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[/ Goranka HORJAN"

MUSEUM REPUTATION AS A
LEADERSHIP TOOL PROJECT

INTRODUCTION

The project “Museum — Reputation as a Leadership Tool” addresses
the growing need for museums to strengthen their institutional rep-
utation as a foundation of leadership, trust, and sustainability. De-
veloped under the co-ordination of ICOM INTERCOM and supported
by several partners it was implemented in 2025 in three countries —
Croatia, Bosnia and Herzegovina and Italy. Partners from the ICOM
network were international committees INTERCOM and ICLCM, two
national committees from Croatia and Bosnia and Herzegovina and
the regional alliance ICOM SEE. Museum partners were the Museum
of Ancient Glass and Fondazione Musei Civici di Venezia with MUVE
Academy. The project represents a pioneering initiative to explore
how reputation can be used strategically to enhance the social role
of museums in a rapidly changing world. The project was focused on
exploring and applying the concept of reputation as a strategic instru-
ment of museum leadership. Supported by the International Council
of Museums (ICOM) with the Special Project Grant and the Ministry
of Culture and Media of the Republic of Croatia and local partners, the
project brought together international experts and museum profes-
sionals to strengthen competencies in reputation management, com-
munication, and public relations within the sector.

In the post-pandemic context, museums face the dual challenge of
maintaining professional standards while adapting to economic pres-
sures, political instability, mass tourism, and increasingly diverse
communities. This project responds to those challenges by position-
ing museum reputation as both an ethical compass and a practical
leadership tool that reinforces public trust and institutional relevance.

* Goranka Horjan is the Chair of INTERCOM.

3



-
=
|
o
o
b

Participants of the first panel of the Zadar workshop.

The project builds on insights from recent international ICOM IN-
TERCOM forums that highlight institutional reputation as a founda-
tion for trust and public support. In times of rapid social change and
growing market and tourism pressures, museums face the challenge
of maintaining professional standards while remaining socially rel-
evant and inclusive. Reputation thus emerges as not merely a com-
munication asset but a strategic indicator of institutional value and
public legitimacy.

PROJECT GOALS AND STRATEGIC OBJECTIVES

The project’s overarching goal is to empower museums to strength-
en their reputation by fostering leadership grounded in inclusivity,
community relevance, and responsible engagement. It aims to train
museum professionals to manage reputation-building processes that
reflect transparency, sustainability, and human values.

Goranka Horjan during her address to the media during the workshop in Trebinje.

Three strategic objectives have guided the project’s implementation:

1. Advocating sustainability in tourism-burdened areas — sup-
porting museums located in over-touristed cities such as Za-
dar, Dubrovnik, Mostar, Florence and Venice to balance eco-
nomic activity with social and cultural responsibility.

2. Creating bridges within diverse communities — enabling muse-
ums to act as facilitators of social cohesion, intercultural dia-
logue, and inclusion, particularly in regions affected by migra-
tion and changing workforce patterns.

3. Managing reputation as a leadership asset — providing muse-
ums with concrete tools for ethical communication, audience
engagement, and brand purpose that align with ICOM’s Code
of Ethics and UNESCO’s 2015 Recommendations.

Through these goals, the project advances ICOM’s strategic mission in
promoting excellence, sustainability, diversity, and strong leadership
across the museum sector.



CEFILETGENME

Participants of the workshop in front of the Museum of Herzegovina in Trebinje.

BENEFITS AND EXPECTED RESULTS

The project is designed to produce long-term professional and social
benefits:

Professional Capacity Building: Training at least 50 museum
leaders, curators, and educators from South-East Europe in
reputation management, communication strategy, and com-
munity leadership.

Institutional Transformation: Empowering museums to create
inclusive programs that address sensitive social issues—such
as discrimination, depopulation, and cultural diversity—while
maintaining credibility and public trust.

Social Impact: Encouraging museums to function as “com-
munity platforms” that enhance citizens’ well-being, provide
informal education, and contribute to sustainable urban and
cultural development.

Knowledge Production: Developing the Manual of Reputation
Experience, a practical guide summarizing key findings, meth-
ods, and case studies from the training sessions in Croatia,
Bosnia and Herzegovina, and Italy.
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Goranka Horjan presents the results of the survey during the project meeting in Venice.

Visibility and Dissemination: Strengthening ICOM’s global
reputation as a leader in promoting ethical, inclusive, and sus-
tainable museum practices through publications, media cover-
age, and conference presentations.

By integrating mentorship, interactive workshops, and analytical
tools such as Mentimeter surveys, the project ensures active learning
and the co-creation of innovative reputation models adaptable to dif-
ferent contexts.

PARTNERSHIPS AND COLLABORATIVE VALUE

A major strength of this initiative lies in its multi-layered partner-
ship network. Each partner contributes complementary expertise to
ensure a comprehensive and multidisciplinary approach:

INTERCOM provides overall project management, leadership ex-
pertise, and evaluation tools for analysing reputation frameworks.

External experts contribute with their communication and
branding experience, guiding museums on audience-centred
reputation strategies. Their results are available as appendices
in the publication.
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Visuals of the Museum reputation as a leadership tool project (Zadar, Trebinje, Venice).
® ICLCM focuses on sustainable approaches to heritage man- STRATEGIC RELEVANCE AND LEGACY
agement and the integration of cultural and natural assets into
community life. The project’s strategic significance extends beyond its immediate out-
e ICOM Croatia and ICOM Bosnia and Herzegovina co-ordinate comes. It directly supports ICOM’s strategic goals by:
on-site training events and engage local museum professionals ® Positioning museums as global leaders in sustainability and
and media. . )
ethical governance;
ICOM SEE supports online dissemination of results. e Enhancing institutional resilience through reputation and
The Museum of Ancient Glass (Zadar) and Fondazione Musei trust-building;
ClV.ICI' di Venezia provide assistance in ﬁr}dlng 1oca.1 venues, e Expanding intercultural dialogue and diversity; and
logistical support, and contextual case studies on the impact of
tourism on heritage sites. ® Promoting leadership grounded in community relevance.

Ultimately, the project Museum Reputation as a Leadership Tool con-
tributes to redefining museum leadership in the 21st century. It advo-
cates for a museum model that is not only a guardian of heritage but

This collaborative structure embodies the principle of “leadership through
cooperation”, strengthening cross-border professional networks and re-
inforcing ICOM’s mission of inclusivity and shared learning.
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also an active agent of social change, capable of fostering empathy,
cooperation, and a sustainable future for all communities.

The program consisted of two international training modules held in Za-
dar and Trebinje, and a wrap-up meeting in Venice, which, through in-
teractive workshops, lectures, and mentoring sessions and consultations
with experts, provided participants with practical tools for defining a mu-
seum’s purpose, developing value-based branding, and building public
trust. Special emphasis was placed on the role of reputation in sustain-
ing museums in tourism-intensive environments and connecting diverse
communities.

Workshops led by international experts James Heaton (Tronvig Group,
New York) and Cecilia Martin (Cultural Connection, London) showed that
reputation is not merely a communication instrument but a fundamental
element of leadership and organizational culture. Participants developed
practical skills in strategic thinking, emotional branding, and ethical en-
gagement of museums within their communities.

The survey conducted during the three workshops and online had a pur-
pose of mapping current trends in regions that are placed in tourist re-
gions but distant from the capital city. This enables a better insight how
middle-sized museums whose authorities are local and regional govern-
ments meet reputational challenges.

The project resulted not only in lasting professional networks but also
with the publication “Manual of Reputation Experience”, giving guide-
lines for a new model of reputation management that integrates purpose,
authenticity, and trust. In this way, the project contributes to the inter-
national discourse on the role of museums as responsible, relevant, and
socially engaged institutions of the 21st century.
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//] Adriano RIGOLI

REPUTATION IN MEMORY
HOUSE MUSEUMS AND
LITERARY AND MUSIC
MUSEUMS

PROMOTING HOUSES OF MEMORY
AND HISTORICAL HOUSES

This year for the first time during Spring, on April 5th and 6th 2025
ICLCM promoted the first edition of the International House Museum
Days that our National Association of Houses of Memory in Italy (As-
sociazione Nazionale Case della Memoria) organized to spread knowl-
edge of the house museums around the world, in collaboration with
ICOM International from Paris and ICOM’s two international commit-
tees: DEMHIST which is explicitly dedicated to historical houses, and
the international committee ICLCM which is addressed to literary and
music museums and therefore also to the house museums of writers,
poets, musicians, dancers and singers. Dealing with the variety of his-
torical houses was an opportunity to launch the first national edition
of the Days of Illustrious Personalities’ Houses in April 2022 and it
immediately resulted in a growing of membership and visitors, from
80 houses and 5,000 visitors in the first edition to 143 participating
houses in Italy and 30,000 visitors a year later. In addition, the event
was the first international one with the participation of 260 histori-
cal house museums in 27 countries around the world from the South
America to the East Asia.

When the National Association of Houses of Memory was founded 20
years ago, on October 24th, 2005 by the first 13 founders, there was
virtually no constructive dialogue of house museums in Italy. Historical
houses with museums existed, they bore witness to the life of great cul-
tural figures, but they were not perceived as a whole in the public eye.
In other nations, such as France or the Russian Federation, the houses
of writers and musicians were already in the focus of public attention.

* Adriano Rigoli is ICOM-ICLCM Chairman and the President of the National Association
of Houses of Memory (ltaly)
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Adriano Rigoli delivers a presentation in Zadar.
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Today the situation has completely changed because a lot of work has
been done since the beginning, and Italian national museum network
now includes 120 house museums in the whole country and is active
on European and global level in promoting house museums. Today
we have in Italy a constantly updated website, various social channels
(Facebook, YouTube, Instagram) and a Press Office that works both
online and offline.

The National Association of Houses of Memory network brings togeth-
er the homes where some of the most important personalities of Ital-
ian and foreign culture have lived. Just to name a few, from Giotto and
Boccaccio to Niccolo Machiavelli, Leonardo da Vinci, Michelangelo
Buonarroti and Galileo Galilei to personalities closer to us in time such
as Giosue Carducci, Giovanni Pascoli, John Keats and Percy Shelley,
Elizabeth Barrett and Robert Browning, Giuseppe Verdi, Pellegrino
Artusi, Giacomo Puccini, Maria Montessori, Enrico Caruso, Antonio
Gramsci, Gabriele D’Annunzio, and to the protagonists of our own
day, Enzo Ferrari, Primo Conti, Giorgio de Chirico, Carlo Levi, Salva-
tore Quasimodo, Giuseppe Tomasi di Lampedusa, Giorgio Morandi,
Indro Montanelli, Ugo Tognazzi, and Luciano Pavarotti.

The Ttalian network of memory houses is also the lead partner of the
European Network of Museum Houses of Illustrious Personalities,
which is composed of museum houses and national networks of muse-
um houses in 14 European countries, from the Iberian Peninsula to the
Russian Federation. The first signing of the Memorandum of Under-
standing occurred in Florence, in 2015, on the occasion of Expo Milano
2015. Another meeting followed in 2019, in Vinci, on the occasion of
the 500th anniversary of Leonardo’s death and in May 2024, in Flor-
ence and Caprese Michelangelo, the birthplace of the divine sculptor.

The situation with the ICLCM Committee’s online communication
tools is completely different. When I became the chairman, in Febru-
ary 2023, I saw the need to update the website and social networks and
the committee engaged a specialized engineer to help with the plan to
restructure and update the communication strategy of ICLCM. But to
implement it, we need support from the central office since ICLCM site
is an ICOM International mini website.

BEING PRESENT ONLINE: REPUTATION
STRATEGIES IN HOUSE AND LITERARY MUSEUMS

In today’s cultural landscape, museums compete not only for visitors
on site, but also for attention, relevance, and visibility in the digital
public sphere. Audiences increasingly form their first impression of
a museum online—through search results, social media, or recom-

13



mendations on platforms such as Google, TripAdvisor, or Instagram.
For many visitors, especially younger generations and international
tourists, the online encounter comes before the physical one. Hence, a
strong digital presence becomes essential for museum’s presence and
accessibility, communicating a museum’s mission and values, reach-
ing audiences who may not visit in person, participating in public con-
versations, and shaping how the institution is perceived locally and
globally. In this sense, digital reputation is not separate from the mu-
seum’s public identity—it is one of its main expressions.

To illustrate how this works in practice, members of the ICLCM Inter-
national Committee shared the ways in which their institutions moni-
tor, evaluate, and strengthen their reputations.

Here are the three case-studies from the network:

1. GEELVINCK HINLOPEN HUIS, AMSTERDAM (NETHERLANDS)

This historic house museum evaluates its reputation through a com-
bined qualitative and quantitative approach. Key indicators include:

e  Visitor feedback (surveys, guestbook comments, Google &
TripAdvisor reviews)

e  Media presence (tone and frequency of press and
broadcast coverage)

e Academic and professional recognition (citations,
collaborations, conference invitations)

®  Online visibility (website analytics, social media
engagement levels)

®  Public awards and nominations
e Community involvement and co-creative project participation

The museum is listed in the Netherlands Museum Register and is peri-
odically evaluated according to ICOM professional standards.

2. MUSEUM OF THE WRITER ALEKSANDRS CAKS, RIGA (LATVIA)

In this museum, reputation indicators are focused particularly on vis-
itor sentiment and peer recognition, including;:

e  Number of visitors
®  Guest book feedback
®  Social media mentions and engagement

®  Professional evaluations and awards

14

Workshop in Trebinje led by Cecilia Martin Abad.

3. MUSEO CERRALBO, MADRID (SPAIN)

As the former residence of the Marquis of Cerralbo, the museum mon-
itors digital and visitor engagement through:

®  Social media interactions and follower growth

®  E-mail newsletter engagement metrics (Mailchimp)
e  Cultural event participation and evaluations

®  Ticketing data and visitor-study analysis

e  Virtual visit analytics (Madpixel app)

®  Mobile guide usage (CloudGuide)

®  Google review sentiment monitoring

These examples show that museum reputation today is inseparable
from digital visibility, audience engagement, and public relevance.
Even when institutional resources differ, museums consistently seek
ways to listen to their audiences, learn from feedback, and present
themselves as credible, open, and culturally meaningful spaces—both
offline and online.

15



Project members during a project meeting in Venice.

During the pandemic emergency, the activities of museums, archaeo-
logical parks and institutes moved to social media and this contributed
to doubling their visibility on the web, and consequently their online
reputation, compared to the pre-Covid period. That was shown by a
study conducted on 100 state-owned cultural venues by Politecnico
di Milano in May 2020 for the General Directorate of Museums of the
Ministry of Cultural Heritage (now Ministry of Culture). “Italian mu-
seums continue to record an increase in their performance on the web
in May 2020”, reads the text attached to the monitoring, which is a
part of a periodic analysis service launched in 2018 by the Mibact to
measure the public’s index of satisfaction with the museums’ online
cultural content, and which has now highlighted significant trends.

MONITORING IMPACT

This year in February at the annual archaeological and cultural tourism fair
in Florence, called Tourisma, the Cultural Tourism 2025 Report was pre-
sented. The Data Appeal Company, through proprietary algorithms based
on artificial intelligence, machine learning and semantic analysis, measured
and analyzed all the feedback published online during 2024, combining it
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with geographic and contextual data, to offer a market analysis reflecting
users’ online behavior.

The most reviewed museums were in focus for the purpose of this project.
When museums exploit their online reputation and digital channels, the
results are not long in coming. Clamorous in this sense is the case of the
Leonardo da Vinci Museum in Florence, which is a private museum and
obviously has nothing that belonged to Leonardo. However, in 2024 it reg-
istered more digital interest than much better-known cultural institutions
such as the Uffizi Gallery. In fact, this private Florentine museum more
than doubled its digital footprint online, gaining unprecedented visibility
and taking the first place among the most reviewed museums in 2024. Fol-
lowing, from the second to the tenth position, are the Uffizi Gallery, the
Egyptian Museum in Turin, Juliet'’s House (obviously Juliet’s house is not
the real home of the Shakespearean character), the Accademia Gallery in
Florence, the Leonardo Interactive Museum in Florence, the Ferrari Mu-
seum in Maranello, the Reggia di Caserta, the Mole Antonelliana and the
Sansevero Chapel Museum in Naples.

Although it does not hold the absolute record as the most reviewed muse-
um, as the top 5 ranked museums remain firmly in the hands of the Uffizi
Gallery, the Leonardo da Vinci Museum in Florence stands out for its abil-
ity to proactively exploit the potential of digital. This result highlights how
private entrepreneurs show the ability to exploit technology and online vis-
ibility to strengthen their reputation and attract visitors. Mario Romanelli,
sales director of the Data Appeal Company, comments: “These data show
how crucial it is today to listen carefully to visitors and to exploit digital
channels to gather opinions and encourage favorable word-of-mouth - also
in the museum sector”.

Obviously, measuring the reputation of museums is easier for larger, struc-
tured museums that have the professional skills to do this work, while it
is more difficult and complicated for small museums and historical house
museums. In 2016, the National Association of Small Museums analyzed
the reputation of 20 small museums in the national network in Italy. The
characteristics that emerge from reading the reviews provide substantially
different data between large and small museums. For the small museums,
five prevailing data emerge: the professionalism of the staff, the size of the
structure, the support for teaching, the building as a container and free ad-
mission.

In this regard, it is interesting to point out what many visitors have written,
namely that they went to the museum without any particular expectations,
only to be pleasantly impressed, so much so that they wrote a review to
recommend the visit to others. This is in contrast to large museums where
visitors’ expectations are sometimes disappointing, not by what is on dis-
play, but by organizational inconveniences, which reflect negatively on the
visiting experience.

17



Many visitors, for example, emphasize that they appreciate being accompa-
nied during the tour by a guide. As professionals, they share heritage stories
with the wider public so they prefer guided tours for better insight and ex-
perience. In case of educational tools present in museum displays, almost
all visitors notice them and report them as added value, especially if they
are interactive or intended for the involvement of young children.

However, there are also critical issues. The reviews often give an inferior
rating in terms of the opening hours (too restricted) and, although in rare
cases, to the excessive cost of the ticket. It is significant that if a museum is
small, they expect to have a low entry fee or free entrance. In this regard, it
is interesting to point out an opposite trend. Some visitors are so enthusias-
tic about their visit that they urge other visitors to leave a financial contri-
bution to help the museum.

The most significant difference that emerges from the comparison between
large and small museums, concerns the importance of people. For large
museums, services and other issues are reported, but hardly any mention
is made of the people. On the contrary, for small museums, the people who
work there are fundamental, and they become central for the visit, with
their passion and their ability to transmit history and culture, through sto-
rytelling, creating that system of human relations that is difficult to estab-
lish in large museums. In this way the visitor to a small museum, including
historical house museum, feels involved in the cultural process because he
or she is placed at the center of the visiting experience.

I conclude with a citation from museologist Adalgisa Lugli who wrote a
book entitled Museology in 1992: ‘Whether one looks at it with sympathy
or with vague unease, the museum is much more than a place where works
and objects are kept [...]. In a world that believes it has seen it all, [the mu-
seum] has paradoxically remained as one of the last places in which one
goes in search of wonder and the different. A place of curiosity, still, where
one can find something that is not in the everyday world’.
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/1] Pietroluigi GENOVESI

REIMAGINING MUSEUMS:
RESPONSIBILITY, INNOVATION
AND THE FUTURE OF
CULTURAL INSTITUTIONS

Museums are redefining their role within society and if previous-
ly museums were focused on preserving and displaying collections,
now they are increasingly recognized as they play an active role in
education, research, training and social engagement. Cultural insti-
tutions are developing new strategies for audience engagement and
social interaction in order to integrate cultural heritage in contem-
porary society and this transformation expands the traditional role
and functions of cultural institutions. Museums facilitate the devel-
opment of creativity, knowledge and participation, helping commu-
nities to understand social changes and future developments. In this
context, the role of museums is both of custodian of memory and
catalyst for understanding, innovation, and social responsibility.
This new definition enables museums to connect generations, disci-
plines and cultures fostering dialogue and active participation.

Fondazione Musei Civici di Venezia (MUVE) offers an example
of how cultural heritage can be aligned with present-day needs.
Through its research and training platform, MUVE Academy, the
Foundation connects education, innovation, and community en-
gagement. Its goal is to strengthen the role of museums within the
civic and cultural context of Venice.

By developing partnerships with universities, businesses, and local
organizations, MUVE promotes cultural heritage as a living resource
for learning, collaboration, and development. This approach under-
lines that cultural heritage is not a static inheritance but a dynamic
space of exchange where knowledge and creativity can generate new
forms of social, educational, and even economic value. In this per-

* Pietroluigi Genovesi is the Head of MUVE Academy and MUVE Education at Fondazi-
one Musei Civici di Venezia
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Pietroluigi Genovesi delivers a presentation in Zadar.

spective, the museum is not only a space for visitors but a context
for active participation and professional growth, where each project
contributes to the wider process of civic development.

MUVE Academy is based on the idea that museums can foster produc-
tive dialogue across disciplines as educational and training programs
bring together curators, researchers, artisans, and students to share
methods and expertise. Research on ancient glass, for instance, has
led to collaboration with scientists investigating new materials and
sustainable production methods. Developing new partnerships with
schools of design and local craft workshops has enabled young profes-
sionals to reinterpret traditional Venetian techniques within contem-
porary artistic production. Through this interdisciplinary exchange,
museums help create a link between scientific research and artistic cre-
ativity, creating the opportunity to develop innovative practices that
respect both tradition and experimentation. These initiatives show
how cultural institutions can safeguard traditional know-how while
encouraging creativity and professional growth. They also show how
museums can play an essential role in linking education with produc-
tion, heritage with innovation, and theory with practice.

20
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Discussion during a project meeting in Venice.

Venice provides a particularly relevant background for this work. The
city hosts each year millions of visitors and faces important challeng-
es linked with tourism and environmental fragility. MUVE approach-
es these circumstances not only as difficulties but as opportunities
for reflection and renewal. In a city where every stone, canal, and
square tells a story, museums can help promote more balanced forms
of cultural participation by offering visitors and residents the chance
to experience the city through knowledge-based, meaningful encoun-
ters. By combining artistic heritage, scientific research, and public
education, museums become spaces of awareness and places that can
explain the complexity of the identity of Venice while opening new
perspectives on the future of the city. When museums implement
programs that combine learning with critical thinking, they help peo-
ple understand the city and the history of Venice not as a static mon-
ument, but as a living and evolving community, deeply connected to
the world and yet profoundly rooted in its unique local culture.

MUVE Academy offers not only training for museum professionals,
students, and citizens on topics such as cultural management, sus-
tainability, and the social value of heritage, but these programs aim
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Young proffesionals participating in the workshop in Zadar.

22

Participants of the workshop in Trebinje during a guided tour of the permanent
exhibition at the Museum of Herzegovina.

to strengthen professional competencies while encouraging some
considerations of Venice through cultural and economic dynamics.
In this way, participants are encouraged to think on how artistic
and historical heritage can be managed and communicated in ways
that respect the authenticity and innovation. In this context, MUVE
Academy valorizes skills that are relevant not only for museum work
but also for the broader cultural and creative sectors. This educa-
tional activity has a long-term impact: it creates awareness, fosters
critical thinking, and supports a new generation of professionals ca-
pable of connecting cultural practice with social responsibility.

MUVE also places strong emphasis on its relationship with local
production systems. Fondazione Musei Civici di Venezia manages
11 museums that support different forms of Venetian craftsmanship,
including glass, textiles, and lace. Through exhibitions, workshops,
and training initiatives, these museums make visible the link be-
tween material culture and contemporary creativity. Through col-
laborations with schools, artisans and research institutions, MUVE
is trying to connect traditional expertise with design and innovation.
This approach helps preserve artisanal knowledge while encourag-
ing experimentation, positioning the museum as a bridge between
research, production, and creative renewal. In the island of Murano,
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for example, projects combining historical study and contemporary
design have helped young artists rediscover the expressive poten-
tial of glass, while in the island of Burano, the Lace Museum offers
opportunities to explore ancient skills through new educational per-
spectives. In these ways, the museum becomes a space of dialogue
between heritage and innovation, strengthening both local identity
and cultural diversity.

In addition to educational and cultural functions, museums can
serve as places of community engagement. They provide settings
where people meet, exchange ideas, and collaborate. MUVE collab-
orates with schools, associations, and universities to involve citizens
in projects linked with heritage and culture and these initiatives
strengthen the connection between institutions and communities,
showing the museum’s potential to foster social cohesion and civic
awareness. Such engagement is critical in a city facing demographic,
social, and environmental challenges: it allows residents to partici-
pate actively in Venice’s cultural life and view museums as shared
public resources.

Venice shows that a constructive, forward-looking approach can pro-
duce positive results even in complex contexts. The city’s museums
illustrate how it is possible to balance preservation with adaptability
and to respond to the needs of both visitors and residents. Through
research, education, and collaboration, MUVE advances a model of
the museum as a center for learning, dialogue, and shared respon-
sibility. This model is not theoretical but deeply practical, rooted in
the daily work of museum professionals, educators, artisans, and cit-
izens who together contribute to the vitality of the city.

Rethinking museums in this way reinforces their continuity with tra-
dition while updating their social purpose. By caring for both collec-
tions and communities, MUVE shows that museums can help cultur-
al continuity and contribute to the city. All these activities suggest
that museums are not only places where the past is preserved but
also where the future can be imagined collaboratively, and with a
sense of shared responsibility toward culture and the community.

This experience shows that leadership in cultural fields is a collective
process and through MUVE Academy, Venice shows that historical
and artistic heritage can be both an anchor and a compass: an an-
chor that preserves identity and a compass that guides innovation.
The civic museums have developed a shared vision that unites pres-
ervation with creation, learning with participation, and tradition
with change.
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ICOM SOUTHEAST EUROPE:
SHORT PERSPECTIVE
AS A PROJECT PARTNER

“Museums have no borders, they have a network” — the statement
of our umbrella organization, ICOM, shows and gives us important
directions for cooperation between national and international com-
mittees and regional alliances. In ICOM SEE we are honored to be
a part of the project Museum Reputation as a Leadership Tool, as it
enriches us with new perspectives in our ongoing mission to enable
the museum sector to develop according to the contemporary needs
of heritage, society, and our communities.

Heritage is part of our identity; it is our anchor and our direction. It
can be our compass, but it can also be our trap. Museums emerged
from the need of communities or individuals to ensure the sustaina-
bility of the heritage they were custodians of, because they knew the
value of what they held and wanted to share it with others. Muse-
ums have long ceased to be primarily collectors and guardians of the
beautiful and unusual. We are a community — custodians of collective
and individual identities, networks of the tangible and intangible, dy-
namic public and private institutions focused on accessibility, ethics,
professionalism, innovation, inclusion, networking, sharing, cooper-
ation, and sustainable development, which includes all contemporary
topics such as climate change, digitalization, cross-sectoral coopera-
tion, and more.

In ICOM SEE countries, we are dedicated to enabling museum pro-
fessionals to gain knowledge and inspiration, as we ourselves are
inspired by the museum definition, which calls for community par-
ticipation in museum work, as well as by this year’s International
Museum Day theme, which invited us to reflect on “The Future of

* Alenka Cerneli¢ Krogelj is the President of ICOM SEE and the director of Posavje
Museum BreZice, Slovenija
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Alenka Cerneli¢ Kroselj delivers a presentation in Trebinje.

Museums in Constantly Changing Communities.” As we say, “Change
is the only constant and stability,” and in ICOM SEE we know that we
constantly face turbulent times.

We are diverse. For example, Greece is struggling to promote sustain-
ability in tourism-burdened areas, while in several member coun-
tries we face large differences between popular destinations such as
Dubrovnik, Bled, and Ohrid, and the “smaller,” less visible heritage
sites and museums that nevertheless build strong and meaningful re-
lationships with society at large.

Museums have numerous tasks, and at different times the most im-
portant ones for modernity emerge from this multitude. In addition
to the comprehensive protection of movable heritage, which is inex-
tricably linked with immovable and intangible heritage, the role of
museums in the 21st century is primarily to serve the community.
How do we build public and community trust? How do we lead and
manage museums? What are our brand and reputation? How do we
implement the principles of cooperation, inclusion, peace, tolerance,
respect, understanding, dialogue, accessibility, and sustainable de-
velopment? In all this, we remain committed to continuous reflection
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Participants of the workshop in Trebinje during opening ceremony.
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Workshop participants in Trebinje.

on the past and on our various roles in modernity. From our past,
our activities, and our achievements, we predict the way forward and
define our heritage, as well as what kind of ancestors we are.

In light of this constant rethinking, it is necessary that museums’
missions, visions, and strategic plans are adapted to the “new times.”
We are grateful that this project, its activities, and its outcomes will
give us the tools and opportunities not only to improve leadership
and governance but also to build inclusive support for our commu-
nities. Together with our fellow citizens and within the cultural and
museum landscape, we can shape conditions that ensure wellbeing
and successfully mitigate the various risks that continually arise.

As stated in the publication Taking the Pulse: “Our task is choosing
the paths to explore and those to avoid.” We know that this project is
offering a guidance in good direction.
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REFLECTION ON THE
TRAINING PROGRAMME
IN ZADAR

The project Museum — Reputation as a Leadership Tool was con-
ceived as an international initiative dedicated to exploring and
strengthening museum reputation as a key tool of leadership in the
contemporary cultural sector. Led by Goranka Horjan, the President
of ICOM INTERCOM, and supported by the International Council
of Museums (ICOM) with a Special Grant and the Ministry of Cul-
ture and Media of the Republic of Croatia, the training programme
in Zadar brought together more than 50 participants mainly from
the museum in the Middle Dalmatia region. Museums as important
social infrastructure must nourish a community-centred approach
in their work. It is a two-way corridor for mutual interaction taking
into account current issues that should be addressed in museums.
Besides providing informal education and cultural programs as a vi-
tal source for social and economic advancement, a museum’s role is
also to enhance well-being and individual enrichment. In a stressful
environment of Anthropocene and time of great uncertainty, mu-
seums are more than ever requested to empower people and enrich
communities.

The training programme was organised as a forum that offered
presentations and panels with several distinguished speakers com-
ing from the USA, Italy, Bosnia and Herzegovina and Croatia. The
special focus was given on discussions onsite. This enabled local
museum professionals to discuss reputational issues with experts.
The forum with the training program directly helps professionals
who work in museums and interpretation centres to focus on the
reputation of their institutions. The participants came from Zadar
museums staff, leaders and curators and from the City of Zadar

* Darko Babi¢ is an Executive Director of ICOM Croatia.
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Darko Babi¢ delivers a presentation during the workshop in Trebinje.

whose Head of Culture Department, Dina Busi¢, opened the pro-
gramme. The meeting venue was in the recently refurbished palace
run by the Regional Museum of Zadar.
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MUSEUM REPUTATION
TRAINING PROGRAMME AND
CULTURAL LEADERSHIP IN
BOSNIA AND HERZEGOVINA

The forum with training workshops was organized in the Museum
of Herzegovina in Trebinje and coordinated by the director Ivana
Gruji¢ who is also the President of ICOM Bosnia and Herzegovina.
The rich program consisted of presentations and panels with sever-
al distinguished speakers coming from the USA, Italy, Croatia, UK,
Bosnia and Herzegovina and Egypt. Two interactive training work-
shops were the highlight of the meeting which brought together 45
participants coming mainly from regional museums in the vicinity
including colleagues from Croatia and Montenegro.

The training addressed building reputation in museum institution
within a sustainable framework which is a hot topic in Bosnia and
Herzegovina. The country presents a particularly complex environ-
ment for museum reputation-building due to its political structure,
post-conflict memory landscape, and challenges in cultural gov-
ernance. Since the signing of the Dayton Peace Agreement (1995),
the country has been administered through multiple layers of gov-
ernance divided among the Federation of Bosnia and Herzegovina,
Republika Srpska, and the Bréko District. Cultural institutions, in-
cluding museums of national significance, do not fall under a sin-
gle state-level cultural ministry but instead rely on fragmented and
sometimes inconsistent support from entity, cantonal, or municipal
authorities. This decentralized cultural governance model has had a
direct impact on museums’ sustainability and reputation.

Museums depend on their reputation as credible, neutral, and schol-
arly spaces. However, in Bosnia and Herzegovina, where public
memory is strongly tied to ethnic and historical narratives, museums
often operate under public expectations to “tell our story.” Commu-
nities may anticipate that exhibitions reflect their version of history,

* Alma Leka is ICOM Bosnia and Herzegovina Board Member.
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Alma Leka delivers a presentation during the workshop in Trebinje.

sometimes resulting in pressure to privilege one narrative over an-
other. This dynamic can challenge museums’ perceived impartiality.
When exhibitions appear to align with one group’s identity narra-
tive, some visitors may interpret museums as vehicles of nationalism
rather than inclusive cultural institutions.

Despite these pressures, many museum professionals in Bosnia and
Herzegovina consciously work to build trust through transparency,
dialogue, and evidence-based interpretation. Their role is not only
to preserve heritage but also to provide space for multiple voices,
encouraging visitors to understand history as layered, shared, and
sometimes contested — rather than singular and absolute. In this
sense, museums in Bosnia and Herzegovina hold a critical democrat-
ic responsibility: to remain reliable, truthful, and open to complexi-
ty, rather than instruments of daily politics.

Due to the absence of a stable state-level cultural funding system,
many museums operate with minimal staffing, outdated infrastruc-
ture, and limited program funding. Museum professionals often de-
scribe the situation as an ongoing negotiation: “It feels like begging,”
as one curator put it, referring to the need to constantly seek grants,
donations, or municipal support simply to stay open. To maintain
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Participants of the workshop in Trebinje during a guided tour of the town.

operations, institutions increasingly rely on international cultural
programs, embassies, and NGOs. While such support enables im-
portant projects, it can also divert energy away from core museum
work toward grant writing and reporting.

Yet, within these constraints, museum staff repeatedly show creativ-
ity and commitment. They build community partnerships, develop
educational programs, collaborate with schools, and curate exhibi-
tions that engage the public meaningfully. Their efforts show that
reputation is not built only through resources, but through integrity,
professionalism, and continuity of mission. The meeting venue Muse-
um of Herzegovina in Trebinje is an excellent good practice example.
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