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In a modern tourism environment defined by everlasting and accelerated
technological progress, successful institutions are the ones that are able to accus-
tom their processes and activities to change. Technological modernization allows
exhibitions to become more engaging and execute their functions better while also
using their resources more efficiently. The influence of new technologies on mu-
seums is immense and can be investigated from a number of viewpoints. With the
help of technology, museums are able to take care of their collections better, pro-
vide exceptional experiences for their guests and use online communication chan-
nels to fulfill their needs.

Digital technology has offered a crucial tool to innovate all areas of the mu-
seum institution, repositioning firms within the cultural tourism market, leading to
emerging forms of modern museum information consumption. Museums may not
be fully ready to accept the visit of a digital heritage tourist, yet acknowledging
the value of the new consumer, museums can expand the limits of their physical
walls to explore new horizons in the digital information market space.

While the application of digital technologies is much more advanced in other
areas of the economy, a number of museums have been implementing digital appli-
cations to develop new products and services such as online exhibitions, introducing
modern techniques of research, display and collections management, new organiza-
tional structures to accommodate an increasingly digital environment, reaching new
markets, and tapping into existing resources to generate new revenue [3].

Considering the function of museums is the record keeping and preservation
of heritage, any software which helps compile and manage a digital database includ-
ing all the items held by a museum is particularly useful. Some innovations are mar-
ginal, referred to as incremental innovations, while others can be considered radical
innovations, involving the adoption of a totally new technology or resulting from a
series of smaller changes that eventually add up to major changes.

Innovation is in fact a continuous process, often supported by complementary
innovations. This complementarily is evidenced in a study on the digitization of mu-
seums which showed a relation between the level of digitization and the presence of
a digital strategy. Innovation requires resources. However, while larger organizations
may have access to greater resources, a stronger inertia of work practice may slow
down change, while smaller organizations may be more agile to change and have the
greater absorptive capacity to capture and exploit external sources of knowledge to
innovate. For this, a smaller museum may innovate in the use of social media or in its
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website presentation with greater frequency than a larger museum, involved in the
development of an innovative digital storage infrastructure, representing a larger in-
vestment which may take a decade to complete.

From the point of view of the visiting experience offered to the public, the
main media used within exhibitions are the following [4]:

- Audio-visual media used attractively as part of passive presentations. This
generally means video presentations on simple screens or projected on a wall.

- Guided presentation with the help of audio guides, video projections
and other means that accompany the visitors throughout their visit and are offered
as an alternative to the guide tours made by museum experts.

- Interactive navigation stations including information about the muse-
um’s collections and educational programs (usually «push the button» stalls and
easy to learn interfaces).

- Media that offer opportunities for direct creation or production, take-
away experiences, interactive and innovative experiences.

The multimedia elements within the exhibitions fulfill a number of func-
tions, such as: offer explanation; show exhibits that the museum is unable to put
on display directly, due to insufficient space, fragility of such items or the fact
that they need special handling; making the visitors feel a certain emotion and fa-
cilitating visitors’ involvement and interaction with the museum exhibits.

The process of ticket purchase has started to change under the influence of
technological innovations. Although the greatest majority of museums, through
their employees, are still selling tickets for cash, there are now museums where
tickets can be purchased from an electronic machine. The advantages of the latter
are that visitors can pay by card in a number of different currencies and the fact
that the machine has a 4-language interface. An even higher level of innovation
can be found in the museums that offer their visitors the possibility of buying
tickets online. This is an important advantage for the tourists who are planning
their trips themselves. It also proves to be very convenient from the museums’
point of view, since in this way any possible queues growing in front of ticket
desks is eliminated [3].

Museums can use the Internet as a product and service distribution channel or
as a communication and promotion means [1]. The Internet is also a means of pro-
moting a museum’s mission and events, and encourages the attendance and in-
volvement of the public in the activities provided by the museum. All these, in their
turn, generate higher public awareness on cultural values, the community’s support
through volunteering, donations and grant earning. The most important social media
instruments that must be taken into consideration include the following: image dis-
tribution (i.e., via Instagram), podcasts (i.e., via sound cloud, iTunes or Tune In),
microblogs (Twitter), blogs, social networks (Facebook, Google Plus etc.), virtual
worlds, online interactive exhibits and video distribution (YouTube) [2].

The introduction of modern technologies in order to minimize the con-
sumption of non-regenerating resources requires in the first place considerable
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financing, which few museums are able to make. Things are simpler when new
museum buildings are erected or structure extensions are built. The new structures
can be designed to be highly energy-efficient. The advantage comes from the fact
that in the long run the museum’s operating expenses will be smaller. Also, in this
way museums will apply to a larger extent the principles of sustainable develop-
ment, improve their image on the market and become an example of good practice
for other organizations. Modern technologies can also be used for an easier and
more efficient management of the operations carried out within the museums [3].
In this category can be included anything from stock management systems to the
software used for carrying out certain functions, such as accounting, purchase and
human resources.

REFERENCES

1. Lagrosen S. Online service marketing and delivery: The case of Swedish museums /
S. Lagrosen // Information Technology & People, 2003. — Vol. 16. — No. 2. — P. 132.

2. Lewis K. E. Navigating social media challenges with small museums be proactive,
not reactive / K. E. Lewis // Scitech Lawyer, 2012. — Vol. 8. — No. 4. — P. 8-11.

3. Pop I. L., Borza A. //Increasing the sustainability of museums through international
strategy, Economia. Seria Management, 2014. — Vol. 17. — No. 2. — P. 248-264.

4. Vicente E., Camarero C., Garrido M. J. Insights into Innovation in European Muse-
ums: The impact of cultural policy and museum characteristics // Public Management Review,
2012. - Vol. 14. — No. 5. — P. 649-679.

Y JIK 338.488.2:640.4:005.591.6

OCOBJIMBOCTI BIIPOBAJI)KEHHSA IHHOBAIII
Y 'OTEJIbBHO-PECTOPAHHOMY BI3HECI YKPATHU

Yenypaa JI. M., 0.e.n., npoghecop
Kagedpu mypuzmy ma 20mejibHO-peCmopanHoi cnpasu,
O0eKaH haxyibmemy Xapuo8ux mexHoao2ili ma cghepu 06ciy208y8anHs
KabanoBa A. E., cmyoeumxa IN xkypcy cneyianvnocmi « Typusm»
YepkacvKuii 0epicagHuil mexHo102IuHUIL yHIgepcumem

VY cydyacHux ymoBax mepexony YKpaiHu JO pMHKOBOI €KOHOMIKH B KOXKHIN
rayy3i BiOyBa€ThCs MONTYK HOBUX HMUISIXIB 1 METO/IB BUPOOHUIITBA, 3/IIHCHIOETh-
Csl aHaJli3 Cy4yaCHOTO CTaHy, OKPECIIOI0ThCA MEepCneKTUBU Ha MaiOyTHe. L1 mpo-
LECH XapaKTepH1 TaKoX ISl chepu roTesbHO-PECTOPaHHOro Ol13Hecy, siKa CIps-
MOBaHa Ha OTPUMaHHS MPUOYTKY Yepe3 HaJaHHS PI3HOMAHITHUX MOCIYT y BUTJIS-
Tl KUTIIA, XapuyBaHHs, TPAHCIIOPTHOTO Ta 1HILIOTO CEPBICY.

[HHOBAIIIHICTE € OCHOBHOIO XapaKTEPUCTUKOIO Cy4acHOI €KOHOMIKH. Y
Halll yaCc HAYKOBO-TEXHIYHOTO MPOTpecy 1HHOBAIlli B TOTEIbHOMY Oi3HECI BIIIT-
parOTh YU HE TOJIOBHY POJIb Y BUCOKOKOHKYPEHTH1M 00pOTHO1 TOTENIB 32 KOKHOTO
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