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Abstract
In a society marked by the digital issue and
the global pandemic by COVID-19, museums
have experienced the need to join new social
platforms where the youngest audiences
are. This context has led to an intensification
of the use of these channels, as well as a
reconfiguration of communication strategies
in the digital environment by museums. This
research analyses how the Museo Nacional
del Prado uses the TokTok platform within its
brand strategy and studies its production of
short video content, a characteristic format of
this social network. To this end, a case study was
conducted in which a structured interview with
personnel from the museum’s communication
and social networks area was preformed, as
well as a content analysis for which an ad hoc
analytical guide was prepared. The results show
that the narrative structure and the language
used are always adapted to the public and
the platform with rigour and respect, using an
informal register with the aim of transmitting
knowledge while still connecting more
efficiently with the consumption pattern of the
social network.

Resumen
En una sociedad marcada por la cuestión
digital y la pandemia mundial por COVID-19,
los museos han experimentado la necesidad
de incorporarse a nuevas plataformas
sociales, donde se encuentran los públicos
más jóvenes. El contexto ha propiciado una
intensificación del uso de estos canales, así
como una reconfiguración de las estrategias
comunicativas en el entorno digital por parte
de los museos. El objetivo de esta investigación
es analizar cómo el Museo Nacional del
Prado usa la plataforma TikTok dentro de su
estrategia de marca y estudiar su producción
de short video content, formato característico
de esta red social. Para ello, se aborda un
estudio de caso en el que se desarrollan una
entrevista estructurada con personal del
área de comunicación y redes sociales del
museo, así como un análisis de contenido
para el que se elabora una ficha ad hoc. Los
resultados muestran que la estructura narrativa
y el lenguaje utilizado se adecúan siempre al
público y a la plataforma desde el rigor y el
respeto, usando un registro informal con el
objetivo de transmitir conocimiento sin dejar de
conectar de forma más eficiente con el patrón
de consumo de la red social.
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1. Introduction
Tourism has experienced consistent growth and profound diversification, to the point that it has become
one of the fastest growing economic sectors in the world, acting as a driving force of socioeconomic
progress. Among the different types of tourism, cultural tourism is recognized as one of the most important
forms of tourist traffic in the world, particularly in Europe (Niemczyk, 2013). It has great capacity for
economic development (Mestanza & Revilla, 2016), which companies, communities and individuals
alike have each tapped into to generate employment, especially in the 21st century (Lord, 2002).
Cultural tourism is defined as any tourist activity in which the essential motivation of the visitor is to
learn, discover, experience and consume tangible and intangible cultural products at a particular
destination. It includes everything from art and architecture, historical and cultural heritage to culinary
heritage, literature, music, creative industries and living cultures, with their respective lifestyles, beliefs
and traditions (UNWTO, 2020).
In this sector, museums have positioned themselves as one of the main manifestations of contemporary
cultural tourism, due to their power of attraction. Depending on the user’s experience, we can distinguish
between two types of museums. On the one hand are museums focused on storing and conserving
different works and objects of value, such as art museums, for example. On the other hand are those
museums whose main objective is focused on the visitor’s cognitive experience, such as in the case of
science museums (Su & Teng, 2018). As resources for consumption, more than agents of conservation,
museums offer experiences based on a certain topic, supported by interpretation strategies designed
to inform and generate interest on the part of the visitor (Prentice, 2001). This function of museums
as settings for experiences, as opposed to being mere sites dedicated to conservation, has led to a
revolution in museology, due to its functions of education, entertainment and interaction with the visitor,
which have become increasingly more novel and creative (Roppola, 2013; Su & Teng, 2018; Belenioti
& Vassiliadis, 2017).
As businesses, museums have also redefined their marketing and communication strategies in order
to be competitive and to successfully position themselves in the market, which allows them to reach a
larger number of visitors. In this sense, the digital context and the Internet have created new opportunities
and challenges for cultural organizations in general, and the artistic sector in particular. Specifically, the
social media has made it a key factor in how cultural organizations communicate with their audience
and take part in the marketing strategy (Amanatidis, et al.2020).
The COVID-19 pandemic has accelerated a trend that was already present among European
museums, such as the creation of content through the social media (TEA-AECOM, 2020). Among other
actions, during the main lockdown period in Europe (March-May 2020), the museums opened their
doors virtually, presenting their exhibits to the world, generating interest and providing entertainment to
possible future visitors who, due to national and international restrictions on movement, could not travel
to see them at that time (Gretzel, et al., 2020).
Among them was the Prado National Museum, which held the thirteenth place in the ranking of the
top European museums visited, with a total of 3,203,000 people visiting per year, and a daily average
attendance of 8,800 (TEA-AECOM, 2020). The Prado stood out not only for having performed important
work from a social, educational and entertainment perspective on social networks such as Facebook,
Instagram and Twitter, but also for its emergence on the TikTok platform, with innovative content
creation. It is the only Spanish museum in the European ranking (TEA-AECOM, 2020) to have an official
profile on the social media platform, as the only other Spanish museum included in the ranking, the
Reina Sofía Museum, still does not have an official profile on TikTok. This new brand strategy undoubtedly
focuses on a young audience, consumers of short videos on the social network.
Based on this, the aim of this research is to analyze how the National Prado Museum uses the TikTok
platform as part of its brand strategy and to study its production of short video content, the characteristic
format of this social network.
2. Museum marketing and short video content on TikTok
Museums perform their functions in a highly competitive market environment, in which they must face
competitive situations and, on occasion, downward trends in the number of visitors. As a result, over the
last two decades, the need has emerged to implement marketing techniques in the museum sector,
casting aside cynical views of brand building in favor of developing branding strategies applied to
non-profit and often public cultural centers, such as museums (Belenioti, Tsourvakas & Vassiliadis, 2019).
In this context, with this need in terms of brand creation, research has been promoted on the positive
implications of the use of marketing techniques by museums (Kylander & Stone, 2012). In this regard,
Cole (2008) alludes to the positive contribution of marketing to the survival of museums by highlighting
two fundamental aspects. On the one hand is its market-oriented capacity to study tastes, preferences
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and needs of the current and potential audience, and on the other, a product of the former, the
opportunity to increase the number of people who visit the museum, which would enable it to be
financially viable.
In greater detail with regards to marketing strategies, the museum’s brand is crucial and necessary in
order to strengthen its identity and highlight its characteristics, among which are the works it houses,
its artists and the architecture of the museum (Dal Falco, Federica & Stavros Vassos, 2017). In addition,
other authors state that a museum with a recognized brand has the capacity not only to position the
museum itself in the minds of tourists, it also has the power to do so for the destination in the global
tourism market (Rodner, Preece & Chang, 2019).
With regard to brand management, the concept of marketing communication tools is essential (Keller,
2009). In this sense, the use of social networks by the museums not only provides profitable and direct
communication with the audience, it also expands the museum experience beyond the limits of time
and place (Vassiliadis, Chris & Zoe-Charis Belenioti, 2017) (Budge, 2018). Likewise, this practice increases
the loyalty of visitors to the museum and its positioning in the market, thanks to thee-word of mouth
(eWOM) (Colladon, Grippa & Innarella, 2020), in other words, thanks to the content generated by
tourists and visitors on the social networks in the form of comments and opinions about a company or
tourist destination, which are shared on both Internet platforms dedicated to tourist reservations and
on general content social networks (Litvin et al.2008; Hernández-Méndez, Muñoz-Leiva & SánchezFernández, 2015; Buhalis, López & Martínez-González, 2020). As various authors have studied in recent
years, user-generated content has a considerable influence on the choice of a tourist destination
(Oliveira, Araujo & Tam, 2020).
In general, a summary of the benefits for museums of using social networks is as follows: maintaining
potential contact with the public, attracting additional audiences, advertising their collections and
events, providing information about their schedules and temporary exhibits, getting the community
involved and finally, strengthening communication between visitors and the institution (González, 2016).
With regard to the latter benefit, it is important to add that the social networks make it possible to bolster
communication with visitors while facilitating the emergence of inbound marketing strategies that help
with the process of creating and maintaining the brand.
Unlike traditional outbound marketing, inbound marketing is intended to attract consumers by offering
value contents, relevant experiences and non-intrusive advertising (Lehnert, Goupil & Brand, 2020)
through blogs, podcasts, e-books, e-newsletters, web pages, search engines, social media marketing
and content marketing, among other options (Dakouan, Benabdelouahed & Anabir, 2019; Jiménez,
Alles & Franco, 2018). In recent years, with the aim of countering the saturation of advertising in the
traditional media, companies have opted for inbound marketing-based strategies in order to build
upon the potential opportunities to establish relations with clients and increase the probability of sales
for a certain product or service, in this case, a visit to a museum.
More specifically, content marketing is intended to create contents designed specifically to attract a
certain type of client, capturing their attention, winning their loyalty and ultimately converting them
into a brand influencer (Soegoto & Simbolon, 2018; Du Plessis, 2017). In doing so, brands create and
distribute informational or entertainment content free of charge, particularly on the social networks,
which is consumed voluntarily and subconsciously by the users. By distributing this content on a wide
variety of platforms, the companies create brand awareness and credibility with their online community
of clients (Wall & Spinuzzi, 2018).
The content shared on the social networks can come in different formats. Specifically, video is increasingly
more popular and is becoming one of the main tools within the digital strategy of businesses. In fact, 61%
of Generation Z and Millennials report watching increasingly more videos on social network applications,
especially since the onset of the COVID-19 pandemic (Statista, 2021a).
More specifically, short videos are a clear reflection of fast-paced modern life. The growing trend to
consume content quickly and in short formats has triggered the development of platforms to share
videos, such as Instagram, Snapchat and more recently, TikTok, contexts in which the short video
contents are currently taking on an unprecedented and prominent role. The increase in their daily
use implies that these platforms are also used in tourist contexts (Wang, 2020), such as in the case of
museums.
In the case we are considering, TikTok is a platform focused on sharing short videos (the standard
references recommended to users are 15 seconds, 60 seconds or 3 minutes). This social network has
become a true phenomenon worldwide, as the platform that has grown the most during the period
between 2019 and 2021, coinciding with the era of greatest restrictions on mobility as part of the
measures to combat the COVID-19 pandemic, with an increase of 38% (Statista, 2021b). In May of 2020,
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it was the most frequently downloaded application in the world, not including video games, and was
installed more than 111.9 million times (SensorTower, 2020). The predicted numbers of TikTok users around
the world are also very satisfactory for the coming years, with figures than could exceed 1.3 million by
2025 (Statista, 2021b).
Different authors, among them Suárez-Álvarez and García-Jiménez (2021) identify entertainment,
socialization and creative self-expression as the main motivators of the consumption and production of
contents on TikTok by the native digital generation, for whom digital technologies are a natural part of
their world, and which they access every day from different devices.
The users of this platform have a variety of templates, filters and visual effects, as well as an incorporated
music library, for the creation of videos. The most popular categories are audio performances, dance
and parodies of musical clips (Su, Baker, Doyle & Yan, 2020). In addition, the videos created can be
consumed on the same platform or reposted on other social network channels, such as Wechat, Weibo
and Instagram.
Since TikTok has editing tools with short learning curves, it encourages the proliferation of user-generated
contents (Du, Liechty, Santos & Park, 2020) with great production value. At the same time, it uses
recommendation algorithms to allow viewers to easily find videos of interest to them (Lu, Xing & Zhicong
Lu, 2019).
It is also necessary to refer to the verticality of the videos, since TikTok uses a full screen format that
distances users from other stimuli from the device, such as notifications, battery level, time and date
information, etc. It boasts itself as an ideal format to attract and isolate distractions to the consumersusers unrelated to the consumption of the content itself. In addition to these conditions, we must add
that this characteristic use of the platform involves a complex process of attention to and processing of
information by the recipients, due to the condensed and rapid nature of the message (Bautista, de la
Casa & Ruiz, 2021).
TikTok thus represents a new tool that museums are starting to use to build their brands (Su, Baker, Doyle
& Yan, 2020), since among other applications, it helps create a context in which a relationship is built
with the users-customers based on less formal and more entertaining proposals, without abandoning the
corporate and advertising image. In this sense, they tend to opt for audience support without saturating
their profile with traditional advertising formulas (Bautista, de la Casa & Ruiz, 2021).
3. Methodology
The aim of this research is focused on analyzing how the Prado National Museum uses the TikTok platform
within its brand strategy and to study its production of short video content, the characteristic format of
this social network, and therefore it was decided to conduct a case study. According to Coller (2000),
case studies can be used as an exploratory tool, but also to verify and build theories, approaching
the actors in such a way that makes it possible to successfully understand and interpret their actions.
Likewise, Coller (2000) & Yin (1994) state that case studies are a valuable tool in other disciplines in the
Social Sciences, especially for studies of a touristic nature (Bramwell & Lane, 2011).
Methodological triangulation is the strategy chosen to carry out the research. The principle of
methodological triangulation, according to Ruiz (2005), allows us to check whether the data obtained
through the different sources of information are related to one another, i.e., if the effects explored in the
target phenomenon of the study converge from different perspectives. Among the different types of
triangulation, methodological triangulation promotes the use of several collection methods in the same
study. This is the case of our study, in which interviews and content analysis are both employed with
the aim of increasing the credibility and validity of the research results (Noble & Heale, 2019). The use
of different methodologies in the same study has become a common practice in contemporary social
sciences (Forni & Grande, 2020).
From a qualitative perspective, a structured interview is administered to the managers of the
communication and social networks team at the Prado National Museum. According to authors like
Strauss and Corbin (2002), qualitative research is any type of research that produces findings that are
not reached by means of statistical procedures or other means of quantification. These authors state
that qualitative methodology consists of more than one research method, such as content analysis,
discourse analysis, interviews, observation, discussion groups, etc.
The most appropriate interview typology to achieve the objective proposed in the present research is
the structured interview. This type of interview makes it possible to aggregate and quantify the results
in a simple manner. According to Bell (2004), it can have different forms, such as a questionnaire or a
list to be completed by the interviewer, in order to save time and ensure that all pertinent topics are
addressed.
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The interview that was carried out consists of ten questions that were posed to the communication
and social network department at the Prado National Museum, and that were answered by a team
manager on August 31, 2021, regarding three general areas:
• Channels of communication in which the museum is present.
• The digital communication strategy during the COVID-19 pandemic.
• TikTok: official profile creation, content typology and the impact that has been generated.
In terms of content analysis, and covering the quantitative perspective, this is defined by Piñuel Raigada
(2002) as the set of interpretive methods applied to communicative products (messages, texts or
discourses), based on measurement techniques (either quantitative or qualitative) that are intended
to develop or process relevant data on said products. Depending on the purpose of the research, the
content analysis can be exploratory, descriptive and/or explanatory.
Accordingly, 107 videos were analyzed that were posted by the Prado National Museum since it began
activity on TikTok on June 12, 2020 until July 30, 2021.The analysis sheet developed to perform the
information and data capture related to the content analysis is structured as follows:
1. Date: information is collected about the publication date of the record.
2. Content categories (thematic):
a. Masterpieces/curiosities: considered when the official museum platform managers
choose reference works about which they explain different curiosities.
b. Restoration: considered when the official museum platform managers post videos
explaining the restoration processes of various works.
c. Events: this refers to content that is generated in the context of the international
days celebrating various specific themes (International Tourism Day, for example) or
celebrations organized by the museum itself (celebration of the 200th anniversary of
the Prado National Museum).
d. Promotional: considered when the information provided in the audiovisual material
refers to new museum offerings provided to the public, such as the opening of a new
hall, the start of a new exhibit or the schedule for an event, for example.
e. Questions: the content is considered to match this typology when a question previously
asked by a user is responded to directly.
f. Work at the museum: refers to posts related to technical works performed by museum
staff.
3. Audio: provides details related to the audio of each post.
a. Music provided by the platform: considered when the audio used corresponds to a
theme song that is added using the musical database provided by TikTok. In this case,
the chosen song also works as an element for indexing the content and interacting
with the specific button to access all the videos on the platform on which users have
used the same theme song.
b. Music provided by the museum: considered when the audio has been uploaded to
the platform by the users themselves, in this case the museum.
c. Original audio: considered when a narrator or voice-over introduces information in a
video, possibly at the same time as a theme song.
4. Interaction:
a. Likes: the number of likes received by each post is counted.
b. Comments: the number of comments platform users have made on each post is
recorded.
c. Shares: the number of times users have shared on each post by the museum on their
profiles is recorded.
5. Hashtags: the key words are specified that the profile managers use to index each video
posted so that when users click on it, they can access all the profile posts or those of other
users who have used the same relational keywords.
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4. Results
4.1. The perspective of the protagonists: an interview with the communication and social network
managers at the Prado National Museum
The interview was conducted with staff from the communications and social network management
department at the Prado National Museum. The museum has various channels of communication
and dissemination in the digital environment, such as its official website, its official profiles on the
social networks (it is present on Twitter, Facebook, Instagram and TikTok), as well as on YouTube and
Spotify, and finally, the communications team also creates newsletters focused on its area of cultural
dissemination. In each of them, the keys to all brand actions are “humanity and sincerity in dealing with
the contents, the increasingly more active participation of the public, dealing with relevant topics to
society and doing so with rigor and respect,” as indicated by the communication and networks team.
In what we can call the “COVID context”, it can be seen how the digital communication strategy
of the Prado National Museum has been strengthened as a result of the commitment to intensify its
presence on the different digital platforms where it has official profiles, as well as the implementation
of new spaces, such as the museum’s official account on TikTok. A good example of this is the increase
in human resources in the social network management department, as confirmed by the team itself,
where the staff has increased from one to two people.
The Prado National Museum obviously has not eluded the impact of the worldwide COVID-19 pandemic.
On March 12, 2020 it closed its doors to the public and did not receive any visitors to its facilities until
June 6 of that same year, a closure only surpassed by that which occurred during the Civil War (Museo
Nacional del Prado, 2021). From this moment on, the communication and networks team indicates that
“the institutional web page and the social networks have been the museum’s great allies in reaching
the public.”Bearing witness to this is the more than 200 live broadcasts via Instagram produced for its
more than 800,000 followers and the increase in its Facebook community, where 113,000 new users
have expanded the museum’s presence on the social network by 246% since the start of the pandemic.
Worthy of special mention is the creation of the museum’s official profile on TikTok, as its communication
strategy on a digital level was reconfigured in response to the exceptional situation caused by the
pandemic. According to them, the idea emerged as a way to “celebrate museum week on TikTok”. It
was a decision based on a clear objective, as the communication team points out:“We were seeking
to transmit knowledge and a passion for art to a young audience.”
The content that the Prado National Museum generates on TikTok seeks “to help others enjoy and better
understand the works of art and how a museum like the Prado works.”Furthermore, one of the keys to
the material posted is that “specialists from different areas talk about what their job is,” thus giving a
face to those who make the museum operations possible. A large part of the videos are focused on
“showing the collection in a more informal manner” and on “responding to questions sent in by users.”
Network department managers indicate that the Prado’s official profile on TikTok “connects the museum
to a young audience that was very difficult to reach by other means.”They state that this young group
“is an audience that is interested in the content we post and ask their questions through means of
interaction such as the comments.”
In general strategic terms, the online and offline offerings complement one another from the point
of view of the museum’s communication and networks team, since “taking into account the Prado’s
international vocation, it is increasingly serving a type of audience for whom it would be difficult to enjoy
an on-site visit, for example, due to geographical circumstances.”
4.2. Results of the quantitative analysis: the use of TikTok by the Prado National Museum
This study analyzed the entire audiovisual production of the official Prado National Museum profile
on the TikTok social network that has been shared since its creation in June of 2020 until July 2021.
Altogether, 107 videos have been studied.
4.2.1 Calendar of the posts
First of all, with regard to the timing of the posts, it should be indicated that, to date, the Prado National
Museum has never posted more than ten videos per month, as can be seen in Figure 1. With this in mind,
September and October 2020 were the most prolific periods, with the largest number of monthly videos,
while the months with the least audiovisual material posted on TikTok occur on six occasions.
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Figure 1: Calendar of posts on the Prado National Museum’s official TikTok channel during the period
of study

Source: author’s own work
4.2.2 Topics, interaction and audio accompanying the videos posted by the Prado Museum on TikTok
The 107 videos posted by the Prado National Museum during the period of study have been organized
into 6 different thematic categories, as shown in Figure 2.
Figure 2: List of the number of videos by topic, interaction and type of audio used by the Prado National
Museum on TikTok

Source: author’s own work
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The category “masterpieces and curiosities” is the one with the largest number of posts, with a total of
63. Table 1 shows an example of three videos representing the first category of topics, “masterpieces
and curiosities”. Example 1 corresponds to the video that obtained the maximum interaction in the
category, with a total of 24,616 reactions (likes, comments and shares). In this case, the post “how to
view the work El Lavatorio” shows a short video (51 seconds) in which a museum employee, with voiceover and original audio, comments on the work by Jacopo Tintoretto, pointing out some curiosities
about it, such as the point from which the painting should be viewed according to its creator.
Example number 2 also shows a 51-second video containing an explanation of the signatures of different
painters, with voice-over and original audio, with the difference that in this case, short segments of text
are used make the explanation easier to follow. This type of reinforcement starts to be used in posts after
April 8, 2021 and it is very useful to follow the explanation and even to understand the video without the
need for audio.
Finally, example number 3 shows the work “La familia de Carlos IV” in 27 seconds, in which audio
provided by the TikTok platform is used as a musical background.
Table 1: Examples of short video content in the “masterpieces and curiosities” category
Example 1, video in the “masterpiece” category: how to
view “El lavatorio”, 1548-1549

Example 2, video in the “masterpiece” category: Where is
the signature?

Example 3, video in the “masterpiece” category: La familia
de Carlos IV, Goya, 1800

URL of the vídeo:
https://bit.ly/3mQpkus

URL of the vídeo:
https://bit.ly/2WNCnld

URL of the vídeo:
https://bit.ly/3GwJNfb

Source: author’s own work
Another content category that also has a high level of interaction with each video is that dedicated to
information about “restoration” work, which accounts for a total of 22 videos, with an average interaction
rate of 12,756.90, including likes, shares and comments. In this category, the museum restorers explain
their work, such as in the post “Why do we take x-rays of works of art?”(https://bit.ly/3DDIDwR). In this
manner, little by little, TikTok users who follow the Prado National Museum discover and find out about
the museum staff and their work, in this case in the area of restoration. These videos easily manage to
capture the attention of users, since they concern processes that are generally not well known by the
general public, are very painstaking and delicate, and at the same time are performed on priceless
works of historical importance. In this category are also videos with the same purpose, but with the
peculiarity that instead of having original audio with the explanation, they use music from the TikTok
platform itself to accompany the video on the topic of restoration.
The category “events”, which considers the content that is generated within the context of international
days celebrating specific themes or celebrations organized by the museum itself, includes nine posts.
The videos in this category use all three possible audio types: that belonging to the platform (on two
occasions), original audio (in three posts) and music from the museum (in four of the videos). One
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example of content in this “events” category are the posts referring to the rehearsal by dancer Eduardo
Guerrero to celebrate international tourism day (https://bit.ly/2Ykuuoj) and also that celebrating Gay
Pride Day (https://bit.ly/3mpxIQP), with a duration of 18 and 12 seconds, respectively.
In terms of other topics addressed in this study, mention should be made of the “promotional” topic,
which consists of six videos. The videos in this category, the duration of which averages around 20
seconds, is intended to show works or places in the museum accompanied by music provided by the
TikTok platform, or original music from the Prado National Museum, with the intent of capturing the
attention of users. One example of this is the first post made by the museum on TikTok, entitled “Discover
The Garden of Earthly Delights by Bosco” (https://bit.ly/3yw5Z3S).
In other videos, museum employees answer questions asked by followers. These are grouped in the
“questions” category. In this case, there are five videos that constitute a relatively recent action (the first
was posted on March 2, 2021). All the videos that answer questions follow the same pattern (Table 2). In
videos with an average duration of between 50 and 60 seconds, museum staff in the foreground answer
questions asked previously by followers (an image of the question can be seen in the top left margin),
explaining their work at the museum. Besides answering the question clearly and concisely, there are
frequently little humorous touches to the explanation. This format is quite attractive to the museum’s
followers, considering that it scores an average of 17,354 interactions per video, making it the second
highest ranking category, as can be seen in Figure 2.
Table 2: Example of short video content in the “questions” category
Example of a video in the “questions” category:
Why do we take x-rays of the works?

URL del video: https://bit.ly/38yiIbG
Source: author’s own work.
Finally, the “work at the museum” category refers to posts related to technical work performed by
museum staff, and it includes only two videos of 42 seconds each. One example of this content is the
video entitled “How is the color of an exhibition chosen?”(https://bit.ly/3mtaBoO).
4.2.3. Hashtags
Each video is indexed by means of hashtags or labels creating narrative structures focused on themes.
In the 107 videos analyzed, there are 386 hashtags, some of which are repeated many different times.
If we consider the intensity with which these hashtags are used, measuring the repetition of use, the
threads on #art, in several languages, #learnwithTikTok and #pradomuseum stand out, as can be seen
in Figure 3.
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Figure 3: Word cloud with the hashtags most commonly used in the analyzed posts

Source: author’s own work
5. Discussion and Conclusions
Based on the foregoing, there is little doubt that museums play a vital role in the economy and tourism,
constituting a significant unit of cultural tourism.
Increasing competition, technological advances and the need to reorient the offering towards customer
needs have forced museums to offer new experiences based on educational and entertainment
activities, as well as to redefine their communication and brand strategies (Belenioti, Tsourvakas &
Vassiliadis, 2017). Furthermore, the proliferation of mobile applications to share short videos, like TikTok,
has led to new forms of entertainment and information exchange practices that are increasingly used
by both society in general, and by businesses (Majdouline, Jiang & Alireza, 2020).
In this sense, and with the aim of capturing the attention of a young audience accustomed to using
electronic devices and the social media, museums have virtualized their offering, allowing educational
activities to be diversified and optimizing services with increasingly more specific information (González,
2016).
The results of this research show that the Prado National Museum is working in different directions,
demonstrating its concern to connect with issues and circumstances in the society in which it belongs,
and attempting to reconfigure and enrich its brand strategy in order to reach different audiences, taking
into consideration how they have changed the content consumption habits on different platforms.
The impact of the COVID-19 pandemic on museum activity has spurred the expansion of the human
resources dedicated to managing relationships with their audiences, as shown by the increase in the
staff in charge of managing the social networks under the communication and networks department.
However, it will be necessary to update this research at a later date, in order to determine whether the
increase by one or two people in social network platform management is enough of a commitment to
boost the digital channels that connect the museum to a society that is diverse and constantly evolving
in terms of content consumption, in the context of the new normal following COVID.
The brand strategy implemented by the museum has effectively integrated the ongoing scheduled
production of short video content by launching its official profile on the TikTok platform. The narrative
structure and the language used are consistently adapted to the audience and the platform with rigor
and respect, using an informal register in order to transmit knowledge without failing to connect in the
most efficient manner with the social network’s pattern of consumption.
The constant indexing of the content through the use of categories and hashtags allows the Prado
National Museum to build and establish narrative threads on topics that are constantly present in their
dissemination efforts and that, over the course of time, mean compiling valuable content repositories
providing context to its audience and serving as a historical record of the museum in terms of the
evolution of its collection, for example.
This case study serves as a window revealing the current situation at the Prado National Museum, which
is taking steps to find new paths and formulas to connect with younger audiences on those platforms
where current data indicate that they are consuming content.
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Limitations of the research
Having presented the research, it follows that the limitations should be indicated that were encountered
as it was carried out, which have conditioned both its development and performance. One of the most
relevant is the fact that it was not possible to conduct a study of the reception amongst the users that
make up the audience of the Prado National Museum’s official TikTok channel. The qualitative aspect
of the methodology could also be improved by adding interviews with experts.
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