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Towards new forms of using social media:  
Museums activity on LinkedIn

Magdalena Sawczuk

ABSTRACT

The social media landscape changes very fast. It regards, among others, the accessible platforms 
and the features of social media tools. It also concerns the broad spectrum of institutions that start 
their virtual activity in different ways, and museums’ participation in social media can be indicated 
here. Their activity mainly focuses on communication with the audience or other museums, but some 
new approaches can also be observed. One of them is activity on LinkedIn, which is closely connected 
to the professional perspective and employee-related issues. Hence, the article aims to explore the 
main paths and forms of the Polish museum’s activity on LinkedIn. The study was conducted using 
social media content analysis with the support of observations and interviews. Results revealed four 
main categories of museums’ activity on LinkedIn, with only a small part of them focused on “truly” 
profession-related issues. Still, even if LinkedIn is rather not a popular platform, some good practices in 
using this social media platform were observed.

JEL classification: M14, M31, Z100
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1. INTRODUCTION

The social media landscape changes very fast, with respect not only to technical features or what 
platforms are available (Cartwright, Liu, Raddats, 2021) but also how and with whom relations are 
maintained. Therefore, it is not only about maintaining relations with the customers but also about 
a broader view of the relations with the stakeholders (e.g., competitors or employees). Moreover, some 
concepts, such as employer branding (Komljenovic, 2019; Labban, Bizzi, 2023), are suited to social 
media specificity. Despite the plurality of social media platforms, LinkedIn is primarily connected to 
this employer branding and professional perspective.
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Currently, in the context of museums, LinkedIn can be considered more as a form of novelty. Despite 
the intense discussion of the importance of social media communication (Najda-Janoszka, Sawczuk, 
2020; O’Hagan, 2021; Sawczuk, 2022), attention is focused primarily on relations with current or future 
visitors. However, the challenges faced by museums suggest that it is of great importance to pay attention 
to stakeholders. Without cooperating organizations or employees, no activity will be conducted. Hence, 
this article explores how Polish museums use LinkedIn in their social media communication and to 
what extent employer branding orientation can be identified in their communication.

The article is structured as follows. The theoretical part starts by reflecting the social media dynamics. 
It then moves on to employer branding in relation to LinkedIn’s specificity and to the usage of social 
media by museums. Then, the research purpose and research methods are presented. The next part is 
about the presentation of the findings. The article ends with a discussion and conclusions.

2. THEORETICAL BACKGROUND

2.1. Multi-dimensional dynamics of social media

While considering current environmental conditions, organizational activity on social media is 
becoming more necessary and even fundamental. The popularity and importance of social media 
platforms can be observed in many sources: in scientific articles (Treem, Leonardi, 2013; Bharati, 
Zhang, Chaudhury, 2015; Cartwright et al., 2021) but also in different industry reports, such as Digital 
2024: Global Overview Report (https://datareportal.com/reports/digital-2024-global-overview-report, 
access: 25.02.2024). Nevertheless, proper social media usage can also be challenging, mainly due to 
the dynamics of these platforms’ specifically. It regards the emergence of new platforms and specific 
features of those sites. The reports mentioned above present the dynamics and multidimensionality of 
social media in terms of, i.e., the most popular platforms used or age distribution of social media users. 
Such information is published annually, thus changing tendencies can be observed.

The dynamics of social media are not only related to technical aspects but also to the differentiation 
among social media users. The presence of various age generations may affect how and what type of 
content will be created, as each generation distributes and consumes content differently. Thus, another 
set of social media platforms should be selected depending on a particular target group. Hence, all 
essential new media characteristics, such as, e.g., less hierarchical communication, should not be 
analyzed separately from general societal issues. Research mainly regards Generation Y or Z (Zeng, 
Abidin, 2021; Stahl, Literat, 2023) and how they use technology. However, some attention is addressed to 
Generation Alpha, as well as how representatives of the older generation participate in the social media 
landscape. 

Moreover, although social media can be analyzed mainly from the customer-centric perspective 
(Hussein, Hassan, 2017; Agnihotri, 2020; Lim, Rasul, 2022), there are also other perspectives. One of the 
newer research streams concerns the application of social media platforms in workplaces and the 
exploration of how those platforms affect employees (Ghani, Malik, 2023; Labban, Bizzi, 2023). Then, 
one of the research areas within the organization-centric perspective of social media is employer 
branding (Labban, Bizzi, 2023). Those issues can be described separately, yet it is also good to indicate 
that stakeholders’ roles – whether customer or employee – may be merged and coexist depending on 
the context and analyzed organization.

2.2. LinkedIn and its relation to the employer branding concept

Although the history of the employer branding concept dates back to the time without the 
importance of social media or the Internet – the late nineties (Backhaus, 2016) – nowadays, it is mainly 
explored concerning the Internet and social media – LinkedIn – specifically (Kobylińska, Płoszczuk, 2021; 
Marin, Nilặ, 2021; Joglekar, Tan, 2022).

The central assumption of employer branding is to present a positive and attractive image of the 
employer to the current and future employees (Backhaus, 2016). Therefore, the literature mentioned 
both internal and external employer branding: the first one is addressed toward people currently 
working in the organization, while the second is to the future work candidates (Kobylińska, Płoszczuk, 
2021). More recently, the concept began to be connected with the idea of “the employer of choice” 
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(Backhaus, 2016). It can also be observed that the rapid development of social media changes how this 
concept is applied in practice due to their fundamental communicational and image-building role 
(Kobylińska, Płoszczuk, 2021). Hence, posting information about initiatives supporting employees and 
communicating their successes or presenting a positive workplace can be crucial, and can affect the 
organization. People use social media to look for information about their possible workplaces, and due 
to the demographic changes, it is gradually becoming more important (Halová, Müller, 2023). Hence, 
good employer branding may enhance an organization’s reputation and improve its competitiveness 
over other entities (Backhaus, 2016). It may help in hiring the best candidates, but it also will improve 
shaping relations with the customers (Kobylińska, Płoszczuk, 2021). Moreover, people – social media 
users – are willing to share their positive and negative experiences (Joglekar, Tan, 2022), which can 
affect the image and reputation of the employer as well. 

Therefore, the development of social media platforms and intense social media communication 
opens new areas for discussion. Among a broad landscape of existing social media platforms, LinkedIn, 
due to its professional and business networking-related character (Komljenovic, 2019; Joglekar, Tan, 
2022), can be primarily associated with employer branding activities. LinkedIn started operating in 
2003 (Komljenovic, 2019), so this is a platform that has been around for a while, yet its popularity is 
still growing. According to official data, LinkedIn is a community of over one billion members (https://
news.linkedin.com/about-us#Statistics, access: 04.03.2024). The main characteristics of LinkedIn are 
the creation of a work-related environment, networking, and support in sharing one’s professional 
experience or professional content with others (Joglekar, Tan, 2022). It can be an important platform 
for graduates who start to look for their first professional experiences (Komljenovic, 2019), as LinkedIn 
also has recruitment (Kobylińska, Płoszczuk, 2021; Marin, Nilặ, 2021) and personal branding dimensions 
(Marin, Nilặ, 2021).

Hence, the employer branding issue is still relevant and actual within the discussions about work-
life balance and how the workplace environment is changing. Organizations compete not only for time, 
money, and attention of the customers but also for employees (current and future ). Other organizations 
will be chosen as the workplace if expectations are unmet. In the area of social media’s entire presence 
in everyday life, this is gaining increased importance.

2.3. Social media platforms and communication approaches in the museum context

Museums can also be identified in the discussions about the forms and benefits of applying 
social media in organizations. Such discussions have been ongoing for more than ten years (Fletcher, 
Lee, 2012), yet the pandemic has made it especially urgent, as social media was the only possible 
form of contact. The main focus is how museums communicate with the audience and current or 
future visitors (Najda-Janoszka, Sawczuk, 2020; O’Hagan, 2021; Bosello, van den Haak, 2022). Moreover, 
studies are centered on activities on specific social media platforms: mainly Facebook, sometimes 
Instagram or YouTube (Najda-Janoszka, Sawczuk, 2020; O’Hagan, 2021), and only sometimes on TikTok. 
Communication analysis is important, as social media are essential to everyday life, and competition 
also concerns the virtual sphere. Thus, instead of using social media only as a one-way promotional 
tool, varied interactivity forms are significant. However, fully implementing such an approach is still 
challenging (Capriotti, Losada-Díaz, 2018).

Through such an interactive approach, museums can show that they genuinely realize and 
implement an audience-oriented perspective. Nevertheless, apart from looking for specific 
communication forms, social media also changes the way and tone of communication. Museums may 
shorten the distance between institutions and society (Najda-Janoszka, Sawczuk, 2020) and present 
their willingness to participate in dialogues. Thus, social media changes communication from one-
voice narration towards multi-voice narration, as observed, e.g., when social media users indicate that 
some mistakes were made in the photo description. Due to such a situation, a museum in the virtual 
sphere is no longer the sole authority but should include different perspectives and narrations, which 
is also challenging.

However, although museums-related social media studies are centered especially around visitors 
or customers, they are not the only stakeholders with whom relations can be shaped and maintained 
through the virtual area. It is worth considering, as the management perspective is gaining more 
attention in museums (Najda-Janoszka, Sawczuk, 2018). Thus, apart from visitors or other museums, there 



29 | JMCBEM 2(19)

are employees whose importance and activity in social media should not be overlooked. Nevertheless, 
current studies have revealed that LinkedIn is rarely a platform chosen by museum institutions (Badell, 
2015). It seems interesting, as LinkedIn specifically may help museums or other cultural institutions 
shape networking or even look for future employees or volunteers for varied initiatives.

Therefore, the rarity of LinkedIn in museums, the growing pressure of applying a management 
perspective in museums, and the challenging and dynamic social media in particular guided 
the formulation of the research purpose. Hence, the study aims to identify and explore how Polish 
museums are active on LinkedIn. Exploration of the activities’ forms went beyond just focusing on 
employer branding content, although it was an important element in data analysis. The following 
research questions guide the research analysis:

RQ1. �How can Polish museums active on LinkedIn be characterized, considering their organizational 
form and thematic profile?

RQ2. �To what extent are they posting regularly, and what motivates this activity?

RQ3. �What categories of LinkedIn posts can be identified, and how does it differ from content 
posted on other platforms?

3. RESEARCH METHODS

The explorative and qualitative approach was applied to realize the assumed research aim. Within 
this approach, a set of following methods was applied. The leading one was content analysis from the 
social media platform – LinkedIn, which was supported by desk research and interviews. Data from 
LinkedIn was collected in two rounds to ensure that the possible dynamics of museums’ activity will 
be captured. The logic behind such an approach was also connected with the aim of verifying to what 
extent activity on LinkedIn is systematic and regular. Hence, data was collected from September to 
November 2023 and then from April to May 2024. This approach is important in the case of LinkedIn, as 
published posts are no longer visible after one year. If some museums had no posts in the second round, 
it was possible to assume that this platform is not perceived as a primary social media communication 
tool. It was additionally compared with the intensity of communication on other social media sites.

The social media content analysis had qualitative (what type of communication and what reactions) 
and quantitative dimensions (how many museums are on LinkedIn, how many posts they created). 
Regarding the qualitative dimension of the analysis, first the social media posts were coded using 
an emergent approach (a list of prepared codes was not predefined). Then, the leading categories of 
LinkedIn posts were identified. Concerning the types of museums identified, sources such as Central 
Statistical Office reports were used to perform this part of the analysis. 

Hence, the analysis was centered on the data collected directly from the LinkedIn search engine. 
The main keyword in the search process was “museum.” Moreover, assuming LinkedIn is not so popular 
among museums, no specific regions were included or excluded from the analysis. The research 
construction also assumes that museums outside Poland will not be included in the further analysis.

Moreover, to ensure the quality and consistency of the data, museums not registered in the 
Ministry of Culture and National Heritage database were excluded from the analysis. Verification of 
whether the specific account has an official character and is managed by the institution or whether 
it was automatically created was also important during the data collection process. If an account was 
identified as being that of the second variant, it was not analyzed in the steps following. Such “doubled 
accounts” were observed with two institutions – in this case, only profiles with official logos or official 
data were considered. A list of 49 museums was compiled in the first round of data collection and 
52 museums in the second round. However, some of the profiles had no posts and were considered 
“empty profiles” and excluded from further analysis. Thus, only 38 museums served as the research 
sample for in-depth analysis.

Moreover, semi-structured interviews were also conducted during the research process, but they 
were conducive to social media content analysis. Hence, they were performed after applying the desk 
research method and analysis of social media content as an additional exploration of the research area. 
Such a sequence of steps revealed which institutions are more actively using LinkedIn. Based on this 
data, three institutions were purposefully selected, and employees were contacted with a request for an 
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interview. Those institutions differ in thematic profile, yet they are all public museums in bigger cities. 
They are also more engaged in LinkedIn communication, which was considered an especially important 
aspect. Interviews took place in February, March, and May 2024. Therefore, three interviewees were also 
asked to participate in the interviews. Those people were contacted after verifying the contact info on 
museum websites. Due to the different organizational structures, sometimes managers of marketing/
communication departments suggest who will be the better contact person. In general, interviewees 
were museum employees responsible for promotion issues, social media marketing, and museum 
management. Those semi-structured interviews were conducted offline (once) and two times online 
(via Zoom and Microsoft Teams). They lasted 30 minutes to one hour. After obtaining consent, they were 
recorded, transcribed, and analyzed. The transcribed text was then sent to the interviewees for them to 
read and verify. 

4. FINDINGS

Significant differences in museum size, organizational form, and organizational profile can be 
observed regarding the characterization of the museums participating on LinkedIn. After applying 
exclusion and inclusion criteria, the list of analyzed museums consisted of 38 institutions. Those entities 
differed in terms of size, location and profile. Therefore, in the final research group, there were public, 
state-owned museums such as Wawel Royal Castle or the National Museum in Warsaw; regional 
institutions such as the Historical Museum in Lubin or Museum of Silesian Uprisings, as well as private 
museums, e.g., the Museum of History of Computers and Informatics. 

Those identified museums also differed in terms of their profile. Hence, on LinkedIn, it is possible to 
find artistic museums (National Museum in Krakow, National Museum in Warsaw), historical museums 
(Museum of Polish History in Warsaw), regional museums (Gdynia City Museum, Upper Silesian 
Museum in Bytom), military museums (Pila Military Museum), museums devoted to national struggle 
(Central Museum of Prisoners-of-War) or open-air museums (Museum of Lublin Village). These thematic 
diversities reveal no one tendency regarding what types of museums can be on LinkedIn. The situation 
is very different when exploring the level of systematicity and type of content presented. For example, 
as the National Museum in Krakow posted systematically (no less than two monthly posts from January 
to March 2024), the National Museum in Lublin has no posts (as of November 2023 and March 2024). 
Thus, neither size nor range of the institution determines the regularity of social media posting. Hence, 
there is no one tendency – museums with empty profiles are more famous institutions (e.g., the Warsaw 
Uprising Museum, the State Museum at Majdanek) as well as smaller, private entities (e.g., the Museum 
of Weapon and Military Technique in Kobyłka). The different levels of available resources can generate 
such differences in managing social media, but they also permit a varied understanding and individual 
perspectives of how LinkedIn can be necessary for the organization: 

	 LinkedIn’s role in social media has increased significantly over the last three years, becoming 
very professional. I also noticed how many people started communicating there and how many 
interesting things can be found there. Firstly, and secondly, how important a communication 
channel is at this point. [Interview 1, February 2024]

	 “LinkedIn is important, but the time and resources we devote to running this channel are certainly 
much smaller than the time we devote to other topics.” [Interview 1, February 2024] 

	 “Regarding the selection of platforms, some are mandatory, such as Facebook, Instagram, and 
LinkedIn.” [Interview 2, March 2024] 

The first two quotes came from an interview conducted in the public museum from Masovian 
Voivodship, which focused on the history of our country from a multicultural perspective. Here, it 
is possible to observe that LinkedIn is considered important due to external factors, yet it is still not 
a leading platform. The third quote came from an interview in a museum focused on the specifically 
Polish perspective of history. A more longitudinal analysis of LinkedIn content showed that sometimes 
specific factors trigger museums to undertake more intense and regular activity. Thus, the assessment 
and evaluation of LinkedIn is a very individual issue. Sometimes, new investments may affect more 
regular posting, as in the case of the museum from Warsaw:
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	 We showed up there just before the opening, i.e., just before a big employment process. Recruitment 
is still ongoing, and we still need many employees. Therefore, we wanted the institution to be 
present and people to be able to learn about what the museum does, what types of projects 
are being implemented here, and to what extent they may be interested in them. [Interview  
2, March 2024]

The aspect mentioned in the above citation – starting of a recruitment process – clearly refers to 
one of the post categories observed on LinkedIn. Therefore, the four categories of the museums’ posts 
on LinkedIn were identified.

The first category of posts is about all employee-related issues. Under this category, all recruitment 
information and job offers can be identified. Nevertheless, one of the interviewees said that for them, 
LinkedIn is more than just recruiting people to work:

	 A LinkedIn account is more about image-building than directly recruiting candidates. (...) This 
profile is also for this purpose – to have a chance to see what we are doing, to see that these are 
interesting projects, and to see that people would like to join us. In turn, people working on these 
projects – so they can brag about them. It is a kind of support for people who work in the culture. 
[Interview 2, March 2024]

Thus, even if museums post job offers (in their feed or through a special tab), LinkedIn, in their 
perspective, is more than a platform for recruitment processes. It is also connected to the fact 
that without a premium profile version, only one monthly offer can be published. Two employees 
(interviews  2  and  3) even mentioned that, for the context of cultural organizations, other – more 
specified – platforms are more suitable (e.g., Pracuj w kulturze). Nevertheless, LinkedIn is important for 
image-building and showing that the organization is doing valuable things that may interest future 
employees. This type of action somehow reflected the assumptions of employer branding. The citation 
mentioned above refers also to the perspective of individual employees, which will also be reflected in 
the next category of posts. 

As museums posted job offers, people who responded to this information may probably become 
new employees. Hence, the “welcoming posts” subcategory was also identified within this group. This 
content is published after the new hires start their job, indicating who joined the team and wishing 
them good luck. This type of communication was identified on the profile of Wawel Royal Castle, 
and even if it is not very common, it shows a more personal approach to managing this social media 
account (Fig. 1):

Figure 1 
LinkedIn post from Wawel Royal Castle Account, May 2024 
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 Such communication addresses current and possible future employees, showing that positive 
relations can be identified in this workplace. The second category of posts is about communicating 
successes and rewards. They mainly regard organizational successes, but they also have a “personal 
dimension”: they inform about what achievements were made by specific employees or what team was 
involved in a particular awarded project. It is also consistent with the things mentioned during the interview 
number three, that: 

We are working on changing the institution's image and also want to attract the younger generation. 
(...) At every opportunity for our meetings and training, we also try to encourage our employees to do 
‘praise posts’ when they accomplish something very interesting. It is important that they share it not 
only on internal scientific channels but also that they reach out to recipients who may be interested in 
this content. [Interview 3, May 2024]  

 
 In line with this assumption, the organization's success also means its employees' success. That kind 
of approach also is an element of building a positive image of the employer. Thus, LinkedIn is important for 
the organization, as it can support the change in how museums, as  institutions, are perceived. It can also be 
a space for personal branding, which was mentioned during the second interview when the interviewee said 
that horizontal promotion is more achievable in the culture sector. Hence, posting about successes or 
inspiring projects can also be important in building a personal brand.  
 The third category regards relations from the events or conducted investments, but also – 
information that specific activities are planned, e.g.: 
  

Last weekend was full of unforgettable experiences at the Malbork Castle Museum. After years of 
renovation, we finally completed a significant investment, ‘Reconstruction of historic farm buildings 
in the Castle Grounds and their adaptation to cultural and educational functions.’ On Saturday, the 
new buildings were officially opened, during which the project was summarized, and guests were 
invited to tour the newly created rooms and workshops. (…) residents of the area and tourists had the 
opportunity to enjoy numerous attractions that had been prepared for them. The new rooms of the 
Castle Grounds were opened to the public, which was met with an enthusiastic reception. There was 
also no shortage of other attractions – from knight fights to theater and dance performances, as well 
as calligraphy, mosaic making, and medieval architecture workshops. Everyone could find something 
for themselves. Saturday evening was made more enjoyable by a concert. [Castle Museum in 
Malbork, May 2024]  

 

We invited new members of our Wawel 
Team in May: (...). We are sure their 
commitment and professionalism will 
ensure unforgeable experiences for 
our guests during their visit to Wawel 
Royal Castle.  

We warmly welcome you to our team. 

Source: Wawel Royal Castle LinkedIn profile 
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Such communication addresses current and possible future employees, showing that positive 
relations can be identified in this workplace. The second category of posts is about communicating 
successes and rewards. They mainly regard organizational successes, but they also have a “personal 
dimension”: they inform about what achievements were made by specific employees or what team 
was involved in a particular awarded project. It is also consistent with the things mentioned during the 
interview number three, that:

	 We are working on changing the institution’s image and also want to attract the younger generation. 
(...) At every opportunity for our meetings and training, we also try to encourage our employees to 
do ‘praise posts’ when they accomplish something very interesting. It is important that they share 
it not only on internal scientific channels but also that they reach out to recipients who may be 
interested in this content. [Interview 3, May 2024] 

In line with this assumption, the organization’s success also means its employees’ success. That 
kind of approach also is an element of building a positive image of the employer. Thus, LinkedIn is 
important for the organization, as it can support the change in how museums, as  institutions, are 
perceived. It can also be a space for personal branding, which was mentioned during the second 
interview when the interviewee said that horizontal promotion is more achievable in the culture 
sector. Hence, posting about successes or inspiring projects can also be important in building  
a personal brand. 

The third category regards relations from the events or conducted investments, but also – 
information that specific activities are planned, e.g.:

	 Last weekend was full of unforgettable experiences at the Malbork Castle Museum. After years of 
renovation, we finally completed a significant investment, ‘Reconstruction of historic farm buildings 
in the Castle Grounds and their adaptation to cultural and educational functions.’ On Saturday, the 
new buildings were officially opened, during which the project was summarized, and guests were 
invited to tour the newly created rooms and workshops. (…) residents of the area and tourists had 
the opportunity to enjoy numerous attractions that had been prepared for them. The new rooms of 
the Castle Grounds were opened to the public, which was met with an enthusiastic reception. There 
was also no shortage of other attractions – from knight fights to theater and dance performances, 
as well as calligraphy, mosaic making, and medieval architecture workshops. Everyone could 
find something for themselves. Saturday evening was made more enjoyable by a concert. [Castle 
Museum in Malbork, May 2024] 

Sometimes, content such as that mentioned above was presented with information about donors 
or sponsoring institutions (often, projects were supported by the Ministry of Culture and National 
Heritage and by others). This aspect differentiates LinkedIn content from that presented on Facebook, 
where investors are not necessarily mentioned. Also, on LinkedIn, information related to the events or 
announcements about investments  are presented more formally.

Lastly, the fourth category of posts is less connected to LinkedIn specifically. Hence, under this 
term, different “other posts” were identified: holiday wishes, posting historical curiosities, or informing 
about different stories from “less official” museum life (see Fig. 2):
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Figure 2 
Museum of Lublin Village, LinkedIn post from February 2024 
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 This communication was primarily supportive and merged with the previously identified content. 
Nevertheless, only this type of communication was identified in the case of around three museums. 
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 In the current dynamic environment, building positive relations with customers is undoubtedly of 
great importance, yet they are not the only stakeholders that have to be taken into consideration. Moreover, 
stakeholders' roles are dynamic and may change depending on the context. The study also revealed that 
employees are the people who are primarily responsible for shaping and maintaining relations with the 
environment. Even if both customers (or museum visitors) and employees can be considered as primary 
generic categories of stakeholders (Perrault, 2017), it is worth noting that the situation inside the 
organization will affect what will be presented to the environment (Jung, 2016). 
 Therefore, LinkedIn communication can be analyzed from various perspectives. The first and 
probably most important one is related to the employer branding issue and how an organization presents 
itself as an employee (Backhaus, 2016). Findings revealed that even if museums are aware of employer 

We are pleased to inform you that the 
number of our residents has expanded with 
a beauful filly from our mouse-colored 
Linda. 

For the tradion to be fulfilled, we need 
your creavity in finding a suitable name for 
the girl – it must start with the leer "L". 

Will you help? 

Source: LinkedIn profile 

This communication was primarily supportive and merged with the previously identified content. 
Nevertheless, only this type of communication was identified in the case of around three museums.

5. DISCUSSION AND CONCLUSIONS

In the current dynamic environment, building positive relations with customers is undoubtedly 
of great importance, yet they are not the only stakeholders that have to be taken into consideration. 
Moreover, stakeholders’ roles are dynamic and may change depending on the context. The study also 
revealed that employees are the people who are primarily responsible for shaping and maintaining 
relations with the environment. Even if both customers (or museum visitors) and employees can be 
considered as primary generic categories of stakeholders (Perrault, 2017), it is worth noting that the 
situation inside the organization will affect what will be presented to the environment (Jung, 2016).

Therefore, LinkedIn communication can be analyzed from various perspectives. The first and probably 
most important one is related to the employer branding issue and how an organization presents itself as 
an employee (Backhaus, 2016). Findings revealed that even if museums are aware of employer branding 
specifically, they do not use LinkedIn for this purpose only. In the context of the conducted study, this 
perspective is, for example, revealed in the “welcoming posts” made by Wawel Royal Castle and posting 
information about organizational successes. From the studied museums’ perspective, shaping a positive 
image has a broader meaning: to create a positive image not only as an employer but, in the broader sense, 
as an organization that can propose valuable and interesting things to not just the newest generation 
within a given society but to everyone within the society (Confetto, Ključnikov, Covucci, Normando, 2023). 
This issue of communicating with the younger generation was also mentioned during the interviews.

The second perspective reflects more personal-related issues; hence, in postings on LinkedIn, the 
organization tags employees who are involved in some projects. Nevertheless, employees can also tag 
their workplace. Also, interviewees mentioned that networking and building a brand are more important 
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when considering the museum’s presence on LinkedIn. The individual activity of employees observed 
during the study can also be identified as beneficial in the employer branding literature (Confetto et al., 
2023). Of course, recruitment aspects (Confetto et al., 2023) were mentioned and identified during the 
study, yet it can be observed that this is not perceived as a primary and crucial aspect. It can be connected 
to the context of the study and the fact that more theme-specific platforms exist for the museum sector.

The study also revealed that LinkedIn is not a popular social media platform among museum 
institutions (Badell, 2015; Booth, Ogundipe, Røyseng, 2020). This finding is consistent with other studies 
(Bosello, van den Haak, 2022) which indicate that most of the research attention – regarding social media 
communication and offline activities – is focused on relations with current or future visitors. Nevertheless, if 
LinkedIn is used consistently and appropriately, it can successfully address the current challenges regarding 
the growing management perspective in museums. Although, according to the study results, a relatively 
small group of museums use  LinkedIn systematically, some examples of good practices in this area of 
social communication can be identified (Wawel Royal Castle). Hence, the aim is focused on building the 
organization’s image and building employees’ personal brand and individual activities (Confetto et al., 2023).

Study results revealed that museums can be active on LinkedIn regardless of the thematic profile. 
More relevant barriers include the lack of available resources or not having enough digital competencies. 
On the other hand, barriers can also exist on a personal level (Najda-Janoszka, Sawczuk, 2023a), yet the 
study’s findings do not show that this factor solely affects LinkedIn communication. 

Moreover, as museum employees are engaged in crucial museum activities (Najda-Janoszka, 
Sawczuk, 2023b), their role has to be highlighted. On other platforms, such as Facebook or Instagram, 
attention is focused more on how museums communicate with audiences. Hence, this is the platform 
for more intense employee-focused social media activity, and its communications address both current 
and future employees (Kobylińska, Płoszczuk, 2021). Nevertheless, according to the information from 
interviews, LinkedIn is more than a recruitment platform, and image-building activities may also be 
interesting for other stakeholders. 

Thus, the study revealed that a small group of Polish museums use LinkedIn, yet some examples 
of good practice can be observed. Size or organizational profile does not determine or limit which 
institutions can use this platform. More often, this is about individual perception of LinkedIn, limitations 
in the available resources, or lack of digital competencies. After the social media content analysis and 
some interviews, the main categories of posts were identified: employee-related issues, relations/
information about events or investments, achievements and rewards, and “other posts.” Thanks to the 
interviews, individual motivations for using LinkedIn were also possible to identify. 

Nevertheless, the study also has limitations. Firstly, it focused only on Polish museums. Hence, 
further research may include an analysis of content from foreign institutions. Secondly, a relatively small 
number of interviews were conducted, which may make it challenging to generalize observations. 
Hence, further study should include a more considerable number of interviews and also the inclusion 
of the perspectives of future employees or volunteers.
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