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EMBRACING SOCIAL HARMONY ISSUES
IN ROMANIAN MUSEUMS
— A FRESH APPROACH

Virgil Stefan NITULESCU

General Manager
The National Museum of Romanian Peasant

Since its incipient museum has been the subject of a strong debate
about its role and place in the society. Should it be only a place for
divertissement, a kind of superior floor on the leisure scale, or a long arm
of the educational system, as it was in the Antiquity? Should it become,
once again, a temple dedicated to the Muses, or would it be better to be
deeply placed in the social problems of today?

Well, if for the public, museums are either a place to be or a place
to hate, a storage facility or a school, a boring building or a cheerful
one, or, simply, good or bad, for museum specialists, museums are the
most complex institutions. Not only “hospitals”, as Richard Grove joked
about', because a museum should be — as it seems that George Brown
Goode (1851 — 1896) used to say — “a house full of ideas™ Anyway,
if we are looking in the ICOM definition, for an institution, to be a
museum, it has to be “in the service of society and its development”.
It means that the bar was placed very high, because, for a museum, it
is not sufficient, anymore, to acquire, conserve, research, communicate
and exhibit heritage. The contemporary museum has to have a certain
role in the development of the human society.

Saying this, it means that we are offering to museums a great role and
that we have great expectancies, because they have to be involved in social
programmes, which means, also, sometimes, a kind of political agenda
(or, at least, a political perspective on life, society and environment).
But this perspective is a rather new one. As Kenneth Hudson have
observed, 12 years ago, the museums “exist in order to serve the public.
[...] The old-style museum felt itself under no such obligation.™. The

1.. Richard Grove, Some Problems in Museum Education, in Museums and Education, cd. Eric
Larrabee. Washington, D.C., Smithsonian Institution, 1968, p. 79.

2.. Edward P. Alexander, Museum Masters: Zheir Museums and Their Influence, Nashville,
Tennessee, American Association for State and Local History, 1983, p. 289.

3.. Kenneth Hudson, 7he Museum Refuses to Stand Still, in Museum International, no. 197, 1998,
p. 43.
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beginnings could be detected in several countries, at different moments
but, anyway, after the Second World War. Most of it, in the West, this
moment could be observed starting with around 1960 and it lasted for
at least two decades. In some other countries, in Latin Europe or in
Eastern Europe, it started later. However, a major role in making this
shifc had ICOM, which, already, in 1974, has introduced in its famous
definition of museums the reference to the society and its development.
More than this, in the last decade, ICOM and its international and
national committees and regional alliances have put a stronger accent on
the sustainable development of the economy and, as such, of the society'.

Only 15 years ago, Elaine Heumann Gurian had a strong vision, that
“In twenty —five years, museums will no longer be recognizable as they
are now known™. Indeed, the process has started and it is continuing
to grow’. Museums are changing rapidly their profile and functions,
increasing not only in dimension, but, also, in number. The process is
quite natural, if we are taking into consideration the fact that the general
need to conserve tangible and intangible cultural goods in museums is
growing, as the speed of making new goods is growing also?, because of
the gradual functional degradation caused by physical, technological and
psychological obsolescence’. In fact, to “musealise” artefacts it is a general
human reaction, as a tool against oblivion and alienation®.

So, museums are changing in many ways, getting more and more
roles to play. They become educators, entertainers, places for leisure, but,
also, community centres, not only with cultural targets, but, also, with
social goals. For this reason, the choice made by the Chinese ICOM
Committee, to put the 2011 General Conference under the theme
“Museums for Social Harmony” comes not as a surprise. Of course, the

4. We may cite, for instance, the work done by the Working Group on Museums and Sustainable
Communities, organised, in 2000, by the Canadian Museum Association. The group has appeared,
also, as a consequence of the Summit of the Museums of the Americas, held in San Jose, in April,
1998, with the same theme.

2... Ehine Heumann Gurian, A Blurring of Boundaries, in Curator, 38, no. 1, 1995, p. 31.

3.. A bright analyse, but mainly for the United States of America, in Edward P. Alexander and
Mary Alexander, Museum in motion: an introduction to the history and functions of museums, Second
edition, Plymouth, Altamira Press, 2008, pp. 281 — 303.

4.. Probably, one of the best explanations of the phenomenon, or, at least, a very well known, in
Daniel Halévy, Essai sur laccélération de Ihistoire, Paris, Editions Self, 1948.

5.. For a general discussion, Michael Brian Schiffer, Behavioral Archacology, University of Utah
Press, 2002.

6.. A very good description, in Hermann Liibbe, Der Fortschritt und das Museum: iiber den Grund
unseres Vergniigens an historischen Gegenstiinden, London, Institute of Germanic Studies, University
of London, 1982.
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theme is, somehow, connected with the old Confucian tradition, that
defends two key values: political meritocracy and harmony. As museums
are not political partisans, the value of harmony seems to be the best to
serve the Chinese contemporary museums, as a fundamental cultural
value. However, we could observe that this typical Chinese and Asian
cultural value is embraced, today, in many other cultural environments,
most of them in developing countries. But the recent economic crises,
that affected most of the developed countries, also, brought the cultural
institutions to the situation to embrace a closer position, towards the
needed social harmony, in a disoriented and weakened society.

Romania made no exception. As the country stepped out from the
former Communist regime, after a bitter social experiment, in the second
half of the last century, Romania’s museums looked for a new way of
development. They were affected by two different attitudes. One of them
was the natural need to bring the institutions closer to the museums
in the rest of Europe — a world from which Romania was brutally
taken, by the Soviet occupation and the Communist power. This effort
meant to re-connect the scientific and curatorial networks, to re-think
and refurbish the exhibitions and to change a whole way of designing
museums. The second attitude — which has developed only in the last
decade — was to promote museums as community institutions, deeply
rooted in the problems and rhythms of the localities they were built in.
The idea that the museum should be rooted in the local community
is rather new for Romanians, as museums were almost always, before,
established by central authorities and financed through central budget.
As a consequence, being little connected with the local authorities, there
was also little interest for local problems. Of course, many exceptions
may contradict this statement, as there have always been persons
emerging from the same localities, interested in serving them at their
best. However, only the massive decentralisation of museums, started
in the beginning of 1997 made possible a greater interest of curators in
local communities’ problems. Though, initially, most of the museums
were very well received by the local authorities, soon, some of the
mayors and other local politicians started to be interested to use the
museums (as well as other cultural institutions) in order to serve their
own political interests. Interfering with cultural programmes, trying to
impose managers on political criteria, some local politicians succeeded
to begin a conflict relation with museums. In this odd situation, the
only defend of the museum specialists remained the general public and
the local media. Many times, during the last 15 years, when the local
museums found themselves in difficult situations, they tried to obtain

https://biblioteca-digitala.ro
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the public support. But not all of them have made it. Only those which
have “invested” in the local public were enjoying such a help.

The lesson was quite well understood by many museums, in the
last decade. Already, when the Romanian economy started to grow, in
2000, after 8 years of continuing decay and only one year of stagnation,
museums have begun to apply new policies of approaching the public.
If, before than, most of the effort and resources were concentrated in
the research field, when the economic growth made it possible, museum
managers have already learned their lesson and they turned their
institutions towards the public. The phenomenon was largely debated by
the Romanian specialists, in conferences and in the Romanian Journal
of Museums'.

There is no doubt that this tendency had a huge benefit for both
museums and communities. On one side, for the first time, local
communities have started to feel that these institutions really belong to
them, increasing the ties with local history and cultures and transforming
museums in the main bearers of the local identity’. Museums have largely
managed to do this, by enforcing special departments on educational
matters, marketing and public relations. Starting with 2004, for five years,
the Romanian Ministry of Culture and Religious Affairs have organised
a yearly workshop, in cooperation with The Fund for Arts and Culture
in Central and Eastern Europe (an American foundation), discussing’,
in a regional environment, for post-communist countries, the ways
in which museums should build bridges with local communities. The
benefit taken by museums was to be seen only in the last two years, when
the economic crisis determined many local authorities to take measures
against public spending in the cultural sector, which affected museums,
also. The solidarity proved by the public was, indeed to be felt, through
media and directly.

1. For a detailed analysis of the situation up to 2003, see Virgil Stefan Nitulescu, Social Changes
and their Impact on the Romanian Museums (1990 — 2003), in Diana, number 9, 2003/2004, pp-
32 -38.

2.. For a very short but good argument regarding this trend and the need for specialised educational
departments in museums, Monica loana Dumitru, Redefining and reassuming the cultural identity of
the community — a major objective of Romanian museum, in Revista muzeelor, no.2, 2009, pp- 88

~ 89. Also, for good examples in other countries, largely debated in Romania, Renée Kistemaker,
City museums as centres of civic dialogue, in Revista muzeelor, no.3, 2006, pp. 22 — 35 and Peter
Steasser, Folk museums and their community. How to mobilise local resources — an example from the
Austrian Alps, in Revista muzeelor, no.2, 2009, pp. 9 - 21.

3.. Amongst the many lecturers: Ralph Appelbaum, Wim van der Weiden, Boris Micka and Mark

Pacher.
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Most of the museums have understood that the only real ally they
have is their loyal public — a fact mirrored in the fact that the number
of visitors, in the last two years, in spite of the crises and of the big
loss on tourism, remained almost on the same level'. Of course, one
more time, this is not a general rule, but a visible trend, encouraged
by the fact that, for the first time, since 1989, the number of young
curators and researchers in the Romanian museums increased. The new
generation of specialists have been largely influenced by the efforts made
by international organisations (like ICOM, NEMO, European Museum
Academy, European Museum Forum a.s.o.), that have advocated
strongly, in the last two decades, for a larger integration of the museums
in the communities’ life.

The International Museums Day, in 2010, having the same theme as
the ICOM general conference was, also, a good opportunity to exercise
this new tendency in Romanian museums.

But the real change is still to come. A real change would mean
that most of the museums would start to be really concerned with the
communities’ problems, in a pro-active way, involving themselves in
the hot debates concerning unemployment, social inclusion, tolerance,
environmental changes and sustainable development, in a direct and
touching manner. Now, that the public is there, feeling museums closer
than ever before, the field is ready for museums to embrace the most
delicate social problems, proving that they are true actors in people’s life,
and that they could bring an important contribution in reaching the
long desired goal of social harmony.

1.. 10,687,056 visitors in 2008 and 10,169,087 visitors in 2009.
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MUSEOS, DIVERSIDAD CULTURAL
Y ARMONIA SOCIAL

Francisca Hernandez HERNANDEZ
Profesora

Universidad Complutense Madrid

ABSTRACT

As a consequence of current reality in our globalized world, Museums
have been forced to make huge efforts to redefine themselves and look
for a reason to exist in the society there are inserted in. Consequently,
they have experienced an enormous transformation: giving up sacred
connotations, they have opened themselves to a secular society beyond
cultural or ideological frontiers. Since they must cover the full range
of relationships existing in our society, it must not be forgotten that
Museums have a polysemous meaning where all material, immaterial,
symbolic, spiritual or creative realities conforming the Heritage of
Humanity can take place.

Opened to cultural diversity, Museums have an ecumenic vocation
which has turned them into physical spaces where a worldwide scope
of cultures, ideas and traditions throughout history can be channelled.
Thanks to them, the memory of facts and conflicts is recovered,
avoiding its annulment or misinterpretation by an ahistoric use of their
consequences on people who suffered them. As a result Museums will
become a space for reconciliation and cultural integration, since no social
harmony is possible whilst some people abuse socially and culturally of
other. Our western pattern of museums should not be imposed as the
only and best possible instrument to preserve the cultural heritage; on
the contrary, more creative ways of showing such a heritage must be

found.

If Museums must contribute to social harmony, their duties must be
clearly defined to warrant a meaningful contribution to XXI Century
Society. Connection with social reality, contribution to the preservation
and transference of the collective memory and respect for different
cultures should be the essential guidelines for its future smooth running.
A deontological code gathering these rules will help Museums to become
an important point of reference in current society, concerned about the

https://biblioteca-digitala.ro
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reality around them, aware of the fact that nothing human can be alien
to them.

KEY WORDS: Museums, cultural diversity, social harmony,
redefinition, ecumenical, cultural colonialism, collective memory,
restitution, deontology code.

1. Redefinicién de los museos

El fenémeno de la globalizacién se estd convirtiendo en un proceso
técnico-econdmico, sociopolitico y cultural que afecta de manera
significativa a la sociedad actual y que nos plantea una serie de
interrogantes sobre céomo hemos de imaginar y construir nuestro
futuro. Independientemente de las respuestas que podamos dar a dichas
preguntas, estd claro que nuestra realidad actual ha cambiado de forma
radical y necesitamos nuevas formas de situarnos ante ella y de afrontar
los nuevos retos que se nos presentan, conscientes de que estd en nuestra
mano buscar y poner en préctica aquellos medios que nos ayuden a
seguir progresando social y culturalmente.

Los museos no podian ser ajenos a esta nueva dindmica y, por eso,
estdn haciendo un gran esfuerzo por redefinirse a si mismos y buscar
cudl ha de ser su tarea y su razén de ser en la sociedad que les toca
vivir. La misma vicepresidenta del ICOM, Bernice L. Murphy (2004:3),
afirmaba que urgia ofrecer a la sociedad una definicién sencilla y
eficaz de qué son y qué representan los museos, de manera que pueda
ser entendida con facilidad y, al mismo tiempo, sea capaz de llegar al
corazén de la gente, convirtiéndose en una referencia moral que resalte
los valores fundamentales que los museos estin llamados a proclamar
y defender en beneficio de toda la humanidad. Un ano mis tarde, el
Comité Internacional para la Museologia (ICOFOM), reunido en
Calgary (Canadd) del 30 de junio al 2 de julio de 2005, para celebrar
su reunién anual, propuso la siguiente definicién de museo: “E/ museo
es una institucion al servicio de la sociedad que tiene como mision explorar
y comprender el mundo a través de la investigacion, la preservacion y la
comunicacion, especialmente a través de la interpretacion y de la exposicion,
los testimonios materiales e inmateriales que constituyen el patrimonio de la
humanidad. Es una institucién sin fines lucrativos’”.

A partir de dicha definicién, diversos miembros de ICOFOM, bajo la

direccién de Frangois Mairesse y André Desvallées (2007) publicaron un
libro analizando desde diferentes puntos de vista el concepto de museo, en

https://biblioteca-digitala.ro
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un intento de contribuir a la clarificacién del mismo. Todo ello nos lleva
a afirmar que el museo no debe concebirse como una realidad estdtica,
que ha sido creada de una vez para siempre, sino como un proceso que va
evolucionando poco a poco y adapténdose a la realidad que lo circunda.
Si el musco pretende ser un referente de las inquietudes culturales de la
sociedad, ha de elaborar aquellas narrativas que mejor faciliten el didlogo
y el encuentro entre las diversas culturas. El hecho de que el museo
sea una realidad “in fieri”, que se va realizando progresivamente, nos
demuestra que hemos de aceptar las diversas concepciones que sobre ¢l se
tienen en los diferentes paises y que, lejos de empobrecerle, lo enriquecen
con innumerables matices que le dan color y vida nueva. Y, si bien es
necesario contar con unos principios y fundamentos que den sentido a
lo que realmente es el museo, también hemos de estar atentos a aquellos
cambios que se estdn dando en la sociedad y que, de una u otra manera,
influyen en la forma de concebir su propia constitucién.

El museo estd experimentando una radical y profunda transformacién
que le ha llevado a una total desacralizacién, acercindole a la realidad de
la sociedad y tratando de evitar que sea encerrado dentro de un concepto
puramente tradicional y elitista que lo convertiria en una institucién
muy alejada del sentir y de las preocupaciones reales del pueblo llano.
Y no hemos de olvidar que el museo esta destinado a ese pueblo que
ha de visitarlo. Pero, para que esto sea asi, el museo ha de estar abierto
fisica, intelectual y emocionalmente a todos los que deseen visitarlo,
procurando suprimir todas aquellas barreras, ya sean culturales o sociales,
que le impidan cumplir su funcién social. Ahi reside la razén de ser del
museo porque, o estd para ser contemplado, asumido y celebrado por
la comunidad donde se encuentra o no sirve para nada. ;Ya es hora de
cambiar el concepto generalizado de que el museo es para unos pocos
entendidos! Y, mientras no consigamos ese objetivo, estaremos todavia
inmersos en las antipodas de lo que debe ser un museo moderno, abierto,
receptivo, multicultural, critico y humanizador. Porque, o la cultura sirve
para humanizar a las personas, o deja de ser cultura para convertirse en
cualquier otra cosa, que nada tiene que ver con la esencia del museo.

Los museos han de prestar atencién a toda clase de patrimonio cultural
y natural, convirtiéndose en la conciencia social que hace visible el sentir
y la forma de expresarse de las diferentes culturas. Por esa razén, no
pueden existir dos muscos iguales, sino que cada uno de ellos trata de
reflejar y de exponer los elementos especificos que definen lo constitutivo
del ser de los pueblos y que son la manifestacién de su propia identidad.
Urge, por tanto, un anilisis critico del museo tradicional que vaya mas

https://biblioteca-digitala.ro
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alla del mero concepto institucional y se adentre en el estudio de la
relacién especifica del hombre con la realidad. Si, como senala Zbynek
Stransky (1987: 294), el museo no puede ser considerado como un fin
en si mismo, sino como un medio que posibilita la relacién entre la
persona y la realidad, en la que el museo siempre representa una realidad
fragmentaria, habrd que plantearse hasta qué punto la museologfa estd
dispuesta a asumir las consecuencias éticas que comporta el hecho de
poseer unas obras de arte o unas colecciones y tener que conservarlas y
mantenerlas para poder exponerlas y, al mismo tiempo, hacer frente a las
exigencias de aquellos pueblos, comunidades y Estados que les reclaman
muchas de las obras que se encuentran en los principales museos del
mundo. Serd una forma estupenda de demostrar que los museos estin
inmersos en la realidad social que les rodea y que, de alguna manera,
son el reflejo de lo que en ella se vive, se experimenta y se comparte.
Solamente asi, museo y realidad irin estrechamente unidos, siendo
conscientes de que el museo nos presenta una de las posibles formas
de dicha realidad (Mairesse y Desvallées, 2007:18), que hemos de tener
presente si queremos que los museos aporten soluciones practicas ante
situaciones reales y no meramente tedricas.

En la medida que el concepto de museo abarca la pluralidad de
relaciones que se dan en la sociedad, tanto en el tiempo como en el
espacio, descubrimos su valor polisémico y la necesidad de incluir dentro
del mismo todas aquellas realidades materiales, fisicas, inmateriales,
espirituales, simbdlicas y creativas que constituyen el patrimonio de
toda la humanidad. Dentro del concepto de museo se han de tener en
cuenta todas esas realidades que forman parte del patrimonio integral,
tanto natural, cultural y material, como inmaterial, simbélico y aquel
que pueda crearse en el futuro. Todo aquello que tenga que ver con
la realidad humana no puede dejar de interesar al museo que, desde
diferentes perspectivas, estd llamado a asumirlo, acogerlo, conservarlo
y exponerlo en un intento de convertirse en memoria viva del ser
constitutivo de los pueblos y comunidades que existen en el mundo. Ya
entendamos el museo como institucién, fenémeno, medio o lugar de la
memoria, hemos de concluir que cualquier definiciéon que elaboremos
no deja de ser un intento de describir la realidad que pretende abarcar,
siendo conscientes de que ninguna de ellas serd capaz de contener toda la
riqueza de la diferencia que encierran dentro de si las colecciones, fruto
de la creatividad y originalidad de las distintas identidades de los pueblos
que las hicieron posible.

https://biblioteca-digitala.ro
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2. Los museos ante la diversidad cultural

Hoy la multiculturalidad se nos manifiesta en la existencia de otras
personas que son iguales a nosotros, pero que también se muestran
diferentes en sus formas y estilos de vida. Y en la aceptacion de esa realidad
reside la clave de lo que ha de constituir la ética de nuestro tiempo:
reconocer la dignidad de la persona del otro en su diferencia. Pero, para
que esto pueda darse, es preciso que las distintas comunidades estén
dispuestas a conocerse a través de intercambios que permitan recuperar
la confianza mutua. Si pretendemos que exista un conocimiento y una
comprensiéon entre las diferentes culturas, hemos de ser capaces de
organizar las exposiciones, mediante una narrativa objetiva, que nos
aproxime a aquellas historias y realidades que no conocemos y que, en
consecuencia, a veces han contribuido a que se dieran auténticos conflictos
culturales entre los pueblos. Los malentendidos y las incomprensiones
suelen darse cuando no somos capaces de escuchar al otro que, en su
diferencia, nos estd manifestando la posibilidad de enriquecernos con
sus aportaciones. Es evidente que, sin la comprension del otro y la
valoracion de su dignidad, serd muy dificil que estemos dispuestos a
aceptarlo y respetarlo, asumiendo sus multiples lenguajes y realidades
que nos interpelan e interrogan.

La Declaracién de la Ciudad del Salvador, celebrada en Bahia (Brasil)
durante los dias 26-27 de junio de 2007, dentro del Primer Encuentro
Iberoamericano de Museos, afirma que todos los pueblos se van
configurando asumiendo sus diferencias y coincidencias, al tiempo que
son capaces de compartir un pasado comin que cuenta con diferentes
registros de memoria, y explicitan su sentido de pertenencia, sirviéndose
de diferentes construcciones identitarias y de distintas miradas hacia el
patrimonio cultural y la realidad de los museos. El desarrollo integral
del ser humano y su dignidad social sélo seran posibles en la medida
que seamos capaces de valorar y respetar la diversidad cultural. En este
sentido, la Declaracién insiste en que los museos han de apostar por
la defensa de los valores democrdticos y de ciudadania, favoreciendo
el fortalecimiento y la manifestacién de las identidades, la percepcién
critica y reflexiva de la realidad y garantizando el derecho a la memoria
de los grupos y movimientos sociales.

Que los museos han de promover la defensa de los valores democraticos
y de ciudadania no deja de ser un objetivo vilido para cualquier tipo
de museo, ya sea artistico, etnogrifico, arqueolégico o histérico,
porque todos ellos estin convocados a presentar a los ciudadanos las

https://biblioteca-digitala.ro
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caracteristicas que han acompanado su formacién y desarrollo, en un
intento de democratizar la cultura haciéndola accesible a toda clase de
publico. Y, afortunadamente, hoy existe la conciencia de que el museo
ha de estar abierto a todos, sin condiciones de ningin tipo. Ademds,
los museos han de procurar que las distintas identidades de los pueblos
no desaparezcan, sino que se vean reforzadas y respetadas porque todas
son igualmente validas. Podriamos hablar, en este sentido, del museo
ecuménico, abierto a cualquier identidad cultural. Segiin Juan Bosch
(1991: 10), la raiz de donde procede oikoumene es oikos, casa, lugar
donde se mora, espacio habitable y habitado. Ecuménico vendria de
oikoumene, es decir, el mundo habitado en el que coexisten diversos
pueblos, con diversidad de lenguas y culturas. Eso significa que el museo
ha de ser un espacio fisico donde tengan cabida todas las culturas, ideas
y tradiciones que se han dado entre los pueblos a lo largo de su historia.
Y en él se ha de recuperar la memoria de los acontecimientos y conflictos
que han tenido lugar, evitando su disolucién o tergiversacién mediante
un uso ahistérico de las consecuencias que dichos conflictos tuvieron
para quienes los sufrieron. En ningin caso el museo debe caer en la
tentacién de presentar los hechos de forma distorsionada, de manera que
pueda dar ocasién a que los hechos no puedan ser interpretados de forma
correcta, segin los principios de la justicia y del derecho.

Ciertamente, la tentaciéon de tergiversar la historia ha estado
siempre presente en aquellos que hicieron del museo un instrumento
para defender su propia ideologia. Hemos de reconocer que, durante
mucho tiempo, los museos europeos crearon unas relaciones culturales
imperialistas con el resto de otros pueblos que no habian alcanzado un
desarrollo econémico tan ripido y préspero como el suyo. Eso les hizo
caer en una extralimitacion social y cultural que constituyé un serio
problema moral y cultural al que los museos hoy han de dar respuesta si
pretenden contribuir a la armonia social entre los pueblos. Es hora, por
tanto, de que todos los museos del mundo estén dispuestos a compartir,
en condiciones de igualdad y complementariedad, aquellas obras que son
patrimonio de la humanidad como un gesto de solidaridad internacional
y de reparacién por el expolio que, de forma insolidaria e injusta, se
efectué en aquellos paises menos favorecidos.

Hoy, mis que nunca, es necesario que los museos se conviertan en
dmbitos de reconciliacién y de integracién cultural porque no habra
armonia social mientras unos pueblos abusen social y culturalmente
de otros. Los museos estin llamados a pomover el didlogo entre
las distintas culturas, han de esforzarse por reconocer y respetar la
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diversidad cultural y la diferencia entre los pueblos, contribuyendo a la
eliminacién de aquellas tensiones y conflictos que hacen muy dificil el
entendimiento entre las comunidades. Un didlogo que ha de fomentar
el pensamiento critico y el cultivo y profundizacién de las distintas
identidades donde “nosotros” y “los otros” seamos capaces de interpretar
la realidad de manera que todos nos sintamos aceptados, comprendidos
y reconocidos en nuestra propia singularidad. Todos los museos estin
llamados a buscar los medios necesarios para interpretar la historia de
los pueblos que los conformaron. Para ello, necesitan tener una amplia
perspectiva, ser independientes, estar dispuestos a experimentar una
radical transformacién y abrirse incondicionalmente a la participacién
democritica de la comunidad.

No debemos seguir exportando a otros continentes el modelo
occidental de museo como si éste fuera el nico y mejor instrumento
de conservacién del patrimonio cultural. Necesitamos desechar para
siempre el colonialismo cultural que ha prestado a los objetos mucha
mds atencién que a los hombres y sociedades que les hicieron posibles.
Los objetos servirdn en tanto que sean expresion del sentir y vivir de los
pueblos y se conviertan en narrativas abiertas al didlogo, a la memoria y
a la identidad, al tiempo que se configuran como simbolos de resistencia
ante cualquier clase de opresién. Los museos, a través de sus objetos
han de constituirse en puentes que acerquen unas culturas a otras,
puentes que eliminen barreras interculturales y prejuicios fundados en
el desconocimiento del otro, en el miedo al diferente, puentes que unan
y acompaien, puentes que impidan que unas culturas sean saquedas,
destruidas y condenadas al olvido por motivos totalmente ajenos a los
intereses de la humanidad, puentes que abran las puertas a otros pueblos
y comunidades procedentes de paises donde la ausencia de paz, de
trabajo y de alimentos hace que tengan que ponerse en camino en busca
de una vida mejor. Si logramos que esto sea asi, habremos conseguido
que los museos se comprometan eficazmente en la causa del pluralismo
cultural y, al mismo tiempo, se proclamen como auténticos lugares de
reconciliacion cultural.

No olvidemos que hoy los museos han adquirido una dimensién
internacional y todos y cada uno de ellos pertenecen al patrimonio
global de la humanidad. Regionalizacién y mundalizacién son dos
aspectos de una misma realidad que se han de tener presentes a la hora
de proclamar la dimensién dindmica y polifacética de la identidad
cultural de los pueblos. Y los museos estdn ahi para reflejar dicha realidad
plural y multicultural, siendo testigos de los cambios que han tenido
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lugar en nuestro mundo globalizado. Sélo asi serd posible aprender a
respetar a todas las culturas por igual, porque todas contienen elementos
importantes para comprender la historia de la humanidad, que hemos de
evitar se pierdan para siempre.

3. Los museos y su contribucién a la armonia social

Los museos, al exponer sus obras, siempre han procurado que tuvieran
lugar intercambios culturales en los que fuera posible el enriquecimiento
y entendimientos mutuos capaces de fomentar la cooperacién y la paz
entre los diferentes pueblos. Es por eso que podemos indicar la funcién
armonizadora que poseen los museos a la hora de favorecer el didlogo, la
tolerancia y el encuentro entre las comunidades que poseen unos valores
propios que les diferencian de los demds. Ademds, hablar de los museos
como un elemento que contribuye a la armonia social implica poner
en evidencia las tareas que estan llamados a desarrollar si desean que su
presencia sea realmente significativa para los hombres y mujeres del siglo

XXI.

En primer lugar, los museos han de prestar suma atencién al medio
social en que se mueven y se han de convertir en espacios y dmbitos de
encuentro y de didlogo entre las diferentes culturas. Los museos han de
estar abiertos a la realidad que les rodea y reflejar las preocupaciones, los
interrogantes y las perspectivas de las sociedades a quienes representan.
Los museos han de dejar de ser lugares elitistas y cerrados para abrirse
a la sociedad y experimentar una transformacién radical que les lleve a
democratizarse y a tomar conciencia de que, cada vez que exponen sus
colecciones, estdn tratando de devolver el alma de las cosas a las gentes
que las contemplan y las conservan, sintiéndose agradecidos por haberlas
heredado de sus antepasados.

En segundo lugar, los museos pueden contribuir a la armonia social
convirtiéndose en conservadores y transmisores de la memoria colectiva,
presentando los hechos y los objetos de forma objetiva y sin caer en la
instrumentacién politica, histérica e ideolégica. Su mensaje ha de ser
claro, diifano, imparcial, critico y enmarcado dentro de su contexto
social y cultural para que pueda ser ficilmente comprendido y aceptado
por las comunidades que los conservan. No hemos de olvidar que, como
senaldbamos en otro lugar, al encontrarnos “immersos en una sociedad
multicultural, multiétnica y multidiversificada, toda realidad humana es
contemplada desde una dimension plural, que pone de manifiesto la presencia
de un proceso en el que estdn estrechamente relacionados el tiempo, el espacio,
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la memoria y los valores de diferentes culturas existentes en la humanidad.
Y los museos estin llamados a acoger los diferentes modelos culturales que
van surgiendo como consecuencia de los diversos sistemas de pensamiento
elaborados, en un intento de dar respuesta a los nuevos interrogantes de la
sociedad” (Herniandez, 2006: 227). Memoria que ha de conservarse,
transmitirse, renovarse y purificarse, no para echar en cara a los demds
los fallos y las equivocaciones que se cometieron, sino para invitar a
la reflexién comin y contrastada de cara a que no se vuelvan a repetir
actitudes y comportamientos que en nada favorecieron en el pasado la
convivencia y la armonia social.

No son éstos, tiempos para el imperialismo y el colonialismo culturales,
para los nacionalismos exacerbados y los particularismos elitistas que tanto
dafio hicieron al patrimonio cultural de la humanidad. Necesitamos,
mis bien, nuevas formas de entender el patrimonio, conscientes de que
no existen unas culturas superiores a otras, sino que todas son el reflejo
de la conciencia universal que los pueblos tienen del valor de su historia
y de su pasado. Necesitamos un poco més de humildad, sabedores de
que aquello que para nosotros es muy importante, no puede ni debe
en modo alguno desdenar ni marginar los valores que otras culturas,
distintas a las nuestras, nos muestran y nos invitan a compartir en
igualdad de condiciones.

En tercer lugar, los museos han de respetar el valor de todas las culturas
y, en consecuencia, han de procurar no traer obras de otros pueblos que
sean fundamentales para conocer su identidad y las caracteristicas propias
de su cultura. Durante mucho tiempo, los grandes museos han procurado
hacerse con obras importantes que formaban parte del patrimonio de la
humanidad. A través de diferentes métodos lograron incrementar sus
colecciones, convencidos de que ellos estaban en mejores condiciones
econdmicas, politicas y culturales que los paises propietarios de las mismas
para poder conservarlas, protegerlas y exponerlas al pablico. Eso significé
que tuviera lugar un trasvase de obras desde su lugar de origen hasta los
museos europeos o norteamericanos, con el consiguiente despojo para
los paises poseedores de dichas obras que, por lo general, eran paises
pobres y habian sido colonizados por las grandes potencias europeas. Que
dichas obras formen parte del patrimonio de la humanidad no justifica
que deban permanecer siempre en los museos que las adquirieron ya sea
por compra, pillaje, botin de guerra, contrabando o importacién ilegal.
El despojo artistico al que se han visto sometidos muchos paises durante
largos periodos de tiempo ha contribuido a la dispersién del patrimonio
cultural, desplazandolo de su lugar de origen a los grandes museos. Pero
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actualmente se esta dando un cambio de mentalidad y muchos paises ya
no consideran a los objetos de arte de su propiedad como meros objetos,
sino como simbolos constitutivos de su historia e identidad y, por eso,
los reclaman a los paises que los usurparon. Ahi tenemos el busto de
Nefertiti que fue descubierto por un arquedlogo alemédn en 1912, que se
conserva en el Neues Museum de Berlin y que Egipto lo estd reclamando
desde 1930. Lo mismo podemos decir de la piedra Rosetta expuesta en el
British Museum de Londres, reivindicada por Egipto, o de los marmoles
del Partenén que Grecia exige a Gran Bretana que se los devuelva.

Se plantea asi el problema del retorno y de la restitucién de las obras
de arte como una exigencia ética que los paises despojados de sus obras
reivindican a las naciones que un dia se los llevaron y ahora les cuesta
devolver. Ya, en 1907, la Convencién de La Haya condené cualquier
prctica que promoviese el despojo cultural de los pueblos mds pobres
bajo el pretexto del “derecho de conquista”. Desde entonces nadie pone
en duda el derecho a la libre determinacién de los pueblos desde el punto
de vista politico y también deberia aceptarse la libre determinacién de
sus bienes culturales. Pero, en este tema, las cosas no estdn tan claras y
son muchos los impedimentos que los responsables de los museos ponen
a la hora de responder a las exigencias y demandas de los pueblos que
reclaman la devolucién de sus obras mas significativas. Existen muchos
prejuicios y condicionantes que dificultan el acto de restitucién y de
retorno, fruto de una mentalidad todavia colonialista y dictatorial que
opina que existen culturas mds importantes que otras y que las primeras
tienen el privilegio de gozar de la tenencia de aquellas obras que son
consideradas patrimonio de la humanidad.

Ah reside el problema fundamental a la hora de tomar decisiones que
favorezcan la auténtica armonia entre los pueblos. Porque, si todos somos
iguales en derechos y todos tenemos unas mismas obligaciones, no se
explica por qué se ponen tantos impedimentos para dar nuevos pasos de
entendimiento y de acuerdo a la hora de reconocer los derechos que sobre
muchas obras culturales poseen aquellos paises que, en otro tiempo, fueron
desposeidos de ellas. Algunos piensan que, a veces, las pretensiones que
tienen que ver con el patrimonio, suelen estar influenciadas por motivos
de cardcter politico-nacionalistas (Kimmelman, 2010:8) y que, en todo
caso, la cultura no le pertenece a nadie en concreto, sino que es de todos.
Porque la cultura es algo dindmico, en movimiento, que no se queda fija
en ningun lugar y va adquiriendo diferentes significados a medida que
pasa el tiempo. Eso es verdad, pero no debemos olvidar que la restitucion
puede ser un elemento de reconciliaciéon, una forma de reconocimiento
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de que unos pueblos tienen derecho a reivindicar el §entido de su hisfgria
y a recuperar la confianza de que pueden reconstruir su futuro histérico

y cultural.

Pero, ;cémo dar una solucién satisfactoria a todas las posturas
existentes a este respecto? Como senala Michel Guerrin (2010: 23),
habra que encontrar un equilibrio entre lo que entendemos por museo
universal y el pais de origen donde se encontraban las obras de arte.
Para ello es preciso que se abra un didlogo con los grandes museos y
se vayan analizando las distintas posibilidades de interactuar con las
obras requisadas, ya sea mediante préstamos temporales o de cesiones
condicionadas, hasta poder llegar algtin dia a las restituciones en sentido
pleno. No es necesario ir demasiado deprisa, pero tampoco es bueno
estancarse en disquisiciones bizantinas que no ayudan a avanzar en la
buena direccién del entendimiento y el compromiso responsable entre
los diferentes paises. Es verdad que todavia existen muchos miedos a que,
una vez abierta la veda de las restituciones, sea muy dificil lograr parar
las numerosas reivindicaciones que, en el futuro, podrian hacerse a los
diferentes paises. Pero es necesario abrir nuevos caminos que aporten
soluciones concretas a situaciones complejas.

Aqui podemos hacernos la pregunta sobre si las obras de arte son
inalienables o, por el contrario, habrd que aceptar el principio de alienacién
si queremos tener una buena politica de adquisiciones y de gestién de las
colecciones. Habra que ver hasta qué punto estamos dispuestos a asumir
la inalienabilidad de las colecciones y las consecuencias que esto lleva
consigo, si es el Estado el que ha de proteger y controlar su preservacién
sirviéndose del presupuesto general que cada ano ha de aprobar en los
gastos generales de la nacién y si todos los ciudadanos contribuiremos de
buen grado con nuestros impuestos a que los museos sigan gestiondndose
ptblicamente. Y, si esto no es asi, es decir, si defendemos el principio de
alienacion, habrd que superar los miedos a utilizar parte del patrimonio,
que duerme el sueno de los justos en los almacenes de los grandes museos,
para facilitar nuevas exposiciones que puedan ser contempladas por un
gran nimero de personas que, de otra manera, nunca llegarfan a gozar
de su contemplacion.

:Es posible que los museos vendan parte de sus obras para poder
mejorar sus colecciones con nuevas adquisiciones? ;Cémo favorecer una
optima gestion de las colecciones que poseen los museos, sin que aquellas
se vean perjudicadas en sus contenidos? ;Es conveniente que los museos
sigan desenfrenadamente una politica de adquisiciones cada vez mas
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exigente, cuantitativa y cualitativamente? O, por el contrario, ;no habrd
que evitar caer en una mentalidad puramente acumulativa, sin tener en
cuenta otros valores que también puedan contribuir a la renovacién y
constitucion del alma de los nuevos museos? ;Cémo compaginar las
ideas de inalienabilidad del patrimonio con la nueva mentalidad surgida
dentro de los museos de que puede ser necesario e incluso conveniente
vender algunas obras para poder adquirir o exponer otras ya existentes
que, de otro modo, no llegarian a ver la luz durante mucho tiempo?

La existencia del Cédigo Deontolégico Museolégico es una prueba de
que no debemos dejar al arbitrio de cualquiera las pautas que se han de
seguir a la hora de tomar decisiones que afectardn a las obras de arte y
a los museos que las albergan. Pero resulta evidente que al elaborar los
principios deontolégicos, tendremos que estar muy atentos para ver cudl
es el sustrato sobre el que se fundamenta y a qué razones ideoldgicas,
sociales, éticas y culturales estin respondiendo. No hemos de olvidar
que, ante un mundo globalizado, habrd que llegar a una ética de
minimos donde todos podamos estar de acuerdo para actuar de manera
responsable y creativa. Porque no todo ha sido positivo en la historia de
los museos. El mercado del arte ha contribuido, a veces, a degradar el
contenido de las obras, sirviéndose de la especulacién de marchantes y
coleccionistas que sélo buscaban ganar dinero. La mercantilizacion de
los museos les ha convertido en espacios elitistas que s6lo unos pocos
privilegiados eran capaces de contemplar y les ha separado de las grandes
masas de poblacién que nunca se sintieron a gusto dentro de sus museos.
No nos extrafia que muchos autores hablen de la muerte de los museos,
al menos de un cierto tipo de museos que en nada han contribuido a
acercar sus obras a la sociedad de su tiempo.

No hemos de olvidar que los nuevos museos han de prestar un servicio
social a las comunidades que los conservan y protegen, en un intento de
devolverles aquello que son y significan para la vida de los ciudadanos.
Volvemos a repetirlo: o los museos se convierten en un referente
significativo para la sociedad actual, implicindose en la realidad que les
circunda, donde nada humano les ha de ser ajeno, o habrin perdido la
gran ocasién que se les presenta para decir una palabra que refleje las
preocupaciones, los suefios y las esperanzas de los hombres y mujeres de
nuestro tiempo. No queremos museos sin vida, anacrénicos, alienantes y
autoritarios. Pretendemos que los museos sean espacios humanizadores,
cargados de sentido y unidos a realidad que les rodea, espacios para el
didlogo, la tolerancia, el respeto a la diferencia, el encuentro intercultural
y la aceptacién de otros lenguajes distintos a los ya conocidos. Hoy, mis
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que nunca, es necesario que los museos se conviertan en espacios de
reconciliacién y de integracién cultural porque no habrd armonia social
mientras sigan existiendo enormes diferencias sociales y culturales entre
las distintas naciones. Por eso, el patrimonio integral ha de tener presente
las realidades tangibles e intangibles, materiales e inmateriales, muebles
e inmuebles, culturales y naturales como una forma de promover la
armonia social y la inclusion de toda la humanidad en un proyecto
comun capaz de interpretar y equilibrar la asonancia y la disonancia de
los multiples lenguajes y formas de pensamiento que existen en nuestro
mundo actual.
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Volunteers are “outside-insiders”. They are working willingly for a
museum. On the other hand, they are not employees of the museum
or even, in many cases, specialists in the specific field of interest or the
collections of the museum. Still they could be extremely involved in the
museum’s activity, they come very often in the museum — sometimes
every day, for several hours — and they could even have their working
spaces in the organization. They are not paid by the museum, but still
they are subject to the museum’s regulations and they should perform
their tasks as if they were employees. In this context, volunteers form a
complex universe tightly associated with the museum.

The volunteers’ typology is extremely wide. They could range from
teenagers to retirees. They could be highly educated or have no formal
specialization. They could have very developed social skills or they could
be introverted. Volunteers could be extremely wealthy, or they could
have poor origins. Their motivation also varies a lot, from the desire to
spend time in an unusual way, to the wish for helping museums and
their communities (Zbuchea 2008, 143).

In most cases, volunteers are members of the local community who,
for various reasons, dedicate their time, energy and knowledge to serve
the museum, to help it better perform its activities, to achieve its mission
and to better serve its public. The volunteers’ motives of getting involved
in different departments of a museum are wide-range, so the jobs they
would get involved into could vary considerably (Goodlad & Mclvor
1998, 18). Some of the most common motives are the social and cultural
concern or the desire to help the society in general, the local community
or specific groups expressly. Others volunteer within a museum because
they are interested in its collections and its theme. The members of this
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category hope to gain more knowledge in that domain, to understand
it better and even to help the scientific progress in the field. Other
volunteers pursue increased work-experience hoping for a job with the
museum, with other similar institution or even with a company. Some
volunteers are in fact interns, achieving specific skills and competences.
Other reasons for volunteering are pure curiosity, the desire to keep in
touch with people, to meet other members of the community or just to
spend the spare time in an interesting and useful way.

Volunteers are a distinct category of persons, with whom museums
should permanently maintain contact (Wolf 1999, 96-109). Many
persons desire or could be stimulated to cooperate with museums as
volunteers. Museums should understand the reasons people volunteer
for them in order to help them achieve their goals while serving the
museum the best possible way. More recently, some museums are
challenging the traditional ways of attracting volunteers, and they look
into unusual pools of origin. For instance, at the Manchester Museum
and Imperial War Museum North a program of attracting volunteers
with an unusual profile was implemented in the last years: unemployed
people with limited skills, young defenders or asylum seekers (IWMN).
The program, initiated in 2002, has connected even more the museum
with its community, by setting long-term bonds by helping the museum’s
volunteers to participate in life-long learning programs, to improve their
skills and to get better jobs.

The advantages which are generated for museums by cooperation
with volunteers are various (Kuyper et al. 1993, 2-4). Some of them
are of economic nature, directly and indirectly generating revenues or
attracting funds. For instance due to the free involvement of volunteers,
the museum could redirect funds from personnel or outside cooperation
to various programs, activities or for the collections management.
Volunteers, who could range from very well trained and highly specialized
to medium educated, can replace some employees in activities such as
office administration, visitor information, guiding etc. Thus the museum
could reduce the personnel in some departments for the benefit of the
collection, by permitting their staff to dedicate more of their time to the
collections” administration, research or other specific activities.

An extremely important benefit of the museum is increased educational
impact. Volunteers augment the educational human resources of the
organization by raising the number of persons involved in educational
and public programs. They could also diversify the professional

https://biblioteca-digitala.ro



THE ROMARNIAR JOURRAL OF MUSEUMS

background of the representatives of the museum involved in these
programs, contributing to an ever increased interdisciplinary nature
of the programs. Thus larger number of visitors and more categories
of participants at museum’s programs are attracted and better satisfied.
In order that the activity of the volunteers involved in educational and
public programs is effective and suitable, they have to be trained in
advance. This would generate additional responsibilities for museum’s
employees, but the final result would be increased educational impact
of the museum, therefore better achievement of the museum’s cultural
mission (see more on the management of the volunteers in Zbuchea

2008, 144-145).

Volunteers, as being not just part of the museum but also of the public,
could help museums better understand the public. They could be a source
of information on the outside environment. They also could be sources
of ideas for new exhibitions and programs of interest for the community.
They could be the voice of the community when designing different
public programs, including exhibitions. On the other hand, they are an
open communication channel from the museum to its communities.
Through volunteers, formally of informally, the public could get
information on museums, on their activities. Volunteers could become
an important tool of developing the museum’s image within community,
and also of interaction with members of the public. Volunteers could be
creatively used by the museum to better and friendlier relate to the local
communities.

In this context, another significant benefit of the museum would be the
development of tighter relationship with the local community. Involving
different categories of members of the community in the museum’s
activity will increase the image of the museum as a friendly and dynamic
place, concerned with the situation of the local community. The presence
of volunteers in the public spaces of museums or during various public
programs will create a friendly and familiar interface for the museum’s
audience. Volunteers will also become knowledgeable advocates of the
museum.

Besides all these advantages, volunteers are a distinct type of clients,
not only a category of partners. Thus a museum should not only take
into account how to use and benefit from volunteers, but also how to
satisfy their needs. As a result, the activities of the volunteers will be more
efficient, and they will feel more closely connected with the museum,
partly responsible for the museum’s achievements (they won't leave the
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organization unannounced in the middle of projects and programs; they
will cooperate with the museum on long-term basis etc.)

Volunteers have to be well trained and organized so their activity
corresponds to the museums’ and visitors' needs, and to be of high
quality. Volunteer management (Zbuchea 2008, 144-145) is a practice
that is not yet widespread in Romania, even if museum volunteers seem
to be continually increasing.

The activity of volunteers should be planned in advance, as part of the
museum’s policy. It has to be formally coordinated by a member of the
medium or upper level staff (Kuyper ez al. 1993, 137-140; Goodlad &
Mclvor 1998, 98-99). So the volunteers’ activity will be effective, they
will know whom to talk to, and the museum could easily find them when
needed and could better organize their work. This “volunteer manager”
has to fully cooperate not only with the museum’s volunteers, but also
with all the departments that benefit from volunteer work. Together they
have to plan the activity in advance, taking into account the type of
activity the volunteers are going to be involved in, or the competences

needed.

In order to be effective, the volunteer management (Kuyper ef 2l. 1993,
Goodlad & Mclvor 1998, Kotler & Andreasen 1991, 306-312, Zbuchea
2008, 144-145) should be based on well established managerial practices.
For instance the museum should develop specific job descriptions and,
especially in the case of large museums, a volunteer handbook. It presents
the responsibilities related to volunteers, the administrative concerns
regarding this specific group of people, the procedures for selecting,
training and cooperating with volunteers etc.

The above mentioned handbook is extremely useful for organizing the
volunteers’ activity and for clarifying various administrative matters. Still
various malfunctions can occur due to the actual interaction between a
museum and its volunteers. For instance volunteers should feel welcomed
in the museum, not as a useful tool for museum personnel but as team
members. They have to know that their work is appreciated and that their
capabilities and competences are properly considered and employed. The
interaction with the museum’s personnel has to be beneficial for both.
The activities of the volunteers have to be planned so as not to bore
them, while solving various administrative problems (Ellis 2006). They
should not feel they are disadvantaged compared to other volunteers or
even to the regular employees. In the same time the museum’s employees
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have to feel equally appreciated and not disturbed by this specific group
of “outside-insiders”.

The relations with the volunteers are not always smooth even if they
are sincerely dedicated to helping the museum. They want to do their
best, but in many situations they do not have enough knowledge or
experience to perform certain activities and sometimes it is difficult to
stop them of getting involved in fields that are beyond their capabilities.
Sometimes their attitude and actions damage the museum’s image or
disturb visitors and their relations with the museum. These situations are
eliminated by proper training of volunteers, good practices in volunteer
management and application of the volunteers' handbook. Diplomacy
is sometimes needed not to turn away important volunteers, meaning
influential persons within the community who get involved in cultural
activities but are not so flexible in obeying the directions of the museum’s
employees.

Integration in the museum’s community is another issue of concern
related to the relations between employees and volunteers. Cooperation
with volunteers is not enough to obtain the best results. Volunteers should
feel they are part of the museum, members of the team. It is not enough
to appreciate their work and involvement, one needs to integrate them
into the museum’s organizational culture. When volunteers feel they are
a real part of the team, their confidence in the museum increases, as well
as their involvement. If they are not integrated into the museum culture,
the museum could not only rely more on them, they could just disappear
when something occurs and they are not able to participate in museums
programs. As part of the museum team, they will promote the museum
inside the community and attract more visitors. Studies reveal that there
is a direct influence of the level of confidence and that of volunteering
(Bowman 2004). We highlight that the volunteers’ involvement and
confidence will also determine the confidence of the local community.

Even if a high level of confidence regarding a museum exists within a
community, that museum should develop special promotional campaigns
in order to attract volunteers. Members of the local community could be
open to getting involved into cultural and educational activities, could
trust the museum, but they could not know what are the opportunities
offered, the capabilities required etc. They could be reticent to offer
their services or just they do not believe that they are suitable to work
with the museum. Therefore, the museum has to actively offer them the
opportunity to volunteer for their benefit, for the museum’s, as well as
for the local community’s and for the museum’s and visitors’ profit.
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In order to effectively attract volunteers and to manage them properly,
the museum should understand its volunteers and interactions that occur
inside the museum related to them, as well as the volunteer market.
In this context, even if they are sometimes time consuming and not
very inexpensive, the museum should periodically undergo marketing
research. The most important research topics are the characteristics
of volunteers, the motives of volunteering and the context in which
volunteering occurs (Bussell & Forbes 2002, 245). Based on these
studies, the museum should develop its volunteer policy, recruitment
procedures as well as volunteer opportunities. By understanding
volunteer expectations, the museum could better design organizational
support and the volunteers’ activities.

The volunteer management is a process of continuous exchanges. It
will be successful if all the involved parties are satisfied. The beneficiaries
are not only the museum and its volunteers but also the museum visitors
and the community of which the volunteers are part. Thus volunteers
could become a bridge between museums and communities and a source
of museums’ development.
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BUCHAREST MUSEUMS
AND THE CONTEMPORARY PUBLIC

Nadia NAZARCHEVICI

Motto: The cultural values belong to the past, but they have to recreate
realities and landmarks from the present. (PhD Associate Professor
Dumitru Bortun — Communication students’ National Congress, 2010)

Museums play an important part in the cultural, social and economic
life of a country, being capable of providing benefits not only at an
individual level, but also at a collective one. Moreover, museums store
the memories, cultures, dreams and hopes of peoples all over the world.

If we were to analyse the public's reactions to the museums' offer,
we would notice that they are very different. There are some that go to
a museum very often — loyal visitors, but also others that very seldom
visit a museum, if ever. However, in most cases, museums are deemed as
being static, sophisticated and unfriendly. They are cultural repositories
and memory recipients that are not making any efforts to try and meet
the public, because they feel that those who need it will find them. In
Museum Management and Marketing, Richard Sandell states that this
reaction is characterised by indifference, excessive prudence, scepticism
and the desire of not altering the national values and the existing work

practices (Sandell Richard and Janes R. Robert, 2007: 348).

Obviously, this is the wrong approach. If their aim is to attract visitors,
museums should acquire a public dimension and promote themselves
as agents able to provide cultural experiences with a long-lasting and
positive social impact.

The 21* century brought a major change in the relation between
museums and their public. Being face-to-face with the contemporary
visitors, more and more museums started to be aware of the part they play
and gradually shifted from “being something” to “being for someone”.
We could even talk about a public pressure exerted by users of cultural
products and services. They are the ones that made museums recreate
themselves as institutions for the people, a place where they can spend
their free time and (re)find the cultural heritage values.
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Today, some museums have grasped the extremely important social role
they play; through the significant impact they have on the communities
where they are active. Museums are defined more and more as a leisure
location. At the same time, through the attractive and interactive
programmes, the museums also fulfil their educational role.

Museums are for people. Understanding the visitors' needs,
expectations and desires are essential for a successful museum, says
Timothy Ambrose, author of “Museum Basics” (Ambrose Timothy
and Paine Crispine, 2006:19). To this end, we have to highlight the
importance of marketing research that helps museums identify and
meet the needs specific for every category of visitors. Culture means
dialogue and dissemination; it can be defined as part of the whole only
if it is disseminated, claims Hans- Georg Gadamer in “Praise of Theory:

Speeches and Essays™ (Gadamer H-G., 1998).

It is practically impossible to speak of marketing and public relations
in the cultural field, if the dissemination element is missing. It is not
enough to disseminate the truth; it has to be convincing. You succeed
in convincing those that correctly get the messages conveyed to them.
But these are not universal messages; each type of public should have a
specific message.

The main quality of modern museums is that of having reduced the
communication and interaction gap between the institution of museums
and the public. Museums have understood that it is not enough just
to passively display their collections. Thus, the museum institution no
longer focuses only on collections and scientific research, but also on
the visitors, by carefully analysing their needs. The difference between
the contemporary visitor, the one defining today's generation, and its
“predecessor” is the desire of seeing the museum not only as an education
environment, but also as a relaxing and interactive one, that is adjusted
to the current realities. He wants to be encouraged and motivated to
discover the cultural patrimony.

Consequently, museums have evolved from organisations focused only
on products and scope, to consumer-oriented entities. For a long time,
museums have been seen as elitist institutions, just like their public, who
was supposed to choose a museum solely based on the values that were
to be found there. Focusing on the public meant changing the approach,
attracting more visitors and making them loyal.
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But let's come back to the modern visitors, who present some
differences as compared to the ones in the past. First of all, there is a
wider audience, more demanding, more aware of the quality of products
and services, because they have access to more sources of information
and pass time. This educated, extremely demanding public is represented
by the elites.

At the same time, museums want to avoid elitism and to attract a
public that, so far, has never set foot in one of them. High culture and
mass culture are complementary. This message is also conveyed by the
great Romanian actor Victor Rebengiuc, in an interview for the online
version of Business Magazin, in February 2010: I don't think it is normal
for one cast to be isolated, to be an island in an ocean of misery. Elitism
should live together with what generates it. Elitism should be democratic
and being part of the elite means being part of a people, being among one
of the most capable members of a nation, and that everything you do is for
that people.

Without lowering their standards, some museums developed strategies
aimed at making the masses visit them. And a good example here is
the Night of museums, an event originating in France. On this occasion,
each year in the month of May, numerous museums in Europe can be
visited for free and are open all night for visitors. The Night of museums
was launched in 2005, as an initiative of the Ministry of Culture and
Communication in France. In fact, the event has been organised since
1999, its original name being the Spring of museums. As of 20006, the
Night of museums has been organised under the Council of Europe's
patronage, and last year's event also under the UNESCO patronage.
The Night of museums is the nightly equivalent of the International
Museum Day, celebrated on the 18" of May and introduced by the
International Council of Museums (ICOM).

"There are at least three elements that render the Night of museums an
innovative event, with an impact on the culture consumers. First of all,
the Night of museums offers the public the experience of 2 different visit
at the museum. On this occasion, the museum institutions come up
with innovative ideas and propose to the public all types of activities that
supplement the experience of visiting the permanent exhibits.

Other two important aspects, mentioned when promoting the Night

of museums, are the fact that the event s free of charge and the museums
can be visited at night. Zhe free of charge aspect eliminates the barriers
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between public and museums, generating the idea of “culture for everyone”,
mentioned Frédéric Mitterand, Minister of Culture and Communication
in France, at the inaugural conference of the 6™ edition of the European
Night of museums (2010). At the same time, the public has the possibility
of discovering the cultural heritage in a mysterious atmosphere, created
by the night-fall. This initiative has not been random, because the
association of night and museums aimed at rendering the event a specific
significance. Museums are quiet and clam, just like the night [...], and
the mystery of the night and the attractive peacefulness of museums is an
attracting element for the public, added the French minister.

Romania is also involved in this European programme, and the
number of participants increases from one year to another. Actually, the
Romanian museums operate on full capacity only during the Night of
museums. Attracted by the fact that the event is free, and maybe by its
magnitude, thousands of Romanians queue up for dozens of minutes in
order to visit these museums.

Between the 1% and 5" of June 2010, I conducted a marketing
survey (Promoting the Bucharest Museums) that included 271 Bucharest
residents. The survey also showed the respondents’ attitude towards
the Night of museums event. Results show that the Bucharest public
is attracted by the social meaning of the Night of museums event. For
most respondents, this is a way of getting to know the museum heritage,
of spending time with their family, friends or co-workers and of being
involved in the activities organised by the museums. Thus, the Night of
museums is a way of showing contemporary visitors all the entertainment
possibilities offered by a museum. The fact that the event is free-of-
charge is another aspect that attracts participants, a sign that this type
of offers are captivating for the general public, that does not hesitate in
taking advantage of them. The Night of museums event can be included
among the successful, innovative approaches adopted by museums, and
the incredible performance scored by the Bucharest museum institutions
is that of attracting that category of the public that doesn't use to go to
a museum.

Although not many Romanian cultural institutions admit it, cultural
products, just like material goods, are sold on the market. And whereas
material products have a practical utility, the cultural products try to
meet some spiritual needs. Cultural products are symbolic goods and
require from consumers elementary knowledge and cultural habits.
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On a market where the competition in the cultural field is more and
more present, and where the population's time and financial resources
are limited, offering the public the best alternative for spending their
free time is a tough job, especially for museums. First of all, the most
difficult thing for museums is to become noticeable and be perceived as
a friendly, accessible entity that offers unique experiences to its visitors.

Switching from the museum-temple to the museum-forum is seen as
a normal thing in all major museums of the world. In Romania, this
tendency still has to face some impediments that do nothing but delay
the process. However, there are museums that have understood the
importance of dialogue and adjusting the messages to all types of public.

As for the Bucharest museums, we notice a positive development in
the approach of modern visitors. Moreover, some marketing strategies
are very well designed and are implemented by means of very good
innovative techniques: from antique products and food fairs, 3D photo
exhibitions, cinema halls, Facebook and Twitter accounts, to coffee
shops and modern museum souvenirs — all designed and adapted by
the Bucharest museums, in order to efficiently attract the contemporary

public.
Web 2.0 and the Bucharest museums

Around 2004, when the Web 2.0 term appeared, we start speaking of a
new stage of the internetand, consequently, a new way of communication.
The term Web 2.0 was used for the first time by Tim O" Reilly who, in the
article Web 2.0 Principles and Best Practices describes it as a set of economic,
social and technological trends that altogether set the basis for a new internet
generation, characterised by the user's active involvement (O Reilly Tim
and Muser John, 2006). These new means of communication (MySpace,
Facebook, YouTube, Wikipedia, Blog, Twitter, Flickr and so on) are
called new media and are designed to provide people with all necessary
instruments in order to create and disseminate contents in the online
environment, in order to share opinions and experiences.

At the Webstock 2010 Conference, the results of the Who's gerting
social in Romania survey were made public. The survey was conducted
in August 2010 by the market research and marketing company
Daedalus Millward Brown, and apart from relevant information on the
social networks in Romania, it also ranks the online social networks
preferred by Romanians. According to this rank, during the last year
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the Facebook communication platform recorded a boost, outranking
the Hi5 socialisation network and thus becoming the new leader of the
social networks in Romania. Also called the internet's text message, the
micro-blogging network Twitter is also continuously developing — the
number of Romanians who have created accounts on this social network
is constantly increasing.

Since an important category of the museum visitors is represented
by the young public, that is more and more present online, several
Bucharest museums have created accounts on the Facebook and Twitter
social networks. The audience, that here is called friends, fans, followers
and those following the museum activity is constantly informed about
the programmes developed by the museum institutions.

This marketing strategy adopted by the Bucharest museums is based
on the changes triggered by the technological development and on the
statistical data on the development of social networks.

The most important aspect taken into account by museums that
developed marketing strategies is that of the age groups of the people
choosing to use this social network. According to www.facebakers.com,
the website providing official and updated information on the worldwide
Facebook users, 37% of the Romanians who have an account in this
network are aged between 18 and 24 years. The second category, 34% of
users, is represented by Romanians between 25-34 years old. The 35-44
years age group is the third one, with 11%. What's worth mentioning
is that more teenagers have shown interest in this social network, and
the users aged from 13 to 17 represent 13% of all Facebook users in
Romania.

In order to discover the profile of those using the Twitter micro-
blogging network, Cristian Manafu conducted the study RoTwitter
Suvey that analysed not only the personal accounts, but also those of
organisations. At the same time, the survey provides demographic and
behavioural statistics about the Twitter users in Romania. According to
RoTwitter Suvey 2010, 84% of the Twitter users in Romania are aged
between 18 and 35.

According to Dragos Stanca, new media specialist, Facebook entered the
online environment as a student network. More developed than the Hi5
platform, Facebook especially addresses people with higher education.
These users associate Facebook with the idea of intimacy and relaxation.
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At the same time, many use this social network as a way of managing
their own image. As for those using the Twitter micro-blogging site, they
focus on self-development and financial gains. In most cases, they also
have their own blogs and are interested in networking.

In the following paragraphs I will make an analysis of the Facebook
and Twitter accounts of the Bucharest museums that will show how
they adjusted to the new promotional trends, in order to attract the
contemporary public. The criteria taken into account when conducting
the assessment were the online activity (museum discourse, quality and
frequency of the posts) and the number of friends.

I will start with the National Museum of Art of Romania, who has
tried to communicate with its public by means of two interaction
services provided by Facebook: National Museum of Art of Romania
and MNAR Arts. These two interaction services used by the museum
are characterised by a great number of friends and fans, as well as by
the systematic activity they perform. Thus, MINAR Arts has about 5000
friends, whereas the National Museum of Art of Romania has over 12600
fans. Both pages, the fans and friends, are very active on Facebook. The
public is carefully and frequently informed about all the events organised
by the museum, and the photos section is constantly updated.

Apart from these, on Facebook there is another account, the MNAR
Friends. The MNAR Friends is an NGO created in 1998 to provide
moral and financial support for the National Museum of Art of Romania.
The account has about 200 online friends and a fairly good presence on
Facebook: the events are constantly updated and the public can learn
about the museum visiting hours.

One of the reasons for having various services for interacting with
the public, within this social network, could be the limits imposed
for managing the number of users. For the friends account, Facebook
allows a maximum number of 5000 friends, for a group maximum 3000
members and for the fan page, there are no limits. At first sight, the
simultaneous use of these services could confuse the public. However,
since the messages sent are unitary, the users focus on the museum
institution sending them and only later do they pay attention to the
account from where they were sent. At the same time, using several
services to interact with the public, provided by Facebook, gives the

museum the possibility of reaching the highest number of real or possible
visitors.
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Another museum extremely active on Facebook is the Romanian
Peasant Museum. The Museum has reached the maximum number of
friends allowed by this social network, and the fan page has over 6300
users. Just like in the case of the National Museum of Art of Romania,
both services post the same messages that are constantly updated and
adjusted to the public that is part of this social environment.

Unlike the National Museum of Art of Romania and the Romanian
Peasant Museum, the National Museum of Contemporary Art chose to
have a group on Facebook — the Friends of MINAC group has about 530
members. If you become a member of this group, you will be informed,
from time to time, about the events to which the MNAC invites its
contemporary art-loving friends.

The Romanian National Geology Museum has a Facebook account
with about 600 friends. The museum, that on this social network is
called the lgr Geological Museum informs its friends about its activities
and presents photos and videos from the events they organise. The term
Igr comes from the Romanian Geological Institute, and the account has
links to this institution and to the official web page of the museum.

The National Museum of Romanian History is another museum
institution with a Facebook account. In fact, this social network also
has a group of friends called the History Museum, another independent
association that mentions that the official page of the museum is MNIR.
If for the 430 friends of the association new information is seldom
posted, the MNIR fan page communicates very efficiently with its
public. Thus, the 1100 MNIR fans constantly receive details about the
events organised by the museum.

In the beginning of 2010, the Romanian Literature Museum also joined
the Facebook online community. Up to this moment, the museum has a
little over 730 fans and a well-organised activity. Recently, the Romanian
Literature Museum decided to use another interaction service provided
by Facebook. Thus, Mnlr Romania was created, with over 1000 friends
that are carefully informed about all events taking place at the museum.

The National Philatelic Museum doesn’ t communicate too often with
its 220 fans from this social network. The page displays photos from
the events organised by the museum, and the information is posted,
on average, once a month. 7he “Amiral Vasile Urseanu” Astronomical
Observatory has had, so far, a pretty modest presence on Facebook, with
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only 35 fans and just one piece of news posted. This institution belongs
to the history museums and is the only Astronomical Observatory in
Bucharest open for the general public.

If, for Facebook, museums adapted pretty fast to the new trends in
communicating with the public, when it comes to the museums being
present on the Twitter social network, things are different. Thus, only two
museum institutions have accounts on Twitter: the Romanian Peasant
Museum (MuzeulTaranului) and the National Museum of Romanian
History (MNIR_). MuzeulTaranului has about 550 followers, whereas
MNIR_ about 80. The messages posted here are pretty similar to those
on Facebook, just that on Twitter they have been adjusted for the number
of characters imposed by this social network. Since Facebook became the
new leader of the social networks in Romania, and Twitter is constantly
developing, more and more museums could gradually choose to join
these social networks.

The museum institutions that want to interact online with the current
and possible culture consumers should also take into consideration the
type of the organisation and the specificity of the social network. As I
have already mentioned, the two types of cultures existing in a society
are complementary. Consequently, there shouldn't be a selection of
the individuals that will receive the products and services of a cultural
institution. However, this “filter” (communicating on Facebook and
Twitter, to the detriment of Hi5 and Neogen) is used a lot by these
institutions. If they fail to adjust to these requirements, they risk wasting
many resources trying to get to a public that, for the time being, does
not need symbolic products. One cannot ask for an understanding and a
constant use of cultural products from those environments where culture
hasn"t reached too often, if ever.

Under these circumstances, several Bucharest museums grasped the
importance of education programmes that they have been successfully
organising for some time now. The National Museum of Art of Romania
organises various programmes, courses and workshops that involve
children, teenagers, youngsters and adults. 7he Family Programme (4-12
years old), the Teenagers Programme (13-18 years old), the “Bird hidden
in the stone” workshop (4-14 years old), Cultural Rendez-vous (adults),
together with other activities organised by the museum are aimed at
capitalising the museum's heritage, with an approach suitable for each
age group, through interactivity and team work. Other Bucharest
museums (the Romanian Peasant Museum, the National Museum
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of Romanian History, and the “Grigore Antipa” National Museum
of Natural History) developed educational programmes and creative
workshops, designed for the youngest public, in order to develop the
habit of interacting with the museum environment from the tender ages.

If on the micro-blogging networks it is possible to post only short
texts, the blogging platform — those areas that host personal blogs, offer
users a more generous space. A blog is a personal website where the
author posts articles, called posts, which are displayed in a chronological
order, broken down into categories, and the visitors can comment on
them. As for the blogs of Romanian museums, there are two situations:
in Bucharest there are museums that use the blogs to hold virtual
meetings with the public that s interested in the museum activity (heep://
muzeultaranuluiroman.ro/blog/, http://enescumuseum.blogspot.com/),
whereas at national level there are specialised blogs whose aim is to be
information and debate forums for the professionals in the museum
field (http://coliasmuseo.wordpress.com/, http://muzeu.blogspot.com/,
http://showmuz.wordpress.com/). These platforms create real online
communities and are pretty efficient from a communications point of
view. The appearance and development of blogs is another example
of successful communication and proves, once again, that the online
interaction is a phenomenon that cannot be ignored.

The museum-visitor relation is a complementary one. On one hand,
the visitors need the museum for its cultural and spiritual value, but also
for spending their free time. On the other hand, the cultural heritage
hosted by museums represents a true value only if there are visitors.
The public that consumes culture helps museum institutions achieve
their mission. Under these circumstances, museums have the mission
of packing the cultural heritage they have in such a way as to make it
attractive for the public. In other words, the substance is still the same,
whereas the form is the one that makes the contemporary visitor come
to the museum.

As long as this does not affect its major functions, any museum can
develop its qualities of cultural area by adding entertainment possibilities.
The fact that museums are trying to attract new types of public and
them continuously adjusting to the contemporary visitor's demands are
visible signs of the encouraging evolution of museums in Bucharest. I
am also optimistic when it comes to the part that museums will play in
the future. In my opinion, if museums meet the public's expectations
and use the possibilities offered by the continuous development of
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the cultural environment, they will succeed in being more and more
appreciated by the general public and will contribute to the society's
development.
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MUZEELE BUCURESTENE SI PUBLICUL
CONTEMPORAN

Nadia NAZARCHEVICI

Motto: Valorile culturale apartin trecutului, dar ele trebuie si
redescrie realititile si reperele din prezent. (Conf univ. dr. Dumitru
Bortun, Congresul National al Studentilor la Comunicare, 2010)

Muzeele joaci un rol important in viata culturali, sociali si economici
a unei tari, fiind capabile si furnizeze beneficii att la nivel individual,
cat si la nivel colectiv. Mai mult decit atit, muzeele pastreaza amintirile,
culturile, visele si sperantele popoarelor din intreaga lume.

Daci ar fi sa analizam reactiile publicului la ofertele muzeelor am
observa ca ele sunt destul de variate. Exista persoane care merg foarte des
la muzeu - vizitatorii fideli, dar si persoane care viziteazi un muzeu foarte
rar, sau chiar deloc. Totusi, de cele mai multe ori, muzeele sunt percepute
ca fiind statice, sofisticate si neprietenoase. Niste depozite culturale si
recipiente de memorie, care nu se gribesc sa faca niciun pas spre public,
pentru ci sunt de parerea ca cei care au nevoie de ele le vor gasi. Aceasta
reactie poate fi caracterizati prin indiferentd, prudenta exageratd,
scepticism si dorinta de a pastra intacte valorile nationale si practicile
de lucru existente, sustine Richard Sandell in Museum Management and
Marketing (Sandell Richard si Janes R. Robert, 2007: 348).

Bineinteles ca o astfel de abordare este gresita. Daca isi propun sa
atragd vizitatorii, muzeele trebuie sa isi insuseasca dimensiunea publica si
si se promoveze ca agenti capabili s ofere experiente culturale cu impact
social pozitiv si de durata.

Secolul XXI a adus o schimbare substantiali in relatia dintre muzeu
si publicurile sale. Fiind fata in fata cu vizitatorul contemporan, tot
mai multe muzee au devenit constiente de rolul pe care il joaca si au
trecut treptat de la etapa de ,a fi ceva” la cea de ,a fi pentru cineva”. Se
poate vorbi chiar de o presiune publici din partea consumartorilor de
produse si servicii culturale. Ei sunt cei care au determinat muzeele sa
se repozitioneze ca institutii pentru oameni, locul unde acegtia pot sa isi
petreaci timpul liber si sa (re)gaseasca valorile patrimoniului cultural.
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Astizi, exista muzee care au inteles ci indeplinesc un rol social extrem de
important, prin impactul semnificativ pe care il au asupra comunitatilor
in care activeazi. Se contureazi tot mai mult rolul muzeelor ca medii de
petrecere a timpului liber. De asemenea, muzeele isi indeplinesc altfel
rolul educativ, prin intermediul programelor atractive si interactive.

Muzeele sunt pentru oameni. Intelegerea nevoilor, a asteptarilor si a
dorintelor vizitatorilor reprezinti elementele esentiale ale unui muzeu de
succes, afirma Timothy Ambrose, autorul cartii Museum Basics (Ambrose
Timothy si Paine Crispine, 2006: 19). In acest sens, trebuie subliniat
rolul cercetirilor de marketing, care ajutd muzeele si identifice si sa
satisfaca nevoile specifice fiecirei categorii de public. Cultura inseamna
dialog si transmitere. Ea poate fi definiti ca un domeniul al intregului
doar daci este transmisi, subliniaza Hans-Georg Gadamer, in ,Praise of

Theory: Speeches and Essays™ (Gadamer H.-G., 1998).

Este practic imposibil si vorbim de marketing si relatii publice in
domeniul cultural daci fundamentul transmiterii lipseste. Un adevar
transmis nu este suficient daci nu este si convingitor. Reusesti sa fii
convingitor cu cei care percep corect mesajele care le sunt adresate.
Aceste mesaje nu pot fi universale, pentru fiecare public in parte se
elaboreazi un mesaj specific.

Calitatea esentiala a muzeelor moderne este micsorarea distantei de
comunicare si interactiune dintre institutia muzeala si public. Muzeele au
inteles ci nu este suficient doar si-si expuna colectiile intr-un mod pasiv.
Astfel, institutiile muzeale nu se mai axeaza doar pe colectii si cercetare
stiintifica, dar se orienteaza si spre vizitatori, analizand cu atentie nevoile
acestora. Ceea ce il face diferit pe vizitatorul contemporan, cel care
defineste generatia de astazi, de , predecesorul” siu, este dorinta de gisi
la muzeu un cadru nu doar educativ, dar si relaxant, interactiv si adaptat
realitatilor actuale. Vizitatorul contemporan asteapti si fie implicat
intr-o comunicare activa cu muzeul. El vrea sa fie incurajat si motivat sa
descopere patrimoniul cultural.

Asadar, muzeele au evoluat de la organizatii concentrate doar pe produs
si scop la cele axate pe consumator. O perioadi indelungati, muzeele
erau considerate institutii de elitd, ca si publicul consumator, care se
spunea ci va alege sa viziteze un muzeu exclusiv pentru valorile pe care le
va gisi acolo. Orientarea spre public a insemnat schimbarea strategiei de
abordare, atragere si fidelizare a vizitatorului.
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Dar sa ne intoarcem la vizitatorii de astizi, care au citeva calititi diferite
de cele ale vizitatorilor din trecut. In primul rind, audienta este mai
diversa, mai exigenta, mai constienti de calitatea produselor si serviciilor
de care beneficiaza, pentru ci are acces la mai multe surse de informare
si de petrecere a timpului liber. Acest public educat si cu cerinte foarte
mari este reprezentat de elite.

Pe de alta parte, muzeele si-au propus sa evite elitismul si si atragi un
public care, panid acum, nu le-a pasit pragul niciodati. Cultura inalta
si cultura de masa sunt complementare. Acesta este mesajul pe care il
transmite si marele actor roman Victor Rebengiuc, intr-un interviu
acordat variantei online a revistei Business Magazin, din luna februarie
2010: Nu cred ci e normal si existe o castd care s fie izolatd, sa fie o insuli
intr-un ocean de nenorocire. Elitismul trebuie si existe impreund cu ceea
ce il emand. Elitismul trebuie si fie democrat, iar a face parte din elita
inseamnd cd faci parte dintr-un popor, dintre oamenii cei mai capabili ai
unei natii si ci tot ceea ce faci este pentru poporul respectiv.

Firi si coboare standardele, unele institutii muzeale realizeaza strategii
care urmiresc sa determine multimea sa le viziteze. Un exemplu relevant
este Noaptea muzeelor — un eveniment initiat de Franta. De Noaptea
muzeelor, anual, in luna mai, numeroase muzee din Europa pot fi
vizitate gratuit, fiind deschise toatd noaptea pentru vizitatori. Noaptea
muzeelor a fost lansatd, in anul 2005, la initiativa Ministerului Culturii
si Comunicirii din Franta. De fapt, acest evenimentul este organizat
incepind cu anul 1999, numindu-se la inceput Primavara muzeelor. Din
anul 2006, Noaptea muzeelor se desfisoara sub patronajul Consiliului
Europei, iar de la editia de anul trecut, si sub cel al UNESCO. Noaptea
Muzeelor este corespondentul nocturn al Zilei Internationale a Muzeelor,
sarbitorita pe 18 mai si instituitd de Consiliul International al Muzeelor/
International Council of Museums (ICOM).

Exista cel putin trei elemente principale care fac ca Noaptea muzeelor
si se incadreze in categoria evenimentelor inovatoare si de impact
asupra consumatorilor de culturi. In primul rand, Noaptea muzeelor
oferi publicului experienta unei altfel de vizite la muzeu. De Noaptea
muzeelor, institutiile muzeale se intrec in idei inventive pentru a propune
publicului activititi, care vin sa completeze experienta vizitarii colectiilor
permanente.

Alte doui aspecte importante pe care se pune accentul in promovarea
Noptii muzeelor sunt gratuitatea evenimentului si vizitarea muzeelor pe
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timp de noapte. Gratuitatea evenimentului face sa dispari bt’l,rz'era. dintrf’
public si muzee, transmitind ideea de ,culturi pentru fiecare”, a tinut sa
mentioneze Frédéric Mitterrand, Ministrul Culturii si Comunicarii
din Frama, cu ocazia conferintei de dc§chidere a celei de-a Vl-a editii
a Noptii ,eurapene a muzeelor (2010). In acelasi timp, publicului i se
ofer posibilitatea de a cunoaste patrimoniul cultural intr-o atmosfera
misterioasi conditionati de lisarea noptii. Ideea unei astfel de initiative
nu a fost intimplitoare, intrucit, corelarea dintre noapte si muzee si-a
propus si aduci o semnificatie aparte evenimentului. Muzeele sunt
ticute si calme, asa cum este si noaptea [...], iar misterul noptii si linistea
atrigitoare gazduitd de muzee reprezintd un punct de atractie pentru public,
a mai precizat ministrul francez.

Romania este implicata si ea in acest program european, iar numarul
participantilor creste semnificativ de la un an la altul. Practic, muzeele
romanesti functioneaza la capacitate maximi doar in timpul Noptii
Muzeelor. Atrasi, in mod special, de gratuitatea evenimentului si de
amploarea acestuia, mii de romani stau zeci de minute la coad pentru a
vizita mai multe muzee inscrise in circuit.

In perioada 1-5 iunie 2010, am realizat o cercetare de marketing
(Promovarea muzeelor bucurestene) la care au participat 271 de rezidenti
in Bucuresti. Studiul a scos in evidentd si atitudinea respondentilor
fata de evenimentul Noaptea muzeelor. Rezultatele ne indica faptul ca
publicul bucurestean este atras de semnificatia sociala a evenimentului
Noaptea muzeelor. Pentru majoritatea respondentilor, acest eveniment
reprezinti o modalitate reusitd de a cunoaste patrimoniul muzeal, de
a petrece timpul cu familia, prietenii sau colegii si de a participa la
activitatile conexe organizate de muzee. Prin urmare, Noaptea muzeelor
este 0 ocazie buna de a demonstra vizitatorului contemporan calitatile de
entertainment pe care le poseda un muzeu. Gratuitatea evenimentului
reprezinta o alta oportunitate atractiva pentru participanti, semn ca acest
gen de oferte sunt captivante pentru public, care nu ezita sa beneficieze
de ele. Evenimentul Noaptea muzeelor poate fi incadrat in categoria
tacticilor inovatoare de succes adoptate de muzee, iar performanta
deosebita inregistrati de institutiile muzeale bucurestene este atragerea
acelei categorii de public care nu obisnuieste si meargi la muzeu.

Desi putine institutii culturale romanesti recunosc acest lucru, produsele
culturale, la fel ca si bunurile materiale, se vind pe piagi. In timp ce
produsele materiale au o utilitate practici, specificul produselor culturale
este dat nevoile spirituale pe care acestea le satisfac. Produsele culturale
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reprezintd niste bunuri simbolice si necesiti din partea consumarorului
un nivel minim de cunostinte si deprinderi culturale.

Pe o piata in care concurenta in sfera culturii este din ce in ce mai
accentuatd, iar resursele financiare si cele de timp ale populatiei sunt
limitate, sa oferi publicului cea mai buni alegere de petrece a timpului
liber reprezinti o sarcina dificili, mai ales in cazul muzeelor. In primul
rind, misiunea cea mai grea pentru muzee este si se faci vizibile si si se
pozitioneze ca o entitate prietenoasd, accesibila si care ofera experiente
unice vizitatorilor sii.

Trecerea de la muzeul-templu la muzeul-forum este considerati o
normalitate in toate muzeele mari ale lumii. In Romania, aceasti
tendinta continua si intimpine rezistente, care nu fac decit si intarzie
acest proces. Exista, totusi, muzee care au inteles importanta dialogului
si a adaptarii mesajelor pentru fiecare categorie de public in parte.

In ceea ce priveste institutiile muzeale bucurestene, se poate observa
o evolutie pozitiva in abordarea vizitatorului contemporan. Mai mult,
unele strategii de marketing sunt foarte bine elaborate i prind contur
prin intermediul unor tactici inovatoare foarte reusite. De la targuri de
antichitati si produse culinare, expozitii de fotografie 3D, sili de cinema,
cont de Facebook si Twitter la cafenele si suveniruri muzeale moderne -
toate sunt gandite si adaptate de muzeele bucurestene cu scopul abordarii
eficiente a publicului contemporan.

Web 2.0 si muzeele bucurestene

In jurul anului 2004, odati cu aparitia termenului Web 2.0, vorbim de
o0 noui etapi a internetului si, implicit, a modului de comunicare. Pentru
prima data, termenul Web 2.0 a fost utilizat de Tim O’Reilly care, in
articolul Web 2.0 Principles and Best Practices, il descrie ca fiind un set de
tendinte economice, sociale si tehnologice, care impreund formeazi bazele
pentru o noud generatie a internetului caracterizata de implicarea activa a
utilizatorului (O’Reilly Tim si Musser John, 2006). Aceste mijloace de
comunicare (MySpace, Facebook, YouTube, Wikipedia, Blog, Twitter,
Flickr si altele) poarta denumirea de noile media, iar functia lor este de
a oferi oamenilor toate instrumentele necesare pentru a crea si distribui
continut in mediul online, cu scopul de a impartasi opinii §i experiente.

In cadrul conferintei Webstock 2010 au fost facute publice rezultatele
studiului Who's getting social in Romania. Acest studiu a fost realizat
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in luna august 2010, de citre compania de marketing si cercetare a
pietei Daedalus Millward Brown iar, pe lingd informatiile re{evgnte
cu privire la retelele de socializare din Romania, cercetarea oferd si un
clasament al preferintelor romanilor in materie de retele de socializare
online. Conform acestui top, pe parcursul ultimului an, platforma de
comunicare Facebook a cunoscut o remarcabila ascensiune, surclasind
reteaua de socializare Hi5 si devenind noul lider al retelelor sociale din
Romania. Numiti sms-ul internetului, reteaua de microblogging Twitter
se afla si ea intr-o continui dezvoltare - tot mai multi romani si-au creat
conturi pe aceasta retea de socializare.

Asa cum o categorie importanta a vizitatorilor de muzee o reprezinta
publicul tinir, care este tot mai prezent in mediul online, citeva muzee
bucurestene si-au creat conturi in cadrul retelelor sociale Facebook si
Twitter. Audienta, care aici poarta denumirea de prieteni, fani, urmdritori
si cei care urmdresc activitatea muzeului, este informata cu regularitate
despre programele derulate de institutiile muzeale.

Aceasta strategie de marketing, abordata de muzeele bucurestene, se
bazeazi pe modificarile generate de evolutia tehnologica si de datele
statistice cu privire la dezvoltarea retelelor de socializare.

Aspectul cel mai important, de care au tinut cont muzeele in elaborarea
strategiilor de marketing, este oferit de categoriile de varsta care aleg
sa utilizeze aceastd retea de socializare. Potrivit www.facebakers.com,
site-ul care oferd informatii oficiale si actualizate despre utilizatorii de
Facebook din intreaga lume, 37% dintre romanii care au un cont in
cadrul acestei retele de socializare au vérsta cuprinsi intre 18 si 24 de
ani. Ei sunt urmati, la mica distanta, de publicul 25-34 de ani, care
reprezinta 34% dintre utilizatori. Segmentul de varsta 35-44 de ani este
al treilea ca pondere si ne indica un procentaj de 11%. Este important
de subliniat ca tot mai multi adolescenti au devenit interesati de aceasta
retea de socializare. Segmentul de varstd 13-17 ani reprezentaind 13%
din utilizatorii de Facebook din Romania.

Pentru a cunoagte profilul persoanelor care acceseazi reteaua de
microblogging Twitter, Cristian Manafu realizeaza studiul RoTwitter
Survey. Acest studiu urmareste analiza atit a conturilor personale, citsia
celor organizationale. In acelasi timp, studiul oferi statistici demografice
si de comportament ale utilizatorilor de Twitter din Romania. Potrivit
RoTwitter Survey 2010, 84% dintre utilizatorii de Twitter din Roméania
au varsta cuprinsa intre 18 si 35 de ani.
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Potrivit lui Dragos Stanca, specialist in new media, Facebook-ul
a ,pornit” in lumea online-ului ca o retea sociali studenteasci. Mult
mai elevata decit platforma Hi5, Facebook-ul se adreseazi in special
persoanelor cu studii superioare. Acesti utilizatori asociazi Facebook-ul
cu intimitatea si momentele de relaxare. In acelasi timp, foarte multi
dintre ei utilizeaza aceasta retea sociali ca pe un instrument pentru
managementul imaginii de sine. In ceea ce priveste utilizatorii care
folosesc site-ul de microblogging Twitter, acestia sunt axati pe dezvoltarea
de sine si realizarea materiala. De cele mai multe ori, ei au bloguri si sunt
concentrati pe networking.

In cele ce urmeaza, voi face o analizi a conturile de Facebook si Twitter
administrate de muzeele bucurestene, care va evidentia adaptarea
acestora la noile tendinte de promovare cu scopul atragerii publicului
contemporan. Criteriile de care am tinut cont in realizarea analizei s-au
axat pe activitatea online (discursul muzeal, calitatea si periodicitatea
informatiilor postate) si numarul de prieteni ai muzeului.

Voi incepe cu Muzeul National de Arta al Romaniei, care a incercat
sa comunice cu publicul sau prin doua servicii de relationare puse la
dispozitie de Facebook: The National Museum of Art of Romania si
MNAR Arts. Aceste doua servicii de relationare utilizate de muzeu
se evidentiazd prin numarul mare de fani i prieteni, precum si prin
activitatea sistematici pe care o manifestd. Astfel, MNAR Arts are
aproximativ 5000 de prieteni, iar 7he National Museum of Art of Romania
are peste 12600 de fani. Atat pagina de fani, cit si cea de prieteni sunt
foarte active pe Facebook. Publicul este informat cu mare grija si in mod
regulat despre toate evenimentele de la muzeu, iar sectiunea dedicata
pozelor este mereu actualizata.

De asemenea, pe Facebook poate fi intalnit si contul Prietenii MNAR.
Prietenii MNAR reprezinti o organizatie non-guvernamentala infiintata
in anul 1998, cu scopul sustinerii morale si financiare a Muzeului
National de Arti al Romaniei. Contul are aproximativ 200 de prieteni
online si o prezenti relativ bunia pe Facebook: evenimentele sunt
actualizate periodic, iar publicul este informat despre programul de
vizitare a muzeului.

O posibili cauzi pentru utilizarea mai multor servicii de relationare cu
publicul, in cadrul acestei retele de socializare, ar putea fi limitele impuse
in gestionarea numairului de utilizatori. Pentru contul de prieteni,
Facebook permite un numir de maxim 5000 de utilizatori, pentru grup
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maxim 3000 de membri, iar pentru pagina de fani nu se cunoaste o limita.
La prima vedere, utilizarea simultand a acestor servicii ar putea fi un
factor derutant pentru public. Totusi, tinind cont de faptul ci mesajele
transmise sunt unitare, utilizatorii isi orienteaza atentia asupra institutiei
muzeale care le emite si abia apoi asupra contului de la care acestea
parvin. In acelasi timp, folosirea mai multor servicii de interactiune cu
publicul, puse la dispozitie de Facebook, ii ofera muzeului posibilitatea
de a ajunge la un numir cat mai mare de actuali sau potentiali vizitatori.

O alta institutie muzeala cu o prezenta foarte activa pe Facebook este
Muzeul Tiranului Roméan. Numirul prietenilor Muzeului Taranului
Romdn a ajuns la limita impusi de aceasta retea de socializare, iar pe
pagina de fani muzeul are peste 6300 de utilizatori. Ca si in cazul
Muzeului National de Arta, ambele servicii transmit aceleasi mesaje, care
sunt actualizate sistematic si adaptate publicului, care face parte din acest
mediu de socializare.

Spre deosebire de Muzeul National de Arta al Romaniei si Muzeul
Taranului Roman, Muzeul National de Arta Contemporana al Romaniei
a ales sa detind un grup pe Facebook. Grupul Friends of MINAC are
aproximativ 530 de membri. Daci esti membru in acest grup, poti afla,
din cand in cand, la ce evenimente isi invita MNAC-ul prietenii iubitori
de arta contemporana.

Muzeul National de Geologie al Romaniei detine pe Facebook un cont
de aproximativ 600 de prieteni. Muzeul, care in cadrul acestei retele
de socializare poarta numele de Muzeul Geologic Igr, ofera prietenilor
sii informatii despre activititile sale, poze si inregistriri video de la
evenimentele pe care le deruleaza. Prescurtarea gr vine de la Institutul
Geologic al Romaniei, iar contul ofera link-uri spre aceasti institutie si
spre pagina oficiala a muzeului.

Muzeul National de Istorie a Romaniei este o alti institutie muzeali
care are un cont pe Facebook. De fapt, in cadrul acestei retele sociale
existd si grupului de prieteni Muzeul de Istorie, o alta asociatie
independenta, care precizeazi ci pagina oficiala a muzeului este MNIR.
Daci pentru cei peste 430 de prieteni ai asociatiei se posteazi mai rar
informatii cu privire la activitatea muzeului, pagina de fani MNIR se
evidentiaza detasat printr-o comunicare eficienta cu publicul sau. Astfel,
celor aproximativ 1100 de fani MNIR le ofera constant detalii despre
programul evenimentelor organizate de muzeu.
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La inceputul anului 2010 si Muzeul National al Literaturii Romine s-a
alaturat comunititii online Facebook. Pini in acest moment, muzeul
are putin peste 730 de fani §i o activitate bine organizati. Recent,
Muzeul Literaturii Romane s-a decis si mai beneficieze de un serviciu
de relationare oferit de Facebook. Asa a apirut Mnlr Romania, care are
peste 1000 de prieteni pe care ii informeaza cu mare atentie despre toate
evenimentele care au loc la muzeu.

Muzeul National Filatelic comunici relativ rar cu cei aproximativ
220 de fani pe care ii are in cadrul acestei retele de socializare. Pagina
pune la dispozitia fanilor poze de la evenimentele organizate de muzeu,
iar informatiile sunt postate, in medie, o dati pe luni. Observatorul
Astronomic ,Amiral Vasile Urseanu” are, pini in acest moment, o
prezenta foarte modesta pe Facebook: doar 35 fani si o singuri stire
postata. Aceasta institutie face parte din categoria muzeelor de istorie
si este singurul Observator Astronomic din capitala deschis publicului.

Daca in cazul Facebook-ului muzeele s-au adaptat mult mai repede
noilor tendinte de relationare cu publicul, atunci cind vine vorba de
prezenta muzeelor in cadrul retelei de socializare Twitter lucrurile stau
altfel. Prin urmare, doar doua institutii muzeale au conturi pe Twitter:
Muzeul Taranului Roman (MuzeulTaranului) si Muzeul de Istorie
a Romiéniei (MNIR_). MuzeulTaranului are 550 de utilizatori care ii
urmiresc activitatea, iar MNIR_ aproximativ 80. Mesajele scrise de
aceste muzee sunt aproximativ aceleasi ca cele postate pe Facebook, cu
mentiunea ca pe Twitter ele sunt adaptate limitelor de caractere impuse
de aceasti retea de socializare. Asa cum Facebook a devenit noul lider al
retelelor sociale din Romania, iar platforma Twitter este si ea in continui
crestere, tot mai multe muzee bucurestene ar putea si adere treptat la
aceste retele de socializare.

Institutiile muzeale care isi propun si interactioneze online cu actualii,
dar si cu potentialii consumartori de culturd, trebuie si tina cont de
afinitatea organizatiei si specificul retelei sociale. Asa cum am mentionat
mai sus, cele doud culturi prezente intr-o societate se completeaza
reciproc. Asadar, nu ar trebui sa existe o selectie a indivizilor care vor
beneficia de produsele si serviciile unei institutii culturale. Si totusi,
acest ,filtru” (comunicarea pe Facebook si Twitter, in detrimentul Hi5 si
Neogen) este adesea utilizat de institutiile cu un asemenea profil. Daca
nu se adapteazi acestor cerinte, ele risci sa risipeasci numeroase resurse
incercand si ajungd la un public care, deocamdata, nu are nevoie de
produse simbolice. Acolo unde cultura a ajuns extrem de rar, sau chiar
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deloc, nu poti avea pretentia intelegerii si a consumului constant de
produse culturale.

Dar actul cultural nu circuli prin singe, el se transmite chiar din
primii ani de viati. Prin urmare, publicul poate fi educat, iar muzeele
indeplinesc un rol important in acest proces de educare. Povestile spuse
de obiectele expuse in muzee au o valoare educativa. In acest context,
putem vorbi de extinderea limitelor muzeelor, iar acest lucru nu poate fi
privit decat ca o dezvoltare pozitiva.

In acest context, citeva muzee bucurestene au inteles importanta
programelor educationale, pe care le organizeaza cu succes de mai
mult timp. Muzeul National de Arta al Romaniei deruleazi mai multe
programe, cursuri si ateliere in care sunt implicatii copiii, adolescentii,
tinerii si adultii. Programul pentru familie (4-12 ani), Programul pentru
adolescenti (13-18 ani), Atelierul , Pasirea ascunsa in piatrd” (4-14 ani),
Rendez-vous cultural (publicul adult), precum si alte activitati sustinute
ale muzeului urmaresc punerea in valoare a patrimoniului muzeului
prin intermediul unei abordari potrivite fiecirui grup de varsta prin
interactivitate si stimularea lucrului in echipa. Alte cateva muzee
bucurestene (Muzeul Taranului Roman, Muzeul National de Istorie
al Romaniei, Muzeul National de Istorie Naturala ,Grigore Antipa”)
deruleazi programe educative si ateliere creative, care se adreseaza
publicurilor cu varste foarte mici, cu scopul de a crea deprinderi de
interactiune cu patrimoniul muzeal de la vérste foarte mici.

Daca pe retelele de microblogging se pot posta numai texte scurte,
atunci platformele de blogging — zonele unde persoanele intretin bloguri
personale, ofera utilizatorilor un spatiu mult mai generos. Un blog este
un website personal in care autorul publica articole. Aceste articole se
numesc posturi, sunt ordonate cronologic, pe diverse categorii si pot
fi comentate de citre vizitatori. In ceea ce priveste blogurile muzeale
romanesti, se pot distinge doua situatii: la nivel de Bucuresti, existi muzee
care utilizeaza blogurile ca loc de intilnire virtuali cu publicul interesat
de activitatea muzeului (http://muzeultaranuluiroman.ro/blog/, http://
enescumuseum.blogspot.com/), iar la nivel national, existi blogurile
specializate, careisi propun si fie un forum de informare si dezbatere pentru
profesionistii din domeniul muzeal (http://coliasmuseo.wordpress.com/,
http://muzeu.blogspot.com/, http://showmuz.wordpress.com/). Aceste
platforme creeaza adevirate comunititi in mediul online si sunt destul
de eficiente din punct de vedere al comunicirii. Aparitia si dezvoltarea
blogurilor reprezinta inci o formi de comunicare reusiti in acest mediu
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si ne convinge, o dati in plus, ci socializarea online este un fenomen ce
nu mai poate fi ignorat.

Relatia muzeu-vizitator este una care se completeazi reciproc. Pe de o
parte, vizitatorii au nevoie de muzeu pentru valoarea culturala, spirituala,
dar si posibilitatea petrecerii timpului liber, pe care o gisesc aici. Pe de
alta parte, patrimoniul cultural, gizduit de muzee, reprezinti o adevirata
valoare doar in prezenta vizitatorilor. Publicul consumator de cultura
ajuta institutiile muzeale si-si realizeze misiunea. In aceste conditii,
misiunea muzeelor este si @mbaleze patrimoniul cultural pe care il detin,
astfel incat acesta sa fie cit mai atractiv pentru public. Altfel spus, fondul
va riméne intact, iar forma va atrage vizitatorul contemporan la muzeu.

At timp cAt nu ii sunt afectate functiile de baza, orice muzeu poate
apela cu incredere la dezvoltarea calitatii sale de spatiu cultural cu potential
de divertisment. Orientarea muzeelor spre atragerea noilor categorii
de public, incercarea de adaptare continud la cerintele vizitatorului
contemporan sunt semne vizibile ale unei evolutii incurajatoare ale
muzeelor bucurestene. Mi declar optimista si atunci cind vine vorba
de rolul muzeelor in viitor. Consider ci, daca muzeele vor fi receptive la
asteptarile publicului si vor valorifica posibilitatile oferite de dezvoltarea
continui a domeniului cultural, vor reusi sa fie tot mai apreciate de

public si si contribuie la dezvoltarea societatii.
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LA RECEPTION DE IHISTOIRE
DANS UNE SOCIETE MULTTCULTURELLE

Rusalia CRACIUNOIU
Muséographe
Le Museé D'Art de Craiova

« Il est maintenant un fait connu que le croisement des cultures
est ce qui a fait que l'histoire a porté ses fruits », disait le renommé
anthropologue francais Claude Lévi-Strauss.

La Slovénie, assurant la présidence du Comité des Ministres du Conseil
de 'Europe, de mai jusqu’a novembre 2009, a organisé en 7-9 octobre de
la méme année le séminaire intitulé « Partenariat et nouvelles compétences
nécessaires pour enseigner I'histoire dans une société multiculturelle ».
Dans les débats, ont été présentées des pratiques de coopération entre les
institutions d’enseignement et les acteurs éducationnels. La collaboration
des partenariats entre I'école et les musées, les bibliotheques, les archives,
les médias, peut influencer la modalité d’enseigner I'histoire, contribuant
a une meilleure compréhension de l'autre et de chacun dans une
perspective européenne et mondiale.

Comme on le sait, il y a un accord dans les déclarations concernant
limportance du déroulement du processus éducationnel aussi dans les
autres institutions de culture, non seulement aux écoles. Le Comité des
Ministres du Conseil de I'Europe a établi, le 31 octobre 2001, quelques
recommandations pour les Etats membres de I'Union Européenne sur
I'enseignement de I'histoire dans I'Europe du XXI* siecle. Parmi celles-ci,
il y a une liste de sources qui devraient étre introduites dans le curriculum
national, telles que : la visite des musées et des archives, les excursions qui
contiennent des trajets historiques et la recherche des lieux historiques,
Putilisation des sources multiples, qui vont devenir des méthodes
d’enseignement, afin de mieux comprendre lhistoire. Le séminaire
déroulé dans la capitale de la Slovénie a souhaité répondre aux questions
comme : comment on peut réaliser 'application des recommandations
du Comité des Ministres ?, quel est le role des institutions culturelles
— musées, archives, médias — dans I'enseignement de lhistoire ?, quelle
est I'expérience de chaque participant au séminaire en ce qui concerne
I’enseignement des legons d’histoire ?

https://biblioteca-digitala.ro

53l



o4

REVISTA MUZEELOR

Dans la salle de conférence du Musée de la Ville de Ljubljana, les
spécialistes des musées, des instituts, des médias, des universités de toute
I'Europe ont partagé leur vision sur 'enseignement de I'histoire dans le

XXI¢siecle.

Une premiére étape dans I'approche de la thématique proposée a été
Pidentification de principaux probléemes rencontrés lors de I'enseignement
de Phistoire. La diversité culturelle et religieuse, de plus en plus visible
en Europe, peut conduire a des malentendus dans la perception de
«l'autre », nommé ainsi seulement parce qu'on ne sait pas son passé, donc
son histoire. Uencouragement du dialogue interculturel et interreligieux est
nécessaire pour une meilleure compréhension de I'histoire de I'Europe.
La promotion du concept didentité culturelle européenne, fondée sur
un ensemble de valeurs communes, vient soutenir I'enseignement de
I'histoire dans l'esprit du respect de « I'autre » et 'accomplissement de
la vision de chacun sur « 'autre ». Lécole joue le réle le plus important
dans I'enseignement de I'histoire. Au commencement du XXI¢ siecle, elle
a besoin de nouvelles méthodes d’enseignement qui impliquent aussi les
maitres et les professeurs que d’autres acteurs éducationnels. Le role de
I'éducateur de musée peut en étre un exemple. Il doit établir un équilibre
entre le contenu de la lecon d’histoire, proposé par le professeur, le
principal acteur éducationnel, et la méthode pédagogique utilisée pour
fournir des informations historiques. Lespace non-conventionnelle
offerte par les salles d’exposition peut devenir le meilleur cadre pour
construire des interprétations sans les éloigner de la vérité historique.

Les musées, les bibliotheques, les médiatheques, les archives locales
et nationales, les médias peuvent aider les citoyens de I'Europe a
comprendre les événements de différents points de vue. Dans une société
multiculturelle, seulement lz multiperspectivité peut nous aider pour que
«l'autre » devienne « I'un de nous ». Les partenariats entre les institutions
d’enseignement et les institutions culturelles mentionnées favorisent
lagrandissement de la qualit¢ de I'enseignement et I'apprentissage
au niveau de I'école. Dans la collaboration e