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The Study 

 

A major study examining use of the Internet by New Zealand museums has uncovered both 

encouraging and disappointing trends emerging within the cultural sector. 

 

The study, now into its second stage – where museums and galleries are being interviewed by the 

research team – is being conducted by the Tourism Research Institute with Victoria University 

academics David Mason, Simon Milne, and Jarrod Coburn, and uses a 52-point model to survey every 

museum and gallery web site in New Zealand. 

 

 

The Team 

 

The team uncovered that only 32 institutions out of the 260 surveyed had an Internet presence – just 

over 12%. "In terms of the positive sustained growth the Internet has experienced over recent years, 

this information is of real importance to museum and gallery curators, as well as those bodies which 

fund these institutions", says David Mason, Senior Lecturer of Information Systems at Victoria 

University, "The government may want to take a look at the benefits the Internet can offer museums in 

terms of income generation, attracting new visitors, and education". 

 

Researcher Jarrod Coburn, who spent several weeks analysing the web sites, is confident the Internet 

will play a greater role in the future of cultural tourism in New Zealand. "There has been considerable 

debate recently over funding of museums and galleries in this country", says Mr Coburn, "This is at a 

time when our tourism industry is making a strong recovery from the Asian Crisis, and Internet use 

world-wide is increasing exponentially.  
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The Internet 

 

Increasing levels of small tourism businesses are taking advantage of the Internet to market themselves 

cheaply to a wider, global audience. This is a trend which publicly-funded cultural organisations must 

pick-up on if they are to best utilise their marketing budgets." 

 

The main object of the study is to measure the quality of information management within this sector 

and provide an empirical model that can be used as the basis to analyse Internet effectiveness on a 

global scale. The model used is comprised of seven parts, each in turn made up of individual criteria. If 

the web site satisfied the criteria then it would score one point – to a possible maximum of 52. At the 

end of the survey the results were fed into a DSS-based software package and compared with an ‘ideal’ 

model. 

 

 

The Organisations 

 

Analysis showed that overall, museum and gallery web sites were very good technically (i.e. 

presentation, graphics, navigation), but often defective in terms of content. The reasons for this could 

be twofold: that those designing the web sites have little knowledge and understanding of the 

museum/gallery sector, or that individuals directly involved with the organisation are volunteering time 

to develop web pages, with little or no knowledge of the wider issues regarding marketing and the 

Internet.  

 

This is of special relevance when the Internet is considered holistically. With the huge growth of ‘e-

commerce’ worldwide, there are many business and marketing opportunities that lie untapped. New 

Zealand is a desirable location for many holidaymakers abroad, and the Internet is playing a big part in 

marketing us as a destination, and in providing an inexpensive means for businesses and organisations 

to connect directly with their (potential) customers. 
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Tourism and the 'net 

 

Museums and galleries are having to rely more and more on the visitor dollar to raise funds to maintain 

and operate their collections, and it is to be expected that many would have taken advantage of the 

boom in Internet use both domestically and across the globe. This, however, is not the case – as 

mentioned only 12% of museums and galleries in this country have a web site – and this should be of 

concern to both the organisations and their funding sources. 

 

To emphasise this, one part of the model measured the level of income generation a web site contained. 

Out of the entire population of web sites surveyed, none had provision for a visitor to make an online 

donation, less than 20% gave the opportunity to become a member (or ‘friend’) of the organisation, and 

only 22% had some form of online shopping. 

 

This compares with the fact that overall, New Zealand museum and gallery web sites achieved a 77% 

ranking for technical competency as opposed to a 29% ranking for income generation. That begs the 

question: have these organisations got their priorities right? 

 

 

What to make of it all… 

 

The study makes the conclusion that while museums and galleries have successfully made the 

transition as users of technology, they have not yet evolved to a system of information management 

and are consequently not taking advantage of the Internet’s full potential. Despite all the hype, 

museums in New Zealand have a long way to go. 
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How we went about the project 
 

Sample 
 

In the first instance it was necessary to see what organisations existed within the broad definitions of 

‘museum’ and ‘gallery’.  We made use of a project initiated and run by the Museum of New Zealand 

(MoNZ) to begin with: a web site called “New Zealand Museums On-Line”.  This database contained 

250 museums, galleries and libraries within New Zealand. 

 

The New Zealand Museums On-Line URL is: www.nzmuseums.co.nz 

 

 

Definition 
 

Once we had a base for our research, we set to work defining exactly what a ‘museum’ and ‘gallery’ 

constituted.  This involved dictionary definitions and simple observation of major (international) 

museum web sites.  Once the research team was agreed upon the definition to use, a secondary search 

was made for any organisations listed as museums or galleries that were not included in the MoNZ 

database. 

 

The definition of a museum for the purposes of this survey is sourced from the Collins Dictionary of 

the English Language: 

 

“mu.se.um \myu.-'ze--*m, 'myu:-.\ n [L Museum place for learned occupation, fr. Gk Mouseion, fr. 

neut.] a place or building where objects of historical, artistic, or scientific interest are exhibited, 

preserved or studied” 

 

A “Gallery” is defined as a place open to the public that displays, collects, restores, and conserves fine 

art. 

 

http://www.nzmuseums.co.nz/
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The definition of “web site” for the purposes of this report is a document imbedded on the Internet, 

which is defined by an individual URL and is dedicated to the display of information to online web 

browsers. 

 

Note that these definitions were adhered to in the strictest possible way, therefore dissent may be 

forthcoming as to the exclusion of some organisations from the survey.  Each site was weighed on 

these definitions and the information available at hand, and whilst every care was taken to ensure fair 

representation of all New Zealand organisations, it was necessary to draw a line at some point as to 

what was considered ‘acceptable’ for this survey in terms of a museum or gallery.  This is especially so 

in terms of the latter, of which there are a considerable amount in this country.  We attempted to 

include only those galleries that served a greater purpose than being a ‘shop’ for people to purchase art. 

 

The search engines used were: 

 

Yahoo New Zealand www.yahoo.co.nz 

Alta Vista www.altavista.com 

SearchNZ www.searchnz.co.nz 

 

Additional information was sourced from: 

 

Susan Abasa, Centre of Museum Studies Massey University 

Pipers New Zealand Pages www.piperpat.co.nz/nz/museums.html 

Museums Aotearoa Wellington 

 

Data Gathering 
 

To obtain our final sample, we visited every site listed in the MoNZ database which had a URL 

attached and verified they were both a valid museum/gallery, and that the URL was active.  

Approximately 40% of sites listed on the database were non-existent, broken, or incorrect.  We used 

search engines to rectify about 5% of these links.  At the conclusion of our search, we had captured 260 

http://www.yahoo.co.nz/
http://www.altavista.com/
http://www.searchnz.co.nz/


 

Information Management in Cultural Tourism:  
 An Empirical Model 
 
 

 
 

Page 6 of 6 

 

NZ Tourism Research Institute

museum and gallery sites within New Zealand, and out of this had recorded 32 valid web sites for our 

survey. 

 

It should be noted that some sites have been deliberately overlooked.  This is because either the web 

site does not reflect the parent organisation (e.g. it is a ‘billboard’ site) and as a result would skew the 

overall survey down due to its poor ranking, or the organisation itself does not fit within the project’s 

definition of a museum or gallery. 

 

Initially we had three categories of organisation: Libraries were considered apart from the two others.  

Partway through the study the team decided to incorporate libraries with museums (our apologies to 

any offended librarians out there).  The reason behind this was that only three libraries in New Zealand 

actually had web sites (therefore not giving us a robust sample), and the argument that libraries and 

museums share similar aims and goals (conservation, collecting, displaying collections to the public, 

research). 

 

Technique 
 

A survey instrument was developed based upon similar studies made overseas and upon our own 

observations and of those in the heritage, tourism, and info-technology sectors.  This resulted in a list of 

52 criteria arranged in seven sections.  The method of analysis is simple in essence, but complex to 

explain, so we will attempt to breakdown our methodology in a simple manner. 

 

Sections 
 

The seven sections of the survey are as follows: Technical competency; Visitor information; Feedback, 

Relationships, and Links; Market segmentation; Mission and Function; Income generation; Attractions 

and Exhibits. 

 

These sections were designed to reflect what a web site should contain to ensure the most effective 

communication possible between the organisation and the ‘visitor’.  Taken into consideration were the 

presentation of the site (Technical competency), the information available to potential or actual visitors, 
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including those with disabilities (Visitor information), how interactive the site is (Feedback, 

Relationships, and Links), what level the organisation has gone to, to attract a broad range of people 

through its web site (Market segmentation), how well the site incorporates and promotes the 

organisation’s commercial services (Income generation), and the amount of information about the 

actual collections available online (Attractions and Exhibits). 

 

Criteria 
 

Appendix One lists the criteria upon which the sites were judged.  These were considered either present 

or absent, and were awarded a point accordingly (1=present, 0=absent).  At the completion of each 

survey the points awarded each criterion was entered into a spreadsheet and totalled.  This gave us a 

base score for each site and enabled us to rank the sites accordingly. 

 

In addition, each site was ranked in terms of how well they did in each section; total scores for the 

sections were compared and charted to give an overall indication of where the strengths and 

weaknesses lay for New Zealand heritage web sites in general. 

 

Analysis 
 

The research produced some paradigm-breaking results that are surprising for a number of reasons: 

 

Firstly, those sites that ‘look good’ (until very recently about the only way the effectiveness of web 

sites was actually judged) did not necessarily rank highly.  This is a reflection of the way the survey 

was designed: the technical side of things (e.g. presentation, navigation, etc.) accounted for a very 

small percentage of the survey.  This was intentional, as trends show us that casual Internet surfers 

rarely get ‘into’ an entire site: they merely seek-out the information they desire and move on. 

 

This leads us on the next discovery: building lasting relationships with ‘visitors’ returned the lowest 

results in this survey.  Overall, sites concentrated on this area at a rate of only 11% – this is in contrast 

to the effort these same sites put into their presentation, etc (77%). 
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Information Management in Cultural Tourism: An Empirical Model 
 

 

By David Mason, Jarrod Coburn and Simon Milne 

 

Target journal: Tourism Management 

 

Abstract 

 

Information management is a key skill for all organisations. Information intensive organisations should 

be leaders in this. Measuring information management skills directly is difficult but an organisation's 

use of the Internet offers an indirect means of assessing their developmental level. This research is an 

analysis of information management skills in the tourism industry, as reflected in the content and 

paradigms revealed in a comprehensive survey of museum and gallery Internet web sites in New 

Zealand. The analysis shows that while the sector is mastering the technology in Internet technology, 

there is little evidence of information management at an advanced level. 

 

 

Introduction 

 

Tourism is a primary growth area world wide, and the museum sector needs to adapt in order to take 

advantage of the increased numbers.  As well as impacts from overall tourism growth, changes in 

operating conditions have forced museums and galleries world wide to re-evaluate their mode of 

operations.  Museums are no longer assured of taxation-sourced funding and are being asked to 

generate an ever-increasing proportion of income themselves.  Local authorities are requiring museums 

to engage in regional tourism initiatives and to be more pro-active in supporting their city or region 

(Tufts and Milne, 1999).  Several studies and reports have suggested that the Internet can play a leading 

role in museum survival. (DCMS Review 1999).  
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In addition, the individual tourists and their tour agents are becoming more sophisticated and more 
demanding in term of information expectation due to their daily exposure to electronic commerce.  The 
experience of electronic commerce, which includes such diverse technologies as call centres, faxes, 
answering machines, EFTPOS, automatic bank teller machines, as well as Internet trading (Kosiur, 
1997) has raised expectations that information will be available 24 hours a day, and that responses will 
be immediate and personalised.  Meeting this expectation demands a high level of information 
management and sophistication in the deployment of technology.  An Internet site is now well 
established as the minimum information investment for any organisation that wants to more than 
maintain the status quo.  The basic model of Internet evolution so far has three stages, each of 
increasing information management sophistication.  The first stage is information provision on a 
passive web page, the second stage is the ability to order products on-line and the third stage is the 
creation and maintenance of customer relationships.  The tourism industry generally (and the museum 
and gallery sector in particular) is information intensive and should benefit disproportionately from the 
application of information technology.  Tourism focussed organisations should therefore be among the 
leaders in information management.  
 
The objective of this research was to measure the degree of information management by examining 
how museums and galleries were actually using the Internet, and to gauge the effectiveness of the 
information handling within the sector.  The research population was all museums and galleries in New 
Zealand.  These were defined in line with industry usage as any place that invites the public to view 
artefacts of historical, cultural, or artistic significance displayed in a physical setting.  This definition 
excludes virtual museums and historical places that are primarily outdoors.  
 
The museums were initially taken from the NZ Museums Online project (MoNZ, 1999) listing which 
showed 242 organisations defined as NZ museums, galleries or libraries and was the most up-to-date 
publicly available information at the time.  The MoNZ list was crosschecked against national Yellow 
Pages, White Pages, three major Internet search engines, two regional search engines, and other 
classification sources to establish the total number of qualifying organisations.  Each museum web site 
was visited to establish that it existed and to verify that the host organisations qualified.  The final total 
of museums and galleries with a viable Internet site was 32 from a total of 260 qualifying institutions. 
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Towards a Model of Internet Use  

 

A review of the literature found only one research project that had surveyed museum web sites.  The 

DCMS Review (DCMS 1999) used America's Smithsonian Museum as the benchmark of best practice 

and compared selected UK museum sites against that.   

 

The review listed the features found on the Smithsonian site – 28 of them – then scored the UK sites on 

whether they covered the same areas or not.  This begs the question of whether the Smithsonian site, 

however good, is in fact the best model for a museum web site.  The DCMS review divided the 28 

information services into information provision (15 features) and service provision (13 features) on the 

grounds that 'services typically involve integration with other administrative systems (finance, booking 

systems etc.) and a more integrated approach to IT management'.   

 

This paper does not accept that this is a useful distinction and chose not to follow the DCMS model for 

three reasons: 

 

1. the Smithsonian - and most of the UK museums chosen for analysis- are large (e.g. the UK National 

History museum has 900 internal IT users), while the majority of museums by comparison are small; 

 

2. it is not clear how the presence or absence of some of the Smithsonian 'features' would help a 

museum market itself, e.g. what utility does 'affiliations with different museums and galleries all over 

the globe' serve for a regional museum? Similarly, simply because the Smithsonian can list TV and 

radio appearances, this does not imply any failing on the part of museums which have not been the 

subject of TV programs; and, 

 

3. the financial concerns of small and medium sized museums, both inside and outside the US, are 

likely to be different from those affecting the Smithsonian. It is reasonable to expect these differences 

to be reflected in the web site aims and content. 
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Deriving an Empirical Model 
 
The review of the literature failed to find a viable alternative model so we surveyed a large number of 
museum sites around the world and classified their features, in an effort to establish if there was already 
a de facto model in operation.  However, while this exercise established several categories of desirable 
attributes, there did not appear to be any accepted standard model of web sites for museums and 
galleries.  
 
This work therefore developed its own model.  We initially examined a sample of our sites and listed 
the types of information or services shown, irrespective of whether they were well- or badly done.  This 
exercise produced a list of seventy or so relevant features.  The list of features was then tested against a 
larger sample of sites to ensure that all had been included.  The individual attributes comprising these 
features were then clustered into sub sets of similar attributes and again into categories.  The outcome 
was a checklist which was capable of accounting for all the significant attributes of the web sites, and 
which could be grouped into meaningful categories.  The research aimed for an objective and 
repeatable way to compare the quality of museum web sites.  The method used provided a way of 
eliminating researcher bias and allowed cross checking of results.  Two reviewers looking at a 
particular web site can agree whether an attribute is present or not, and not have to depend on 
individual judgement.  
 
Researchers then used this checklist (see Appendix Two) to evaluate each of the 32 sites.  The web 
sites were scored depending on the nature of the feature, according to whether a feature was present or 
not, or was adequate or not.  No attempt was made to evaluate subjective impressions such as artistic 
design or colour co-ordination.  No attempt was made to evaluate the merits of the content itself, only 
whether basic information was present or not.  Each site was scored on a form listing 52 criteria 
arranged into seven sections. 
  
From the initial analysis two main classes of attribute emerged at once, technical issues and content. 
These seemed to be reflecting different paradigms, Internet technology as opposed to operational 
requirements, so were treated separately.  All the technical aspects were grouped together into one 
category of technical competency (Appendix Three) and the attributes relating to operations were 
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grouped into seven categories representing operational imperatives.  These were refined several times 
and the final categories were: 
 
1. Technical competency.  The site has to load efficiently, be navigable and have a layout acceptable by 
current norms of Internet presentation.  
 
2. Visitor Information.  The site was scored on a number of essential information requirements such as 
opening hours, floor plans, directions for getting there and so on.  
 
3. Feedback, Relationships, and Links.  The primary advantage of the Internet is its ability to set up 
relationships with people.  We checked for evidence of relationship management as evidenced by guest 
books, feedback etc.  
 
4. Aims and Goals.  It is assumed that all museums and galleries have standard goals of education, 
conservation, research and so on.  The sites were scored on whether these featured or not.  
 
5. Market awareness.  The Internet allows the museum or gallery to personalise the experience for 
visitors.  We looked for evidence of this in terms of market segmenting, staff profiles etc.  
 
6. E-Commerce.  The Internet offers a cheap and simple way to generate direct income through e-
commerce applications.  We looked for booking forms, souvenir sales, etc.  
 
7. Attractions and Exhibits.  As these are a museum or gallery's main asset, we checked each site to see 
if they displayed an archival and library list, and if they provided information on displays to assist in 
planning visits.  
 
 
The data was then entered into a spreadsheet for analysis. 
 
Figure 1 is an empirical model showing those categories of information museum and gallery web sites 
should contain based on the analysis of what the 32 museum and gallery web sites do contain.  
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Mission
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Web Site
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Visitor
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Mission
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Technical
Competency

Using the Model 

 

A site can be judged on how well it reflects the basic operational requirements of the museum, its 

content, and on how well it presents that content.  

 

The model therefore shows a conceptual overlap between the content and the technical expression of 

the site. The technical expression is represented as a single category called technical competence. This 

should be the same for every site, since there is a de facto expectation for web site performance. The 

content requirements are shown as overlapping circles. Each category represents information that needs 

to be present to fulfil the basic mission in a museum or gallery site, but the balance between categories 

will be different for individual museums. 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Comparing the Empirical Model with Theoretical Expectations 

 

It is generally accepted that museums and galleries have fundamental reasons for existence and that 

these include education, conservation, research and income generation (Weil, 1990).  If this is the case 

then logically a museum's web site should be expected to display contents which reflect these basic 

goals.  

Figure 1:  The “Mason-Coburn” model of Internet design 
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We worked on the basis that museum web sites would reflect the museums' issues and concerns, and 

that the site contents would be part of their attempts to address these issues.  The results of the 

empirical modelling exercise accorded well with this expectation.  Every site had at lease some aspects 

of every category present. 

 

 

Analysis of the Museum and Gallery Population 

 

Analysis of the qualifying population showed: 

 

  Count Percentage 

Total  260 - 
Penetration  

Web sites  32 12% 

Museums  21 66% 
Type  

Galleries  11 34% 

North Island  22 69% 
Geographic  

South Island  10 31% 

Urban  22 69% 
Demographic  

Rural  10 31% 

 

 

Over 70% of the population live in North Island so the numbers of sites found broadly agrees with the 

population spread.  The South Island is slightly larger in area to the North Island and mostly rural but 

the spread appears to be proportional to area.  

 

Museums are typically located in cities but the population showed a ration of 10:22 when rural was 

compared to urban. 

 

Table 1:  Survey sample breakdown 
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Intergroup Comparisons 

 
When we compare museum web sites with gallery web sites we see that there is no significant 

difference in the technical execution, and that the quality is generally high (each type scoring an 

average of just over five out of a possible total of seven).  Similarly, museums and galleries were 

equally poor in building relationships with visitors (both scored about one out of nine) and mediocre in 

providing information (both types scoring between 5.5-5.7 out of 12). 

 

Technical competency All sub-groups ranked highly in 'Technical competency' and there were no 
significant differences between them. 

Visitor information 
South Island museums were slightly stronger in the 'Visitor information' 
category, while urban museums provided more information than rural 
museums. 

Feedback, Relationships, 
Links 

Galleries offer more chances for users to feedback information, while the 
opportunities existed more in North Island museums than in the south. There 
was little difference between rural and urban museums in this category. 

Market awareness 
Museums concentrated the most on targeting markets and marketing in 
general, with galleries close behind. Urban organisations were better in this 
category than rural. 

Mission, Function 
Museums stood out in this area, with many galleries lacking in providing 
information about their goals and missions. There was little difference in other 
sub-groups. 

Income generation Galleries concentrated on income generation opportunities more than 
museums. Urban organisations put more effort into this category than rural. 

Attractions, Exhibits Galleries scored very low in this category. North Island sites were marginally 
better than south, and urban museums also marginally better than rural. 

Overall rating A point separates Museums from Galleries. Two points put South Island sites 
ahead. Urban sites score four points more than rural. 

 
 

Comparisons between the North and South Islands show the South Island based sites slightly ahead in 

terms of technical design and promoting aims and goals.  The South Island achieved an above-average 

score in terms of information provision (6.5 out of 12 as opposed to the North Island's score of 5.4). 

Urban-based establishments scored higher in all categories as opposed to rural-based sites.  The most 

apparent were information provision (urban 6.2, rural 4.8), and income generation (urban 1.9, rural 

0.6).  The gap between urban- and rural-based sites was closer in the mission (2.3:2.2), marketing 

(3.0:2.4) and technical (5.7:5.2). 

Table 2:  Overview of survey results 
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Analysis of the Category Scores 

 

Most organisations are acutely aware of the importance of an effective and impressive Internet 

presence and many spend a substantial proportion of their marketing budget on Internet technology. 

The highest-scoring segments were 'Technical competency' with 77% and Market segmentation', with a 

54% score.  These scores are calculated as the proportion of attributes found in that category, compared 

with the total number of attributes that the site could have had.  So for example, if a category has five 

attributes and a given site had three of them, the score would be three out of five, sixty per cent.  The 

categories have different numbers of attributes within them, so the proportion score allows comparison 

between categories. The next-highest proportional response rate was recorded in the 'Visitor 

information' segment (52%).  The lowest scoring segment was "Feedback, Relationships, and Links" 

(10%) and "Income generation" (7%).  
 

 

 

 

Museum Web Site Rating: ranked by Category

77.2%

52.0%

10.6%

54.4%

37.0%

29.4%
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Chart 1: Comparing the seven sections of the survey (n=32) 
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Customer Relationships and Targeted Marketing 
 
This analysis shows that New Zealand museum and gallery web sites are technically competent in 
terms of technology and presentation, provide an acceptable level of information about physical 
facilities at the establishment, and do recognise different classes of user.  However, the majority of 
museums and galleries are failing to provide important services on their web sites – in particular the 
opportunity for feedback through the Internet – arguably the most inexpensive marketing tool available 
to these organisations.  Customer relationship management requires information skills of a high order 
and its almost total absence suggests that museum and gallery management have not yet mastered this 
skill.  
 
Few sites mention disabled access, for example; and none had options for international visitors or those 
who do not speak English.  Many sites made no mention of the scope of their collection as a whole and 
only a handful provided an on-line archive or library list.  While every site actively advertised the 
organisation, few provided directions to the museum or gallery, and while some had maps of the 
external environment, two sites even neglected to mention the museum's address.  
 
The high standard of technical competency compared with the low levels of information on exhibits, 
the passive approach to feedback, and the failure to realise income generation opportunities indicate 
that the web sites can be improved.  Averaging out all the sites and calculating scores for each of the 
categories allows us to create a proportionally correct model, which summarises the typical NZ 
museum or gallery web site.  The category for technical skill is at 77% of ideal, but the other categories 
show a wide divergence from the ideal.  
 
There are many possible reasons for this situation.  Research undertaken by the authors (Mason 1999, 
Mason and Milne, 2000) suggests two common scenarios.  Web sites are often outsourced to IT 
professionals who do not fully comprehend the aims and goals of the parent organisation.  Just as often, 
web sites are designed by people who are intimately involved with the parent organisation, but who do 
not fully comprehend the capabilities or culture of the Internet. 
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Conclusions and Further Research 
 
Future research will endeavour to establish why the gap exists between the needs of information 
management and the services provided.  
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Appendix One –Criteria on which the sites were ranked 
 
1) Technical competency - see Appendix Three 
 
2) Visitor information - Physical information… 
 
!  

location does the site give information about the physical location of the 
museum or gallery? 

 
opening times are the opening times of the parent organisation listed clearly? 
 
directions are directions provided which clearly instruct users how to 

reach the museum/gallery from major points of nodality? 
 
maps of external environment  is there a graphical representation of the museum’s/gallery’s 

physical location in relation to major landmarks/streets? 
 
maps of museum (plans)  does the site show floor plans of some sort to aid in planning a 

visit? 
 
contact details  are there details on postal address, phone numbers, email 

addresses and contact people available on the site sufficiently 
that web-users can successfully contact the parent organisation? 

 
 
 - Resources… 
 
staff and volunteers  does the site carry information including photographs and bios 

of staff and/or volunteers working at the parent organisation? 
 
history of the organisation is there information regarding the history of the organisation? 
 
current projects  is there information regarding current projects undertaken at the 

organisation? 
 
facilities are physical facilities at the parent organisation listed on the 

site (i.e. café, parents’ room, parking, etc.)? 
 
disabled museum access does the site convey information about access for disabled 

people, including location of ramps, special parking, etc.? 
 
museum resources (disabled) is there information available concerning facilities for disabled 

people at the museum/gallery (i.e. wheelchairs, special lifts, 
access for guide dogs, etc.)? 
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3)        Feedback, Relationships and Links 
 
Does the site use questionnaires? does the site actively seek to gain marketing or other 

information through the use of online questionnaires? 
 
Can you vote for the site/parent? is it possible for web-users to communicate their thoughts on 

how good the site or parent organisation is, through an online 
voting system, to either the parent organisation or other web 
users? 

 
Is there a guest book?  does the site host a ‘guest book’, which allows web-users to 

browse through comments left by previous visitors to either 
the site or the parent organisation? 

 
Is there an FAQ?  does the site have a ‘Frequently Asked Questions’ page which 

lists common questions (about either the site or the 
museum/gallery) and answers? 

 
Information for ‘friends’ is there information online specifically for Friends of the 

Museum/Gallery? 
 
Employment opportunities/information is there information online showing job opportunities or 

vacancies?  This should include clear instructions on how to 
apply for the position(s). 

 
Volunteer information does the site encourage volunteer involvement by listing 

information on how to volunteer and current vacancies? 
 
Mailing list can a web-user sign up to receive regular mail-outs (or 

emails) from the parent organisation? 
 
Links to relevant sites does the site have links to other museums, galleries, or 

heritage-tourism sites? 
 
 

4) Aims and Goals  
 
Does the site convey the following…  ! 
 

the organisation’s aims/goals does the site satisfactorily lay out the reasons and 
philosophies for the parent organisation’s existence? 

 
education   does the site mention education as a core purpose? 
 
conservation  does the site mention conservation as a core purpose? 
 
research  does the site mention research as a core purpose? 
 

Advocacy  does the site advocate a particular point of view? 
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5) Market segmentation 
 
 
Are there language options? does the site have options for different languages clearly 

available? 
 
Does the site accommodate… 
 

overseas visitors is the site ‘allocentric’ in terms of being written with non-
New Zealand residents/ethnicities in mind?   

 
children does the site have a focus on children, their needs, and does it 

provide information which can be interpreted by younger 
web-users? 

 
young adults does the site recognise younger adults as a market and does it 

actively attempt to capture this market’s attention? 
 
senior citizens does the site recognise older adults as a market and does it 

actively attempt to capture this market’s attention? 
 
Are there… 
 

resources for teachers are there online resources for teachers such as information on 
special deals available to schools, curricula information, 
Learning Outside of Classroom, etc.? 

 
school tour information does the site provide information on tours for school children 

including times, dates, venues, experiences, costs, contacts, 
etc.? 

 
online activities for children are there fun activities for children on the web site (i.e. 

quizzes, games, etc.)? 
 

Is there information on what’s new? does the site inform the web-user what is new at the 
museum/gallery, and is this up-to-date? 

 
The site actively markets the parent does the site promote the parent organisation in a way which 

entices web-users to visit the physical premises? 
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6) E-commerce 
 
Online shopping does the site allow web-users to purchase goods or 

services online in a secure environment, or does the site 
provide satisfactory information on merchandise 
available for purchase that a web-user could then 
organise a transaction using email? 

 
Journals/publications does the site allow web-users to purchase journals or 

publications online in a secure environment? 
 
Membership subscription  is membership information available and does the site 

actively encourage web-users to become financial 
members of a ‘Friends of’ society either by online secure 
transaction or through email? 

 
Donations can an individual make a virtual donation through a 

secure online transaction? 
 
Bookings does the site allow web-users to make bookings for tours 

or other services (aside from educational services – see 
above) online in a secure environment, or does the site 
provide satisfactory information on bookings that a web-
user could then organise a transaction using email? 

 
Other commercial services are other commercial services available through the 

parent organisation listed on the site 
 
7) Attractions, Exhibits 
 
Planning a visit does the site provide information on the parent 

organisation’s exhibits in a format which imparts 
knowledge about the individual item and creates interest, 
and gives an indication of where the exhibit exists – 
spatially – with regards to other exhibits? 

 
Archive information is there a comprehensive, online list of the parent 

organisation’s item collection? 
 
Library information is there a comprehensive, online list of the parent 

organisation’s publication collection? 
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Appendix Two – Checklist used to rank sites 
 

Web Site Rating 
 
 
This form is to be used to assist in assessing a web site’s overall effectiveness.  Assessment is divided into two sections: technical and 
interactive. 
• Technical assessment is based upon the mechanics and aesthetics of the site – the quantitative aspects. 
• Interactive assessment examines the level of two-way communication occurring: how pro-active is the site in encouraging the 

browser to involve themselves in the parent?  This is a qualitative assessment. 
 
  
 

 

Technical competency 
 
Navigation   
Has links back to home page  
Has a site index  
Has links to other relevant sites 
Has an internal search engine 

Design   
Good presentation/use of…   

colours 
textures  
sound  
video   
animation   
plug-ins   
fonts   

Good formatting   
Clear and defined   
Resolution compatible   
Browser compatible   
Good use of symbols   
Location   
Appropriate URL  

Speed   
Server speed good  
Fast initial loading time   
Image sizes reasonable   
Plug-in requirements reasonable   
Content   
Relevant   
Brevity   
Balance (text:images)   
Depth   
Currency   
User-friendly   
Introduction   
Help page or section   
Clear instructions   
Proactive leads to other information   
Extras   
Downloadables   
Humour   
Maps   
Trivia   
Virtual goods   

 

Visitor information 
 

Physical information…  !  

location    

opening times    

directions    

maps of external environment    

maps of museum (plans)    

contact details   
 

Resources…  !  

staff and volunteers    

history of the museum    

current projects    

facilities   

disabled museum access   

museum resources (disabled)   
 
 
Feedback, Relationships, Links 

 

Does the site use questionnaires?    

Can you vote for the site/parent?   

Is there a guest book?    

Is there a FAQ (or a way to ask questions)?   

Information for friends   

Employment opportunities/information   

Volunteer information   

Mailing list   

Links to relevant sites   
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Market segmentation 
 
Are there language options?    

Does the site accommodate…    

overseas visitors   

children   

young adults   

senior citizens   

Are there…   

resources for teachers   

school tour information   

online activities for children   

Is there information on what’s new?   

Does the site actively market the parent?   
 
 

Aims and Goals 
 
Does the site convey the following…  ! 

the aims and goals of the museum    

education     

conservation    

research    

advocacy    
 

 

E-commerce 
 

Online shopping    

Journals/publications    

Membership subscription    

Donations   
Bookings  
Other commercial services  

 
 

Attractions, Exhibits 
 
Planning a visit  
Archive information  
Library information  
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Appendix Three - Methodology of determining "Technical competency" 

 
 
We looked at seven criteria to determine the overall technical competency of each site. In turn, we used 

several sub-criteria in this determination. 

Navigation 
Has links back to home page 
Has a site index  
Has links to other relevant sites 
Has an internal search engine 

Design 

Good presentation/use of… 
• colours 
• textures 
• sound 
• video 
• animation 
• plug-ins 
• fonts 

Good formatting  
Clear and defined  
Resolution compatible  
Browser compatible  
Good use of symbols 

Location Appropriate URL 

Speed 
Server speed good 
Fast initial loading time  
Image sizes reasonable  
Plug-in requirements reasonable 

Content 

Relevant  
Brevity  
Balance (text:images)  
Depth  
Currency 

User-friendly 
Introduction 
Help page or section  
Clear instructions  
Proactive leads to other information 

Extras 

Downloadables 
Humour  
Maps  
Trivia  
Virtual goods 
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Charts 
 
 
 
Chart 1: Shows the relationship 
between each of the seven 
sections. The "Technical 
competency" section has scored 
the highest (77%) because this 
is the section which received the 
most 'points' when being 
scored. Conversely, "Feedback, 
Relationships & Links" received 
the least number of 'points'. 
Thus, we can say that overall, 
museums and galleries in New 
Zealand tend to concentrate 
their web-building efforts more 
on the technical aspect, and less 
on building links with their 
[prospective] clients. This is one 
of the most disturbing results to 
come out of this research and 
should be a wake-up call to 
heritage organisations and web 
site designers alike.  
 
 
 
 
 
Chart 2: An graphical 
representation of the spread of 
individual scores sorted 
according to type (museums 
followed by galleries). The bulge 
about one-third of the way 
along represents a cluster of 
museums in Wellington: Te 
Papa, the Museum of City and 
Sea, and the National Library 
Gallery.  
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Chart 3: A graphical 
representation of the spread of 
individual scores sorted 
according to location (North 
Island followed by South 
Island). The order is also 
roughly equivalent in geography 
of the country (e.g. starts at 
Northland, finishes in Dunedin).  
 
 
 
 
 
 
 
 
Chart 4: A graphical 
representation of the spread of 
individual scores sorted 
according to demographic area 
(rural followed by urban). Again 
note the higher scores on 
average for urban museums and 
galleries. 
 
 
 
 
 
Chart 5: Gives an indication of 
the scoring of each individual 
section, comparing museums to 
galleries. Notice the two barely 
differ in any section. Each 
section has a differing number 
of criteria: the solid black lines 
above each set of bars 
represents the total possible 
score (e.g. Information=12, 
Mission=5) and the green line 
indicates the average score.  
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Chart 6: This compares the North 
and South Island sites within the 
seven sections. An interesting point to 
note here is that the South Island 
sites have done better than their 
North Island cousins in several area, 
in particular Technical, Information 
and Income. 
 
 
 
 
 
 
 
 
Chart 7: Shows quite clearly that the 
urban-based organisations have 
produced considerably better web 
sites than those based in rural areas. 
The argument that museums and 
galleries based in cities are bigger, 
therefore have more to spend on web 
site development is not valid, as the 
'winning' site was developed for free 
by IT students (No. 18: Museum of 
City and Sea). More likely, the reason 
for this result is that the urban 
organisations have access to better 
resources, and have an existing IT 
base on which they can build upon. In 
any case, this is a compelling reason 
for government bodies to seriously 
look at the disparity between urban and rural museums and galleries.  
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Organisations Included in the Sample 
 

 
01 Glasstime Glass Museum  
02 The Kauri Museum - Matakohe  
03 Southward Car Museum  
04 Artspace Auckland  
05 Auckland Art Gallery  
06 Howick Historical Village  
07 Lopdell House Gallery  
08 Museum of Transport & Technology (MoTaT)  
09 Whakatane & District Museum & Gallery  
10 Elvis Presley Memorial Record Room  
11 Govett-Brewster Art Gallery  
12 Taranaki Museum  
13 Manawatu Art Gallery  
14 Whanganui Regional Museum  
15 City Art Gallery  
16 Dowse Art Gallery  
17 Te Papa Tongarewa  
18 Wellington Museum of City & Sea  
19 National Library Gallery  
20 RNZAF Museum 
21 Arts Centre of Christchurch  
22 Centre of Contemporary Art  
23 Robt. McDougall Art Gallery & Annex  
24 Science Alive!  
25 Yaldhurst Museum of Transport & Science  
26 Lakes District Museum  
27 Larnach Castle  
28 Antarctic Centre  
29 National Maritime Museum  
30 Physics Room  
31 Waitomo Museum of Caves  
32 National Archives  
 
The numbers next to the organisation names correlate directly with the data sheet (below).  The sites 
were assigned numbered codes in an attempt to maintain a level of anonymity both during, and 
subsequent to, the survey. 
 
The details have been released now the organisations have been contacted with regards to the project. 
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 Reference No.: 1 2 3 4 5 6 7 8 9 10 11 12 13 

Type (1=museum, 2=gallery) 1 1 1 2 2 1 2 1 1 1 2 1 2 
Location (1=North Island, 2=South Island) 1 1 1 1 1 1 1 1 1 1 1 1 1 

Region (1=rural, 2=urban) 1 1 1 2 2 1 2 2 1 1 2 2 2 
Technical Navigation 1 1  1 1 1 1  1 1   1 

competency Design 1 1 1 1 1 1 1   1   1 
 Location 1  1 1 1  1    1 1 1 
 Speed 1 1 1 1 1 1  1 1 1 1 1  
 Content 1 1 1  1 1 1 1 1 1  1 1 
 User-friendly 1 1   1 1 1   1 1  1 
 Extras 1     1 1 1  1 1 1 1 
 TOTAL 7 5 4 4 6 6 6 3 3 6 4 4 6 

Visitor Location  1 1 1 1 1 1 1 1 1   1 
information Open times  1 1 1 1 1  1 1 1  1 1 

 Directions  1 1   1  1  1   1 
 Maps   1   1 1  1   1 1 
 Plans              
 Contact details 1 1 1 1 1  1  1 1 1  1 
 Staff    1 1  1       
 History    1    1 1 1 1 1 1 
 Projects    1   1   1 1  1 
 Facilities  1 1  1 1 1 1   1   
 Physical access     1         
 Museum resources     1         
 TOTAL 1 5 6 6 7 5 6 5 5 6 4 3 7 

Feedback Questionnaires              
Relationships Vote              

Links Guest book              
 FAQ              
 Friends 1    1  1  1  1  1 
 Employment              
 Volunteer             1 
 Mailing list       1  1     
 Relevant site links 1 1   1 1        
 TOTAL 2 1 0 0 2 1 2 0 2 0 1 0 2 

Market Language              
segmentation O/seas visitors              

 Children     1 1        
 Young adults              
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 Snr. citizens              
 Resources      1      1 1 
 Tours     1 1  1   1 1 1 
 Online activities              
 What's new    1 1  1       
 Marketing 1 1 1 1 1 1 1 1 1 1 1 1 1 
 TOTAL 1 1 1 2 4 4 2 2 1 1 2 3 3 

Mission Aims & goals    1  1 1  1   1  
Function Education      1 1 1 1  1 1 1 

 Conservation 1  1   1  1 1 1  1  
 Research         1   1  
 Advocacy       1   1    
 TOTAL 1 0 1 1 0 3 3 2 4 2 1 4 1 

Income Shopping 1      1       
generation Journals 1             

 Membership    1          
 Donations              
 Bookings             1 
 Other services    1 1 1     1   
 TOTAL 2 0 0 2 1 1 1 0 0 0 1 0 1 

Attractions Planning a visit              
Exhibits Archive information         1   1 1 

 Library information         1    1 
 TOTAL 0 0 0 0 0 0 0 0 2 0 0 1 2 
               
 TOTAL 14 12 12 15 20 20 20 12 17 15 13 15 22 

Total%  27% 23% 23% 29% 38% 38% 38% 23% 33% 29% 25% 29% 42% 
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14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 
1 2 2 1 1 1 1 2 2 2 1 1 1 1 1 1 2 1 1 
1 1 1 1 1 1 2 2 2 2 2 2 2 2 2 1 2 1 1 
1 2 2 2 2 2 2 2 2 2 2 1 1 1 2 2 2 1 1 
1 1 1 1 1 1 1 1 1 1 1 1  1 1 1 1  1 
1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 
 1  1 1 1 1 1 1 1 1 1  1 1 1 1 1 1 

1 1 1 1 1 1 1  1 1 1  1 1 1 1 1 1 1 
1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 
1 1  1  1 1 1   1 1  1 1    1 
1 1   1 1 1 1      1 1 1 1   
6 7 4 6 6 7 7 6 5 5 6 5 3 7 7 6 6 4 6 
 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  1 
 1 1 1 1 1 1 1  1 1 1 1 1 1 1  1 1 
 1  1 1  1     1  1 1 1    
 1   1  1 1      1  1    
    1   1         1   

1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 
 1   1 1  1       1  1  1 

1   1 1 1 1 1  1 1 1 1 1   1  1 
    1 1  1  1 1 1     1  1 

1  1 1 1 1 1 1  1 1 1 1 1 1     
  1  1       1   1     

1  1            1     
4 6 6 6 11 7 7 9 2 6 6 8 5 7 8 5 6 2 6 
                   
                   
 1    1  1    1        
   1               1 

1 1   1    1  1         
      1             
                   
 1                  

   1 1 1      1   1 1 1  1 
1 3 0 2 2 2 1 1 1 0 1 1 0 0 1 1 1 0 2 
                   
   1           1     

1          1 1   1 1    
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1          1         
                   

1 1  1  1     1 1        
1 1  1 1 1    1 1 1 1  1 1  1  
1           1        
 1 1 1 1 1 1 1 1 1 1    1  1  1 

1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1  
6 4 2 5 3 4 2 2 2 3 6 5 2 1 5 3 2 2 1 
1   1 1 1 1  1 1 1 1 1 1   1 1 1 
1 1 1 1 1 1 1   1 1 1 1  1  1 1  
1   1 1 1 1   1   1 1     1 
   1 1 1 1            1 
    1  1  1  1     1 1   

3 1 1 4 5 4 5 0 2 3 3 2 3 2 1 1 3 2 3 
     1  1       1 1   1 
 1    1          1 1  1 
    1    1  1      1   
                   
 1  1 1  1 1      1 1 1    
 1 1 1 1 1 1 1 1 1 1 1  1 1 1 1  1 

0 3 1 2 3 3 2 3 2 1 2 1 0 2 3 4 3 0 3 
   1 1          1    1 
    1 1 1    1      1  1 
     1 1            1 

0 0 0 1 2 2 2 0 0 0 1 0 0 0 1 0 1 0 3 
                   

20 24 14 26 32 29 26 21 14 18 25 22 13 19 26 20 22 10 24 
38% 46% 27% 50% 62% 56% 50% 40% 27% 35% 48% 42% 25% 37% 50% 38% 42% 19% 46% 
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