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Abstract
Contemporary museums operate as organizations open to various visitor segments and visitors with 
different needs. It is reflected in their rich and diverse program offer, which is a platform that fosters the 
needs of different target groups interested in popularisation and participation in culture. In the subject 
literature, researchers discuss the impact of museums on society and the tasks performed by cultural 
institutions. Most often, these tasks focus on aspects such as the approach to presenting collections, 
expanding offerings, and adjusting their elements to the diverse expectations of the audience. The 
general trend shows that the perception of people visiting museums is changing. They are not treated 
as a homogeneous group, but their diverse preferences, needs, and motives for visiting museum 
institutions are recognised. The article aims to characterize museums’ offerings through the prism of 
their adaptation to the preferences of different audience segments. Selected museums located in the 
Małopolska region were identified for the research and analysed the messages shared on their websites 
and social media. 

Streszczenie
Współczesne muzea działają jako organizacje otwarte na różne segmenty zwiedzających i osoby o różnych potrze-
bach. Znajduje to swoje odzwierciedlenie w ich bogatej i różnorodnej ofercie programowej, która jest platformą 
zaspokajającą potrzeby różnych grup docelowych zainteresowanych popularyzacją i uczestnictwem w kulturze. 
W literaturze przedmiotu podejmowane są dyskusje odnośnie do oddziaływania muzeów na społeczeństwo oraz 
realizowanych zadań. Najczęściej zadania te koncentrują się na takich aspektach podejście do prezentowania zbio-
rów, rozbudowywanie oferty oraz dostosowywanie jej elementów do zróżnicowanych oczekiwań publiczności. 
Generalna tendencja pokazuje, że zmienia się postrzeganie osób odwiedzających muzea. Nie są oni traktowani 
jako jednolita grupa, lecz dostrzega się ich różnicowane preferencje, potrzeby oraz motywy wizyt muzealnych. 
Celem artykułu jest scharakteryzowanie oferty muzeów przez pryzmat jej dostosowania do preferencji różnych 
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segmentów odbiorców. Zidentyfikowano wybrane muzea zlokalizowane w Małopolsce oraz postanowiono prze-
analizować ich komunikaty udostępnione na stronach internetowych i w mediach społecznościowych.

INTRODUCTION

The contemporary implementation of the museum’s mission implies the creation of relationships with 
diverse audiences and other stakeholders1. Moreover, inclusive events and initiatives related to building 
the institution’s accessibility are important components of the museum’s programs [González-Herrera 
et al., 2023]. Their activities also contribute significantly to cognitive evolution – both individual and 
social – in every area of society’s activity. Although every modern cultural institution should create 
them based on equal opportunities, implementing such a concept is a challenging activity for museum 
management and requires developing a coherent strategy within the activities undertaken. It is also 
worth noting that the ongoing demographic change poses another challenge for museums, as, for 
example, an increasing number of elderly people with free time and interest in the offer of cultural 
institutions. Museums cannot overlook this while building the calendar of events and cultural initiatives 
(workshops, concerts, outdoor walks). There is also extensive discussion in the literature regarding the 
interest of young people in museum offer [Yates et al., 2022]. Against the backdrop of the comments 
made, it can be considered that museums are facing the challenge of proposing a programme of events 
that will be perceived as attractive and that considers the expectations and preferences of different 
audiences. Maintaining this balance requires initiating activities that fit in with current socio-economic 
trends [Waller, Henderson, 2024]. Museums influence society, but there is also a reverse phenomenon. 
This means that the discussed cultural institutions operate in conditions characterised by significant 
volatility. It is important not only to monitor the occurring phenomena but also to develop tailored 
activities that promote not only the acquisition of museum audiences but also the maintenance of their 
interest in the created program of events [Ziębińska-Witek, 2023].

The article aims to characterise museums’ offerings through the prism of their adaptation to the 
preferences of different audience segments. Selected museums operating in the Małopolska region were 
chosen for the research. Within the framework of the research concept adopted, the authors attempted 
to analyse the messages posted by the museums on their websites and social media profiles.

LITERATURE REVIEW

Social and museum visitor diversity

In recent years, reflections on the museums’ impact on society have focused on seeking answers 
to questions related to their future in the context of the collections presented, new ways of exhibiting 
them, and expanding the offer for the public [Kaczmarek, 2018, p. 50]. These considerations are 
also deepened by aspects addressing issues dedicated to profiling the actions taken, aimed at 
reaching different social groups and considering various approaches to utilising the cultural offer or 
understanding it [Głowacki, Skrzypińska, 2025]. Furthermore, the audience’s perception of museum 
institutions has changed, as evidenced by the non-homogeneity in their preferences and expectations 
[Kwiatkowski et al., 2022]. As a result, cultural institutions are initiating a series of actions aimed at 

1 The publication was financed from the subsidy granted to the Krakow University of Economics – project no. 055/ZZH/2024/ POT.
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diversifying the creative offer. It is worth noting that this important direction of action aligns with 
global trends that take into account phenomena such as personalisation and individualisation of 
participation in culture [Papageorgiou et al., 2025]. By accepting general assumptions, it can be argued 
that representatives of various segments, including adults, seniors, and children, benefit from museum 
offerings.

Museums also operate within a market game that defines the frameworks of their activities and conditions 
the development of planned actions. Consequently, it is not only reasonable to reflect on implementing 
solutions, including adjusting museum offerings to meet the expectations and preferences of diverse 
recipient groups, but also to focus on designing effective initiatives [Kwiecień, 2022]. Research conducted 
by the National Center for Culture indicates that in 2024, the most commonly stated motivations for Poles 
to participate in cultural events and visits to cultural institutions included the need for entertainment 
(45%), the desire to broaden their horizons (39%), and the need to break away from everyday life (31%) 
[Głowacki, Skrzypińska, 2025]. In light of the reported comments, one might consider how to create 
a program of museum events that takes into account the expressed expectations and address the 
perspectives of representatives from different generational groups.

If museums have to „be open” and „serve society”, knowing what people constitute an audience 
and how they can be characterized is pivotal. Within the broad discussions about the challenges that 
museums face, it is also noted that, due to economic difficulties, diversification of income sources is 
of great importance. This includes, for example, financial support from visitors (through ticket sales 
or souvenir purchases). Thus, people will consider revisiting a museum only if the offer is interesting, 
engaging, and innovative. It creates a situation in which the audience’s needs and expectations 
are mainly taken into account, as with its support, it will be easier to conduct subsequent initiatives. 
In such a competitive environment, the area of „user experience design” is also gradually gaining 
more interest in the museum context [Gong et al., 2024]. Positive experiences, connected to the good 
interaction with the staff, or appropriate arrangement of the museum space, may support revisiting 
the institution, while the negative ones, stemming from overcrowded places or unfriendly staff, will 
have the opposite result. Yet, in order to create and support positive experiences, the museum had 
to gain knowledge about its visitors.

Museums have to compete with other institutions, which also happens in the online sphere. The 
situation is similar in the context of UX design, which is important both online and offline. Apart from 
the competition regarding the offer, social media communication must also be engaging [Walaszczyk 
et al., 2024], as online presence is now one of the first touchpoints between the museum and the visitor. 
The most preferred would be to communicate also in line with the principles of UX writing. In case 
of a negative experience, visitors (social media users) will choose another institution. It is incredibly 
challenging, as visitors nowadays are more diverse, better informed, and have higher expectations 
[Black, 2018]. They can also change their decisions about the preferred institution or form of free-time 
activity, which is rather easy due to the wide range of other options. Although diversity is a complex 
and multidimensional term, the museum content and form of activity should address those diverse 
needs and expectations if the institution truly wants to be open and inclusive. From a marketing 
perspective, segmentation (in terms of demographic and psychographic aspects) is one of the crucial 
aspects of providing an appropriate service to visitors. Although being „all things to all people” [Kotler, 
Kotler, 2000] sounds like an exciting option, the crucial is to know about current audience needs 
and how to address them to manage resources while reaching a new group of audiences effectively. 
Apart from race, gender, or social identity, one basic form characterizing the diversity of society (and 
museum audiences) is the age cohort. Current literature reflects two main areas: firstly, the emergence 
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of Generation Z and their distinct practices of consuming and creating content. From the social 
media context, one important aspect for them is to create short and engaging content. It is consistent 
with TikTok’s specificity, a popular platform among the young generation [Stahl, Literat, 2023]. The 
second area concerns older adults and the observed tendency of a gradually older society. The „silver 
tsunami” phenomenon [Tragaki, 2024] should be considered by business organisations and cultural 
institutions, as with appropriate healthcare, seniors can be active for a long time and interested in 
different cultural activities. They are also active social media users, even if not to the same extent as the 
Gen Z representatives [Digital, 2023]. Both these groups (Generation Z and seniors) are essential, yet 
they are discussed with different intensity in the museum-related literature.

Communication with different generations of recipients

Apart from being visitor-oriented institutions and a „living space” open to dialogue, museums should 
provide activities for different audiences [Tranta et al., 2021]. One of the main challenges regards 
communication with younger visitors, who may not be interested or familiar with the heritage-related 
content or may only sometimes feel comfortable in the institutions [Hughes, Moscardo, 2019]. The 
issue of attracting younger visitors to museums is a problem that has been previously discussed. 
However, due to the rapid development of social media, it remains a significant and ongoing issue. For 
example, still shortening „attention span” should be considered while creating social media content. 
The general lack of interest in the museums may be related to the various barriers, i.e., the perception 
that the „museum is not a place for me” or that museums are too dull, only didactic, and not focused 
on dialogue [Mason, McCarthy, 2006]. Such an issue is explored especially in the social media context, 
where it is studied that many museums still rely only on one-way, non-interactive communication.

Although those challenges in suiting the communication form are noticed, studies are more often 
focused on the offer dedicated to school groups. This can also be observed in practice, where the 
educational offer is mainly prepared for the groups. It is relevant, yet the communication addressed 
to school groups and individuals can be slightly different. Moreover, in the case of school visits, the 
teacher is the person in charge of arranging the activities. Even if communication with the youngest 
seems to be the main challenge – especially in rapidly growing technology and decreasing attention 
spans – there are other segments of audiences. Museums are intensively concentrated on creating offers 
for families, which is the central area of activities (both in creating temporary and permanent offers). 
However, to a certain extent, the museum practice tries to include offers for elderly people, which can be 
an answer to the general demographic trends. It may not be a dominant tendency, but can be identified 
in museum activities. One example of good practice is the National Museum in Krakow, but this can 
also be observed in smaller institutions. In those cases, older people provide their memories about the 
history of their life or the city where they live (Podgórze Museum in Krakow or Regional Museum in 
Stalowa Wola).

Nevertheless, despite some observed cases and literature studies, the issue of genuinely age-inclusive 
perspectives on museum offers and social media content remains actual and not fully explored. It is 
related, for example, to the fact that older people can also participate in online activities or may be 
interested in cultural offers prepared by museum institutions (not only in the form of country housewives 
associations).
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RESEARCH METHODOLOGY

The article aims to characterise the offer of museums through the prism of its adaptation to the 
preferences of different audience segments. The following research questions were adopted:

•	 To which audience segments do the analysed museums address their messages about the offer 
created?

•	 To what extent do the explored museums create an offer tailored to the needs and expectations 
of the specific audience segments?

•	 What key elements determining efforts to diversify the offer of the analyzed institutions can be 
identified?

To address these research questions, an analysis of museum messages from official websites and 
social media profiles was conducted. Based on the observations, the explored institutions are mainly 
active on Facebook and try to communicate with current and future visitors primarily through this 
channel. Nevertheless, they also use other social media sites, yet not so often as Facebook. During the 
study, the authors identified the following scopes:

•	 subject, it covered the museum offer created by selected museums in Małopolska;
•	 subject, concerning selected cultural institutions;
•	 time, the analysis looked at museums’ Facebook activity in May 2024.

The study employs a qualitative research approach [Glinka, Czakon, 2021]. Secondary data were 
obtained from online sources and social media of the selected museums, which were selected in 
order to fulfill the adopted research assumptions. The authors treated the highlighted data sources as 
documents, and for further analysis, those containing a textual component were analysed. They are 
exemplified by entries on the official websites of museums and posts shared on their Facebook profiles. 
The analyzed museums were selected purposively to ensure both theoretical and literal replication. The 
selection is also guided by the author’s observations and the need to explore issues within the scope of 
the article. The collected empirical material was subjected to thematic analysis, which is second-level/
focused coding [Glinka, Czakon, 2021]. As a result, it was decided to identify the themes emerging 
from the material obtained through the prism of relevance to the description of the issue under study. 
Thus, not all posts were considered for in-depth analysis.

Table 1. Posts of the analyzed museums on Facebook
Tabela 1. Posty analizowanych muzeów na Facebooku

Museum name

Facebook posts

All posts in the 
analyzed period

Posts included in the 
analysis

TOTAL 243 79

Museum of Nowy Sącz Land in Nowy Sącz – main building: multi-branch 
museum: 

Pieniny Museum branch
Sądecki Ethnographic Park branch

The Galician Town branch

44

2
16
14

15 

0
3
8

Home Army Museum in Krakow 67 27

Ethnographic Museum in Krakow 39 15
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Podgórze Museum 22 2

Krakow Saltworks Museum Wieliczka 7 2

Niepołomice Museum 32 7

Source: own research.

Table 1 summarizes the posts of the analyzed museum institutions in the period covered by the analysis, 
including those subject to discussion. Considering the highest relevance of Facebook as the museum’s 
communication channel, this social media site was only included in the in-depth exploration. Based 
on the results obtained, it was decided to respond to the research assumptions made and to formulate 
conclusions summarising the discussion conducted.

DISCUSSION OF THE RESULTS

Based on the conducted literature review, the analysis of social media and website content was guided 
by the two following main keywords and categories:

•	 social diversity,
•	 communication with the different audience generations.

Those categories also clearly correspond with the above-mentioned research questions. Although 
they are connected, somewhat different issues can be highlighted under those categories. When 
examining the issue of social diversity, the first aspect to consider is whether museums are accessible 
to people with special needs and various disabilities. This type of approach may vary from just basic 
information about, e.g., having elevators or ramps, to the more extended and empathetic perspective, 
resulting in social-oriented projects, like in the Home Army Museum in Krakow. The second aspect, 
closely connected to the first one, concerns recognition of different age segments of the museum 
visitors, as they also have specific needs and expectations.

The educational offering is another form of recognizing social diversity by the analyzed museums. 
The Home Army Museum provides an age segmentation of its educational activities (considering 
also offering for people with disabilities). Therefore, both young children, school groups, families, 
as well as adults and seniors may find some valuable propositions here. Another interesting issue 
is the cooperation with universities and students, by providing them a space for student practices 
or just more engaging and interactive place for education. However, this museum does not really 
inform about this in social media, which are mainly used as a platform for sharing educational content 
by informing about historical anniversaries. In addition, although this institution presents itself as an 
inclusive and participatory place, the website does not provide information about accessibility info for 
the elderly and people with newborns (like in The Museum of Nowy Sącz Land). Here, on the website, 
it is possible to read, for example, that the building is available for seniors by: “At the ticket office and 
information point, there is a guide – the curator of the collections, who takes visitors to the exhibition 
halls by stairs or elevator. Seats were placed on the exhibition in the temporary exhibition hall. Chairs 
with armrests can be arranged if required” [Museum of Nowy Sącz Land, 2025].

However, creating content about events addressed to diverse age segments is just one initial step in 
being visitor-oriented. The fundamental one is to investigate whether those events and propositions 
truly respond to the visitors’ needs and expectations. Hence, one of the interesting cases is the 
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fact that Galician Town (a branch of the Museum of Nowy Sącz Land) organized activities related 
to International Children’s Day during work hours. It was not really perceived as a good decision, 
according to the comments [Museum of Nowy Sącz Land, Facebook, 28.05.2024]. Hence, creating an 
offer to school groups is not the same as creating an offer to individuals with children.

On the other side, the Ethnographic Museum in Krakow communicates on its Facebook that it 
continuously wants to be an inclusive institution: „Today, on the third Thursday of May, we celebrate World 
Accessibility Awareness Day! (…) Accessibility (…) also caring for the elderly, parents of small children and 
those who temporarily need more support. At the Ethnographic Museum, we have been trying for years to make 
our offer accessible to all our Guests. We are all the more pleased that this year we received funding under the 
„Accessible Culture” program for the „Be for Everyone 2024” project. These additional funds will enable us 
to introduce accessible solutions in our permanent and temporary exhibitions” [Ethnographic Museum in 
Krakow, Facebook, 16.05.2024]. As mentioned in the quotation, accessibility discussions also concern 
people of different ages. Results also reveal that social diversity and consideration of different needs 
are reflected by the aspects of multiculturalism in museums’ offer and the organization of outdoor 
museum activities. Nevertheless, it could be further discussed if putting workshops about ethnic 
groups (Museum of Nowy Sącz Land) truly reflects contemporary, diverse societies or if it is just the 
realization of the museum’s missions and statute regulations. Recognizing the diversity of culture, 
even worldwide, is also visible in the offer of the Ethnographic Museum in Krakow. Such a strategy 
corresponds with the organizational profile of the institution. Thus, social diversity and multi-ethnicity 
have a very broad perspective here. On the other side, social diversity may also regard the type of 
activities proposed – hence, not only new exhibitions or curatorial guided tours, but even outdoor 
activities (like mountain walks or visits of guests from motorbike rallies). What is worth considering 
is that social diversity is also about different statuses or professions as well as different age groups 
(events engaging military groups or veterans, hence, elderly people).

For example, for 25 years, the Krakow Saltworks Museum has been organizing cyclical painting 
plein-air events for people with disabilities. It is also an event that contributes to building the museum’s 
image as an inclusive institution. Several posts about the distinguished initiative were shared during 
the analyzed period. What also seems interesting is the organization of the intergenerational activities, 
which are addressed to both children, parents, and grandparents. As part of the conducted observations, 
workshops for children, „In the Depths of the Podgórze Sea – Studio under the mound”, organized 
by the Podgórze Museum, were also distinguished. Information about the workshops was presented 
in several posts, which were also linked to another project implemented by the museum [Podgórze 
Museum, Facebook, 18.09.2024]. This project is communicated through the hashtag #opisaniemy, 
which refers to the mission of the Museum of Krakow: „We describe, document, and tell Krakow. We listen 
to the city...” [Public Information Bulletin]. Photographic reports on the event are presented on the 
museum’s Instagram profile.

The aspect of social diversity is also closely connected to the issue of how to communicate with 
these groups and different generations of audiences. Although museums offer age-diverse programs, 
the way they communicate this is not always clear enough. It is, for example, visible in the Museum 
of Nowy Sącz Land case, where under the tabs about specific education offers, it is possible to read 
that the workshop is both for children from primary/secondary schools and adults. Considering that 
school groups may have slightly different expectations, the message is not sufficiently clear. However, 
there is still some kind of inclusion of adults, as in the case of Niepołomice Museum, information 
about the offer concerns only kindergartens, primary schools, and high schools (no adults mentioned). 
Moreover, although museums try to send the message to different generations of audiences (activities 
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for Children’s Day or Mother’s Day, projects with the University of Third Age, workshops for adults, 
or open movie projections), the obtained results do not give a complete answer to whether this 
approach is successful or not. This is especially debatable when considering the younger segments 
of the audience. It is caused by communication being arranged mainly through Facebook, which can 
probably be more effective for older audience.

What can also be observed is that museums very often address their messages and inform about 
the offer addressed to the organized groups. Hence, in this way, communication has more „indirect 
character” – the people responsible for some groups (teachers) may decide what to choose and how 
to spend time. Sometimes, this type of approach is not presented in a sufficiently clear manner, and 
discussion in comments slightly clarifies this situation: „Children’s Day in the Galician Town and the 
Sądecki Ethnographic Park in Nowy Sącz is mainly addressed to organized groups. The event has been organized 
for years on a weekday and during classes as a counterbalance/alternative to numerous cultural events organized 
by other institutions and organizations on the weekend. Of course, the multitude of attractions does not exclude 
the participation of individuals” [Galician Town Museum, Facebook, 28.05.2024].

During the investigated period, an invitation to an event Salt Festival was shared on the profile of the 
Krakow Saltworks Museum: „We have the great pleasure of announcing the return of one of the most colourful 
and unique cultural events in Wieliczka – the Salt Festival! After a four-year break, on June 16, we will once 
again be able to enjoy this extraordinary event” [Krakow Saltworks Museum, Facebook, 25.05.2024]. The 
event was aimed at various groups of recipients, including the organization of a family quest and other 
educational shows. Moreover, even if museums attempt to communicate with diverse audiences, their 
communication is largely non-interactive, focusing primarily on one-way transmission of messages. 
Hence, even if, i.e., Museum of Nowy Sącz Land often informs and reminds about planned activities 
for the younger ones, it is not the type of message that will genuinely engage current or future visitors. 
Although analyzed museums are not the biggest institutions, it is not predetermined that only more 
renowned museums may successfully apply this type of communication. Despite all the COVID-
related challenges, the fact that museums still rely mainly on one-way communication is identified in 
the literature.

The fact that museums rather do not apply interactive forms like open questions or quizzes (one 
minor exception is the Ethnographic Museum in Krakow) is one thing. However, it was also observed 
that some posts are very long (the case of the Home Army Museum in Krakow), which also may not 
support the effective engagement of social media users and visitors.

CONCLUSIONS AND IMPLICATIONS FOR THE PRACTICE

The results revealed that museums, to a different extent, try to address their offer to diverse audience 
segments. Among these segments, it is possible to identify children from primary schools and 
kindergartens, especially, but also adults, families, or people with different disabilities. Nevertheless, 
this diversification is not reflected in the communication channels – specifically, social media – 
that museums use. Another issue is that sometimes overly long and descriptive posts may not be 
fully comprehended by the audience, which is not only related to the specific age group but also 
to the way users consume content online. Hence, museum practitioners could redefine or recheck 
how to communicate with current and future visitors. Even if TikTok may not be the best option for 
everybody, focusing on shortening the main message could be a good approach. The offer proposed 
by the museums is not monothematic – apart from guided tours, there are also music activities, film 
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projections, and outdoor activities, but also attempts to suit the offer to the needs of people with autism 
spectrum [Ethnographic Museum in Krakow]. Hence, it can be said that museums try to suit their 
offer to the diversified needs of the audience. Nevertheless, more attention is paid to organized groups 
(schools or other organizations). While it can be interesting, it is also more challenging to focus a little 
more on individual teenagers or younger adults. Results also revealed that even if the content of the 
offer reflects the attempts to diversify the proposed activities, it is not fully visible in the form of 
communication. Thus, focusing more on interactive communication or diversifying communication 
channels will be beneficial. Currently, even if social media posts reflect the activity addressed to diverse 
segments of the audience, communication is focused mainly on informing, not dialogue.

The fact that museums segment their offer also reflects the need to diversify the proposed activities; 
however, sometimes, the issue of how this is communicated looks a bit complicated and unclear. 
Moreover, the overview of explored museums reveals that even if being „all things to all people” 
sounds like an interesting option, it is, in practice, a bit complicated, and more intense activities should 
be conducted in order to verify how this offer should be created. The conducted analysis allowed for 
a response to the previously adopted research questions. In conclusion, the following remarks can be 
indicated:

•	 the discussed museums direct messages to various segments of recipients, but do not always 
clearly indicate the target group,

•	 the museum offer and the event program take into account the expectations and possibilities of 
various groups of people visiting museums,

•	 the analyzed events were aimed at primary school students and people with disabilities.

It is worth noting a few remarks that arise from the conducted analyses. Creating a diverse museum 
offer should be preceded by research conducted among the audience to recognise their preferences and 
expectations. Furthermore, communication activities undertaken by museum institutions should be 
implemented in a multi-channel and interactive manner, which should enable reaching different 
segments of the museum audience. The authors also noted that local museums have significant potential 
and actively work for their visitors. These institutions are capable of implementing compelling, 
engaging, and inclusive strategies when they use appropriately selected tools and identify the needs 
of their audience.

The conducted study also has limitations. The analyzed documents were selected purposively. Then, 
an attempt was made to analyze the highlighted posts through the prism of the adopted keywords. 
Since it is based on the analysis of social media and website data content, it would be beneficial 
to conduct studies with museum employees or attendees of some museum events. The direction of 
further research may also include the issue of digital literacy of museum employees, as apart from the 
financial constraints, this can be another factor affecting the approach to social media communication.
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