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Abstract

This study evaluates personnel's perceptions at heritage museums regarding social networks
sites (SNSs) use during COVID-19. Heritage museums can significantly bolster social
resilience and cohesion, especially amid global uncertainty and crisis (Chan et et al., 2012;
Falk & Gillespie, 2009; Kist, 2020). Tension has always existed between heritage museums'
desire to maintain their traditional image as cultural institutions, and the recognition that
SNSs are essential to their future survival (Biedermann, 2017; Kalay et al., 2008; Pekrarik,
2011; Roberts et al., 2018). COVID-19 has revealed the unsustainability of relying on
physical museum visits, obliging museums to rethink their conception of the museum
experience (Tissen, 2021). Social networks have become a channel for spreading cultural
content and maintaining contact with the audience (Agostino et al., 2020; Amanatidis et al.,
2020; Corona, 2021; Rivero et al., 2020; Ryder et al., 2021). Using qualitative research
methodology, semi-structured in-depth interviews and questionnaires were conducted, re:
1) Interviewee attitudes on the museum's SNSs use; 2) Impact of the social distancing on
willingness to adopt SNSs; 3) SNSs used and whether these were deployed pre-coronavirus;
4) Main motivations for the decision to use SNSs; 5) Visitor needs to be satisfied via SNSs;
6) Extent of SNSs use after museum reopening; 7) Interviewee prediction regarding museum
use of SNSs. The study included 13 interviewees personnel in heritage museums, nine in
Israel and four abroad, Main findings: COVID-19 accelerated and increased the use of SNSs,
especially Facebook; differences exist between the two groups in the extent of pre-pandemic
SNSs use and digital readiness. Primary benefits include maintaining audience and relevance,
engaging new audiences, and changing the existing stereotype of heritage museums as dull
and conservative institutions. Our main takeaways for decision-makersare: develop digital
strategies, consider organizational restructuring and develop a hybrid museum model.
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