
 

    
 

BBBBringringringringinginginging    
audiences and audiences and audiences and audiences and 
curators togethercurators togethercurators togethercurators together    
with Twitterwith Twitterwith Twitterwith Twitter 

Case study 

Anna Mikhaylova Anna Mikhaylova Anna Mikhaylova Anna Mikhaylova     

Social Media ‘Mediator’ 

State Historical Museum, Moscow 

Published 2014.   Photo © Georgy Sapozhnikov 

This work is licensed under a Creative Commons Attribution-ShareAlike 2.0 UK: England & Wales License 

Supported bySupported bySupported bySupported by                                    Created and managed byCreated and managed byCreated and managed byCreated and managed by                                In partnership withIn partnership withIn partnership withIn partnership with    



2 

 

Downloaded from CultureHive - http://culturehive.co.uk 

Moscow’s State Historical Museum (SHM) is one of the biggest museums in Russia. The 

museum started using Facebook and Twitter (@1stHistorical) in 2010. However, there was no 

clear understanding of how to do this, or even why. 

Initial approach 

The first three years saw a “copy and paste” approach to s  ocial media activity: the museum 

simply republished information from the official website on social media, with no audience 

interaction. At the end of 2012, the Ministry of Culture started requiring museums to provide 

data on the use of social media. Staff at the SHM knew the situation had to change dramatically. 

The SHM IT department formed a special task force, who developed a social media strategy for 

the museum throughout the spring of 2013. The team drew inspiration from the experience of 

Tate, based on guidelines published on their website. The group’s first projects focused on 

Facebook, resulting in a major increase in the number of views and comments. 

Twitter focus 

The next goal was to improve content and metrics on Twitter. In September 2013, the Historical 

museum took part in Ask a Curator Day, along with six other Russian museums. It was the first 

time the museum had participated in an international Twitter event. Even so, the results fell 

short of our expectations: the SHM only received 20 questions. This was not a huge surprise, as, 

before the event, our followers had been generally quite passive. 

This led us to understand that we needed to develop a Twitter project to help build a 

sustainable relationship with our audience. As a result, at the end of September we ran our first 

#музейнаягостиная (#museumsalon). 

Our objectives were: 

• To build a friendly and comfortable Twitter environment where people can discuss 

museum collections, share their thoughts and ask questions. 

• To encourage museum curators to share their professional expertise and knowledge 

about museum collections in an engaging way. 

• To invite other Russian museums to collaborate and, as a result, enhance professional 

networking. 

Target audience 

The museum has 69,000 followers on social media, most of whom are from Russia. Since our 

main goal in using social media is to bring people to the museum, we currently focus on two 

types of potential visitors: 

• Moscow citizens 

• People from other Russian cities 
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We promote temporary exhibitions to local residents. For those from other cities, we promote 

the museum itself, in order to increase its visibility and recognition. 

Museum Salons 

We try to bring museum curators and the audience together online for a couple of hours to 

discuss a topic, such as our permanent exhibition on Ivan the Terrible. We usually hold sessions 

on evenings at weekends, when most people are at home and prepared to spend time following 

the conversation. 

A curator is available, ready to answer any questions posed, for the duration of the session. 

Using text prepared by a curator as a starting point, the person who runs our Twitter account 

acts as a mediator. We answer any questions posed by followers, consulting with the curator if 

necessary. We post tweets based on the curator’s text throughout the session, re-writing them 

in an engaging manner. 

You can see some highlights from the first English-language Museum Salon over on SMH’s 

Storify. 

Results 

We’re pleased with the results so far: 

• Our follower count on Twitter has increased dramatically. We now get around 1,000 

new followers each week. The numbers started going up straight after we ran the first 

museum salon. 

• The hashtag has become visible among our audience and other Russian museums. 

• Famous Russian bloggers regularly retweet our posts, and link to our account from their 

websites. 

• Some curators have realised the potential of using social media for promoting their 

research. 

• Other Russian museums have started doing their own projects on Twitter, and one 

museum has joined us for a museum salon. 

On 29 December, we invited the State Museum of the History of Religion (based in St 

Petersburg) to discuss New Year celebrations in different cultures. Both museums gained new 

followers as a result of the session. 

The cost of this approach is generally low. At the SHM, one worker is responsible for the Twitter 

account, who can work remotely using a mobile device. The curators take part in the project on 

a voluntary basis. The project has been running for around half a year, so far resulting in a major 

increase not only in the number of followers and comments, but in the number of people 

visiting the museum. 


