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GOOD PRACTICE GUIDE 
for a virtual guided tour



PREAMBLE

In order to explore new museum practices to be implemented in the aftermath 
of the COVID-19 crisis, ICOM1  has launched a call for "ICOM Solidarity Projects". 
This call supports project proposals related to the challenges posed by the 
pandemic, promoting the resilience of museums in these crisis situations. 
In this context, the Belgian National Committee (ICOM Belgium) and the 
Committee for Education and Cultural Action (ICOM CECA), in partnership 
with Musées et Société en Wallonie, Brussels Museums and FARO, have 
developed the project Virtual museum mediation: a necessary adaptation of 
methods. The aim of this initiative is to provide museum operators around the 
world with training materials to help them produce digital mediation tools. 

This project, created for cultural mediators, was carried out with the support 
of ICOM International and the Wallonia-Brussels Federation.

1 ICOM is an international organisation of museums and museum professionals which is committed to the research, 
conservation, continuation and communication to society of the world’s natural and cultural heritage, present and 
future, tangible and intangible. https://icom.museum/en/about-us/missions-and-objectives/ 
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While the online valorisation of museum institutions and their collections is not new, the 
health crisis of 2020 has highlighted the potential of virtual mediation in the museum 
sector. The COVID-19 crisis has not only changed the way museums work and reach their 
audiences, but has also impacted the way they use and perceive digital technology. 

The Virtual Museum Mediation project was set up by various Belgian and international 
partners, with a common objective: to create this guide and accompanying video tutorials 
to help cultural mediators set up and promote a virtual guided tour in an optimal way and 
adapted to different target audiences. 

INTRODUCTION

1. Objectives of the Virtual 
Museum Mediation project

2. What do we mean by a "virtual 
visit"?

3. Why offer virtual tours? 

4. Project methodology

© FeliXart Museum



5

1.  Objectives of the Virtual Museum Mediation project
                                                              

                                                                                                                                                                                                                                              
The challenges of creating these training tools are multiple:   

1° Resilience in the face of the pandemic: Offering alternatives to in situ visits during periods of long-term 
closure or restrictions on visits.

The desire to focus on the creation of virtual tours responds to a problem linked to the health crisis we 
have been through: getting museum workers (cultural mediators, external guides) back to work and 
recreating the link between the museum mediation services and their public. 

2° Inclusion: Enabling museums to expand their societal and social cohesion role.

During periods of closure, museums had to find new ways to keep in touch with their audiences who 
could not come to the museum. As soon as they reopened, they realised that the solutions they had 
devised or adopted offered new opportunities to so-called "prevented" audiences, i.e. people who 
normally have no or difficult access to museums for physical reasons, distance issues, etc. This guide 
aims to help create "tailor-made" visits for these specific audiences.

3° Professionalisation: Increasing the professionalisation of employment in the museum sector.

Based on the observation that a "classic" visit in situ cannot be transposed as it is into an online 
version, we wanted to define the good and not-so-good practices as well as the specificities to be 
taken into account for different types of "impeded" audiences. The aim of this guide is to help mediation 
professionals with their virtual tour projects, from their initial questions (technical choices, themes, etc.) 
to the promotion of the tours created (cultural marketing, sources of funding, etc.).

2.  What do we mean by a "virtual visit"?

Although at the outset, the project was mainly intended to focus on the issue of virtual guided tours of 
the 360° digitisation type, it soon became apparent that it would be appropriate to extend this concept 
to other formulas. Each tour format meets different objectives and needs. In the context of this guide, 
the term "virtual visit" is therefore understood in its broadest sense. It covers different types of distance 
mediation using the virtual dimension.

These proposals are divided into 4 categories: 

1. Video-conference visits 
2. Tours 
3. Hybrid visits 
4. Fun-educational visits

© FeliXart Museum
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3.  Why offer virtual tours? 
                                                              

                                                                                                                                                                                                                                              
Generally speaking, the main notion behind most virtual tour proposals is accessibility.

While virtual guided tours provide an immediate response to the impossibility of accessing a museum 
during a long-term closure and to the restrictions on visits for individuals and groups, they also provide 
an appropriate solution to a more general problem of access to museum sites for certain categories of the 
population: audiences with special needs (people with reduced mobility, people with disabilities, people 
deprived of their liberty, pupils from schools far from museum structures or with few resources, elderly 
people in residence, etc.). In this sense, through virtual mediation, museums can be more inclusive and 
reaffirm their cultural commitment to all, without barriers or discrimination.

In addition to these social and societal opportunities, virtual tours also open the way to other forms of 
visits, in particular by giving access to areas of the museum that are usually not very accessible or even 
forbidden to the public, to temporary exhibitions that have been completed, to remote periods or places, 
etc. 

The advantages of a virtual guided tour are therefore numerous:

• Reaching new audiences (opening up to disadvantaged publics in the broadest sense of 
the term or to those who do not dare to come to the museum);

• Keeping a museum closed due to a pandemic or renovation work alive and thus keeping 
the mediators active;

• Keeping a temporary exhibition or spaces that are destined to disappear alive;
• Meeting challenges that cannot be met in situ with new creative opportunities;
• Providing access to forbidden or inaccessible areas;
• Etc.

4.  Project methodology

The partners behind the Virtual Museum Mediation project (ICOM Belgium, CECA, Musées et Société 
en Wallonie, Brussels Museums) chose to adopt a collaborative methodology through a focus group and 
pilot tests.
To this end, various professionals from the museum sector were asked to compile advice and 
recommendations during 3 brainstorming sessions. Following these coaching sessions and co-
construction of the methodology, 6 Belgian museum institutions involved in this working group each 
developed and tested their own virtual mediation project adapted to a specific target audience.  
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Here is the list of the 6 participating Belgian museums and the target audiences they approached during 
the pilot phase.       

Institution Target audience Rationale for the virtual tour
FELIXART MUSEUM, 
Flanders

Residents of nursing 
homes

People with reduced mobility who cannot 
always get to the museum. This public 
is particularly isolated following the 
pandemic. 

Reason: presentation of a completed 
temporary exhibition.

HOUSE OF EUROPEAN 
HISTORY, Brussels

Pupils abroad (international 
school audience)

International public unable to visit the 
museum due to distance but sometimes 
interested in discovering foreign heritage 
treasures. 

IXELLES MUSEUM, Brussels Children in hospital  Public unable to visit the museum or 
come into contact with people outside the 
hospital. 

Reason: presentation of the backstage 
of the museum, which is closed due to 
works.

ROYAL MUSEUM OF 
MARIEMONT, Wallonia

Visually impaired people Public who have difficulties in getting to 
the museum.

PHOTOGRAPHY MUSEUM 
OF CHARLEROI, Wallonia 

Adolescents in crisis, 
breaking away or dropping 
out of school

Public sometimes difficult to attract to the 
museum. 

Reason: Escape game impossible on site.
FOLKLORE MUSEUM OF 
TOURNAI (MuFIm), Wallonia

People living in a difficult 
social and/or economic 
situation (Article 27 
beneficiaries)

Public sometimes difficult to attract to the 
museum.

Reason:  access to the restorer's workshop 
is normally impossible.
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The Virtual Museum Mediation project was carried out in 5 phases:

- Phase 1 (May 2021): a one-day seminar to initiate reflection, identify avenues and target needs.

A first day for museum operators and independent guides took place on 25 May 2021. This free webinar 
brought together several foreign and Belgian speakers who have set up interactive virtual guided tours. 
The aim was to start thinking about virtual tours, to identify the positive and negative points of these 
tours, their target audiences, existing methodologies, etc., and finally to produce a first synthesis.

To review this seminar:  Speaker 1 https://vimeo.com/manage/videos/566102022
    Speaker 2 https://vimeo.com/manage/videos/566093806
    Speaker 3 https://vimeo.com/manage/videos/563660972
    Speaker 4 https://vimeo.com/manage/videos/563212262
    Speaker 5 https://vimeo.com/manage/videos/563188124
    Speaker 6 https://vimeo.com/manage/videos/563198779

- Phase 2 (autumn 2021 - winter 2022): reflection, writing and content design phase.

The second phase was punctuated by several meetings bringing together mediators, guides and 
technical externals in order to co-construct the methodology.

- Phase 3 (March-May 2022): pilot phase, creation of prototypes and testing.

The third phase consisted of a test period. With the help of several mediators, the methodology developed 
was applied in the development of interactive guided tours tested on several of the above-mentioned 
target groups, in institutions chosen according to different criteria: accessibility, nature of the contents, 
availability, target audiences.

- Phase 4 (June 2022): creation of training tools based on the results of the testing.
 
The fourth phase aimed to provide operators and guides with very practical training tools (tutorials 
and this guide) so that they could carry out virtual guided tours independently. These materials were 
enriched thanks to the results of the pilot phase. 

- Phase 5 (July-August 2022): dissemination phase of the content created.

Finally, the last phase consisted of disseminating the videos and the virtual mediation best practice 
guide to the entire museum community.

Following the brainstorming sessions and the pilot phase, a set of good practices and recommendations 
have been compiled in this guide. These are structured in 3 chapters: 

Chapter 1 - Mediation: learning to interact with your audience 

Chapter 2 - Promotion: to learn how to communicate in order to reach your target audience

Chapter 3 - Technical aspects: to know and choose the digital tools adapted to your project
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CHAPTER I
MEDIATION

Introduction

1. Targeting virtual opportunities to overcome 
limiting beliefs

2. Choosing your 'way' to guide virtually

3. Preparing a virtual mediation  

3.1. Why?

3.2. For whom?

3.3. What ?

3.4. How?

3.4.1. Timing

3.4.2. Sensory dimension

3.4.3. Interactive tools

3.4.4 Trusting atmosphere

3.4.5. Contact

3.4.6. Attitude of the guide

© FeliXart Museum
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Introduction 
                                                              

Guiding a group through the museum and accompanying them on a virtual tour are not the same thing. 
This chapter therefore aims to provide valuable advice to answer questions raised by digital mediation 
such as: "how to interact at a distance, how to pace an online guided tour, how to make a virtual visit 
attractive...". 

The tips compiled in this chapter are the result of a brainstorming and co-construction session 
coordinated by Janien Prummel. These mediation recommendations were then enriched by feedback 
from the pilot phase of this project.

Janien Prummel is a coach and advisor in cultural mediation, 
trainer in mediation techniques.

1.  Targeting virtual opportunities to overcome limiting beliefs

First of all, creating a virtual tour requires overcoming certain fears sometimes expressed about the 
virtual. People sometimes think that physical presence is irreplaceable, that contact with the works 
is indispensable, that spontaneous exchanges are impossible, or that managing digital tools is too 
complex. 

ADVICE: Start with what you have mastered and leave yourself time to improve your 
technique little by little. Allow yourself time to go step by step, to fail and to improve. 

ADVICE: Target virtual opportunities.

Before starting a virtual visit project, in order to overcome the preconceptions that could slow down 
the process, it is interesting to ask the following question: what could be offered virtually that would 
normally be impossible to conceive in a concrete way in the museum?

This approach makes it possible to use the advantages offered by this medium to construct the visit 
(instead of creating a visit that we try to transpose online afterwards). It opens up the field of possibilities 
and allows us to approach the virtual in a creative and positive way, so as to get rid of the desire to 
present the museum "in its place".
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For example, the virtual allows:

• Bring together places or objects that are normally too far apart physically or in time (e.g. make a 
comparison with a work kept in another institution, present an artist's studio, etc.).

• Visit spaces that are inaccessible to groups, such as storerooms, the restorer's room, etc.
• Presenting objects from collections that are not on display (due to their fragility, lack of space, etc.).
• Present a place in the 4 seasons.
• Etc.

2.  Choosing your 'way' to guide virtually

As has been mentioned, and will be developed in Chapter 3 of this guide, there are different types of 
virtual tours. The choice of format should be made according to the objectives of the visit, and also to the 
needs of the audience for which it is intended. Each format implies a different posture for the mediator. It 
is essential that he/she is comfortable with the role he/she will have to play and that he/she is properly 
prepared.  

1. Videoconference visits: the guide shares his/her content from his/her computer.
2. Tours: the guide walks around the museum and communicates remotely.
3. Hybrid visits: the guide is in person with his/her group and presents virtual content.
4. Fun-educational visits: to these first categories can also be added the playful visits, in the form of 

games (virtual Escape Game, virtual treasure hunt, etc.). While this gamification may be the main 
objective of the visit, it may also be reflected in the other three types mentioned above.

3.  Preparing a virtual mediation  

Depending on the target audience, the expectations and needs to be met by the virtual visit are different. 
In order to make appropriate choices in terms of mediation, the following points should be considered:  

WHY: what are the objectives to be achieved?

WHAT: what is the topic and what content is presented?

WHO: who is the target audience, what are their needs and specificities?

HOW: what approach, what format for the visit, what interactive tools to choose? 

These different aspects of the project are interconnected and must be well defined in advance.
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3.1.  WHY: what are the objectives of the proposed virtual tour?
                                                              

The first question to ask when starting a virtual tour project is the purpose of this offer. The objectives 
pursued can be varied. 

For example, a virtual tour can be used to:

• To discover a particular subject (an artist, a theme) 
• Encourage people to come to the exhibition
• Learn to observe a work of art
• To have fun in a group and play
• To live a new experience
• To bring together isolated people
• To offer a cultural discovery 
• To offer a creative workshop 
• Provide an opportunity to practice a language
• Slow down by offering a moment of zen
• Etc.

ADVICE: Define a clear and well circumscribed objective in advance that will serve as a 
guideline for your project.

3.2.  FOR WHOM: who is my target audience and what are their specificities?

In terms of mediation, it is important to identify the target audience for the virtual tour. Finding out about 
the particularities and expectations of the audience in order to set up a virtual visit that is well adapted 
to the needs of the participants is therefore an essential step in the smooth running of the project. This 
information enables the tour format, tools, content, interactions, etc. to be chosen with full knowledge 
of the facts.

As an example, here are some useful questions to ask yourself about the audience:  
 

• What are the digital skills of the participants? Using a PC or a tablet can be a real difficulty for some 
people, which can create reluctance or frustration. It is therefore important to take the time to make 
the participants feel comfortable with the computer tools used (manual, FAQ, etc.). 

• Do the participants know each other or not? Are they gathered in the same space or are they alone 
in front of their screens? These aspects will influence, for example, the presentation time and the 
group dynamics to be created. 

• Are they prevented from doing so or not? If so, for what reasons? Do they need additional assistance? 
Do they have a preference for the video-conferencing platform? 

• Is it possible to send learning materials in advance or not? 
• Etc.
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The museums participating in the pilot phase of the project each approached a particular audience for 
which they had to adapt a virtual tour. The table below shows, by way of illustration, some of the points 
of attention to be taken into consideration according to the different types of audience targeted in the 
pilot phase of this project.

Specificities of the target audiences

Target audience Specificities to be taken into account
Residents of nursing homes, 
seniors

Need to simplify explanations and speak more slowly. 
Limit questions and answers.
Suggest handling objects and materials.

National school: Schools that 
are remote or unable to travel 

For schools, it is important to include the visit in the educational 
continuity of their programme, and that there are elements available 
before and/or after the visit (for example, an educational file).

International school The inclusion of the visit in an educational programme is less 
important for international school visits as it is more often a discovery 
outside the curriculum.  
For the international public, time zones need to be worked out and 
a good dialogue with the teacher in advance.

People living in a difficult social 
and/or economic situation 
(Article 27 beneficiaries)1

Leave room for improvisation, adapting what is said to their needs 
and desires.

Visually impaired Take into account their preferences for videoconferencing. 
The importance of the sound quality of the media broadcast. 
Being advised and accompanied by a specialised facilitator.

Children in hospital Make the visit more dynamic and avoid static states that are not 
suitable for children.
Give pride of place to the playful and creative dimension.
Be advised and accompanied by a specialised facilitator if necessary.

Teenagers The pace and attractiveness of the proposed interactions are crucial.
The playful and creative dimension should be given pride of place.

1 https://www.article27.be



14

3.3.  WHAT: what content should be proposed? What topic(s) or theme(s) is/are interesting to address?                                                              

After defining the objective of the visit and identifying the specific needs of the target audience, the 
content to be offered virtually should be defined. In order to make this choice in a considered way, here 
are several elements to take into consideration.

• Is it a question of giving a general overview of a museum or an exhibition or focusing on a particular 
theme? 

• Which objects/areas are usually inaccessible when visiting the museum (storerooms, restoration 
workshop...)?

• Which objects/rooms are the most photo- or video-genic? 
• Knowing that the tour is a creative step that does not necessarily depend on the physical tour of the 

museum, what would be the ideal tour or scenario?

When possible, do not exclude to survey the participants in advance and ask them to make a choice 
from among several proposed themes. This approach has the advantage of involving the visitors by 
giving them the opportunity to participate in the preparations for the visit.

ADVICE: Limit the number of works or objects presented. Do not get lost in too much 
content to avoid, on the one hand, being frustrated by not being able to cover everything 
and, on the other hand, to overwhelm the visitors. Depending on the objective defined 
beforehand, analysing 3 or 4 works can sometimes be enough.

3.4.  HOW: which didactic methods to use?

As we saw in the introduction to this chapter, making a virtual tour interactive and dynamic is not an 
easy exercise. Online, the audience's attention span is shorter, as participants have a real need for 
exchange, human contact and experience. Right timing, carefully selected interactive tools, stimulation 
of the senses, a friendly atmosphere, a trusting environment, good contact with the participants and a 
friendly attitude are all points that need to be carefully prepared.  

3.4.1. Timing: what is the ideal duration of a virtual visit?

It is important to define the timing of the session. For an attractive online visit, one hour is sufficient (an 
hour and a half at the most if you want to plan a presentation time). Anticipating possible problems with 
connection and settings is also essential to be well prepared. For example, allowing a few extra minutes 
for technical questions and practising in advance will help you to keep to the announced time limit and 
to conduct the visit more serenely.
Note that it is sometimes appropriate to think of this digital offer as a serial project, for example by 
proposing a half-hour episode per week for a nursing home or a school. The virtual tour project can be 
built up over time to build loyalty with a particular audience. 

ADVICE: Practice and plan optional elements to be covered or not depending on the time 
available.
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3.4.2. Sensory dimension: how to replace the physical experience at a distance?

Although the visit is virtual, the participant can be invited to (re)feel things. Of course, it is legitimate 
to ask how to replace the physical experience at a distance and how to help participants to get in 
touch with the collections presented virtually. To make the digital visit stimulating and immersive, it is 
advisable not to neglect the sensory dimension, by mobilising the different senses of the participants.

a. The view

The choice of the visual supports proposed is crucial (photos, videos, scans, 360° views, etc.). 

First of all, it is possible to juggle these different media and angles of approach, a game of perspectives 
that allows for a wide variety of views. Multiplying and diversifying the points of view makes it possible 
to nuance the visitor's perception (e.g. perspective view, bird's eye view, low angle view, enlargement, 
etc.). It is important to ensure that the participants are always given a notion of scale, to enable them to 
realise the dimensions of an object or space.

Secondly, visual aids can be used to tell stories or convey an atmosphere. For example, it is possible to 
give visitors the impression of actually entering the museum or a room.

Finally, it is recommended to comment on the visuals in order to share the experience of the visit, by 
talking about the light that emanates from a work, the warm atmosphere of a room, etc.

ADVICE: Sequencing visuals appropriately to take visitors through a narrative and give 
them an experience. Putting yourself in the shoes of a director and working shot by shot 
to build a narrative is the art of storytelling. 

There are several tools for presenting visuals, such as : 

• Prezi: a tool for modelling graphic presentations.
• Genially: a tool for delivering content through animated infographics (creation of an interactive 

image).
• Etc. 

b. The other senses

Although sight seems to be the easiest sense to mobilise, make sure you do not forget to use the other 
four senses: hearing, touch, taste and smell. There are many ways to do this. For example, it is possible 
to make people feel emotions through music, sounds, audio description, etc. It can also be interesting to 
invite participants to touch materials similar to those presented at a distance, to taste food or to smell 
scents related to the theme of the visit. 

Note, however, that this requires additional preparation time.

ADVICE: Ask participants to prepare items in advance at home or arrange for materials 
to be sent or delivered to the group in advance that will engage the senses: food to taste, 
materials to handle, etc.
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c. The sense of movement

Finally, it can be interesting to use the kinaesthetic memory. This is the muscular sense, or sense of 
movement, which concerns the perception of the movements of different parts of the body. The fact 
that you do not remain static allows you to capture the visitor's attention and to engage them in the 
discovery of the content presented.

ADVICE: Invite participants to move, fetch an object, reproduce a movement or posture, 
do a mime, etc.

3.4.3. Interactive tools: how to create a dynamic and avoid monotony? What form of interaction should 
be privileged?

There are many activities that can punctuate your virtual visit (observation games, creative workshops, 
virtual walkabout, reflection, polling, questions and answers, introspection, quizzes, etc.). They should 
be chosen carefully, so that they serve the objectives set at the beginning of the project and meet the 
needs of your target audience. Preparing interactive tools requires time, but it is necessary: punctuating 
your visit with activities helps to create a narrative and thus enhance the experience.

ADVICE: Think about how many activities you want. At the beginning, it is better to 
choose one or two methods and experiment with them little by little. 

ADVICE: Diversify and alternate the proposed activities, contents and interactions to 
break the monotony. 

ADVICE: Think about the structure of these proposals to present them in a logical order.

3.4.4. Trusting atmosphere: how to create an atmosphere of trust that encourages interaction?

It is important to "take care of your entrance". Often considered, wrongly, as an "empty" moment, only 
intended for the installation of the participants, the beginning of the visit must be carefully thought out 
and prepared. It is therefore strongly recommended to welcome visitors in a friendly manner, to give 
them time to arrive and settle in. It is all a question of balance: while it is not advisable to hit them directly 
with information and/or visuals, it is also not advisable to leave an awkward gap during the settings of 
some or others.

In the case of long-distance visits, it is interesting to take advantage of the fact that they are in their own 
home, in an environment they know well, to invite them to make themselves comfortable, to settle down 
with their favourite drink, etc. In this way, some people, even very shy ones, may find it less difficult to 
speak up. 

To encourage this friendly atmosphere, it is also possible to suggest small breathing or mindfulness 
exercises to visitors to encourage them to pay attention.
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3.4.5.  Contact: how to establish good contact with online participants?

Distance and screens do not always facilitate spontaneous exchanges during a virtual guided tour. Here 
are some recommendations to help you overcome these difficulties.

Setting rules

Imposing a few rules at the beginning of the visit has the advantage of reassuring visitors because it sets 
a framework. Do not hesitate to give your instructions as you would in the museum, but in a fluid, light 
and positive way (for example, by subtly integrating them into the explanation of the video-conference 
procedures). In general, it is recommended to adopt an inviting and not a limiting attitude. Encouraging 
participants to leave the camera on during an online visit promotes a friendly atmosphere.   

In order to establish these rules of exchange, it is advisable to think beforehand about the desired level 
of interactivity and the methods of communication to be put in place.

o Participants write/react in the chat room to a question. 
o Participants can ask questions in the chat.
o Participants "raise their hand" and answer a question orally.
o Participants hold up a blue or red piece of paper to answer yes or no.
o Participants respond using another tool (e.g. a virtual whiteboard).

There are also a number of tools that allow the participants of a guided tour to interact, such as

• Padlet: a tool for creating collaborative "virtual walls" to share text, images, sounds.
• Mentimeter: a tool for collecting speech (via the creation of word clouds, live surveys).
• Jamboard of Miro: tools for exchanges with an interactive whiteboard dedicated to collaboration.
• Kahoot : a fun learning tool to generate interactive questionnaires easily accessible with a smartphone 

for teenagers, for example.

Before your visit, check the terms of use of these tools (maximum number of participants, duration of 
use, etc.).

Keeping in touch

In distance mediation, it is essential to maintain constant contact with the participants. Establishing 
good contact with the group requires time and attention.

ADVICE: 

• Regularly and very explicitly invite participants to react.
• Welcome each reaction (oral or written) by saying, for example, "ah I see a smile", "ah 

I notice surprised faces"... 
• Encourage participants by saying, for example, "all reactions are interesting", "there 

are no wrong answers"...
• Pay close attention to non-verbal signals and listen carefully. Note that a large screen 

makes it easier to do this.
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Chat management

In opting for this mode of discussion, it is advisable to ask questions to which the participants can 
respond with a word or two, and to give them time to write down and read out all the answers, or at least 
to paraphrase or structure the various reactions shared live.  If managing the chat is too complex, the 
mediator should get help from a colleague who will be in charge, in order to stay focused on the visit. 
Watching someone reading or writing on the screen is not really captivating for the public!

3.4.6. Attitude of the guide

Finally, the attitude of the guide, which is sometimes neglected, remains a central element in the success 
of an online mediation. Small, simple gestures can indeed make what is said more attractive. 

Here are a few tips for a virtual guided tour in video-conference or on a route.

• Choose a comfortable position, sitting or standing, even if it is in front of a computer. A guide who is 
"comfortable" will be much more pleasant for the participants to follow. 

• Ensure that the camera is stabilised and set at the right height. 
• Look straight into the camera. 
• Pay particular attention to voice and intonation. Speaking clearly and slowly is essential as digital 

technology makes it less audible. Make sure you are captivating by using a variety of intonations and 
reactions (e.g. "ah I didn't expect that", "oh that's really very appealing"...). 

• Avoid at all costs simply passing on slides in a passive and monotonous way. 
• As far as possible, do not blur a background (BLUR option) during a videoconference visit as this 

decontextualises the visit and sometimes distracts the visitor's attention. 
• Do not show the frustration of not being on site, as it is very unpleasant for visitors to feel that the 

mediator would prefer to be in person. So avoid remarks such as "it's not possible at a distance, but 
if you had been there, I could have shown you..."!

© Shutterstock 
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Introduction 
                                                              

It is not enough to create a virtual tour, you must also reach the audiences interested in the offer. This 
chapter aims to offer advice and recommendations on how to effectively promote a virtual tour and 
reach your target audience. 

The best practices compiled in this chapter are the result of a brainstorming and co-construction session 
coordinated by Isabel Lowyck. These tips were then enriched by feedback from the pilot phase of this 
project.

Isabel Lowyck is an expert in public relations and mediation 
(Guide-ID /Belgian National Orchestra).

1.  Assessing the relevance of the offer

When creating a virtual offer, it is important to assess its relevance. In order to know where this proposal 
fits in, it is wise to "scan" the cultural environment in which the project is situated and to analyse the 
existing offers in order to match, inspire and position oneself. What are other institutions doing? What 
are the social trends? What are the needs of our audience? Note that this step is often neglected. Even 
if we think we already know what to do, it is better to remain attentive and to inform ourselves in order 
to go beyond our preconceptions.

ADVICE: Find out what is being done elsewhere, not only in your own country, but also 
abroad, as these proposals are a real source of inspiration!

2.  Communicate correctly on the components of the virtual offer

The previous chapter highlighted the importance of designing a virtual tour project by asking the 
following questions: why, for whom, what and how. Once the objectives of the tour have been set, the 
target audience defined, and the format and content selected, it is important to communicate these 
different components. To be effective, a promotion should not be placed at the end of a project but 
should be an integral part of it.
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2.1.  WHY: state explicitly the reason for the project

In communication, you should not limit yourself to saying what you are doing, but rather why you 
are doing it: this is the real reason for the project! This "why" (i.e. the objectives pursued by the visit) 
constitutes the heart of the project, gives meaning to the proposed offer, and must therefore be at the 
centre of the communication. 

It is also interesting to look at the motivations of the visitors. Why will they be interested in this offer? 
What will motivate them (to experience uniqueness, to learn, to meet, to play, to innovate...)? The answers 
to these questions should also be reflected in the promotion of the visit.

2.2.  FOR WHOM: defining and engaging your target group

As mentioned above, good mediation cannot be conceived without knowing and understanding the target 
audience. The same applies to promotion. Knowing who you are talking to is effective communication.

Segmentation 

To do this, you need to ask yourself the following questions: 

• What are the specificities of my audience? 
• What characteristics of my audience are important to know in order to set up a good promotion? 
• What communication channels does this audience use?

In order to respond to this, we must not be afraid to "go outside" the museum. Going out to meet the 
public allows us to get to know them better and therefore to reach them better.

There is not "ONE" public, but "SEVERAL" publics, which are sometimes very different. It is therefore 
necessary to segment them according to various criteria (geographical, demographic, etc.). In this 
context, digital tools such as Google Analytics can be a good ally.

Language 

Communicating correctly with your target audience is all about using the right language. Using 
familiar vocabulary will greatly increase the effectiveness of the promotion and allow for more direct 
communication with the target audience.

Needs

A virtual visit will only be relevant and interesting if it meets the expectations and needs of the target 
audience. This requires empathy, putting yourself in the visitor's shoes to better understand them, 
listening and therefore not thinking you already know everything. Make sure you always understand 
what matters to your target audience (not what matters to you).
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2.3. WHAT: clearly state the components of the offer 

Before you start distributing your promotional tools, make sure that they answer the following questions 
clearly and precisely: What is actually being offered? What is your offer? Who is it aimed at? Make sure 
there is no doubt about the message you are trying to get across to your target audience.

ADVICE: Communicate well about the offer (content, theme, formula) to avoid frustration 
or misunderstanding.

2.4. HOW: outline how the offer was developed and how it will run

Finally, be sure to communicate how the offer has been put together, how it will be carried out, and its 
specificity. How does your visit differ from those offered by other institutions? What is the added value of 
your way of doing things, of the experience you are proposing? These questions, which should be asked 
at the beginning of the virtual visit project, will provide clues as to the elements to be communicated 
during its promotion.

3.  Reaching your target audience 

In order to reach your target audience, several elements must be taken into consideration.

3.1.  The message: form and content

To promote your virtual tour, the message must be clear, effective, and touch the viewer's heart.

The words used for a slogan or title will obviously contribute greatly to the creation of this message. 
Is the vocabulary chosen creative enough, precise enough, touching enough? But writing alone is not 
enough, the weight of images should not be underestimated. A well-chosen illustration for an advertising 
campaign can make all the difference. 

For a promotion to be effective, it is worthwhile to use the power of narrative as much as possible. 
The words and images chosen should together immerse the viewer in a story. More than just factual 
information, it is the emotions and commitment that will touch the audience. Because, although the visit 
format is virtual, the human character of the message conveyed remains essential. Why not go and meet 
the professionals of the museum sector, reveal the backstage...?

Finding a point of intersection between the message to be conveyed and the public's interests remains 
the best way to arouse the interest of your audience.
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3.2.  The Visitor Journey

In order to communicate effectively about the visit project, it should be conceived as an experience in 
the broadest sense! Reaching a potential visitor means accompanying them on their journey to you, 
from the very first research they begin at home. It is therefore important to put yourself in the shoes of 
"Mr/Mrs Everyman" and follow him/her step by step. Does he/she know the institution? If not, how can 
I make him/her aware of the different offers? What does he/she want or need, before, during or after 
his/her visit? Taking into consideration the whole experience of the visit and asking questions about 
each facet of the experience will not only make it better, more inclusive and more enjoyable, but will also 
ensure that it is consistent.

Note that the museum staff should also be kept well informed of all these steps to help ensure the 
success of the experience.

As an example, here are some points to check:

Pre-visit   
Where is the offer located: website, networks?
Is the offer clear? 
What does the visitor have to do to book? 
What confirmation is sent? 
Is the process clear and simple?

Visit
How to introduce yourself? 
How to make the visit pleasant? 
How to facilitate the use of the tools by the visitors?  
How to thank visitors for their participation?

Post-visit 
How to evaluate and transmit a satisfaction survey?
How do you invite people to come to the event or to participate in another remote offer? 
Should you send a souvenir, a competition, etc.?

3.3.  Means and channels

There are often more channels of communication than we think. Because of habit, we always use the 
same communication channels and miss great opportunities. For your virtual tour project, it is advisable 
to draw up a detailed communication plan. This exercise, although tedious, allows you to select the most 
appropriate communication channels and, above all, not to miss any opportunities. In order to work 
in a methodical way, it is necessary to list and classify, as exhaustively as possible, all the means and 
channels of communication and all the actions to be carried out for each of the following categories:

o Internally 
o Towards partners 
o To other institutions: B2B 
o To existing clients 
o Towards new clients
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3.4.  Personal approach

Maintaining personal and direct contact with the target audience is essential. This requires energy, but 
it allows for a strong and important relationship to be maintained, despite the physical distance. 

An interesting exercise in communicating effectively is the "Elevator Pitch". The objective is simple: to 
explain the essence of a project in one minute (as one would do in a lift). This allows you to identify and 
select the essential elements to highlight in order to enhance the value of your visit project during a 
contact with the public. 

It is important not to neglect the importance of phoning, checking on visitors, finding out whether they 
are available or not, whether they enjoyed the visit or not, etc.

3.5.  Partnerships
 

Partners are strong allies in supporting, defending and promoting your project. In this context, community 
mapping can be very useful in order to become aware of all the connections that can be established 
with other structures. In concrete terms, this involves creating a visual representation of all the potential 
contacts, a sort of mapped inventory of all the players involved in your institution and your project. 

This makes it easier to target potential partners who may be able to better understand and reach your 
target audience, particularly by circulating information to groups to which you do not have access.

4.  Evaluation of the project

In order to evaluate the success of your visit or to know if certain points still need to be improved, it is 
interesting to monitor your project. This will allow you to check the experience along the way and to 
estimate the final result. 

To check that everything is going well, it is, for example, recommended to contact the group before 
the visit (to make sure that everything is clear), to regularly ask if everything is going well during the 
visit, etc.

To evaluate the final result of the visit, there are several possibilities: sending a satisfaction survey via an 
online form, doing a round table discussion, asking to send a creation or a reaction related to the visit 
by email, completing a virtual whiteboard, etc.  In addition, these means can be used to evaluate several 
aspects of the experience: communication, format, mediation, digital tools, content, duration, etc. 

To evaluate the success of your promotion, some online indicators can also inform you (Google Analytics, 
data from social networks like Facebook and YouTube, etc.).
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5. Financing your virtual tour offer

The implementation of a virtual tour raises the question of the financing of such a project. Depending on 
the format chosen, the cost can vary greatly, with the equipment needed for a livestreaming tour being 
much more affordable than a 360° scan involving more extensive digital development work.

But whatever your budget, this requires time from the mediators. It is therefore worth thinking about 
how to generate additional income in order to carry out your project in the most qualitative way possible.

As regards the viability of this type of offer, several avenues exist. First of all, new economic models 
should be considered, such as the sale of solidarity tickets, for example. Secondly, it is essential to keep 
abreast of calls for projects or possibilities of applying for subsidies. Sponsorship, and more particularly 
crowdfunding, can be a significant source of additional income, as can sponsorship. In this case, think 
about contacting companies working in the digital sector to receive material or structures that support 
the target audiences for which the visits are intended.

Certain opportunities, such as those offered by CSR (Corporate Social Responsibility), should not 
be overlooked either. CSR encourages companies to contribute to the challenges of sustainable 
development, of which the societal aspect is a pillar. 

If the virtual offer is to be paid for, it is important to lay down general conditions, to consider the legal 
aspects and to set up an after-sales service.



26

CHAPTER III
TECHNICAL ASPECTS

Introduction 

1. Preliminary advice

     1.1. Readiness to change

     1.2. Accompanying visitors

2. Different formats for virtual tours

 2.1. Virtual CONFERENCE visit

 2.2. TOUR visit

 2.3. "HYBRID" visit 

 2.4. FUN-EDUCATIONAL visit

 2.5. Conclusions

3. Tips for choosing a technical operator

4. Connectivity

5. Broadcasting

6. Anticipating a technical problem

 © Ixelles Museum



27

Introduction 
                                                              

Any virtual guided tour project requires the use of digital tools, more or less complex to set up, which will 
allow visitors to live a new experience. The aim of this chapter is not only to present the different virtual 
tour formats tested in this project, but also to give advice on the technical choices to be made when 
carrying out a digital mediation project. 

The methodology presented in this chapter is the result of a session of reflection and co-construction of 
knowledge coordinated by Géraldine Bueken. During this session, the interventions of different actors of 
the sector (cultural operators, digital service providers, mediators, etc.) allowed the compilation of a set 
of recommendations. As with the previous chapters, the conclusions of this session were then enriched 
by the feedback from the pilot phase of this project.

Géraldine Bueken is a strategist specializing in immersive 
cultural mediation devices, founder and manager of the 
XR4heritage Program.

1. Preliminary advice

1.1. Readiness to change
 

One of the potential obstacles to the implementation of a virtual offer may lie in the fact that professionals 
in the museum sector sometimes fear that they do not know enough about it, that they do not have the 
skills required to use digital tools. A sine qua non condition for the success of such a project is that the 
mediators who will be invited to offer the visit are not only ready to begin this adventure, but that they 
are also truly committed to the process of creating this offer.

1.2. Accompanying visitors
 

Still on the technical side, it is essential to ask about the visitors' skills. Is the group ready to use digital 
tools or not? If not, it goes without saying that you must make it easier for them. To do this, take the time 
to explain the rules of the visit (e.g. broadcast interface, microphones, chat, etc.). It may also be useful to 
provide a FAQ (answers to frequently asked questions), a procedure or an explanatory video in advance.
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2. Different formats for virtual tours
                                                              

As we have seen above, there are many ways to approach virtual mediation. The 6 museums participating 
in this project have tested several of these possibilities, which we have classified into 4 categories. Note 
that the list of formats discussed here is not exhaustive and will evolve not only with technological 
advances, but also with the creativity of the mediators.

As a reminder, here are the 4 categories of virtual visits tested during the pilot phase:

Virtual conference visits: the guide shares 
his/ her content from his/her computer.
 

Tours (or virtuals routes): the guide walks 
around the museum and communicates 
remotely.

Hybrid visits: the guide is in person with his/ her 
group and transmits virtual content.

Fun-educational (or educational/entertainment) 
visits: this category includes visits that take the form 
of games (virtual Escape Game, virtual treasure 
hunt, etc.). Note that while this gamification may 
be the main objective of the visit, it may also be 
reflected in the other three types mentioned above.

The choice of format depends most of the time on the same parameters: the constraints imposed by 
the building or the financial and human means available to the institution. However, it is the objectives 
pursued and the needs of the target audience that must prevail. 

These different possibilities of digital mediation require material and preparatory work that are sometimes 
very different. The following sub-chapters will address these elements as well as the advantages and 
disadvantages of each of these solutions.

1

2

3

4
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2.1. The virtual CONFERENCE visit

In this case, the mediator is behind his/her computer while the 
participants are at home. During a videoconference, the guide can 
share different types of content such as:

o Immersions in a 360° scan 
o 360° pictures
o Audio-visual aids: photos, videos, podcasts, etc.
o Creative and/or interactive activities: quizzes, timeline, etc.

Material needed for the guide

• A PC with recent components (8Gb RAM, etc) 
• A webcam: good quality and well positioned camera 
• A headset with microphone 
• A mouse (less noisy than the pad)
• Ideally, a double or triple screen to facilitate content sharing

Material needed for the participants

Individual: 

• A PC, smartphone or tablet

Group: 

• A video projector connected to a PC with recent components (or possibly an interactive digital 
board) 

• A large screen or white wall 
• A loudspeaker and a webcam facing the group and a microphone

• diversity of media to be shared
• flexibility of the route without 

spatial constraints, a lot of 
suppleness

• absence of organisational 
constraints (weather, noise, 
museum opening hours, etc.)

• static position of the guide

+ —
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Tips for a 360° immersion type mediation:

a. Creating the 360° scan

A 360° digitisation of the museum's spaces is an interesting immersive 
experience to be shared to help visitors immerse themselves in the rooms, 
storerooms, etc. In order to prepare for the capture of the premises, 
discussions with the service provider will be necessary. Beforehand, it is 
important to consider the following elements:

• The choice of digitisation software according to the cost, the type of 
space to be digitised, the type of hosting, the possibilities of adaptation, 
sharing, etc. 

• The route: which spaces will be digitised and for what reason(s)?
• Collection items: which works will be highlighted in the tour (the most 

representative and photogenic objects should be chosen)?
• Additional content to be integrated into the route, points of interest in the 

form of tablets containing videos, texts and illustrations.

Don't forget to also think about what should/may not be shown for reasons 
of security or image rights, for example. Note, however, that depending on 
the scanning program chosen, it is often possible to blur these elements.

b. Sharing the 360° scan

If, during your video conference visit, you wish to share a 360° scan, a prior 
contextualisation will be appreciated by the participants. Setting a framework 
before entering the place directly by giving information on the building from 
the outside, on its history, etc., allows the visit to be inscribed in the space 
which then becomes familiar to the visitor. In the same way, in order to give 
participants an overview of the place, do not hesitate to opt from time to 
time for a realistic passage through the staircases or corridors, without using 
shortcuts.

Subsequently, take care when moving. Avoid moving too fast. Sometimes, 
out of habit or under stress, the guide may move jerkily or too fast in the 
scan. You should also be careful not to move the cursor too much, as this 
can cause the visitor to lose attention. On the other hand, staying stuck in 
the same point of view for too long may bore the participants. The ideal is 
therefore to adopt a dynamic and comfortable rhythm, favouring movement 
with the mouse, which is often less noisy than the pad. 

 © Ixelles Museum
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2.2. TOUR visit (or virtual route)

In the case of the tour, the mediator wanders around the museum 
with a camera and communicates with the visitors at a distance. This 
live broadcast is called livestreaming. This format is very spontaneous 
and realistic as the guide takes the visitors with him/her as he/she 
discovers the place.

Material needed for the guide

• A smartphone stabiliser  
• A smartphone with a good camera (front and back) 
• A hands-free kit or wireless headphones with a microphone

Material needed for the participants

Individual: 
• A PC, smartphone or tablet

Group: 
• A video projector connected to a PC with recent components (or possibly an interactive digital 

board) 
• A large screen or white wall 
• A loudspeaker and a webcam facing the group and a microphone

The tour is a dynamic solution but sometimes impossible to set up for various reasons: an unstable 
Wi-Fi network, problems of accessibility of the site or certain rooms, reduced opening hours, etc. 

To overcome these disadvantages of live broadcasting, it is possible to pre-record the tour using 
professional equipment. This means that the mediators can only be called upon at a certain time, which 
is a real advantage for organisations that do not have enough guides. In addition to the fact that the 
work is only done once, the result of a recording often proves to be of better quality than that obtained 
live because it can be produced with professional equipment. Moreover, it can be reproduced in several 
versions. However, a pre-recorded formula necessarily means a loss of spontaneity and interactivity. In 
this case, ingenuity is required to find other ways of interacting with the audience, such as via a live chat.

• spontaneity of the visit and 
exchanges with the possibility of 
improvisation 

• realism of the tour with real-
time movements, "as if one were 
following the guide". 

• better rendering of the sound 
atmosphere, the atmosphere of the 
museum, etc.

• 

• sometimes poorer quality 
results (due to parasite noise, 
reflections on shop windows, 
unstable Wi-Fi network, 
unfavourable weather, etc.). 

• difficulty in sharing additional 
content and audio-visual media

+ —
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2.3. "HYBRID" visit

This "hybrid" tour concept allows the guide to accompany the group 
in person while enhancing the visit with virtual content. This format 
can take many "phygital" forms, in other words, combining physical 
presence and digital experience.  For example, the guide can visit 
a retirement home or a school and project a virtualisation of the 
museum rooms. This solution is very much appreciated by groups 
who do not have the possibility of coming to the museum, as it allows 
both a direct exchange with the guide and the discovery of a virtual 
experience.  

Material needed for the guide

• A projector connected to a PC with up-to-date components
• A large screen or white wall 
• A speaker (if you need to share audio) 
• Possibly other equipment such as a goggle or virtual reality headset, etc.

Material needed for the participants

• In this case, the participants are in the presence of the guide and do not need to bring any equipment.

Note: For these visits "outside the walls", the guide must come in advance to check the presence of all 
the equipment, the good connection, the optimal layout of the room. This step is important.

• face-to-face accompaniment 
of the group, which facilitates 
interaction

• if projected on a large screen 
or white wall, contributes to the 
immersive effect

• frustration of not encountering 
the collections in "real life" 
is always present, hence 
the importance of providing 
educational material to handle, 
or even reproductions of 
collection items.

+ —
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2.4. FUN-EDUCATIONAL visit

This category includes all visits that take the form of games, the educational/entertainment visits (virtual 
Escape Game, virtual treasure hunt, question and answer games, etc.). These tours are based on the 
premise of gamification, as they aim to entertain and engage visitors by using codes or mechanisms 
specific to the world of games in another field such as, in this case, the discovery of heritage and culture. 
As mentioned above, this playful aspect can be the main objective of the visit but can also be seen in 
a more occasional way in the three other categories of visits mentioned above (video-conference type 
visits, itinerary visits and hybrid visits).

• playful, attractive to new 
audiences, a fun experience that 
allows the assimilation of content

• the role of the guide sometimes 
becomes secondary, care must 
be taken to maintain a climate 
of exchange and interaction 
with the guide and the group 

• development of digital 
solutions which are sometimes 
expensive

• balance between educational 
vocation and fun sometimes 
difficult to respect

+ —
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2.5. CONCLUSIONS

Following the presentation of the different formats that we tested in the context of this project, here are 
some tips to help you make a relevant choice. 

ADVICE: Do not start a virtual visit project with the tool, but take the time to choose the 
format that not only best meets the objectives set and the needs of the public, but also 
that you feel capable of mastering. 

ADVICE: Do not neglect the involvement of the mediator in the project because, whatever 
the technique developed or the format used, the satisfaction of the participants depends 
above all on the quality of the mediation and the proposed scenario. A balance must 
therefore be struck between digital development on the one hand and scripting and 
mediation on the other.

 © Ixelles Museum
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3. Tips for choosing a technical operator
                                                              

To develop your virtual mediation project, you may need to call on external service providers. They will 
help you, for example, to digitise your spaces, create audio-visual supports, develop an online tool, etc. 
Firstly, looking at what is already on the market can save you time and money as it is sometimes possible 
to adapt existing solutions rather than starting from scratch. 

Secondly, if you have no digital expertise, it is better to take the time to prospect for the right firms, 
by contacting other colleagues, for example. Also, it is sometimes worthwhile to plan a consultancy 
position to help you define the right solutions.

It is advisable to draw up a set of specifications based on the objectives of the virtual mediation to be 
created. You should not limit yourself to a particular format, but give the service provider more freedom. 
In this way, the service provider will be able to define the appropriate format and technique for a suitable 
solution, based on your financial realities and needs. The proposals from the service providers may 
indeed surprise you positively.

Once you have chosen a provider, it is important to establish a regular dialogue with them and to plan 
on-site visits to discuss your expectations. 

Finally, note that the digital solution developed involves other aspects of the service that you should also 
take into account when making your choice, such as the conditions for maintenance, hosting, updating 
of content, exploitation rights, etc.

© MuFIm
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4. Connectivity                                                               

Whatever format of virtual tour you choose, having the right equipment is crucial, both for the mediator 
and for the participants. 

In general, you will need a stable, powerful and good quality internet connection. Engaging in a live offer 
requires an optimal set-up, sufficient Wi-Fi access, etc. 

In the case of a virtual tour in the form of a livestream, as movement increases the risk of instability, make 
sure you have a sufficient connection (reception and transmission) throughout the building. This can 
influence the choice of your route.

5. Broadcasting                                                            

In the case of a 100% online visit, there are several options available, depending on your project, your 
ambitions and the means at your disposal. For some target audiences, such as the visually impaired, it 
is important to know which option is easiest to use.

You may, for example, decide to invest in your own website or blog to enable you to distribute your 
content yourself. In this case, don't forget to include a coding station.

With the second option, you can choose a scanning tool that offers an integrated broadcasting 
possibility. Coupling a video conferencing system to your scan (Matterport, 3DVista, Cloudpano, Video 
360, SecondCanvas, krpano etc.) is also an option.     

You can also choose to broadcast via social networks (Facebook, Vimeo, YouTube, Twitter, RoundMe, 
360 Cities, etc.). This method is particularly suitable for livestreaming.

Finally, you can relay the material via a video conferencing platform such as Zoom, Teams, Google Meet, 
Skype, Jitsi, etc. If the platform you choose is not free, make sure you choose the right formula according 
to the length of your visit and the number of participants. 

Also note that it is worth testing the selected solution before committing yourself. For example, there are 
platforms that filter certain sounds by default so that only the speaker's voice is shared, which makes it 
impossible to share sound material (live music, the sound of a Tibetan bowl, etc.). In this case, sending 
the files or a link to a recording of these sounds to the participants in advance can be interesting. 
Similarly, sharing videos is sometimes made easier when they are posted online (on YouTube or Vimeo 
for example). In particular, this helps to avoid discrepancies between sound and image.
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6. Anticipating a technical problem                                                           

a. Preparation of the guide: 

Before starting the visit, the mediator must take the time to familiarise himself/herself with the tools and 
master the technique in order to avoid losing contact with his/her interlocutors during the presentation. 
It is also essential to ensure the quality of the connection and to draw up a "plan B" so that you can easily 
get back on track in the event of a problem. For example, providing audio-visual material in several 
formats, downloading content online onto the guide's computer, preparing back-up activities, etc., gives 
greater peace of mind in the event of an incident.

b. Preparation of the participants:

Whatever the type of virtual visit, a preparation time with the visitors is necessary. This will allow them 
to check various technical parameters (equipment, connection, control of the broadcasting platform, 
etc.). Plan to schedule this time either a few days before the visit or on the day itself (at least one hour 
in advance).

c. Crash test :  

Once the virtual tour project has been finalised, it is time for testing (some colleagues can take on the 
role of visitors, for example). These "crash tests" are used to check the following elements:  

• Sharing audio-visual content (quality, volume)
• Sharing a scan
• Fluidity 
• Stability of the connection 
• Screen changes  
• Choice of clothes
• Choice of background image 
• Interaction management
• Etc.

If managing the mediation and the technical tools at the same time is too complicated, delegate some 
aspects of the visit to a colleague. This division of tasks will ensure that your visit runs more smoothly.
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At the end of this project and the reflections carried out over the last 
year with the coaches and mediators of the 6 participating institutions, 
the main lessons learned for the successful implementation of a 
virtual guided tour project are the following:  

• The need to overcome fears and identify virtual opportunities 
in order to get started

• The need to involve motivated and committed mediators in 
the virtual project 

• Importance of the objectives set and the needs of the target 
audience, which must be the guiding principle of the project 
and determine all the choices to be made. These elements 
must be at the heart of every reflection carried out, whether 
in terms of mediation, promotion or technique.

• Importance of training and the test phase to learn to master 
the tools of these particular visit formats. 

• Importance of the strength of the narrative to invite 
participants to live an experience 

• Success of visits offering multi-sensory activities and 
engaging and participative mediation

• Success of "hybrid" formulas combining the physical presence 
of the guide and digital content.

CONCLUSIONS

© Shutterstock 

Want to go further?

Discover the training tutorials via this link:
http://msw.be/2022/11/02/vir tual-museum-
mediation-des-outils-de-formation-pour-creer-
votre-propre-visite-virtuelle/

http://msw.be/2022/11/02/virtual-museum-mediation-des-outils-de-formation-pour-creer-votre-propre-visite-virtuelle/
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