial to determine the specific macro environment for any 

individual museum in order to establish the proper course of strategic action.  

 

 

3.1 SMK in context 

To achieve long-term sustainability of any business or organization requires identification of changing 

opportunities and a focus on building competitive advantage. As SMK is a state-owned and publically 

funded institution, its continued existence relies on political goodwill and SMK’s ability to continuously 

perform on the funding it receives from the state budget as well as on the Danish public finding it valuable 

and worthy of public funding.  As such, strategic planning based on a thorough understanding of the 

political, economic, sociocultural and technical factors that make up the macro environment which SMK 

must act within is vital for maintaining a sustainable museum.  

PEST (or PESTEL) analysis is often applied to illuminate the nature of change in the macro environment that 

can influence organizational opportunities to implement marketing strategies (Hooley, Piercy, & Nicoulaud, 

2012).  Here the PEST analysis model is used to illustrate the cultural-political, economic, social and 

technical reality that SMK has to navigate through. In the case of SMK, however, it does not make sense to 

apply the extended PEST, the PESTEL, as there are no special environmental or legal concerns to consider at 

this time in order to answer the problem statement. This is by no means an exhaustive image of all possible 

implications of the macro-environment on SMK but a means to understand the context, in which the 

actions and initiatives taken by SMK, examined in this thesis, are to be understood.  

 

3.1.1 Political implications 

Over the past 200 years, Danish museums have made a substantial contribution to the cultural and societal 
development in Denmark and are today considered societal assets by the political system as knowledge and 
experience centers. (Kulturstyrelsen, 2014c).The state-subsidized and state-owned museums in Denmark 
are overseen by the Danish Agency for Culture which administers and implements the government’s 
cultural policy, as wells as services the Ministry and the Minister of Culture. The agency also contributes to 
a professionalization and qualitative development of museums in Denmark through quality assessments, 
project grants, consultancy and guidance.(The Danish Agency for Culture, 2013).  
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It is also within the scope of the Agency for Culture to support implementation of the Museum Act and its 
continuous amendments (The Danish Agency for Culture, 2013). The public Danish museums have been 
under regulation since 1958, but the combined Museum Act first came into place in 1976 and was most 
recently amended in 2013 with focus on increased financial and professional sustainability of the museums 
as well as on their academic research resources (Kulturministeriet, 2011; Kulturstyrelsen, 2014b). The new 
Museum Act also puts special emphasis on the museums’ societal responsibility as contributors to 
evolvement of Danish society and museums as centers of experience, education and active citizenship and 
integration in order to increase their value to society and to users (Kulturstyrelsen, 2014a). If museums are 
to live up to these expectations, they must continuously work with their image to avoid being considered 
obsolete tombs of dusty artifacts (Kulturministeriet, 2011).    
 
At SMK, the contact between the museum and the government runs directly between the museum director 
and the Ministry of Culture. Although there on several occasions over the years has been political initiative 
and goodwill to instate a board of directors at the national gallery (Bording, 2007; Dannemand, 2012), as it 
has been done at other public, cultural institutions such as The Royal Danish Theater and The Danish Film 
Institute, the intention has yet to be realized. At present, the Ministry of Culture is, in accordance with the 
2013 amendments to the Danish Museum Act, examining how to implement a board of directors at SMK 
and the National Museum of Denmark, but as of yet, nothing has been decided (Kulturknuserne, 2014, 
February 7). However, even though the museum director is appointed by the Minister of Culture (Wallner, 
N. & Weiss, K.L., 2014), the concept known as ‘the Arm’s length principle’, which insures the cultural 
institutions’ artistic autonomy, protects artistic decision-making from political interference 
(Kulturministeriet, 2015b).     
 
 

3.1.2 Economic challenges  

One of the great challenges of the cultural industries collectively is to increase recognition of the arts’ 

contribution and value to society in an economic sense and as a contributor to relieve the financially 

strained position of the economy in recent years (Kulturministeriet, 2013). For museums to be agenda-

setting in the leisure market, they must have continued focus on new tendencies and changes in wants and 

needs of museum users. This requires funding which is something that for the arts has been continuously 

decreasing in recent years due to the financial crisis (Thomsen, 2013).  

Since the establishment of the Danish Arts Foundation in 1964, the state has been a key player in terms of 

funding for the arts (Straarup, 2014). However, today private foundations play an increasingly important 

role for artists and for museums. This has also been the case for SMK which is one of the public cultural 

institutions to have received the most private funding in recent years. According to the Ministry of Culture’s 

records, SMK received DKK 138.7 million in funding from private foundations from 2009-2013 (Thomsen, 

2014e). The increasing need to rely on private funding has also influenced museum management at SMK 

where former museum director, Karsten Ohrt acted as a key figure in the public debate on public versus 

private funding for arts and the increasing influence of private foundations because he ,according to his 

own account, spent 60% of his time as museum director on fundraising, something he felt removed the 

museum professional aspect from the position (Kaare-Andersen, 2014; Langsted, 2014; Thomsen, 2013; 

Thomsen, 2014c; Thomsen, 2014e).   

As mentioned previously, SMK receives the bulk of its funding from the state budget, currently approx. DKK 

80 million a year (Thomsen, 2013). However, in 2012, the draft for the state budget suggested that the 
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funds for free admission to SMK’s collection should be redistributed to smaller, locale museums and that 

SMK instead should raise the DKK 10.4 million by charging entrance fees for visitors over the age of 18 

(Boserup, 2012). The proposal was not passed, and the free admission to the SMK collection, that has been 

in place since 2006, was preserved (H. D. Jensen, 2012). This was, nevertheless, a serious wake-up call for 

SMK, as the organization is constructed on the premise of free entrance to the collection. Removing free 

admission would mean a change in SMK’s self-image as a public institution, entrusted with the task of 

disseminating the cultural heritage to as diverse an audience as possible (Boserup, 2012).  

Another concern was the impact that removal of free admission would have on the total number of visitors, 

as this number had increased with 50% since the introduction of free admission (Boserup, 2012). Although 

collectively, the number of visitors at public museums increased in 2013, SMK’s visitor numbers dropped 

with 17%. In 2013, SMK also ranked 19th on the list of the top 20 most popular attractions in Denmark, 

falling behind the theme parks: Tivoli, Bakken and Legoland in the top 3, but also behind the other 

museums represented on the list: The National Museum of Denmark (no. 7), Louisiana (no. 10) and Aros 

(no. 11) (Danmarks Statistik, 2014, April 9; VisitDenmark, 2013).  

Public funding including free admission, however, does not mean that SMK is without need for private 

sponsors. At this time, SMK has 81 mentioned private foundations, sponsors and partners listed on their 

website. SMK is actually one of the public, cultural institutions to have received the most grants from 

private foundations. Extensive fundraising is, however, necessary as the public funding that SMK receives 

only budgets with DKK 2.5 million a year for exhibitions, and the large exhibitions of which SMK does two 

each year cost at least DKK 5 million apiece (Thomsen, 2013). With the decline in SMK’s net expense grant, 

as mentioned earlier, it seems that fundraising will play a continuously more import role for the 

sustainability of SMK.  

   

3.1.3 Socio-cultural developments 

Every year, museums in Denmark have approximately 10 million users who visit exhibitions or take part in 
the museums’ other activities (Kulturstyrelsen, 2014c). However, even though the number of visitors to art 
museums and exhibitions has increased from 35% in 2004 to 41% in 2012, not all Danes visit museums 
(Kulturministeriet, 2012, p. 68).  
 
According to the 7th edition of the Ministry of Culture’s research report ‘Danskernes Kulturvaner’ from 
2012, art museum visitors are primarily: seniors, women, people with no children and people who have a 
high income (Kulturministeriet, 2012, p. 70). 46% of those who answered that they rarely or never visit a 
museum or an exhibition gave ‘lack of interest’ as the cause (Kulturministeriet, 2012, p. 70). In general, user 
surveys show that immigrants and young people ages 14-29 years old are underrepresented among 
museum users compared to the population as a whole (Kulturministeriet, 2012). All in all, that leaves the 
art museums with the challenge of reaching their democratic potential and deliver museum experiences 
that are accessible and desirable for all demographic fractions of the population in an effort to legitimize 
their societal value.  To understand the social and demographic factors which impact museum visitation, a 
great deal of research is done on a national level as well as by the individual museums. In addition to 
‘Danskernes Kulturvaner’ which was first conducted in 1964, the Danish Agency for Culture is paying special 
attention to the museum area with a number of national user surveys of the state-owned and the state-
subsidized museums in the period 2009-2014 (Kulturstyrelsen, 2012; Kulturstyrelsen, 2015).    
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At SMK, they have also realized the importance and value of visitor studies in an effort to make the 
museum more open with point of departure in their users, potential users and non-users (Kulturen på 
NEWS, 2015, March 18). An example of SMK’s effort to reach out to non-users is the project ‘OrdVærkSted’ 
where SMK cooperates with Copenhagen Language Center on materials and teaching programs for newly 
immigrated citizens trying to learn Danish. The project is also an expression of SMK’s commitment as public 
institution with a societal responsibility for integration. The intention is of course that the project 
participants in addition to their language skills gain a relationship with SMK and become ambassadors in 
their community (SMK, 2013f; SMK, 2014h).  
 
One of SMK’s most ambitious goals is that its offers should be relevant for people from all walks of life and 
at any age (SMK, 2014b). According to an image survey from 2009, SMK was considered old-fashioned, 
authoritarian and anonymous (Bredsted, 2013). One way in which SMK tries to disassociate itself from that 
perception is through ULK – ‘Unges Laboratorier for Kunst’ which is SMK’s volunteer program for young 
people ages 15 to 25 years old for social and creative personal development. The volunteers, known as art 
pilots, work in close cooperation with museum staff on projects regarding user involvement and the 
engagement of young people in museum experiences. Part of the concept behind ULK is that the art pilots 
act as opinion leaders in their own communities to spread the idea of SMK as a place that has something to 
offer for young people as well (SMK, 2014k).    
 

 

3.1.4 Technical advancements 

It is a fundamental premise for SMK as principal museum of art that it is a museum for the whole country 

and not just for Copenhageners. That has previously been one of the great challenges for SMK but is now 

part of the foundation for their approach to digital media as a means of disseminating its cultural offerings 

across the country as well as abroad (SMK, 2013c; SMK, 2014b). Through the project SMK Digital, 

sponsored by the foundation ‘Nordea-fonden’, SMK has been able to launch a new website which includes 

the online collection database: ‘Collection Space’, and to carry out experiments during the project period 

from 2008 to 2013 on digital art dissemination and knowledge sharing (SMK, 2013c; SMK, 2014i). One of 

the digital initiatives by SMK is the participation in the Google Art Project which allows users to visit SMK 

using Google Street View (SMK, 2013a). In the SMK app ‘Tales’, users can do more than access the artwork.  

The app is designed, in cooperation with the young art pilots from ULK, as a wiki and invites users to create 

their own stories based on the artworks as well as add to stories uploaded by others. Another important 

feature of the Tales app is the ability for users to share their Tales on Facebook and Twitter and thereby 

disseminate their art stories to their entire community (SMK, 2012). Although an inspired idea to engage 

users digitally, less than 100 people have downloaded the app3, and as such the effect of disseminating art 

historical heritage to the masses fails to take place.     

However, not all museums in Denmark are focused on the possibilities of digital technologies for virtual 

museum experiences. The necessary know-how and the funds to experiment are lacking in the Danish 

museum community, and experts also warn that digital offerings are not a magical solution to the 

                                                           
3
 This number represents downloads for Android from Google Play. App Store for iPhone or iPad does not disclose 

number of downloads (Google Play, 2015; iTunes, 2015).   
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challenges regarding user engagement. Also, the digital museum offerings cannot replace the physical 

interaction between users and museum staff (Bech-Danielsen, 2014; Stockmann, 2015; Wiik, 2012).   

 

 

4.0 Innovative museum dissemination at SMK 

In their annual report for 2013, SMK declares its intention to take initiatives that will redefine the image 

and expectations of SMK specifically and museums in general as active participants in society to ensure 

continued relevance to their community and to the individual (SMK, 2014b). One way SMK is working to 

live up to this goal is the Bikubenfonden-sponsored project on innovative art dissemination. In September 

2013, it was announced that SMK had received DKK 4.4 million from Bikubenfonden to execute a number 

of new and different dissemination activities over a period of three years. Step one would be a monthly late 

Friday social, inspired by similar initiatives at large international art museums such as Tate Modern in 

London and Moma in New York. Each SMK Friday, as the initiative is called, would have a different theme 

and include different tours, concerts and performances that invite visitors to look at SMK’s collection in 

new ways. Other activities presented at the outset of the project included alternative cross media tours at 

the museum and theatrical interpretations of selected art works. The intention of the project from the 

point of view of SMK was to activate the Danes’ mutual, pictorial, cultural heritage in a manner that meets 

the public at eye level and provides new entries to the art represented at SMK (Bikubenfonden, 2015; SMK, 

2013b).    

 

4.1 SMK Fridays – ‘Your Friday night just became a bit more artsy’4 

“Oplev SMK tilsat fredagsstemning!” (SMK, 2013d). That is how SMK invites the public in for their monthly 

Friday night social. One Friday every month, SMK extends its opening hours into the evening with SMK 

Fridays from 4-10 p.m. with a series of different and informal art experiences free of charge. With art, 

street food, music, art talks and drinks, SMK wants to make art an everyday experience in a relaxed 

weekend atmosphere (SMK, 2013e). Every edition of SMK Fridays has its own individual theme such as 

“SMK FRIDAYS #9 – Sitrer kunsten i dig?”(October 2014), “SMK FRIDAYS #10 - Luk øjnene og lyt’ (November 

2014)” or “SMK FRIDAYS #11 feat. Frost. The Baroque Edition” (February 2015) (SMK, 2015b). The nature of 

the event is very compatible with the museum’s brand personality as ‘an insightful friend’ (SMK, 2014b). 

The format of the event is designed to have a broad appeal with many different functions. SMK Fridays 

could as such be the venue of a date, a cultural aperitif, a drink with colleagues or a fun way to start off the 

weekend with the whole family (N. R. Jensen, 2013).       

 

SMK Fridays is the most visible of the project initiatives, using Facebook as the primary channel to connect 

with the intended target audience for the event (Toft, L. & van Dijk, M., 2015). The first SMK Friday toke 

                                                           
4
 (SMK, 2013d – SMK Fridays)  
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place on September 20th 2013, and with a total of 10,000 visitors over the first three events, the concept 

has more than lived up to SMK’s own expectations (SMK, 2013e; SMK, 2014b; SMK oplevelsesudvikler, 

2015). SMK Fridays has also been a significant channel for the museum’s new branding strategy where 

‘Statens Museum for Kunst’ has abbreviated its full name to the brand SMK, and as such, the concept’s 

popularity with a diverse internal and external audience has been very satisfactory for the museum (Høy 

Ilsøe Sjöblom, 2014; SMK, 2014b; SMK oplevelsesudvikler, 2015).  

 

4.2 9x9x9 – Mix and match theater 

Nine art works, nine authors and nine actors. This was the point of departure when SMK nine Sundays in 

the fall of 2014 opened its doors to a series of cross media performances where nine actors each 

performed a monologue, written by one of the nine authors, inspired by nine different art works from the 

SMK collection (SMK, 2013b). The concept was a collaboration between SMK, the Royal Danish Theater and 

the publishing house, Gyldendal, and the intention was to invite the audience for a night of different and 

unusual museum experiences where the individual, after the initial introduction, was welcome to enjoy as 

many of the nine performances and in the order he or she desired. Each performance lasted 10 minutes 

and was performed continuously throughout the evening (SMK, 2014a). The project was overseen by 

curator and theater director, Hans-Peter Kellner who comes from Austria where the concept was first 

developed and performed at ‘Kunsthistorisches Museum’ in Vienna (Goul, 2014; Jensen, M. & Nissen, M., 

2014). By combining the three art forms – paintings or sculptures, literature and acting, the intention was 

to help the audience overcome intimidation of any of the art forms and make the art works accessible and 

open to people’s own interpretations (Jensen, M. & Nissen, M., 2014). The concept was marketed through 

SMK’s and the Royal Danish Theater’s websites, and the event received good revues in the press who called 

it “[E]n øjenåbner” (Politiken - Dithmer, 2014), “En levende fortælling om kunst” (VINKkbh - M. W. 

Jørgensen, 2014), and “Et meget vellykket projekt” (Weekendavisen - Goul, 2014). The concept was also 

featured on the television program ‘Smagsdommerne’ on DR K where it was also very well received (DR K, 

2014, October 21). Unlike the other events of the Bikubenfonden-sponsored initiative which have been free 

of charge, the entree fee for each of the nine Sundays was DKK 195 and DKK 145 for students. Without 

having any visitor numbers to support the claim, it was my experience that, perhaps due to the chosen 

marketing channels, 9x9x9 primarily attracted a more traditional and older audience of cultural consumers, 

and that the event was unsuccessful in attracting young people and non-users to a greater extent.        

 

4.3 ‘Bevægende Barok’ – a cross media tour of SMK 

The last format of the project is a series of cross media tours of the SMK collection to provide a more 

sensuous form of museological dissemination. The tours are spread across the entire project period and do 

not stand out to the public as a series of events (SMK oplevelsesudvikler, 2015). One example is the concert 

museum tour, ‘Bevægende Barok’ where seven musicians performed, using seven baroque instruments 

with the baroque masterpieces from the SMK collection as the backdrop.  These four extraordinary 

museum tours, all took place one weekend in February 2015 and were free of charge to the public, the 

same as SMK Fridays (SMK, 2015d). The idea was for the musicians to release a deeper level of the dramatic 
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artworks when music and art merged. The ‘Bevægende Barok’ tour was created by artist and art 

interpreter, Annette Skov from SMK and Poul Høxbro from Concerto Copenhagen, a chamber orchestra 

specializing in the baroque period. ‘Bevægende barok’ is a modification of Concerto Copenhagen’s concept 

‘Barokekspeditionen’ for children’s education (Concerto Copenhagen, 2015). The concept of fusing classical 

music and paintings for an adult audience has, however, been done before. In September 2014, Aarhus 

Symphony Orchestra did a concert where 99 paintings by German artist, Alexander Polzin, inspired by W.H. 

Auden’s poem: ‘The age of anxiety’ were shown simultaneously with the orchestra playing Leonard 

Bernstein’s second symphony inspired by and named after the same poem (TV2 Østjylland, 2014, 

September 17, 19:30). Another cross media event from the Bikubenfonden-sponsored project was a lecture 

in connection with the Golden Days Festival in September 2014 called ‘De sindssygt moderne kunstnere’ 

where journalist, Anders Haahr Rasmussen talked about ‘Dysmorfisme’ which as believed to be an 

infectious disease evident through modern art in 1919 (SMK, 2014f). Although ‘Bevægende Barok’ was well 

visited (by my own account), what the two cross media tours have in common is lack of publicity and 

awareness from the media which makes it difficult to reach audiences who are not already engaged in SMK 

and its activities.        

 

 

5.0 Theory 

In this section, the different models and perspectives, to be used as a means of evaluating data collected 

through the survey and the personal interviews, will be presented. The theory section is divided into 

subsections, clustering theories from the field of marketing together and separating them from those from 

the field of consumer behavior. This does not, however, represent clusters or sequences in terms of how 

and where the different models and perspectives will be applied to analyze the data.  

 

5.1 Museum Marketing 

Some might say that marketing is something that belongs in the world of fast moving consumer goods and 

not in the world of museums (Hede, 2007; Rentschler, 2007). Nevertheless, the competition in the museum 

market is tougher than ever, with every community boosting itself of meaningful and dedicated museums, 

and other museums are not the only competitors to worry about either. Museums compete for visitors, 

and thereby legitimacy, with an array of other cultural activities and offers, ranging from the performing 

arts to amusement parks to Netflix (N. G. Kotler et al., 2008; Pusa & Uusitalo, 2014; Salling, 2014; Wallace, 

2006). As such, the museums need a means to distinguish themselves and engender loyalty to the museum 

as a body of programs and experiences that provide a clear promise, encourage familiarity, and generate 

ongoing support (Wallace, 2006). They need more than a logo and a slogan. They need a brand (N. G. Kotler 

et al., 2008).   
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Marketing in a museum context should never be pursued as a sales activity but rather embraced as a 

holistic philosophy of how to build long term relationships with various stakeholders. With a strong brand 

identity, a museum can enhance its ability to promote exhibitions and perform on long-term objectives. 

Many arts organizations have been suffering under a too narrow definition of marketing as merely 

advertising and promotion, and although the industry is gradually changing, this is still an area which needs 

strategic attention and focus (Pusa & Uusitalo, 2014).   

The majority of empirical studies on branding in an art museum context have primarily focused on brand 

associations, meaning the values and images that visitors associate with the museum. However, consumer 

perception may not correspond to the brand identity, creating a gap which is important to understand in 

order to communicate effectively with museum audiences and other stakeholders (Pusa & Uusitalo, 2014).  

 

5.1.1 Brand management 

To analyze the effects of the significant brand work that SMK has done over the past few years to fulfill the 

vision of redefining the museum as an institution of the 21st century, well established models and theories 

from the brand management area of marketing research are needed to support or challenge these efforts.  

Margot Wallace, an established author on museum branding, defines a brand as “a distinctive identity that 

engenders loyalty” (Wallace, 2006, p. 1). However, an important foundation of the work with brand 

management is the distinction between brand identity and brand image. Brand identity is the strategically 

founded projection of unique brand associations that an organization wishes to stand for, whereas the 

brand image is how the brand is perceived by customers and other stakeholders (Aaker, 2002). The brand 

identity represents an inherent promise to the consumer from the organization, but if consumers hold a 

different image, communicating brand identity can prove very difficult. It is therefore important for any 

organization to manage brand image through an active and strategic approach to brand identity (Pusa & 

Uusitalo, 2014).  

In a model by David A. Aaker, brand identity is assessed based on four perspectives: ‘brand as product’, 

‘brand as person’, ‘brand as organization’ and ‘brand as symbol’, each made up of a number of dimensions 

in a ‘Brand Identity System’ as part of his ‘Brand Identity Planning Model’(Aaker, 2002, p. 79).  
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Not all brands need to incorporate more or all of the brand identity perspectives. In some cases, it is more 

appropriate to focus on a single perspective. Nevertheless, paying attention to several perspectives of 

brand identity can provide the brand with more complexity and depth. The goal is to provide a framework 

that allows different brand elements to help clarify, enrich and differentiate the brand identity (Aaker, 

2002). ‘Brand as product’ concerns features that relate directly to the product provided, and although this 

is a difficult approach, as you risk product attribute fixation, it is also an aspect directly linked to brand 

choice decisions. ‘Brands as product’ includes the dimensions: association with product class, functional 

and emotional benefits, quality/value, use occasion, associations with other users and link to a location 

(Aaker, 2002). All features which are important when branding museums, but to distinguish themselves, 

museums need a more multifaceted brand. ‘Brand as person’ focuses on that extra dimension of giving the 

brand personality and establishing a personal relation. ‘Brand as symbol’ provides the brand with visual 

imagery, metaphors and brand heritage. ‘Brand as organization’ focuses on the attributes behind the 

product or service that provide texture and significance to the brand in terms of having a culture of: 

innovation, quality assurance, or concern for the environment (Aaker, 2002).  All these dimensions are 

combined in a brand identity, consistent of a ‘core identity’ that represents the timeless essence of the 

brand combined with all the elements that are adjusted and developed over time as the brand evolves, also 

 

 

 
Adapted from ‘Brand Identity Planning Model’ (Aaker, 2002, p. 79) 
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known as the ‘extended identity’ (Aaker, 2002). Here only the ‘Brand Identity System’ has been used, as not 

all parts of Aaker’s extensive ‘Brand Identity Planning Model’ fit the purpose of this thesis. 

 

Museum marketing is traditionally often focused around promotion of special exhibitions. A core channel 

for this type of communication is the exhibition poster which typically features an image of an artwork, the 

title and time of the exhibition and a small museum logo (Korsgaard, 2013). The problem is that the 

audience might not know the artist or the art work, and then they do not take notice of the marketing 

communication or the museum (I. Larsen, 2013). This type of inside-out communication is a typical example 

of museums communicating only to current museum users, missing out on creating awareness of the 

museum brand with potential- and non-museum users. That is why corporate branding is also important in 

a museum context.  

 

Majken Schultz and Mary Jo Hatch have created the ‘Corporate Branding Tool Kit’ as a model of how your 

strategic stars – strategic vision, organizational culture and stakeholder image - should be aligned to 

achieve a cohesive corporate brand identity (Hatch & Schultz, 2001).   

 

 
 

In this model, a strong and successful brand identity is created and maintained through the alignment of 

‘Vision’, ‘Culture’ and ‘Image’ which requires attention to all three elements simultaneously. Analysis of 

identity gaps should be conducted continuously to ensure ongoing alignment of the different internal and 

external perceptions. It is a way to see whether the strategic vision of management is in line with consumer 

demand and if there is sufficient internal employee support for the brand identity. If there is misalignment 

between ‘Vision’ and ‘Culture’ – a ‘Vision-Culture gap’, the brand identity projected by management is 

promising the consumers either more or something different compared with what employees can deliver, 

 
Adapted from ‘The Corporate Branding Tool Kit’ (Hatch & Schultz, 2001, p. 131) 
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creating an internal imbalance (Heding, Knudtzen, & Bjerre, 2009).  If there is a misalignment between 

‘Image’ and ‘’Culture’ – an ‘Image-Culture gap’, it leads to confusion about what the brand stands for, 

comparing how customers and employees perceive the brand. An ‘Image-Vision gap’ illustrates what 

happens when the ‘Vision’ that management has, is out of line with the ‘Image’ and needs that customers 

hold. As a result, the organization fails to succeed with its brand communication (Hatch & Schultz, 2001).   

 

A corporate brand should create a common ground and give customers a sense of community while 

facilitating differences of interpretation that appeal to different groups. Together with the reduced costs of 

promoting a corporate brand, gaining consumer loyalty to the brand as opposed to the individual product 

has greater long term value (Hatch & Schultz, 2001). The common ground of a corporate brand has a lot to 

offer the museum industry as exemplified by museums such as Tate, MoMA, Guggenheim and the 

Smithsonian which people know and visit regardless of current exhibitions (Hede, 2007; Lockstone, 2007; 

Skot-Hansen, 2008).       

 

5.1.2 Brand communities 

Another interesting thing to be noted about corporate branding is that those who pursue this brand 

management strategy successfully tend to have a strong community of customers supporting the brand 

and its products (Hede, 2007). The idea of brand communities was first introduced to brand management 

research by Albert M. Muniz Jr. and Thomas C. O’Guinn in 2001. Based on a two-year study of consumers 

and their social interactions with three specific brands, they formed the theory of brand communities as “a 

specialized, non-geographically bound community, based on a structured set of social relationships among 

admirers of a brand” (Muniz Jr. & O'Guinn, 2001, p. 412). Here brand meaning is being negotiated between 

brand and consumer, rather than created and delivered by brand owners, in a brand triad where the 

connection consumers in between is as important as the connection between brand and consumer. The 

point is that the brand community’s existence is beyond the brand, and community members are likely to 

continue the brand dialogue beyond the input and encouragement from the brand manager (Heding et al., 

2009; Muniz Jr. & O'Guinn, 2001). Brand communities are consumption communities and are in general 

most likely to form around brands with a strong image, a rich and lengthy history and in the face of 

threatening competition (Muniz Jr. & O'Guinn, 2001, p. 415). The existence of a common enemy, especially 

if the brand of the community has an underdog position in the market, makes the brand community 

particularly strong.  As with any community, the brand community is characterized by a ‘Consciousness of 

kind’, the existence of ‘Shared rituals and traditions’ and ‘A sense of moral responsibility’. 

 

 



 
 

28 
 

 
 

‘Consciousness of kind’ is an awareness that community members have of being connected to other 

community members, whilst feeling a ‘collective sense of difference’ from non-members.  Part of this 

difference is ‘oppositional brand loyalty’. ‘Shared rituals and traditions’ represent a social process whereby 

the shared meaning is produced and reproduced through shared consumption experiences with the brand. 

This includes sharing the history of the brand and sharing brand stories with storytelling as an important 

element of creating and maintaining the brand community as it also reinforces consciousness of kind. ‘A 

sense of moral responsibility’ refers to the sense of duty that members feel toward the brand community 

as a whole and the other individual members. It is this sense of responsibility that creates the group 

cohesion (Muniz Jr. & O'Guinn, 2001). Brand communities can be a very powerful tool in affecting brand 

value because the social engagement in brand communities adds significantly to brand loyalty (Heding et 

al., 2009). This is something that could be very beneficial to the museum industry, and in terms of public 

museums such as SMK, the associated risk of ‘brand hijacking’ (Heding et al., 2009) is not a real threat as 

SMK is already the public’s museum.  

 

Brand communities are as mentioned non-geographically based, in no small way due to the possibilities of 

the Internet and social media, but they can also include face-to-face interaction between community 

members. Part of foundation for brand community theory is research on ‘subcultures of consumption’ and 

the extensive ethnographic studies by James H. McAlexander and John W. Schouten on brandfests (Heding 

et al., 2009; McAlexander, J.H. & Schouten, J.W., 1998).  A brand fest is a corporate-sponsored event, 

providing consumers with extraordinary experiences with the brand, while creating or strengthening the 

consumer’s relationship with said brand, its various stewards and other devoted users. The brand is placed 

at the center of an activity that is relevant or even central to key aspects of the brand consumer’s identity. 

As such, brandfests can be an ideal vehicle for customer loyalty and long-term brand vitality (McAlexander, 

J.H. & Schouten, J.W., 1998).  

 

 
 

Adapted from “Brand Management – Research, Theory and Practice” by (Heding et al., 2009, p. 188). 
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The two main characteristics of a brandfest are ‘extraordinary consumer experiences’, defined by 

McAlexander and Schouten as an experience “that yields feelings of personal growth or triumph, involves 

emotional intensity, is uniquely memorable, and becomes associated with a brand” (McAlexander, J.H. & 

Schouten, J.W., 1998, p. 381) and ‘building relationships’. There are three realms of action critical to 

creating an ‘extraordinary experience’ for brandfest participants: Providing opportunities for personal 

growth, helping participants manage perceived risks and facilitating a community among the participants. 

In the context of brandfests, perceived risks can be social, financial or physical. Social risk includes the 

potential for embarrassment in connection with activities visible to other participants and fear of not fitting 

in which can be managed by the brand sponsor through awareness of possible stereotypes and 

preconceptions in event communication (McAlexander, J.H. & Schouten, J.W., 1998). In terms of ‘building 

relationships’, McAlexander and Schouten (1998) define four distinct types of possible consumer 

relationships essential to brand vitality: 1) consumer & product, 2) consumer & brand, 3) consumer & 

corporation behind the brand, and 4) among consumers of the brand. McAlexander and Schouten (1998) 

added a fifth sort of relationship, between the brandfest and the local community of the location which will 

not be included here as consumers and local community members are one and the same in the context. 

 

 

 

 

Illustration based on definitions and descriptions in “Brandfests – Servicescapes for the Cultivation of Brand 

equity” (McAlexander, J.H. & Schouten, J.W., 1998) and adapted to a museum brand context. 
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5.2 Consumer behavior – Museum visitors 

In his book “Transforming museums for the twenty-first century”, Graham Black argues that in the 

industry’s current state, museums need more than ever to turn visitors into users to create and maintain 

consumer loyalty (Black, 2012). This is also necessary if museums are to fill a more modern role as 

meaningful cultural learning and experience centers. Over the past 15 years, there has been an increased 

focus on engaging ordinary people in constructing museum experiences, whereas 20 years ago that was a 

task solely for museum professionals (Pedersen, 2015). Today, audiences expect museum experiences that 

engage them as active participators and not just passive observers (Holdgaard, N. & Valtysson, B., 2014). 

This is also evident from museum visitor literature and studies which speak of users as opposed to 

audiences or visitors and increasingly treat the museum experiences as a product for cultural consumers 

(Løssing, 2009; Skot-Hansen, 2008). 

     

5.2.1 Motivation – why do people visit museums?  

Why do people visit museums? With the need for marketing the services and experiences that museums 

have to offer comes also the need to understand the underlying motivation of why people choose to spend 

their limited leisure time at the museum when faced with an abundance of other options.  

One of the theories on why people visit museums is based on identity and the socio-cultural concept of ‘the 

hyperconsumer’. According to French philosopher, Giles Lipovetsky, we have moved beyond the 

postmodern society into the age of ‘hyper’ characterized by ‘hyperconsumption’, ‘hypermodernity’ and 

‘hypernarcissism’ (Lipovetsky & Charles, 2005). Here everyone consumes first and foremost for his or her 

own pleasure rather than out of rivalry with others. As tradition, culture and ideology are overruled in a 

hypermodern society characterized by fluidity and flexibility, one’s sense of belonging and identity is an 

object for individuals to seize for themselves. Consumption appears to increasingly infiltrate our lives and 

dictate our relationships, as we move from a capitalist production to an economy of consumption.  In the 

hypermodern society, we move from industrialized produced goods to leisure, and as such, the effects of 

the individual as a hyperconsumer gain significance for the museum industry. The erosion of the previous, 

societal framework gives way to a volatile, fragmentary and deregulated consumer who consumes 

experientially and emotionally to belong to a community through the construction of self. This means that 

an increased focus on narratives, meaning and relations, as opposed to products, is necessary for museums 

to reach the hyperconsumers and make them museum users (Lipovetsky & Charles, 2005).              

Traditionally, museum visitor studies have focused on uncovering who visits museums. However, although 

having an interest in the subject matter of a given museum is obviously significant to determine who will 

visit, studies continuously show that this is not sufficient to explain who actually visit the museum (Falk, 

2010). A survey done by the National Science Board revealed that more than 90% of Americans say that 

they find science and technology interesting, however, far from that number actually visit science and 

technology museums (Falk, 2010). Similar findings can be observed in ‘Danskernes Kulturvaner’ where a 

comparison of the responses in relation to theater attendance with statistics on ticket sales from Statistics 

Denmark suggests that Danes have attended the theater four times as much as the number of theater 
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tickets sold (Jarl, 2012). As such, it seems fair to say that interest is not a strong enough indicator of why 

people visit museums.   

According to researcher John H. Falk, a leading figure in museum visitor studies, the museum visitor 

experience is uniquely constructed each time a person visits the museum, and as such, the same visitor can 

have very different motivations for each individual visit. He believes that looking exclusively at who visits 

the museum based on demographics and psychographics may actually have obscured the potential for 

discovering why people visit the museum. Falk has through his research discovered a causal link between 

what museum visitors do during their museum visit, what they remember from their museum experience 

and what motivated them to visit the museum to begin with. His approach suggests that most people visit 

museums in order to build and support their personal identity needs such as personal fulfilment, being a 

good parent, being a supportive spouse, novelty seeking, or simply getting away from their stressful every-

day life (Falk, 2013). 

 Although theoretically, the museum could provide fulfillment for an almost infinite number of identity 

related needs, this is not the case according to Falk’s research. Motivations for visiting a museum tend to 

cluster around five identity-related categories5: ‘Explorers’, ‘Facilitators’, ‘Professional/Hobbyists’, 

‘Experience seekers’, and ‘Rechargers’ (Falk, 2013, p. 117).     

                                                           
5
 Two additional categories have been added since the model was first created: ‘Affinity seekers’ – visit the museum 

because it relates to their heritage and ‘Respectful pilgrims’ – visit to pay respect to those honored or represented by 
the museum or memorial, as they feel a sense of duty or obligation (Falk, 2013, p. 126) 
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Each category is not an identity type but rather an image of how identity-related needs influence why 

people visit museums. By being aware of motivation, museums can design experiences that fulfill visitors’ 

identity-related needs and thereby ensure a greater agreement between visitors’ entry narrative and their 

post visit outcomes. This improves their chance of increasing frequency of current museum users as well as 

of attract people, through positive word of mouth, who do not visit the museum at all (Falk, 2013). 

 

5.2.2 Experience economy 

Museums are, whether they realize it or not, part of an expanding economic development based on the 

provision of good experiences (Skot-Hansen, 2008). The characteristics of what a museum visit should be 

have been under much debate. Where some wish to provide exciting experiences, others fear that the 

museum industry is falling into the trap of “Disneyfication” (Balloffet, Courvoisier, & Lagier, 2014). In 

general, the discussion concerns whether museums should provide education or entertainment. The 

   

Illustration of Falk’s five identity related categories (Falk, 2013, p. 117) 
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compromise that many have turned to is the combination of the two labeled ‘edutainment’ (Balloffet et al., 

2014; N. Kotler & Kotler, 2000; Lockstone, 2007). Applying experience in a museum context does not make 

it an amusement park, as museums distinguish themselves by their scientific, methodological and ethical 

criteria in comparison. However, contemporary museum users are looking for experiences that are 

sharable, user-friendly and interactive, and applying concepts from the realm of experience economy to the 

museum experience makes that possible (Balloffet et al., 2014). 

A key objective of museums today is to continually develop and improve all dimensions of the visitor 

experience. Recognizing the importance of extended aspects of the museum experience is of vital 

importance (Rentschler, 2007). In 1999, B. Joseph Pine II and James H. Gilmore introduced the concept of 

strategically working with experiences as a necessary value-adding feature of any contemporary product or 

service (Pine & Gilmore, 1999). They predicted that in the future – seen from the perspective of 1999 - the 

success of companies and organizations would depend on their ability to create an experience universe 

around their products and services (Bille & Lorenzen, 2008).   

 

 



 
 

34 
 

 

According to Pine & Gilmore, “Experiences are memorable events, revealed over time, that engage 

individuals in an inherently personal way” (Pine & Gilmore, 1999, p. 164). They defined experiences in 

terms of active versus passive participation and the kind of connection or relationship that the customer 

may form with the event, from absorption to immersion. These dimensions result in four realms of 

experience: ‘Entertainment’, ‘Education’, ‘Escapist’ and ‘Esthetic’ which are mutually compatible and often 

intermingle to form uniquely personal encounters. In addition, Pine & Gilmore listed five principles to 

create a successful experience that ideally should be compelling, engaging, memorable and rich (Pine & 

 

Illustration based on definitions and descriptions in “The Experience Economy” (Pine & Gilmore, 1999). 
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Gilmore, 1999). Pine and Gilmore encourage experience stagers to ‘Theme the experience’ as this invites 

audiences to become part of the narrative of the experience. To ‘Harmonize impressions with positive cues’ 

means taking advantages of inanimate cues – sights, smells, tastes, sounds, and textures – and animate 

cues – from contact with other people – to create positive takeways for the audience supported by the 

theme. If visual or aural cues are inconsistent, it can leave the audience confused or disoriented. Therefore 

the experience stager must ‘Eliminate negative cues’ which contradict or diminish the experience. One way 

to extend the audience’s experience is through souvenirs, therefore Pine & Gilmore recommend that 

experience stagers ‘Mix in memorabilia’. Finally, one of the most powerful tools of creating experiences is 

to ‘Engage the five senses’.  By providing sensory stimulus that compliments the theme and the overall 

experience,   experience stagers can create a more memorable impression with audiences which is of 

course of immense value to the museums as they provide intangible experiences.    

 

6.0 Research design 

The data collection for this thesis is a combination of quantitative and qualitative methods. A 

questionnaire, targeted at users, potential users and non-users, has been applied as well as personal 

interviews with relevant SMK staff members and participants from the Bikubenfonden-sponsored activities 

to collect data relevant to answering the problem statement. 

By applying methodological triangulation of quantitative and qualitative methods to the subject at hand of 

small scale studies, such as this thesis, one is able to explore findings from one method further using 

another (Daymon & Holloway, 2002). This has been employed here by using the questionnaire to gain a 

general impression of awareness of SMK and its initiatives, and then using personal interviews with a small 

number of participants from the Bikubenfonden-sponsored activities to achieve a deeper understanding of 

the impressions, motivations and outcomes. 

In short, one can describe qualitative methods as an analysis of words and quantitative methods as being 

associated with numbers (Daymon & Holloway, 2002). Both methods have their strengths and weaknesses 

which will be briefly examined here. Looking at quantitative method, there are some obvious advantages. 

Quantitative data is scientifically respectable which is important not only in the research community but 

also because it creates credibility which provides a solid foundation for further arguments. Because it is 

data in a predetermined form, it is possible to analyse quite large amounts of data, as opposed to 

qualitative method where the individual wording has to be evaluated to determine the accurate meaning. 

There are, on the other hand, also some weaknesses to a quantitative approach to data collection. Because 

it is based on a standardized set of options, the quality of the data can be questioned, especially with 

closed questions where the participants only have the option of choosing from answers provided by the 

researcher. There is also a false promise of scientific validity because the researcher can greatly affect the 

outcome through the way in which the questions are designed and through the respondents chosen to 

participate (Denscombe, 1999). With qualitative methods, there is opportunity to give detailed 

explanations. The participants can respond in their own words, and the researcher has the advantage of 

experiencing non-verbal cues. Overall that creates a deeper understanding. Still, it is quite time-consuming 
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to analyze because you have to interpret every individual response which in a professional setting can also 

be very expensive. It gives a detailed image of a small group but cannot really be used to say anything in 

general because its values are difficult to measure, as the data is so diversified. There can also be certain 

topics of a personal nature that participants might not feel comfortable discussing openly in person, or they 

simply do not wish to appear unintelligent or uneducated in front of the interviewer (Bryman, 2001; 

Daymon & Holloway, 2002; Vaughn, Schumm, & Sinagub, 1996).  

In this thesis, an online questionnaire has been used to gain an impression of whether the extensive image 

and brand development that SMK has undergone in recent years has transcended into public opinion. The 

question is whether SMK with projects like the Bikubenfonden-sponsored innovative art dissemination 

activities is reaching potential- and non-users as intended.  This way, you can compare the brand image in 

the general public with the identity that SMK has defined for its brand. However, with the limited resources 

of a thesis project, it is unlikely that one is able to achieve a response rate from which you can gain 

statistically accurate tendencies. Another issue is that SMK has not defined a particular demographic target 

group for these activities, and as such, measuring with statistical accuracy, whether the audience has been 

reached with the marketing communication applied for this project, is difficult. These issues correspond to 

the advantages and disadvantages generally experienced with questionnaires as a method in social sciences 

research. While a questionnaire provides a wide coverage at a low cost, eliminating the effect of personal 

interaction and providing easy-to-work-with pre-coded data, there is also the disadvantage of a poor 

response rate and a lower quality and richness of data compared to other methods (Denscombe, 1999).  

The questionnaire was distributed online using the platform Survey Monkey, as online questionnaires are 

generally considered to be more efficient and cost effective that postal distribution (Andersen, 2008). The 

questions for the questionnaire are attached as appendix 1.       

The interview method has also been applied with both relevant members of staff at SMK and a select 

number of participants from the Bikubenfonden-sponsored activities at SMK. All personal interviews have 

been conducted as semi-structured interviews, based on interview guides with questions divided into 

themes, used as necessary based on the flow of the individual interview and the extensiveness of the 

individual interviewee’s answers (Daymon & Holloway, 2002). The different interview guides are attached 

as appendixes 2-4.  In social sciences, the qualitative interview provides a unique access to the lived world 

of the interviewees, who in their own words, are able to depict activities, experiences or opinions. The 

open nature of the interview situation invites creation of new knowledge, but may also entail problems in 

term of systematic comparison and analysis of the data output (Kvale, 2007). The qualitative approach to 

interviewing emphasizes the researcher as a human instrument of research (Daymon & Holloway, 2002). 

This has both advantages and disadvantages. In an interview situation, the researcher is able to prompt for 

information if necessary and create an atmosphere of trust that allows the interviewee to speak freely, 

however, in some cases, the presence of the researcher can affect the interviewee to not answer 

completely truthfully. There may also be a difference between what interviewees say they do and what 

they actually do. Interviews are also a very time consuming method, and the data collected can be difficult 

to work with due to its unstructured and at times, subjective nature (Daymon & Holloway, 2002).  

To uncover the intentions of SMK when it comes to the Bikubenfonden-sponsored project, relevant 

members of staff at SMK were interviewed. Through these interviews, a thorough understanding of the 

process behind and workings of the combined project, not available through other sources, was achieved, 
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however, it should be considered that not all members of staff have been interviewed. Also answers of the 

interviewed staff members may be affected by loyalty to the museum and/or confidentiality of some 

matters.  

To gain a deeper and more nuanced insight into the perceptions and motivations of participants from the 

Bikubenfonden-sponsored activities at SMK, a number of personal interviews were conducted.  This 

allowed for a flexible and free exploration of experiences and opinions relating to SMK and the 

Bikubenfonden-sponsored activities. However, only a select group of six participants were interviewed, and 

considering that SMK Fridays e.g. have an average of 3500 visitors (SMK oplevelsesudvikler, 2015), it is 

unlikely that all experiences and opinions have been covered in this study. There is also the risk that the 

interviewees were hesitant to speak freely about any negative associations despite encouragements, as 

they knew of the subject for this thesis in advance and might have thought that only positive experiences 

were relevant.   

Important criteria for establishing and assessing the quality of data from both methods used are reliability 

and validity. However, in qualitative research, there has been some discussion among researchers of their 

relevance and the need to adjust the concepts to a qualitative context. In a hermeneutic perspective for 

instance, some prefer to speak of data quality as opposed to validity. In this thesis, however, the terms 

reliability and validity will be used with due attention to the modifications appropriate for a qualitative 

research approach. 

According to Bryman, validity “refers to whether you are observing, identifying or measuring what you say 

you are” (Bryman, 2001, p. 270). In this thesis, the extent to which findings can be generalized across social 

settings as an expression of external validity seems limited. Other comparable, cultural institutions in 

Copenhagen are attempting activities similar to SMK Fridays, seemingly with less success in terms of visitor 

numbers (by my own account). It has not been possible through the personal interviews to define what 

makes SMK Fridays unique in that sense. Internal validity is generally strong in qualitative research, mostly 

so, however, in ethnographic research due to the prolonged participation of the researcher in the social life 

of the group. Here, the participants were only interviewed once. A means to increase internal validity could 

have been to interview participants continually over a period of time in which they participated in multiple 

editions of the Bikubenfonden-sponsored activities. An issue of internal validity, which perhaps could have 

been corrected with multiple interviews with the same participant, was when interviewees answered 

questions concerning SMK as a museum institution with opinions on SMK Fridays and vice versa. In some 

cases, it was not clear until the interview recordings had been thoroughly analyzed, and in other cases, it 

was not possible to correct the interviewee’s perception of the question without ruining the atmosphere of 

trust between the interviewee and the researcher by pointing out the mistake.     

With the questionnaire, as per usual, internal validity was not high. An example of this was the question 

where respondents were asked to pick a maximum of five words from a list of 20 options which they 

associated with SMK. An additional option was to choose “Andet” and then write something else. Here one 

respondent wrote that he/she picked associations with the name/brand ‘SMK’ and not with the museum, 

hoping this was the intention with the question. It is possible that testing the questionnaire on a smaller 

reference group before distribution could have brought this issue to the surface, however, it is not 

guaranteed that the test group would have perceived the question in the same manner as the respondent 

mentioned above. That is why the combination of the questionnaire with the participant interviews overall 
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created a higher data quality, as misunderstandings were able to be further examined in the interviews 

although only with a select number of participants.  

Reliability in a quantitative context is concerned with whether a study will re-produce the same results if 

attempted replicated (Watt Boolsen, 2008). From a qualitative perspective, this is considered close to 

impossible due to the impact of the researcher as a human instrument and the social setting in which the 

data is collected (Bryman, 2001) .  

In this case, I used my own network as a means of distributing the questionnaire to a fraction of the general 

Danish public, with specific focus on residents in the Capital Region of Denmark. As such, I as a researcher 

cannot be detached from the study, though, given the spread in gender, age, education and knowledge of 

SMK, I do think that the results have merit and provide a plausible impression of the general state of public 

opinion. With the personal interviews, naturally, it is a disadvantage for me as a single researcher, in terms 

of internal reliability, not to have a fellow researcher in the room who perhaps would have picked up on 

cues which I have not. Conversely, this might also have affected the social setting and the atmosphere of 

trust achieved through the informal one-one interviews (Bryman, 2001; Daymon & Holloway, 2002).     

 

 

7.0 Results of data collection 

For the purpose of this thesis, an online questionnaire and personal interviews have been applied in 

combination, to gain an understanding of the level of awareness of SMK and its initiatives in general, while 

also acquiring an insight into the process behind the project from SMK’s point of view, as well as a deeper 

and more nuanced comprehension of the visitors’ experiences with the special events at SMK. 

 

7.1 Questionnaire  

The questionnaire consisted of a total of 21 questions, concerning facts about the participants, awareness 

of SMK, relationship with SMK, and questions specifically dealing with the Bikubenfonden-sponsored 

activities (see all questions in appendix 1). Not all participants answered all 21 questions, nor were they 

supposed to. The participants were asked to recall the SMK brand, and those who did not were redirected 

and prompted further. Those who then answered that they had never heard of ‘Statens Museum for Kunst’ 

were then prevented from answering the rest of the questions, as their answers would be of no value. 

Participants who answered that they had never been to SMK were directed further ahead in the 

questionnaire, preventing them from answering questions about their last visit to SMK. At the question 

regarding the Bikubenfonden-sponsored activities, participants were, in much the same way, divided into 

those who had heard of the events, those who had participated, and those who had not heard of or 

participated in any of the activities.  
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The questionnaire created using the online survey platform, SurveyMonkey and was then distributed using 

social media – Facebook, Twitter and LinkedIn, as Facebook has been the primary channel of 

communication for SMK Fridays (D'Amore, 2014). As the largest and most influential social media in 

Denmark, also among Danish museums, Facebook was an interesting channel for the purpose of this 

questionnaire (Holdgaard, N. & Valtysson, B., 2014). Another channel used for distribution was the art club 

at FOSS which has approximately 100 members, all employed at FOSS in Hillerød. This group lives in the 

Copenhagen metropolitan area and already has a personal interest in arts and as such should be more likely 

to be aware of initiatives concerning SMK, its brand and its activities. It was the assumption of the 

researcher that the combination of these channels would provide a diverse pool of respondents in terms of 

age, education and cultural preferences. The questionnaire was open for ten days, from March 4th to March 

14th 2015, and a total of 151 people answered the questionnaire.  

The respondents were divided fairly evenly between the sexes with 37% male and 63% female 

respondents. All six age groups from 15 to 60+ years old were represented, however, with a majority (52%) 

in the group 20-29 years old which is not a disadvantage here, as one must assume that SMK Fridays 

although not demographically targeted by SMK are intended to intrigue young adults. The majority of the 

respondents (69%) live in the Capital Region which is an advantage for this study, as they would be more 

likely to have had the opportunity to participate in one or more of the activities. In addition, it should be 

mentioned that the majority of the respondents do not have children living at home (62%) and have a high-

level university education (lang videregående uddannelse) (64%), although all other end-levels of the 

Danish educational system are represented as well. When prompted whether they knew SMK, 55% of the 

respondents answered that they had never heard of it. However, when they were then asked about 

awareness of ‘Statens Museum for Kunst’, only 2% had still not heard of it. Among the respondents, the 

general impression of SMK was positive with a total of 72% declaring a somewhat or very positive 

impression. The top three associations from a list of 20 options provided were ‘København’ (57%), 

‘Historisk’ (49%) and ‘Moderne’ (38%). In addition to the options provided, ‘Elitær’ and ‘Børnevenlig’ were 

added by respondents, and 13% of respondents answered ‘Ved ikke’. This is not that surprising since 28% of 

the respondents have never been to SMK, and 36% of respondents’ visit to SMK lie more than three years 

back. However, a total of 34% visit SMK at least once a year. The top three reasons for visiting were, from a 

predefined list of options based on Falk’s identity related motivations (Falk, 2013), a personal interest in 

arts (39%), to spend time with friends and family (38%) and an obligation to visit SMK as it is Denmark’s 

national gallery (33%). 92% of respondents were not connected with SMK on social media or the like, even 

though this was the primary channel (41%) from which those who had heard of the Bikubenfonden- 

sponsored activities had their knowledge, though from friends or other accounts than SMK’s. Sadly, 73% of 

respondents had not heard of any of the activities. Of the 37 respondents out of 151 who had heard of the 

activities, 76% had not participated which leaves the answers from the 9 respondents who had participated 

in an activity, in less than desirable quality in term of generalization potential. On the other hand, of the 

132 respondents who had either not heard of or not participated in an activity, 46% answered that they 

would like to participate given the opportunity after being presented with a description of the different 

activities that had been carried out at the time of the survey. For a graphical overview of all results, please 

see appendix 5.            
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7.2 Personal interviews  

To acquire an insight into the process behind the Bikubenfonden-sponsored activities from SMK’s point of 

view in connection to the overall brand management of SMK, relevant members of staff were interviewed. 

As a point of departure for the whole thesis study, a marketing coordinator was interviewed on June 18th 

2014 about the general workings and marketing strategies of SMK. The interviewed was mainly used to 

clarify information and impressions from various secondary sources as well as to create a general overview 

and understanding. The questions regarded: the overall marketing strategies for SMK, the recently 

implemented brand platform in connection with the campaign ‘Hvad er SMK?’, the new performance 

contract for 2014-2017 with the Ministry of Culture and its increased focus on museum users, target groups 

and audience segmentation at SMK, SMK Fridays as an expression of the SMK brand, cobranding initiatives 

and SMK’s general approach to experience economy. The interview guide is attached as appendix 2.  

The second SMK staff interview was on February 20th 2015 with their experience developer and concerned 

the different Bikubenfonden-sponsored activities. The intention here was to gain a deeper understanding 

of the process behind the project. The semi-structured interview moved in a non-linear manner through 

the chronology of the process from applying to Bikubenfonden to a glimpse of the future. The questions 

concerned: the processes from idea to event, the selection of specific initiatives, considerations of target 

groups, personal experiences with working with SMK Fridays, attraction and retention of users, strategies 

and success criteria, concepts central to development of the events, intentions and outcomes, innovation, 

evaluation, the SMK brand, internal and external effects, reception analysis and future endeavors. The main 

outcome of this interview was an image of the Bikubenfonden-sponsored activities as an arena for the 

experience department to experiment without much strategizing, performance targets or success criteria, 

and as an outlet for creative ideas and energy and a deep passion for creating new museum experiences. 

The interview guide for this interview is attached as appendix 3.    

To gain a more nuanced image of visitor experiences at the Bikubenfonden-sponsored activities at SMK, six 

personal interviews were conducted with participants from one or more of the events. The interviews with 

participants from Bikubenfonden-sponsored activities were conducted at a café of the interviewee’s choice 

in order to make the interview as convenient and relaxed as possible. All six interviews were conducted 

between March 23rd and March 29th 2015 and lasted between 14 and 18 minutes. In the group of 

interviewees were five women and one man, ages 26-29, students and young processionals, all with a high-

level university educational background reaching from sociology and communication to biotechnology. All 

interviews were based on the same interview guide (see appendix 4), but this was only followed 

sporadically in accordance with the flow of the conversation and the topics which the interviewees invited 

for further discussion with their answers. Sometimes an interviewee answered more than one question at a 

time, making it redundant to probe for the same answer in a separate question, unless the interviewee 

seemed to have more to say on the subject. Interviewees were asked which events they had participated in 

at SMK. It was not specified to the interviewees that the events must be from the Bikubenfonden-

sponsored project, as it was considered unlikely that participants would have noticed and remembered the 

sponsor at the bottom of the invite and the program. As such, in addition to SMK Friday in which all 

interviewees had participated, a number of other events were mentioned, including two Bikubenfonden-

sponsored activities: 9x9x9 and ‘Bevægende Barok’, as well as an exhibition opening for Instagrammers and 

a Sculpture Walk with SMK co-branding initiative, Parkmuseerne. Several of the interviewees emphasized 
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that that their participation had been in one of the early editions of SMK Fridays, but according to museum 

visitor studies by John H. Falk, new research indicate that it takes a while for memories to form, and as 

such, traditional visitor studies, based on interviews conducted immediately after the visitor has exited the 

museum, are of little value (Falk, 2010).  

The interviewees all agreed that SMK Friday was an enjoyable experience. About half participated in one or 

more of the scheduled activities such as Art Talks, but everyone agreed that the scheduled activities were 

essential to the concept of SMK Fridays. The reasons for engaging in a scheduled activity included 

expanding their horizon, trying something new and learning about art since one was at SMK. Disadvantages 

of the activities were pointed out by both participating and non-participating interviewees. These included: 

too many people, lack of preparation or awareness of opportunities, and lack of transparence in terms of 

the content of the scheduled activities. Among the non-participating interviewees was also the argument 

that they had come to spend time with friends and not necessarily to look at the art work. Spending time 

with friends was also a primary motivation of the group in general, along with getting something more out 

of a Friday night, trying new things, and enjoying a beer in beautiful surroundings. The venue was also 

something many mentioned when asked about the atmosphere of SMK Fridays. Other associations that 

came to mind were relaxed, inclusive, ‘hyggelig’, cool, funky, and meaningful. They described the ‘SMK 

Friday type’ as students and graduates, creatives, hipsters, experience seekers, and young people but also 

several emphasized that they had noticed participants of all ages. Most considered themselves as part of 

this ‘SMK Friday type’. All the interviewees had visited SMK prior to participating in SMK Friday, one even 

said that Fridays had inspired her to visit more during regular hours. In general, the experience had 

positively improved the interviewees’ overall impression of SMK which after SMK Fridays was of a more 

inclusive, relaxed, open, forward thinking, risk-taking, modern, approachable and cool museum.         

In order to protect to the anonymity of all the interview participants, their names do not appear anywhere 

in this thesis, nor on the recordings of the interviews (see enclosed CD). SMK staff members will be referred 

to by job title and interview participants as interviewee 1-6.            

 

8.0 Analysis 

8.1 SMK Brand Identity – Something Many Know? 

In 2010, ‘Statens Museum for Kunst’ became SMK as part of a new visual identity for the museum – a black 

frame into which anything could be inserted (Bredsted, 2013). To increase awareness of this new identity, 

the campaign ‘Hvad er SMK’ was launched in March 2013, inviting the public to participate in defining what 

SMK should stand for. The advertising agency responsible for the campaign, Bates Y&R declared that the 

campaign should enhance ‘Kunst’ in the publics’ associations with SMK while removing focus from the 

‘Statens’ and at the same time, bring SMK top of mind especially with younger audiences. The campaign 

was considered a success with entries from more than 1000 people, at SMK and online (Engholm, 2013). 

Now two years later, brand recognition of SMK in this study was very poor with 55% stating ‘Aldrig hørt om 

det’ when asked if they knew SMK in the questionnaire. Only a total of 19% declared that they knew SMK 

quite a bit or very well. Those how did not know or were unsure of the brand were asked if they knew that 
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SMK was ‘Statens Museums for Kunst’. 86% answered no. That makes it extremely difficult for the museum 

to use the SMK brand identity in promotional endeavors to reach to new audiences. If a number of the 

general public similar to the 86% from this study is unaware that ‘SMK’ means ‘Statens Museum for Kunst’, 

advertising for exhibitions using traditional outdoor displays becomes very ineffective because outdoor 

displays stand only with no option for retrieving further information, unlike online advertising. However, if 

the receivers do not know SMK, what are the odds that they will be intrigued by the ad and click for further 

information? The question is whether the lack of brand awareness is a result of poor brand identity 

management or simply insufficient promotion, publicity and communication of the brand?  

If we look at the SMK brand identity from the perspective of Aaker’s ‘Brand Identity System’, there seems 

to be a thorough foundation. Looking at ‘brand as product’, SMK has several advantages. The beautiful 

architecture, combining the old and the modern in grand, spacious rooms was an emotional benefit 

highlighted by several of the interviewees from the personal interviews with participants from the 

Bikubenfonden-sponsored activities at SMK, along with the great potential of the surrounding museum 

garden. In terms of functional benefits, SMK has all the amenities expected of a 21st century museum such 

as a café and a book store, although, as emphasized in one of the staff interviews, this does not make SMK 

a restaurant nor a shopping mall, and as such, it does not diminish SMK’s professional museological 

qualities (SMK marketingkoordinator, 2014). As a collection, SMK also has the benefit of being free of 

charge, removing financial risks of visiting for audiences. Quality is actually a bit of a two-edged sword for 

the SMK brand. The ‘Hvad er SMK’ campaign was a rebellion against the non-user image of ‘Statens 

Museum for Kunst’ as dusty and traditional, according to an SMK staff member (SMK 

marketingkoordinator, 2014), and it correlates well with comments from several of the SMK Friday 

participant interviewees who expressed surprise that SMK would host something like SMK Fridays 

(Interviewee 1, 2015; Interviewee 2, 2015; Interviewee 4, 2015). At the same time, “Knowledgeable” is a 

value on the SMK brand platform, supporting their ‘Positioning’ as those who “reveal the connection 

between Danish art and the art of the world” (Marsh, 2013). However, while attempting a more 

approachable style with SMK Fridays, SMK also wishes to be the voice of arts in the public debate, taking on 

a more active role as a public institution (SMK marketingkoordinator, 2014). 

With SMK Fridays, SMK managed to create a new use for the brand and the museum. Although not quite as 

innovative as the original press release would like to present it (SMK, 2013b), it has proven its worth in this 

study both through the questionnaire and the personal interviews with participants from the 

Bikubenfonden-sponsored activities where support for the concept overall was high. The questionnaire also 

showed that SMK’s Copenhagen location is something that contributes significantly to the brand image 

with 57% of respondents choosing ‘København’ as one of their associations with SMK. However, product-

related attributes can be imitated by competitors, and this has also been the case here. When SMK Fridays 

was first launched in 2013, evening events had been pursued by other museums such as Aros and Louisiana 

(Dannemand, 2013). However, in the wake of SMK Fridays, a number of directly comparable initiatives have 

been launched by the National Museum of Denmark - NatNight, Ny Carlsberg Glyptotek - Slow, and Danish 

Architecture Centre - DAC Midweek (DAC, 2015; Glyptoteket, 2015; Nationalmuseet, 2014) to name a few 

examples, and this, as demonstrated by one interviewee, weakens the strength of SMK Fridays as a brand 

identity driver. When asked about events in which she participated at SMK, the interviewee mentioned 

different themes of SMK Friday including love which she later in the interview remembered was in fact not 

at SMK but was an edition of NatNight at the National Museum of Denmark (Interviewee 1, 2015).   
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With their brand platform, SMK has also applied the ‘brand as person’ perspective from Aaker’s model. 

SMK has defined its personality as “the clever friend who challenges us to question and explore the world 

we live in; always willing to listen and question” (Marsh, 2013). Looking at the associations from the 

questionnaire, some characteristics have caught on more than others. 27% found SMK knowledgeable 

(vidende), and 23% chose ‘eksperimenterende’ to describe the museum. These associations fit well with 

the personality from the brand platform. However, only 8% associated friendly (venligt) with SMK, and less 

than 4% considered the museum either ‘nærværende’ or ‘samfundsdebatør’. Especially the last two are a 

serious problem when comparing to the personality from the brand platform. However, one cannot tell 

from the questionnaire which associations came from respondents who are users of SMK and which came 

from respondents who have never or not recently been to the museum. Looking at the personal interviews, 

the interviewed participants from SMK Friday seem to have embraced the personality better. Those who 

participated in Art Talks all found them enlightening and found that they gave them something to think 

about (Interviewee 1, 2015; Interviewee 3, 2015; Interviewee 6, 2015). The Art Talk guides were also 

described as competent and approachable (Interviewee 1, 2015; Interviewee 3, 2015; Interviewee 5, 2015).  

These findings correspond with research done by SMK, indicating that users are happy and satisfied but 

that the image non-users hold of the museum might not resemble SMK today (SMK marketingkoordinator, 

2014).  

In terms of ‘brand as symbol’, visual imagery was the spark that ignited the whole rebranding process of 

switching from ‘Statens Museum for Kunst’ to SMK in external communication. The empty, black picture 

frame is the foundation of SMK’s visual identity, and symbolically, it works well. It indicates that SMK can 

be the platform for all types of art experiences, however, because it is so flexible that it can be used in any 

context, size and color, people outside SMK may not perceive or notice it as a continuous, visual identity. As 

such, the visual metaphor of the SMK ‘brand as symbol’ is lost on the recipients.  

Despite that fact that SMK is characterized by its substantial collection and only has a handful of exhibitions 

a year, there seems to be more focus on the ‘brand as organization’ in the minds of users. In the personal 

interviews, the general impression of SMK was as a platform for interesting art experiences. Despite the 

fact that SMK Fridays take point of departure in the museum’s collection and as such does not provide 

anything that is not there during regular opening hours (SMK marketingkoordinator, 2014), none of the 

interviewees talked about the collection as a whole. Only one mentioned that the introduction which she 

received to the museum’s baroque collection at SMK Friday made her want to come back another time for 

more (Interviewee 6, 2015). SMK Fridays have, as intended, helped to promote SMK as a corporate brand in 

the mind of users to the point where they perceive the museum as a contributor to a cultural identity of 

being cool (Interviewee 1, 2015; Interviewee 2, 2015; Interviewee 5, 2015), but as one interviewee 

mentioned, the visitors at SMK Fridays are still people with a creative or arts interest, even though SMK 

does have something to offer to a much larger group (Interviewee 4, 2015).   

As its core identity, SMK works with the conceptual idea “Art sparks new perspectives” (Marsh, 2013).   

Initiatives such as SMK Fridays, 9x9x9 and ‘Bevægende Barok’, all intended to expand users’ perspective 

and show different ways in which art can contribute to life and society in the 21st century, are examples of 

SMK’s extended identity, as evident based on the participant interviews. All but one interviewee 

(Interviewee 2) expressed how their participation in SMK Fridays had expanded their horizon, made an 

impression, provided them with interesting input for dialogue or opened their eyes to a whole new corner 
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of arts that otherwise would have remained undiscovered.  In light of that, it seems fair to say that SMK 

does successfully disseminate new perspectives through art to those who use the museum and its 

offerings. One aspect which SMK needs to consider seriously, if they wish to connect with potential- and 

non-users as well as current users, is a more strategic approach to the use of opinion leaders.  All 

interviewees participated with friends, and several expressed that ‘knowing someone who was going’ as a 

key motivation as to why they had chosen SMK for their Friday afternoon beer (Interviewee 4, 2015; 

Interviewee 6, 2015).   

Incorporating aspects from all Aaker’s brand identity perspectives does provide a framework with depth 

and complexity for the SMK brand. However, in this case, lack of communicating and disseminating the 

brand identity has resulted in less than desirable clarity and differentiation. It is one thing to verbalize a 

brand platform and proclaim that your brand wants to engage in dialogue with users, potential users and 

non-users alike, but to break free from a long museum marketing tradition of promoting exhibitions, 

targeted at those who are already familiar and interested in what the museum and the exhibition in 

question has to offer, is a different thing altogether and something yet to be accomplished by SMK.    

 

 

8.2 Visitor motivation – how do they keep them coming? 

Previous studies of SMK visitors show an image of a young user group and an increase in interest from 

foreign tourists visiting Copenhagen (Carlsen, 2013; Hybel, 2014). SMK has taken different initiatives such 

as SMK Fridays to increase its appeal to potential users defined as ‘Experience Shoppers’ of various cultural 

activities (I. Larsen, 2013). Non-users are also on SMK’s radar with initiatives like ULK – Unges Laboratorier 

for Kunst where teenagers with artistic interests and abilities are used as opinion leaders to connect with 

their peers who do not use SMK (SMK, 2014k). Another example of SMK reaching out to non-users is the 

collaboration with Copenhagen Language Center on materials and teaching programs for immigrants trying 

to learn Danish (SMK, 2013f).  

Although SMK considers itself a national gallery to all Danes, according to one of the interviewed SMK staff 

members, the museum uses different tools to become attractive to different groups (SMK 

marketingkoordinator, 2014). However, demographics are not the point of departure in SMK’s audience 

segmentation. SMK focuses on designing museum experiences, based on situations that create new entries 

to the art, as well as the needs that motivate audiences to visit the museum. This correlates with Falk’s 

findings on motivation in relation to the museum visitor experience.   

In the staff interviews, it is highlighted that SMK targets current users, potential users and non-users alike 

(SMK marketingkoordinator, 2014; SMK oplevelsesudvikler, 2015). SMK users are, however, not what one 

might consider a “traditional” art museum audience, consistent of old ladies. On the contrary, more than 

50% of users are under 50 years old, and it is important to SMK to maintain interest from this group by 

providing them with relevant offers to ensure loyalty (SMK marketingkoordinator, 2014). Non-users are 

approached and activated through special departments and projects such as ULK and the collaboration with 

Copenhagen Language Center (SMK marketingkoordinator, 2014). To reach potential users, SMK applies 
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what the staff member defined as ‘experience communication’ where events are used to attract audiences 

who need an alternative hock in the shape of a social situation to discover SMK’s potential. Part of this 

group are Copenhageners who are looking for interesting ways to be part of the city (SMK 

marketingkoordinator, 2014). Looking at the personal interviews with participants from the 

Bikubenfonden-sponsored activities, several of the interviewees belong to this group. They want to try new 

things that the city has to offer and are motivated by the social context and the popularity of the event 

among their friends:  

“Vi skulle prøve noget nyt, tror jeg, og så snakkede vi om – mig og så nogle venner – at vi skulle tage derhen 

og lige se, hvad det var. Og jeg havde jo bare set, at der var en masse, der var tilmeldt inde på Facebook” 

(Interviewee 2, 2015); 

”Vi er sådan nogle, som altid lidt leder efter nye oplevelser og forsøger at bruge byen” (Interviewee 5, 

2015); 

”At være i det her miljø, som lige præcis SMK giver, altså blandingen af kunst men også en tilbagelænethed 

fordi det er gratis at komme ind, og dermed der kommer nogle flere unge mennesker, ja flere mennesker, 

som jeg kan relatere til” (Interviewee 4, 2015). 

Even those who are regular users of SMK actually preferred it in “the package” provided by SMK Fridays:  

“Jeg kan godt lide at opleve noget nyt, når jeg kommer på museum, at blive overrasket, og det synes jeg 

egentlig de gør meget godt med ligesom at drage nogle nye elementer ind som musik og teater” 

(Interviewee 3, 2015); 

”Efter det [SMK Fridays] er begyndt at komme, så kommer jeg ikke på museet ellers” (Interviewee 1, 2015). 

Using Falk’s ‘Identity-Related Categories’ (Falk, 2013), the majority of the interviewees belong to what Falk 

defines as ‘Explores’, motivated by curiosity of what experiences SMK has to offer, an identity related need 

fulfilled by attending SMK Fridays as expressed in the quote approve by ‘Interviewee 5’. Other Identity-

Related Categories observed in the group of interviewees include: ‘Experience Seekers’ as ‘Interviewee 2’ 

above, ‘Hobbyists’ (Interviewee 3, 2015), and ‘Rechargers’ (Interviewee 4, 2015). Comparing SMK’s 

definition of a potential user as an ‘Experience Shopper’ of cultural activities to Falk’s categories, it falls 

somewhere in between ‘Explorers’, who have a curiosity and generic interest in the museum and 

‘Experience seekers’, who Falk defines as the “been-there-done-that-type” (Falk, 2013, p. 117) who 

probably would be more interested in the bar than the surrounding museum experiences.  

When the questionnaire participants, who had visited SMK, were asked which statements corresponded 

best with their motivation for visiting SMK, ‘spending time with others’ (38%) and ‘a personal interest in 

arts’ (39%) topped the list, indicating that most of the questionnaire participants would be considered 

‘Hobbyists’ by Falk and perhaps to some extend ‘Facilitators’ due to their social motivation, depending on 

the individual context. Another large group (33%) agreed with the motivational need of ‘Experience 

seekers’ that SMK as Denmark’s largest art museum is ‘a place to see and be seen’. Still others considered it 

‘a place to provide educational experiences for their children’ (23%), and some used the museum as ‘a 

place to find peace and quiet’ (12%). One group, however, declared that the statements which were based 

on the identity-related needs of Falk’s five ‘Identity-Related Categories’, in no way what so ever covered 
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their reasons for visiting SMK (12%). Although Falk’s model is based on hundreds of in-depth interviews 

(Falk, 2013), the questionnaire results indicate that the museum visitor experience is a dynamic, individual 

and unique relationship which is continuously evolving, creating new uses, needs and motivations for 

visiting the museum.            

 

 

8.3 Are SMK’s strategic stars aligned? 

The strategic move of creating the SMK brand identity for ‘Statens Museum for Kunst’ also highlights a 

move towards SMK as a corporate brand and not just the location of a collection and a venue for changing 

exhibitions. Applying the ‘Corporate Branding Toolkit’ as described by Hatch & Schultz (2001) provides an 

insight into whether the strategic elements of ‘Vision’, ‘Culture’ and ‘Image’ are aligned in a manner that 

creates a cohesive corporate brand for SMK.  

In May 2014, Mikkel Bogh became new museum director at SMK. In connection with his appointment and 

commencement at SMK, he gave a series of interviews to Danish media on his ambitions and aspirations for 

the museum. As any museum director, one of Bogh’s goals was to increase the number of visitors, 

however, Bogh has been very assertive in highlighting that this is not a primarily goal for SMK. Bogh would 

like SMK to focus more on children and young people which correlates with the Minister of Culture 

announcing 2015 as “Ungekulturår”. It also represents a continuation of Bogh’s own work to make arts a 

more substantial part of children’s education (Brovall & Stockmann, 2014; Kulturministeriet, 2015a). 

Another part of the population, which Bogh believes can benefit from more contact with the museum, are 

immigrants: 

“Vi kan som kunstmuseum være med til at søsætte sociale projekter og opbygge communities, og jeg kunne 

godt tænke mig at gå endnu længere ad den vej” (Thomsen, 2015). 

Over all, Mikkel Bogh wants to open up the museum and invite the public in to a greater extent than 

beforehand, and by doing so, making the museum and its collection more accessible to a larger audience 

(Lyngberg, 2015). This great task is not left to the museum tour guides alone, Bogh also joins in with his 

own blog about art: “Mikkel Bogh blogger”, on the SMK website, where he in his first blogpost invited 

readers to join him on a journey that is ongoing, through the SMK collection (Bogh, 2014). This is also an 

expression of two of Bogh’s other ambitions: one, to be a more visible and active museum director and 

two, to have the art as point of departure for all things at SMK:  

“[F]or mig er Statens Museum for Kunst et kunstmuseum, hvor der samles billedkunst. Og det skal være med 

det udgangspunkt, at de andre aktiviteter skabes” (Thomsen, 2014d).  

The wish for increased visibility is not limited to Danish society. Bogh also wants to improve SMK’s position 

internationally, both as a tourist attraction as well as among museum professionals and researchers on a 

global level (Hybel, 2014; Thomsen, 2014d).        
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Looking at Hatch and Schultz’s ‘Corporate Branding Toolkit’, in the context of SMK, Mikkel Bogh’s 

interviews on his ambitions as a newly appointed museum director can be seen as an expression of ‘Vision’.  

In terms of ‘Culture’, the limited staff interviews, conducted for this study, are not really sufficient to say 

much about how employees all through the ranks of the organization feel about SMK. However, Mikkel 

Bogh is not the only one who expresses his thoughts on the blog. As whole, the blog “SMK Blogger”, on the 

SMK website, covers many different areas of the museum and is generally written by different 

professionals on staff at SMK. The belief that the museum and the art works in its collection have a great 

potential and value for society as a whole, is a value that is also found in a blogpost on the democratic 

value of art by Director of Learning & Interpretation, Berit Anne Larsen and Head of Digital Production, 

Mathilde Schytz Marvit: 

“Med den rette tilgang kan museerne, som bibliotekerne, være med til at forløse det enorme potentiale, der 

gør kulturen værdifuld for alle medborgere” (B. A. Larsen & Marvit, 2013).  

In terms of having a responsibility for integration of new citizens, Annette Skov (Art Educator and Tour 

Guide), Julie Maria Johnsen (Art Educator), and Nana Bernhardt (Head of School Programs) also feel a 

strong sense of duty and see great benefits for them as people and museum professionals as well: 

“Det har på alle måder været inspirerende og meningsfyldt og en stor gevinst for os på SMK at åbne dørene 

for vores nye samarbejdspartnere [Copenhagen Language Center]. Ikke bare for museet som institution og 

for os som museumsmedarbejdere. Også for os som gammeldanske borgere” (Skov, Johnsen, & Bernhardt, 

2014).  

There also seems to be consensus between ’Vision’ and ’Culture’ in terms of seeing SMK, perhaps first and 

foremost, as a research institution, with a high level of professionalism across different fields, where 

education and dissemination activities take point of departure in the art works (Skov et al., 2014). One 

aspect that could potentially develop a gap between ‘Vision’ and ‘Culture’ is in the overall understanding of 

SMK. For Mikkel Bogh, SMK is the collection of art works: 

“For mig er det ved værkerne, at det hele begynder og slutter, ikke i mødelokalet, ikke på kontoret” (Bogh, 

2014). 

For B. A. Larsen & Marvit, the people are SMK:   

“For museerne er ikke statiske kulturinstitutioner, men organismer, fællesskaber og mødesteder for 

udvekslinger, der overrasker og forandrer ikke blot de brugere, der tager del, men også dem, der arbejder 

på museerne” (B. A. Larsen & Marvit, 2013). 

Looking at ’Image’, the questionnaire revealed some general tendencies in terms of the associations that 

the respondents held about SMK. As mentioned, ‘København’, ‘Historisk’ and ‘Moderne’ were the top three 

of the 20 options provided. ‘Forskning’ was not included as an option, nor did any of the respondents add it 

to the list, but it could have been interesting to see whether it would be a widely held association with 

respondents. For future research, an in-depth study of SMK as a corporate brand could examine this aspect 

of ‘Image’ further. Other aspects along this line that could be used for further research include stakeholder 
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perception of SMK in relation to associations like ‘Kulturelt medborgerskab’, ‘Social ansvarlighed’ and 

‘Integration’.  

Although the ‘Culture’ indicates a great willingness to connect with users and with the public in general, 

there is a gap in terms of the ‘Image’ held by the participants interviewed about their experiences at SMK. 

Although a few had praise for the tour guides from the Art Talks in which they participated (Interviewee 1, 

2015; Interviewee 6, 2015), most interviewees did not really have much to say when asked about their 

impression of the staff at SMK: 

“Der var ikke nogen, som gjorde vildt indtryk, og der var heller ikke nogen, som stødte mig på nogen måde” 

(Interviewee 3, 2015). 

The lack of impression made by the SMK staff on ‘Interviewee 3’ is quite disturbing considering that she 

participated in both 9x9x9 and ‘Bevægende Barok’ in addition to SMK Fridays, and should as such have had 

plenty of opportunities to have interacted with museum staff.  

Although both employees and management at SMK put great emphasis on the importance of having art be 

the point of departure for all activities at the museum, 38% of respondents in the questionnaire answered 

that spending time with family or friends was their motivation for visiting SMK. Among the interviewees, 

the position on this issue was more divided. Where some came to spend time with friends: 

“Det var ikke fokuseret på kunsten som sådan” (Interviewee 2, 2015). 

Others considered art as a matter of course when attending SMK Fridays: 

“Det der med at komme, og så bare stå der og drikke øl, det kan man jo gøre alle steder. Der er vel en grund 

til, at man er på Statens Museum for Kunst – vel fordi man gerne vil se noget kunst!” (Interviewee 6, 2015). 

In one of the staff interviews, the optional character of the different Art Talks and other activities during 

SMK Fridays was emphasized as an important aspect of the culture that permeates SMK Fridays. As an 

expression of the desire to be more open and inclusive, the activities are designed to be experienced 

independently and without any prerequisites (SMK oplevelsesudvikler, 2015). In the personal interviews 

with participants from the Bikubenfonden-sponsored activities, this feature had been perceived by some 

who acknowledged and valued the freedom of choice: 

”Jeg dukker ikke op til SMK Fridays for at være med på et bestemt klokkeslet til noget. Jeg kan godt lide at 

være lidt mere fri i arrangementet” (Interviewee 4, 2015)  

While others found the activities more demanding: 

“Jeg tror, man skulle have forberedt sig lidt bedre hjemmefra for at vide, hvad man ville” (Interviewee 5, 

2015).  

This last statement is unfortunate, especially since interviews with SMK staff members revealed an 

awareness that something more is required to engage museum users today than merely staying open. They 

also revealed a concern for non-users’ need for flexibility and need to be taken by the hand and introduced 
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to the art works, in order to discover their value independently (SMK marketingkoordinator, 2014; SMK 

oplevelsesudvikler, 2015).        

Only 2% of respondents in the questionnaire answered that they associated SMK with ‘Samfundsdebatør’. 

In light of that, there is a gap between Mikkel Bogh’s ‘Vision’ of SMK as a key contributor to the political 

debate in society, and the current ‘Image’ held in the public. However, the questionnaire only provides an 

image of the respondents’ current perception which could evolve and change as Bogh takes on a more 

active and visible role. SMK Fridays, as part of the Bikubenfonden-sponsored activities, was intended to 

reach the younger audiences in focus by Bogh and the Ministry of Culture, but it has, as it turns out, gained 

popularity with a much broader segment, with users ages 15-80 years old (Lyngberg, 2015) . The vision of 

making SMK accessible to a wider audience has also made a positive impression on the participants from 

the Bikubenfonden-sponsored activities, interviewed for this study: 

“De tager det ned på et niveau, hvor alle, selv om de ikke har læst kunsthistorie, rent faktisk kan være med” 

(Interviewee 6, 2015). 

Overall, it looks like there is a substantial level of consensus between management’s ‘Vision’ and the 

internal ‘Culture’ at SMK, although a potential for discrepancy lures in the gap of their difference in 

perception of what SMK is all about. The relation between ‘Culture’ and ‘Image’ leaves a bit more to be 

desired, as users still do not see, or rather notice, the people behind the brand when they visit SMK. It also 

seems that Mikkel Bogh will have to be more persistent if he is to make his ‘Vision’ of SMK as a significant 

player in public debate the ‘Image’ held by the general public.   

 

 

8.4 SMK in the age of experience economy 

Experience economy has been a part of SMK’s DNA for a long time. The museum was one of the firsts in 

Denmark, headed by Allis Helleland, to embrace experiences as a distinct part of the museum visit (SMK 

oplevelsesudvikler, 2015). Not all of SMK’s early endeavors were successful (Rosenvinge, 2013), but the 

early start meant that SMK has had more time than most to adjust its take on experience economy in a 

museum context, and get the whole organization behind the concept (SMK oplevelsesudvikler, 2015). With 

SMK Fridays, SMK seems to have found the right combination of art and experience to be successful with 

staff members, audiences and the museum community over all (SMK oplevelsesudvikler, 2015), but how 

does SMK Fridays measure up when looking at it through the eyes of the founding fathers of experience 

economy, Pine & Gilmore?  

At SMK, they are very aware that their audience-targeted activities should be more than the empty calories 

of entertainment (SMK oplevelsesudvikler, 2015). Mikkel Bogh had the following to say when he was 

interviewed by Politiken on why SMK was inviting users to sleep over at the museum in connection with 

‘SMK Friday – Hjemmelig hygge på SMK’: 

“Vi kigger selvfølgelig på besøgstal, men også på at folk går herfra med en kunstoplevelse. Derfor gør vi 

også meget for at knytte vores arrangementer til museets samling” (Lyngberg, 2015). 
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Looking at Pine & Gilmore’s four realms of experience (Pine & Gilmore, 1999), SMK Friday, which is the 

major attraction among the activities included in the Bikubenfonden-sponsored project, is a very well 

rounded experience, offering content from all four realms, according to the participants interviewed for 

this study:  

Entertainment: “Det er sjovt, og det er hyggeligt, og sådan noget, men jeg tænker det som et ’quick fix’ for 

folk, som ikke ved noget om kultur” (Interviewee 1, 2015);   

Education: ”Der er en af talks’ne, som jeg husker ret tydeligt. Man snakkede om, hvordan man malede 

meget mad, og det hele var sådan lidt overdådigt, og næsten lidt for meget, under barokken, mener jeg så 

det var. Det gjorde indtryk, og det var noget, jeg ikke sådan lige var stødt på før” (Interviewee 3, 2015);   

Escapist: ”Jeg sætter det lidt i familie med at være ude at rejse, faktisk, hvilket er et stort kompliment, fra 

mig, at man kan få den der oplevelse af eskapisme, på en måde, og en verden man ikke plejer at være i, i en 

kontekst man ikke plejer at være i” (Interviewee 4, 2015);  

Esthetic: ”Jeg synes, det er et rigtig flot museum. Det synes jeg lige skal siges. (…)Også hvordan den nye og 

den gamle afdeling er bygget op, og alt det nye, moderne kunst står inde i det der nye glassalsområde, og 

cafeen, der er der, og udsigten over Østre Anlæg. Jeg synes, det er rigtig fint. Det er imponerende at være 

der” (Interviewee 6, 2015). 

The fact that SMK Fridays seem to embrace all four realms adds richness, as they are mutually compatible 

and contribute to form uniquely, personal experiences for all participants.  

In order to create experiences which are compelling, rich, engaging and memorable, Pine & Gilmore 

recommend experience stagers to consider ‘five principles of creating experiences’ when designing their 

experience offerings (Pine & Gilmore, 1999). By using different themes each time, SMK Friday reaches 

different target groups. The edition on audio art mostly attracted young men, whereas the edition entitled 

“Kunsten er queer” attracted a large audience of lesbians (SMK oplevelsesudvikler, 2015). The changing 

themes are also a plus noticed by interviewed participants:   

“For nogle uger siden var der sådan noget, jeg kan ikke huske, hvad de kaldte det, hygge, SMK Friday hygge, 

eller sådan et eller andet, hvor man kunne gå rundt i sutsko og nattøj, og der var nogen, der fik lov at sove 

på SMK. Det kunne jeg desværre ikke deltage i, men jeg synes det lød SÅ hyggeligt” (Interviewee 6, 2015).  

However, a theme alone cannot sustain an experience. The experience stagers need to incorporate 

impressions with positive cues, both inanimate and animate, that support the individual’s experience (Pine 

& Gilmore, 1999), like in this example from one of the interviewed SMK Friday participants: 

 “Og så anden gang jeg var der, det var den efter, hvor der var hækletema – eller, der var nogen der kaldte 

det hjemlig hygge (...) Der prøvede jeg blandt andet street food-boden, og vi så det der tæppe, der lå 

dernede. Jeg kan ikke huske, om jeg også sad på det, men det kan jeg godt forestille mig, at jeg gjorde (…) 

jeg troede, de spillede en film, så gik det op for mig, at det var en pige, der sad nede på tæppet og snakkede 

om tæppet. Så satte vi os ned for at høre det” (Interviewee 5, 2015). 

It is also important to eliminate negative cues, caused by factors that diminish, contradict or distract from 

the experience (Pine & Gilmore, 1999). Although each theme is anchored to the SMK collection, even when 



 
 

51 
 

the event is in connection with an opening of a new exhibition (SMK oplevelsesudvikler, 2015), one of the 

interviewed participants recalled a negative cue: 

“Det var nogen gange svært at gennemskue, hvad det var, der skulle ske, og det var jo både sjovt, men også 

lidt frustrerende nogen gange, for man vidste ikke rigtig, hvad det var man gik på tur [Art Talk] til” 

(Interviewee 6, 2015).  

Pine & Gilmore also emphasize the importance of selling tied in memorabilia to extend the experience. This 

is one aspect not incorporated by SMK at SMK Friday. The museum bookstore is open during the events 

and does sell postcards and posters of select works from the museum’s collection, but nothing specifically 

relating to SMK Fridays. However, SMK has previously collaborated with the retail chain, Tiger on a fabric 

shopping bag, designed by artists Elmgreen and Dragset, in connection with their exhibition ‘Biography’ at 

SMK in 2014 (SMK, 2014j) so it is possible that SMK would consider doing SMK Friday memorabilia in the 

future, although, this was not discussed in the staff interviews.  

The different sensory stimulants should also support the theme and the overall experience to make it more 

memorable, like in this example where an interviewee recalls the moment where video art first made sense 

to her at an SMK Friday: 

“[Vi gik] ned og fik en øl foran storskærmen, hvor de så viste et kunstværk, hvor der er en kvinde, der reder 

sit hår, sådan rigtig hårdt, hvor det var bare lige som om, og den film havde også kørt, før vi var gået ned, 

og jeg havde bare tænkt, hvorfor kører det, hvor jeg så kom ned, og da jeg så havde den der forståelse af, 

jeg kunne nærmest, når jeg hørte hendes hår knække, så kunne jeg mærke det i mig selv” (Interviewee 1, 

2015). 

Overall, it is the creation of memories that are separate and special from the every-day museum visit that 

makes an experience compelling and successful, and that invites and inspires participants to return again 

and again:  

“Jeg bliver overrasket hver gang over, hvor fint det er. Og sidste gang, da jeg var inde på SMK, der fik jeg 

virkelig lyst til at gå der ind igen bagefter, og komme ind og se noget mere” (Interviewee 6, 2015). 

This was also the intention with SMK Fridays. To use the collection and make it more accessible by changing 

the context in which it is experienced – changing the code of the exhibition halls through music, theater 

and alternative tours (SMK oplevelsesudvikler, 2015).  

 

 

8.5 Can a museum be a brand community? 

Brand communities, where brand value is achieved through users’ social interaction with the brand and 

with each other, have traditionally formed mostly around iconic lifestyle brands such as Apple, Harley 

Davidson, or Jeep. However, with the increasing influence of brands, fast-moving consumer goods and 

cultural brands are starting to attract communities as well (Heding et al., 2009). With the creation of a 

brand platform and SMK Fridays, SMK really launched the National Gallery of Denmark into the branding 
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game. With the increased competition for audience, SMK needs to focus as much on retention as on 

attraction, however, whether the SMK brand is strong enough to support and sustain a community is yet to 

be determined.  

According to Muniz & O’Guinn, the foundation for a brand community is ‘Consciousness of kind’ (Muniz Jr. 

& O'Guinn, 2001). All the interviewed participants felt more or less connected to the other participants at 

SMK Friday which is where SMK, by its own account, is living out its brand (SMK marketingkoordinator, 

2014). But, there was a difference of opinion between the interviewees on whether they experienced a 

‘collective sense of difference’. Where one saw the diversity of the audience as a positive: 

“Der er plads til alle. Det kan jeg godt lide. Det er ikke kun for kunstnertyper” (Interviewee 6, 2015). 

Another participant saw ‘the SMK Friday type’ as distinct from the general public: 

“Folk som slet ikke identificerer sig med kunst, ville jeg ikke se som en del af den type, der deltager i det lige 

nu” (Interviewee 4, 2015). 

Only one of the interviewed participants mentioned a directly comparable event – NatNight at Ny Carlsberg 

Glyptotek, and expressed ‘oppositional brand loyalty’: 

“Det var elendigt. Det var dødssygt. Det var rigtig dårligt” (Interviewee 1, 2015). 

Others merely indicated a preference for SMK Friday as opposed to other available alternatives on a Friday 

afternoon: 

“Jeg kan godt lide, at en fredagsbar sker i en kreativ kontekst. Jeg vil foretrække den kontekst over for, mit 

arbejde for eksempel, eller en bar” (Interviewee 4, 2015);  

”Stemningen det er egentlig det som jeg. Det er nok lidt det jeg går efter. Fordi så kommer jeg ikke så 

meget til de der særarrangementer, fordi jeg sådan er kommet for det sociale, for at komme sammen med 

nogen. Altså, jeg vil nok foretrække SMK frem for en anden bar” (Interviewee 5, 2015). 

’Shared rituals and traditions’ is another essential component of Muniz and O’Guinn’s brand community 

construct. This is where the SMK brand perhaps falls a bit short. Without a strong sense of ‘Consciousness 

of kind’, it is unlikely that sharing brand stories will be an activity of precedes in the context of SMK Friday. 

However, the Art Talks and other activities throughout the event do create opportunity for sharing brand 

stories: 

“Det er meget fint, at man også sådan kan fornemme, at der sker alt muligt rundt omkring. Sådan for at der 

kommer noget strømning, også i folkene. At man ikke bare sidder det samme sted, men så går folk sådan 

lidt rundt ”Okay det er hende der damen med blokfløjterne, lad os gå op og stille os i kø. Og kom” Og så 

snakker de sammen i køen og filtrerer ned igen og sådan noget” (Interviewee 5, 2015).  

Another interviewee added: 

“Det er som om alle sådan er inde på den her: Nu skal vi opleve noget sammen! Det synes jeg er en fed 

oplevelse” (Interviewee 6, 2015). 
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More than half of the interviewed participants (Interviewee 2, 2015; Interviewee 3, 2015; Interviewee 4, 

2015; Interviewee 6, 2015) responded that they would assist another visitor whom they encountered as an 

expression of what Muniz and O’Guinn define as  ‘a sense of moral responsibility’ towards other 

community members (Muniz Jr. & O'Guinn, 2001):  

“Det gjorde jeg rent faktisk så sent som i går. Da vi var rundt på den der gåtur ude i parken, hvor der var 

nogen, der stillede spørgsmål til, hvad det var der var inde på SMK, fordi vi var jo ikke derinde og kigge – vi 

gik jo bare rundt i parken – hvor jeg så svarede dem, uden at det var mig, de snakkede til som sådan” 

(Interviewee 6, 2015). 

Others were more hesitant: 

”Så skulle det være meget åbenlyst, at de var i tvivl. Ellers ville jeg ikke” (Interviewee 1, 2015). 

Overall, it seems that the limited amount of participants from the Bikubenfonden-sponsored activities 

interviewed for this study are divided in terms of whether SMK could constitute a brand community, based 

on ’Consciousness of kind’, ‘Shared rituals and traditions’ and ‘A sense of moral responsibility. As the 

number of interviewees is low compared to the 3500 participants of an average SMK Friday (SMK 

oplevelsesudvikler, 2015), it is not a strong enough account to conclude one or the other. Another 

explanation of the mixed results could be the fact that, as several of the interviewees noted (Interviewee 2, 

2015; Interviewee 6, 2015), the events and the museum seem to attract a very diverse public, and as such, 

it is difficult to conclude anything based on such a small sample.   

 

8.6 SMK Fridays – an artsy brandfest? 

One of the advantages of brand communities today is that they are not geographically bound. Devoted 

brand users can connect over the Internet or through a wide range of social media. However, to work 

simultaneously on retention and attraction, as SMK does, living out the brand through face-to-face 

interaction is preferable. A brandfest is, according to McAlexander & Schouten, a corporate sponsored 

event where consumers of the brand are given extraordinaire experiences and provided opportunity to 

create or strengthen their relationship with the brand, the organization and the other users (McAlexander, 

J.H. & Schouten, J.W., 1998). At SMK Fridays, participants are giving opportunities for personal growth 

through Art Talks and other activities, designed to enhance their art experiences: 

”Ved at få det der kvarters Art Talk havde jeg ligesom kunne sætte pris på en hel ny del af alle mulige 

kunstværker” (Interviewee 1, 2015).   

And although ‘Interviewee 4’ praised SMK for designing an event where she, as a participant, felt very much 

at home, and it as such managed perceived social risk: 

“Man ligesom føler sig tilpas som deltager i det arrangement, man ved hvad ens rolle, man ved hvad 

formålet er. Jeg føler mig meget hjemme i konceptet med øl og tage en rolig tilgang til kunsten” 

(Interviewee 4, 2015);  
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She also, as the only interviewed participant, came with examples from SMK Fridays of things that had 

made her uncomfortable or insecure: 

“Jeg glemmer altid, at man ikke må tage sit glas med op ovenpå. Så det er akavet. Når vagten stopper én 

foran alle andre” (Interviewee 4, 2015). 

The problem, so to speak, is actually that SMK, at SMK Fridays, managed to create an atmosphere that is so 

relaxed that the interviewed participant forgot that she was at a museum. Another staff encounter that 

caused discomfort, due to insecurity, was with the guards inside the collection:  

”Det kan nok være svært at smile til alle dem, der kommer ind ad døren, men jeg ved heller ikke fra min 

side, hvordan jeg skal behandle dem til sådan et socialt arrangement (…) til et socialt arrangement vil jeg 

gerne behandle de mennesker, der er der, alle sammen, som sociale individer (…) I en 100% 

museumskontekst kan jeg sagtens behandle dem, som de seriøst arbejdende voksfigurer, de sikkert selv 

gerne vil være” (Interviewee 4, 2015). 

In terms of facilitating community, SMK seems to have provided an atmosphere with SMK Fridays that 

makes participants feel included even if they do not necessarily see themselves as ‘the SMK Friday type’: 

“Det ved jeg sgu ikke. Jeg følte mig da som en del af min egen lille gruppe jeg havde med der inde. Men det 

var ikke sådan, man føler sig ikke ekskluderet” (Interviewee 2, 2015). 

Overall, the interviewed participants are in agreement that SMK Fridays provided something special and 

different; what McAlexander & Schouten might call an extraordinary consumer experience. One participant 

expressed it this way: 

“Det er sjovt at gå rundt, på sådan et sted og drikke øl, egentlig, fordi det er jo ikke det, man forbinder 

normalt med sådan nogle kunstmuseer” (Interviewee 2, 2015).  

The other part of creating a brandfest is concerned with building relationships. Can a Friday 

afternoon/evening social at SMK create a consumer-product relationship? One of the interviewed 

participants mentioned that exact situation: 

“Lige i forhold til de kunstværker man har haft en Art Talk med, så får man da et tættere bånd på en eller 

anden måde” (Interviewee 1, 2015). 

However, as mentioned earlier, not all participants saw the art works as a significant part of their 

experience with SMK Friday, and they have then, of course, not formed any significant attachment to 

specific works of art. In terms of building a relationship with the brand, several of the interviewed 

participants had a more positive image of SMK after their experiences at SMK Friday: 

“Man får en eller anden følelse af, at det er lidt mere moderne, med de her arrangementer, i forhold til det 

indtryk jeg havde før” (Interviewee 3, 2015).   

The relationship between corporation and consumer, in a brandfest context, is often the result of 

significant corporate presence and engagement. The use of the museum’s tour guides for the 15 minute Art 
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Talks is also something that SMK has noted as a great success at SMK Fridays (SMK oplevelsesudvikler, 

2015). This is also the general impression with the interviewed participants who had tried an Art Talk: 

“Der var en kvinde, som stod og læste digte op, fra barokken, og hun var bare så god. Helt vildt 

imponerende godt. Virkelig indlevende og sådan. Det var fedt at se, og opleve” (Interviewee 6, 2015). 

Although there also seemed to be a fine line in terms of the degree of complexity that the participants 

were willing to tolerate in the context of SMK Fridays and Art Talks: 

“Nogen gange så bliver det sådan lidt for højtflyvende. Så begynder jeg at stå af. Når man begynder at 

komme med alt for mange fine ord eller overfortolker ting” (Interviewee 6, 2015). 

But although several of the interviewed participants had attended ‘SMK Friday - The Baroque Edition’, none 

of them seemed to have attended, or perhaps remembered, the Art Talks by museum director, Mikkel Bogh 

from that night which is otherwise something that in McAlexander & Schouten’s studies of brandfests, was 

extremely popular (McAlexander, J.H. & Schouten, J.W., 1998; SMK, 2015f). Only one of the interviewed 

participants talked to other SMK Friday participants (Interviewee 6, 2015), although emphasizing that it was 

merely small talk and not a question of lasting relationships, but several of the participants highlighted that 

the event was actually a good opportunity and context in which to meet and engage with new people: 

“Det virkede som et ret godt sted, hvor man også kunne møde mennesker. Fordi der sådan er, ja man 

sidder ikke sådan ved små borde. Det er indrettet på en anden måde” (Interviewee 5, 2015). 

Overall though, it seems, based on this study, that most of the participants are more focused on engaging 

in the social relations which they bring with them into the museum, but fortunately most of them are also 

interested in building a stronger, more nuanced and perhaps more up-to-date relationship with SMK, and 

to some extend, with the art works. Previous studies (Hand, 2011) show that there is greater scope for 

influence on frequency than penetration in terms of arts audiences, so perhaps SMK should focus more 

intensely on current users with the hope that social activities such as SMK Fridays inspire them to bring 

their friends as was the case with the participants in this study.     

 

9.0 Discussion 

This thesis project started with the press release “Millionbevillig til nytænkende kunstformidling på SMK” 

from SMK about a series of alternative museum activities sponsored by the foundation, Bikubenfonden. It 

talked about creating different entries to the art works through innovate dissemination activities that, to a 

greater extent than previously, should meet the audience from their point of view (SMK, 2013b).  That all 

sounded very exciting, but nothing was said about how SMK was going to reach this audience whose eyes 

were not yet open to the pictorial arts cultural heritage which would seem the most substantial obstacle. 

The Bikubenfonden-sponsored activities were designed to run over a three-year period from September 

2013, but of course, continuous evaluation is both relevant and necessary in this context. The question now 

is whether anyone has actually heard of ‘SMK’ and its innovative museum dissemination, and whether SMK 

has succeeded in reaching new audiences?  
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According to this study, many have still not heard of ‘SMK’ or its alternative museum activities which is 

unfortunate since the data from both the questionnaire and the personal interviews with activity 

participants indicate that people are interested, and those who visit and participate in an event want to 

come again. The fact that other cultural institutions are pursuing similar activities to those included in the 

Bikubenfonden-sponsored project also speaks to the concept’s strength. Examples include: NatNight – a 

Friday bar in a museum context at the National museum of Denmark (Nationalmuseet, 2014), Rumtosset – 

where art exhibition and theater were fused together at Aros (Aros, 2015), and Age of Anxiety – where 99 

paintings by Alexander Polzin, inspired by the W. H. Auden poem were combined with Bernstein’s 

symphony by Aarhus Symfoniorkester (TV2 Østjylland, 2014, September 17, 19:30). This means, however, 

that the differentiation factor diminishes for SMK. Based on the different elements from the analysis, SMK 

is overall doing a lot of things right with the SMK brand and the associated brand platform which shows a 

brand identity of theoretical depth and complexity. However, the data collection shows that SMK still has a 

ways to go in terms of communicating the content of their identity and infusing it into the image held by 

the general public. ‘SMK Fridays’, on the other hand, has proven to be a well-rounded experience with 

appeal to many different types of museum visitors. But there is still more than enough room for 

improvement for SMK.  

One of the most alarming discoveries of this study was the lack of strategic approach to experience 

economy at SMK. The success of the different activities shows the talent and professional ability of the 

people behind the project, but by building everything on a foundation of hunches and gut feelings without 

a business strategy or any kind of measurable goals (SMK oplevelsesudvikler, 2015), it places new museum 

experiences at a vulnerable position internally at SMK. It allows management, at any time, to dismiss these 

important activities of integrating traditional museum responsibilities into the realm of experience as 

gimmicks, extravagances or flukes because they have not been integrated into the business side of SMK 

and have no valid means of proving their worth. Without measurable goals, projects like the 

Bikubenfonden-sponsored activities become just temporary projects where instead, there is a need for a 

permanent transformation of how we understand the museum institution by both internal and external 

stakeholders.  

Another important aspect to keep in mind, in the discussion of whether experience economy should be a 

creative playground for innovative undertakings or a business unit with performance targets, is the 

financial situation of the museum industry. As mentioned, public funding is decreasing, making the 

influence and importance of private foundations to SMK, and to all museums, all the more significant. 

Foundations like Bikubenfonden are no longer standing by and waiting for applications. They are pursuing 

an active role in culture and the arts, investing in projects they consider significant and working with a 

cooperative model for long-term sustainability (Thomsen, 2014a). With the increased competition between 

the cultural institutions, for both public and private financial support, it is essential that experiential 

projects, like the object of this study at SMK, keep much better and more professional tract of their results, 

so that limited resources are not allocated elsewhere in the future, both inside and outside SMK.         

Previous research shows that the scope to influence frequency of art consumers is less than the scope to 

increase attendance through new audiences (Hand, 2011). As such, pursuing a broad specter of audiences 

through activities like SMK Fridays is a sensible strategy for museum sustainability, however, in the 

increasingly competitive leisure market, SMK also needs to improve user loyalty, and as the analysis 
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showed, the data collected for this study did not provide substantial support for an SMK community. This is 

troubling for SMK which as mentioned closed its museum club in 2014 due to lack of interest and 

advantageousness (SMK, 2015e), especially when considering that other comparable museums such as 

Louisiana and Aros have thriving membership schemes with 45,346 members at Louisiana and 26,256 

members at Aros (Aros, 2014; Louisiana, 2014). At his appointment as museum director of SMK, Mikkel 

Bogh spoke of making SMK a train station, somewhere you can find quite contemplation or drift through 

according to one’s own desires (Brovall & Stockmann, 2014). And although it is admirable that Bogh wants 

to make SMK accessible to everyone and remove the perception that art experiences require hours of silent 

reflection (Vuorela, Kjær, & Eskildsen, 2015), it is worth to consider whether a train station inspires loyalty 

or creates an engaging community, craving the kind of dialogue-based relationship that Bogh is also hoping 

to have with visitors.        

There are plenty of experts and critics in the new world of museum experiences. Almost 100 years ago, 

John Cotton Dana wanted museums to open up and become accessible to the masses (Dana, 1917). Now 

the question left is how open is open enough, and how do museums accommodate modern museum 

visitors’ wants, needs and expectations of extraordinary museum experiences both at the museum and 

beyond it? Leading British entrepreneurs advice Danish museums to be more commercial:  

“[M]an skal gøre noget for at få folk ind på museet. Når de først er der, skal de nok blive” (Peter Tullin in 

Olsen, 2012).  

Others argue that such a mindset is right out ridiculous or rather “Helt hen i skoven” (Magnus Restofte in 

Kulturknuserne, 2014, December 20). Some are critical to placing racing cars in a museum and calling it art 

(Hornung, 2007). Others believe the museum can learn digital user adaption from the libraries (Birkebæk, 

2013). The question of how far museums should stretch to accommodate users is a matter of different 

opinion. Where some are completely unsympathetic as to why museums are primarily open during the 

workday when taxpayers are prevented from visiting (Stilling, 2014), others criticize that visitor numbers 

are becoming the only measure of success in the face of demand for more popular, approachable 

museums, while visitor numbers at art museums in Denmark are two and a half time as much as for Danish 

premiere league soccer (Rasmussen, 2014).        

In many respects, SMK seems to have found a sensible middle ground after years of experimenting with 

alternative museum experiences. They have found a point of departure for all their activities in their 

collection. As emphasized in the interviews with staff members, as well as by Mikkel Bogh in different 

media, it is about bringing SMK qualities into play in contexts that play to its strengths.   

Going forward, however, due caution should be taken to a growing, more or less sincere, counter 

movement to the ever expanding museum experience. Director of The Royal Danish Theatre, Morten 

Hesseldahl started pulling on the breaks of what otherwise seemed an almost limitless development of user 

interaction and social engagement of cultural institutions with his claim:  

“Teateret skal ikke løse samfundets problemer” (Thomsen, 2014b). 

He warned politicians of diluting the cultural integrity of theaters, as it has been seen, in his opinion, with 

the libraries. A similar rhetoric was afterwards used by Ny Carlsberg Glyptoteket’s director, Flemming 

Friborg who warned fellow museum professionals of digital pursuits and “Målgruppehysteri” (Stockmann, 
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2015), claiming that the alternative museum activities such as SMK Fridays trivialize the museum 

experience and are an expression of lack of confidence of the museums: 

“Vi er nødt til at finde en grænse for, hvad et museum kan, ikke mindst for publikums skyld” (Flemming 

Friborg in Stockmann, 2015). 

Obviously, SMK does not agree:  

“Når museet en aften om måneden skruer op for det sociale liv, medvirker det i høj grad til at nedbryde den 

institutionelle højtidelighed” (Bogh, 2015a). 

Mikkel Bogh is supported by museum director at Aros, Erlend Høyersten: 

”Man kan godt være populær uden at være populistisk” (Vuorela et al., 2015); 

And this study supports that perception. Interviewed participants had extraordinary experiences with art 

works that were previously beyond their scope of comprehension or perhaps more importantly to this 

debate, beyond their attention. Even those participants interviewed who did not participate in Art Talks 

found them significant and important to the overall concept. It is also worth mentioning that both the Royal 

Danish Theater and Ny Carlsberg Glyptoteket offer alternative cultural experiences as well. Friborg invites 

audiences to a new monthly Friday night social called ‘Slow’ (Glyptoteket, 2015), and Hesseldahl has hosted 

a night of ballet for non-users from “Vestegnen”, an area of the Capital Region with the lowest amount of 

classical cultural consumers (Kjeldtoft, 2015).    

Where the 21st century will take the museum institution in general, or SMK in particular, is hard to say. 

Maybe the museum experience will develop to the point where the museum user is the museum 

experience, like at Trapholt in Kolding where visitors become curators in the new permanent exhibition 

“DIN udstilling” (Hornung, 2015). Maybe the industry will refocus on their core business of collecting, 

registration, preserving, researching and disseminating and remove all “obstacles” in the shape of 

experience economy from quiet reflection and absorption. What seems most likely is that the debate on 

the role and function of the museum will continue, and support a museum market that is as diverse as the 

audiences engaging in museum experiences.  

 

10.0 Conclusion 

The changes in the museum landscape have previously been identified as an overall shift from a focus on 

collections to a focus on visitors (Løssing, 2009). This represents a paradigm shift for museums that are 

faced with the challenge of fulfilling their purpose in new ways to compete with the abundance of cultural 

leisure offers for modern consumers. This context has forced SMK to reflect on its role and function in 

society, in order to keep visitors coming. In the fall of 2013, SMK was awarded DKK 4.4 million by 

Bikubenfonden in order to realize a series of alternative museum activities to communicate the new 

identity of the museum as a hub of museum experiences for everyone (SMK, 2013b).  
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With the new brand platform, SMK has developed a brand identity using elements from all four 

perspectives of Aaker’s ‘Brand Identity System’ which adds both complexity and depth to the brand. 

However, while SMK Friday has given new use to the brand, it also represents a functional benefit that, like 

many others, has been replicated and therefore does not create the desirable differentiation from 

competitors in the minds of the public. In spite of campaigns to incorporate the new brand identity into the 

image held be audiences, brand recognition is still so low that it will not support endeavors to attract new 

audiences, and only a few participants from this study held a brand image consistent with the personality 

that SMK wishes to exude.  

In the investigation of one of fundamental questions of visitor studies and museum marketing – why do 

people visit museums, and how do we keep them coming – this study showed that SMK is already working 

with an understanding of the museum visitor experience that correlates well with what leading theory on 

the area says, by focusing on motivational needs as opposed to demographics. The museum experience is 

for many a social experience, and even regular museum users in this study actually preferred the context 

provided by SMK Fridays. The museum experience is under vigorous development, and a significant group 

from this study did not feel that segmentation categories from extensive previous research by Falk covered 

their motivational needs.       

In terms of SMK’s corporate brand, the application of Hatch and Schultz’ ‘Corporate Branding Toolkit’ 

revealed a significant amount of consistency in terms of the ‘Vision’ verbalized by management through 

Mikkel Bogh and the ‘Culture’ among SMK staff members. However, several gaps between SMK and the 

‘Image’ held by external stakeholders were discovered. Based on the data collected for this study, the 

willingness of staff, to connect with users and provide non-users with the support they need, has not 

penetrated to the museum experience at SMK Fridays. Also, the social aspect of the museum experience 

proved overall as most significant for users, where both management and staff see the art work at the 

center of all activities. This relates to the gap between ‘Vision’ and ‘Image’ in terms of perceiving SMK as a 

political entity in society and in the public debate. Yet, the fact that the interviewed participants from the 

Bikubenfonden-sponsored activities experience SMK as open, accessible and inclusive is a very positive step 

in aligning internal and external convictions and perceptions.   

In terms of whether SMK Friday is, theoretically speaking, a well-constructed experience, the personal 

interviews with participants from the Bikubenfonden-sponsored activities supported all four realms of Pine 

& Gilmore’s model, leaving an impression of a well-rounded experience. The themes add richness to the 

experience as well as making them distinct from each other. The awareness from SMK of incorporating 

both inanimate and animate cues in the different Art Talks and other activities also furthers the feeling of 

an engaging experience. However, the participant interviews did reveal failure to eliminate negative cues 

completely in terms of transparency of the activities. This is an example of an inside-out approach to user 

engagement which has been highlighted as problematic throughout the analysis.     

The question of whether SMK can be considered a brand community, as defined by Muniz and O’Guinn, 

was partly supported by the data collected from the interviewed participants from the Bikubenfonden-

sponsored activities. Although all the participants expressed a connection, more or less, with other 

participants, it was the lack of ‘a collected sense of difference’ that failed to create a ‘Consciousness of 

kind’ which also influenced active sharing of brand stories to becoming prevalent as a demonstration of 

‘Sharing rituals and traditions’. Overall, it seemed that the limited amount of interviewees made it difficult 
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to say anything conclusive on the matter. The diversity of the themes, the audience composition and the 

vision behind making SMK accessible to everyone in spite of preconditions, however, makes it difficult to 

establish the differentiation and collective sense of difference that is at the foundation of a brand 

community.    

Although this thesis is concerned with all the activities incorporated in the Bikubenfonden-sponsored 

project, SMK Fridays are the most prevailing both in terms of size, publicity, awareness and attention in this 

study. As a physical expression of the SMK brand, SMK Fridays work as an opportunity for personal growth 

whether you are inspired by the Art Talks, the architecture, the other participants or simply the 

atmosphere of it all. SMK has, based on the definitions set by McAlexander and Schouten, created 

opportunity for extraordinary experiences at the museum with SMK Fridays, but whether it provides a 

context for building relationships beyond those brought into the context is more questionable. What can be 

taken away from the interviews is the agreement among the participants of the potential of SMK Fridays as 

a brand fest based on their experiences with the concept. 

Where the 21st century will take the museum institution in general or SMK in particular is hard to say. There 

are plenty of experts and critics in the new world of museum experiences with opposing views on how 

museums should accommodate modern museum visitors’ wants, needs and expectations of extraordinary 

museum experiences. However, SMK seems to have found a sensible middle ground where their activities 

are anchored in their core product, their collection.  Some claim that the alternative museum activities such 

as SMK Fridays trivialize the museum experience. However, this study supports the perception that using 

elements of experience economy and brand management can influence a change process where museums 

shift focus from their collections to their users. This study also showed that SMK has used social media and 

museum experiences like SMK Fridays to establish the foundation for a modern museum community with 

room for artistic epiphanies as well as social interaction, visitor, museum and society in between.   
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