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Abstract. The modern paradigm of the museum mission requires the itv®vaethods and tools for
scientific investigations and applied informatics in museum work. Authors offer some data on
marketing strategy and business planning as an example of digitally modified b@onéssporary
museum project design requires vasdunowledge and skills. Casual museum activity influenced by
innovations and wo-day technologies in general saved basic functionality but changed some forms.
Analysis of the business process in a museum revealed needs in marketing technologies and loop
control, while these methods are not so new as we guess.
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1. Introduction

In accordance with the UNESCO Convention on the Protection and Promotion of the Diversity of
Cultural Expres i on s, ithe protection, promotion and m:
requirement for sustainable devel opmento. The
innovative methods and tools for scientific investigations and apipifedmatics in museum work. The
open access electronic resources turn to be storage of useful data on cultural heritagehisttiyrahd
cultural relations[1]. The focus has shifted from artefacts to individuals. We started to speak about
researchey, scientists and personalities referring to a museum object. Aiming at being innovative and
effective the museums need scientific cooperation with various institutions. The continuous museum
social research has revealed them to be the place where pgofdeavoid social cataclysm and any
crisis, financial or psychologicdd museum attendance increases at the time of economic or political
instability. Museums are associated with traditional values which are closely linked with social stability.
They givepeople a feeling of safety, a hope for the future.

At the same time, the digital and communication technologies result in changes in ordinary
museum functioning. Digital transformation [2] is a popular term in marketing. It has penetrated from
business ah describes how the ICT change our traditional functional processes. Evidently, the
businessmen are playing words in order to increase attractiveness of a product. Leaders of the busine
companies define 3 main directions of digital transformation: cust@xperience, business processes
and business models [3]
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2. Digital transformation in the museums

2.1. Customer experience in a museum

Every direction comprises also 3 components having influence to the changes (Fig.1). We tried to
appreciate the impaof them to the digital transformation in museums. The effectiveness of domestic
cultural institutions estimated by a set of coefficients is not able to present an actual level of digital
transformation. Strictly speaking, the leaders make a choice bethedirections and their components,
which results in partial digital maturity (https://digitalmaturitycheck.ey.com/). In 2015 in Paris, just a year

ago, at the SITEM expo the experts have spoken
for design and production, but customer6és poin
digital and soft skills to <collect usersod op

satisfaction. The museum visitors arrive for spletyipe of communicatio® museum communication,
based on both a cognitive component and the positive emotions. Museum space is not a Disneyland, tt
positive emotions have other origin than simple distraction. So, the specialised software must be adaptiv
in very specific meaning [4]

Fig. 1. Digital transformation inhe museunbusinesprocesses

The effect provided by digital transformation comprises the museum audience understanding,
museum profitable growth and audience touch points. Museum audiedeestanding provides the
effectiveness of the ICT application. Traditional museum studies form such experience in case if a specie
department works in the museum or a certain professional company was engaged. A standar
guestionnaire form gives answerdyin frame of an investigation, while social media offer people more
free conditions for expression of opinion and estimations. This way many companies and museums a
well begin to study customer experience in social media. Optimum of the feedback aataibed in
case of the system of wlites and different societies in social media reflecting various focus groups. The
study of their needs allows the museum to prepare a product relevant to a special audience, or a servi
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