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Genres and content categories 

Among the museums and participating in this project, as well as the online TV-producing museums and research institutions that we have gotten to know through the project, we have been able to identify a variety of reoccurring formats for online TV. In other words, some basic formats have emerged for how museums and similar institutions chose to communicate through video.

In this chapter we try to provide an overview of the categories of online TV and video that are available on the websites of some selected museums. We have tried to describe them in a way that captures the perspective of both the sender and the receiver, that is to say what their presumed intentions are and how we think the users perceive them, including if they provide any benefits. The selection and the descriptions should basically be considered as snapshots of a platform on which the content is under constant change. Nevertheless, with the categorisations we aim to examine the chosen videos in a way that also captures more long-lived tendencies. 
In every category we suggest a possible aim with the category, a description, as well as an evaluation of the use or of any special conditions that the producer should be aware of. 

 
Categories within online TV at museums
 
Our survey is primarily based on SMK, Tate Modern and MoMA’s websites. But where we think its relevant, for the sake of providing examples, we also cover productions from other museums. We have identified the following, principal video categories:

A.	Museum presentation 
B.	Artist and art presentation
C.	Dissemination of knowledge
D.	Skills training
E.	Creating attention
F.	Performances and shows
G.	Lectures and seminars


A. Museum presentation 
Aim: To create interest amongst visitors and inspire a first or another visit.

At SMK, the category has led to the project “What is SMK?” and ay MoMA to “I Went to MoMA and...” as well as “30 Seconds: Staff: Andy Haas”. 
In this genre we are welcomed to the museum by either a voice-over or a communications representative from the museum. The video can provide an overview of the museum and its collections. It can also create an ambience with the objective of arousing curiosity and a desire for experience. Many times, this type of video is used to set a mood, rather than to convey specific information about the collections. They might serve as a teaser online or they might be produced to be shown without sound on screens in e.g. the underground or at an airport. This places high demands on the visual expression. The demands may be either in terms of an attractive presentation, or in terms of using a visual language that is eye-catching in the absence of a storyline.

The challenge with this genre is to choose the target group, for instance to appeal to the regular museumgoer without putting of new potential visitors. This type of video may very well be produced as several version for the purpose of reaching different target groups.


B. Artist and art presentation
 
1 	The artist and the art pieces – in a contemporary perspective.
Aim: To present an artist that is currently exhibiting at the museum, or who is part of a permanent collection. 
 
This type of video is based on a specific artist and their art pieces, often with the current exhibition as starting point (news criterium). But the pieces that are presented in the video are not necessarily part of the exhibition it is shown at, since it would be impossible to finalise such a video in time for the opening of the exhibition. One example is a TateShots video with the artist Olafur Eliasson (https://youtu.be/Ksm2eInvuwU), that essentially showcases the artist’s pieces at the museum Arken, but with the purpose of creating attention for the upcoming exhibition at Tate Modern. Even though a video is produced for a specific exhibition, one should not underestimate the fact that the video might potentially have a longer lifetime and be valuable for marketing and branding of the museum in the future. This is especially true if the artist reaches greater success in the future. On example from MoMA is this video with the son of the artist Libuše Niklová, who speaks about his mother’s toy art: The toys of Libuše Niklová | Century of the Child, MoMA (https://youtu.be/SHqF-LcsWyc).

This type of video often consists of snips from an interview, combined with b-roll footage, i.e. documenting images of art pieces or footage from the process of hanging the exhibition. 
[bookmark: _GoBack]Such a video is easier to produce than a video that actually shows the process and work in the studio, since this requires that the artist accepts being interviewed within a very short period of time. For the viewer, the appeal depends on their interest in the artist in question, as well as the artist ability to express themselves in an interesting and capturing way.
One example of a video that succeeds in this is TateShots: Maurice Sendak (the author or Where the Wild Things Are), where Sendak speaks about how an artist has to
“take the dive”, and either you hit your head on a rock and split your skull and die, or you come back up with your head filled with inspiration. Thematically, these types of interviews are more concerned with the philosophies and life experiences of the artist, than a literal biography. 

Depending on the location for the interview, the video can, with varying degrees of success, be embedded in the museum universe and make the artist into a “billboard”. However, for the users it is often more interesting if the surroundings are co-narrators, e.g. by representing the artist studio, or “cave” in the case of Sendak. Tate has a sub-category for these types of videos called “studio visits”. For instance we visit the artist Mark Titchner in this category, TateShots: Mark Titchner, studio visit (https://youtu.be/FurgkSN5UE4), who shows us around his universe and creates fascination through displaying the messy and raw environment (e.g. there is a cement mixer), as well as his sources of inspiration.


2 	The artist in process 
Aim: to give a portrait of the artist through illustrating the artistic process in an ongoing now.	Comment by Shaktima Lopez Hösel: Ved ikke helt vad der menes med ” i et løbende nu”
 
What this category has in common with the previous one, is its appeal to both the cultured visitor, who would like the get an insight to the artist’s life philosophy. It also has additional potential as a story about process and presenting working methods. These elements are traditionally viewed as the most attention-grabbing ones within the medium of television (less “talking heads” and more action). But since part of target audience is the already interested and conscious user, this doesn’t necessarily apply to the world of museums. It depends on if the process is at all interesting, and if the video layout is able to create the kind of momentum that the process is capable of delivering. This can for instance be done by creating expectations using set-ups, deliverance through payoffs, or conflict by showing difficulties and the process going wrong, as well as entertainment by showing elements of surprise in the process, possibly complemented with a comedic element arising from an artist presenting disrespect.

An example of a successful detail in the momentum-building process depiction can be found in the video “Tal R laver farvetræsnit” (Tal R makes wood engravings in colour, translator’s note), in which the viewer learns that wood engraving is coupled with “resistance” in the material, since the wood has its own will, namely grains and knots. Early on in the process the editor needs to be careful with placing elements (in the video) in a way that the resistance becomes apparent. It should capture the viewers so that they unknowingly want to follow the process through to the end to see if it succeeds. In addition, the above-mentioned video includes footage of the artist, Tal R, expressing himself with strong arguments, that might give added value to the video: we know from qualitative interviews that this is exactly what the users are looking for. One example of such an argument is when Tal R is talking about having a direction in the creative process. When it comes to the category “The artist and the art pieces”, this category needs more preparation (research and planning) to find the right process, right timing for the artist, as well as the right conditions for shooting (e.g. lighting and location). However, it can contribute to creating a strong impact and identification with an artist who express themselves in a less clear way and with less strong arguments. An artist starring in a video often acts more natural and has a stronger audience attraction when he or she is in the middle of a process, that is to say when he or she is doing something, instead of just talking. The situational shooting might also add/evoke qualities with the artist that are har to catch with a traditional interview (such as humour and passion).


3 	The communicator catches our interest
Aim: To build a bridge between the art and the viewer with the help of and expert. 
 
A variety of videos use a communicator. The reason might be that the museum wants to “brand” their expert (and in turn the museum). It might also be that the exhibition is eclectic, or of a thematic character, meaning that it would not be natural for one artist to take the centre stage, but rather a collector or a curator. It might also be that the artist in question is no longer alive and an expert or a curator steps in to take his or her place, such as in the case of the so called “curatorial walkthrough” in the video TateShots: John Martin curatorial  walkthrough by curator Martin Myrone of Tate Modern. The reason being an acknowledgement of the communicator’s/host’s ability to create a context, be more subjective and have more “edge” than an anonymous voice-over. One example of a whole exhibition built around this concept is Con Amore, where the collector Leif Djurhuus, on suspended iPads/video screens, shares the circumstances and motivations behind the acquisition of the pieces on display. See for instance the video about Damperen (the Streamer, translator’s note) by Lars Nørgård or Den Indre Politimand (the Inner Police Officer, translator’s note) by Jes Brinch. Djuurhus sits in front of a neutral white background and the shootings themselves were very easy to realise. Djuurhus’ storytelling is also available to watch online, where the videos work well, although without the direct connection to the actual art pieces.

For the viewer the communicator is an obvious advantage. We often relate more easily to people than to objects, and it is possible to communicate enthusiasm, sentiment and excitement by several means. Nevertheless, it is also possible that the communicator staudns in the way of the art piece/artist, either with their language, their physical appearance, or through lack of the hard to define “presenter quality” or x-factor. Djurhuus and Martin Morone are examples of good communicators who make the art pieces relevant and entertaining, and open new doors for us to understand them. 

Another potential risk for the experienced and dedicated museum visitor might be that the communication is perceived as something that ruins their possibility to experience and interpret the art pieces on their own.
In this context, we are approaching the discussion about “head up” versus “head down” experiences, that deals with whether the visitor is focused on the art pieces on display or in the associated communication.


C.	Dissemination of knowledge
Aim:  sharing knowledge with interested users 
 
There are videos that have a purely awareness raising or educational purpose. These are e.g. retrospective artist portraits, such as the ones produced by SMK about Nicolai Abildgaard and Vilhelm Hammershøi (Vilhelm Hammershøi a Portrait). These productions are not rooted in a any current exhibition and the communication itself is deliberately made to be timeless. They might be either with or without actual shots of the communicator, but under all circumstances they are dependent on a voice-over to create chronology, structure and balance between information, identification and fascination. These might work great as narratives, if the quality of photo and audio narration is high enough. In general, there are higher expectations on the level of production, since it is inherent to the genre that the productions ought to be enduring, and not rely on narration based on spontaneity (that occurs when following the process of the artist) or the personal element (the communicator creates a connection using their own excitement). It is of course possible to combine this category with “The communicator catches our interest”, but it is not the intention with the above-mentioned SMK video film. One could imagine this type of film being structured around thematic subjects, such as the COBRA painters, Surrealism or the Romantic era. By a younger audience, this genre might be perceived as slightly pretentious and heavy. Therefore, another type of communication should be used if this is the only target group you are trying to reach. 	Comment by Shaktima Lopez Hösel: Ved ikke helt hvad der menes med ”bedaget” i denne sætning


D. 	Skills training
Aim: Educate the user in basic skills
 
Related to the Dissemination of Knowledge video, is the skills training video. The craft-oriented videos might e.g. deal with croquis, aquarelle or oil painting. The criteria of success could probably be that the video helps to inspire the viewer to learn a basic skill, but the positive side-effect of being introduced to some of the basic tools to get started and to succeed with something, will often be to spark motivation to seek more knowledge/training. These types of videos thrive from the momentum that lies in being activated, and not just being a receiver but a co-producer of something. YouTube is full of examples of this kind of training videos, with everything from guitar and piano playing to how to use software programmes and how to calculate cosine and sine. The genre has a fundamental appeal, because the story is clear and always connected to a chronological sequence of procedures. In broadcast television there is a genre that sometimes is describes (in Danish, translator’s note) as a “segment crusher”, because it has the potential to reach a variety of different target audiences, from curious children, who are drawn to simple content that is easy for them to understand, to ambitious adults that are eager to learn. 
In terms of production, is it essential that the videos hit the right level of ambition, that makes it possible for the viewers to follow and replicate the process, and that they are visually clear and easy to interpret. They may well be divided into segments, and there is no need for elements of fascination. But on the other hand, the narrator or host needs to be completely in sync with the viewer/student’s process. The narrator or host may well speak on the challenges and obstacles that the student might experience, in order to assure the viewer that they are manageable, as well as referencing in a way that makes the viewer reflect on their own experiences. 

MoMA offers a wide range of online learning videos. Generally, you have to register and pay for specific courses, but shorter segments are available for free and demonstrate the clarity and potential of a genre, see e.g. “Perspective on Pollock” from the course Materials and Techniques of Postwar Abstract Painting, that both demonstrates the principles behind the painting techniques of Jackson Pollock and provides instructional tips on how to approach this special method of painting. See “The Painting Techniques of Jackson Pollock: One: Number 31, 1950” (http://www.moma.org/explore/multimedia/videos/123/687).

SMK has in collaboration with DR (Danish Radio, translator’s note) produced a number of “doodle art” videos for children within the same genre.	Comment by Shaktima Lopez Hösel: Er det korrekt oversættelse af klatværk?


E.	Creating attention
Aim: To attract the attention of potential users/visitors of the museum
 
 
The unique moment
 
Amongst the videos that are posted by museums, there are a couple of videos that have the unique quality of capturing a moment. This without it appearing to be planned, but rather as a result of someone seizing an opportunity that presented itself. One example of this is the short video David Hockney Drawing on iPad in the Louisiana Café (https://youtu.be/0jabJKtqK0k), which is a short video recorded with a smartphone, where the artist draws on his iPad. The video is shot in connection with the preparations for the exhibition of Hockney’s iPad art pieces at Louisiana. AT the time of writing, this video has been watched more than 125,000 times, and has generated a great deal of web traffic on the museum’s webpage as well as YouTube channel. The video lacks any form on planned or formalised storyline (establishing, context, structure), nevertheless is has a strong appeal and narrative. The narrative qualities lie in the capturing a hotshot in a spontaneous situation, and thereby creating an almost intimate connection between us and the artist, where we feel privileged to even be allowed to see it. That experience can in no way be linked to the more well-planned, authoritative stories about artists and their art. Even though the storyline of the video is not planned, it still has something that a planned storyline would aim for.  It has development, because we get to follow the becoming of an art piece; it has identification and surprise, because the artist at one moment turns around and looks at us; it has authenticity, because we recognise the subject and are presented to it along the way; it has a unique Danish branding value, because time and place is imbedded in today’s newspaper that is lying on the table; is has release, because the piece is finalised; it has provocation, because the artist lights a cigarette; it has a xxx, because Hockney gives us a thumbs-up at the end, signalling that he approves and is “our friend”. 	Comment by Shaktima Lopez Hösel: ved ikke hvad ”et slag med hælen” betyder

Other and less spectacularly unique moments could be hanging an exhibition, transportation, meetings and discussions, that gives the viewer a glimpse of something that is usually not accessible to them. It should be noted here, that many times it is a conflict or something going wrong that makes a good story, but that this type of story might be unwanted or in opposition with the official image that the museum wants to portray themselves with. At SMK, it was considered to produce a video for YouTube of a cat hiding under a podium in one of the museum’s collections. Cats are the most searched topics on YouTube and the idea as such was interesting from the perspective of exposure. However, the idea created a discussion about how it would make the museum look, with regards to security etc., and was therefore not realised. It might be useful to challenge this thinking, since conflicts and the unforeseen has an indisputable power in storytelling, and since the audience almost expects that when we get to see the video, it is because things do go as planned. 

In this category, one could also imagine the genre “show us what you’ve got” in a spontaneous format, where an artist, like a soccer player, demonstrates their superior skills, or how something is done. A classic example of this is the famous, documentary recording of Picasso showing us how to draw a bull by only drawing its back. 


Viral videos and flash mobs 
 
Viral videos and flash mobs are two types of content that has have gained special attention and impact since around 2010, and at the time of writing still has to certain degree. Naturally, they will not continue to exist in the same shape or form, since the terms for what goes viral are constantly changing and flash mobs might be considered a passing fad. We choose to address these trends nonetheless, because they are expressions of trying to get attention at a saturated market, and that desire will continue to be there, even though the methods will adapt to the everchanging trends and contexts.  

The viral video has its name because it is spread by the users themselves (like a virus), who want to share it with others. The viral video is based on either humour or the content having elements of surprise. It takes a lot for a video to reach the potential of going viral, because sharing a video on social media is basically an implicit or explicit recommendation. The first viral videos were shared via e-mail. This does not happen anymore. Instead, sharing takes place on all types of social media platforms, including curated websites. For an online video producer, it is of great relevance to understand and to be able to affect how videos are spread online.   

A flash mob is a surprising, but planned event in a public space that is staged and filmed. The event involves both planned participators and people who just happen to be at the location at that specific time, and who can be seen in the final cut of the video as brief participators or stunned spectators. Flash mobs have primarily been used to raise awareness about a cause or a message or to create attention for an event. 

As mentioned, there are not many examples of viral videos and flash mobs within the context of museums, but SMK has tried to approach this genre with this video where people who appear to be guests at a Wilhelm Freddie exhibition start making surprising statements about pornography: Interview outtakes of incredibly strange couples (http://www.youtube.com/watch?v=3khjpOdXEbA)

In recent years new forms and opportunities have appeared, that in particular are centred around social media and mobile platforms. For instance, one way sharing content is with a range of super short video formats connected to apps on smartphones or tables, where a video can be shared with your network and friends directly after recording. Vine operates with a video of maximum 15 seconds. Instagram’s video format is as short as 6 seconds. Through the app Snapchat, one can share pictures or videos directly to one’s network and contacts, with the content disappearing shortly after the receiver has viewed it. 

The examples above illustrate new video formats, that could possibly be integrated in marketing of museums and exhibitions, through incentives that could encourage users/visitors to communicate about what the have seen to their friends and their network.


F.	Performances and shows
Aim:  To document an activity at the museum to provide a substitute for the audience who is not present, or to contribute to the future collection of documentation at the museum.

Many museums use videos to communicate events that only take place at specific moments, e.g. concerts, dance and art performances. These can be low-budget productions (fixed full view image as in the case of MoMA) or a more sophisticated format, that becomes an experience in itself, and where e.g. reactions from the audience is incorporated as part of the narration. These performance documentations may not have a massive impact on the audience, but they can work well as communication for the current event, and in some instances, they might become interesting documentation from a historical perspective.
In some cases, the appeal could be greatly improved in this genre, if the videos included short interviews with the artist in the beginning or the end, and maybe even footage of audience reactions (compare this with the importance of a surrounding audience when experiencing a dramatic piece). In other cases, the value of the video is the documentation itself.  It is thus of great importance to make clear from the start what the purpose of the video is. 
 
 
G.	Lectures 
Aim:  Dissemination of knowledge to an audience that is not physically present, as well as justifying the museums authority through the documentation of events.  

There are some recorded lectures at various museum websites. For the interested user, this is a valuable category that in the long term might become a knowledge database for a wider group of art enthusiasts. The recorded lectures have great potential if we consider the format, which e.g. is the case of TED Talks. In terms of communication, these videos are often in the form of lectures, where the speaker assumes that the audience is very interested, and the framing and communication of these lectures might therefore be perceived as narrow and inaccessible (for the uninitiated user). They are rarely very worked through, but the genre holds possibility of development, and that type of recorded lectures on timeless topics potentially have a long lifespan. Examples of successful coverage of lectures are e.g. above-mentioned TED Talks, as well as online recordings from TV Festivalen 2012 (The TV Festival, translator’s note).

 
Conclusions
 
A video online does not necessarily have to fit in to a specific genre or conform to established conventions. But it might be useful if the producer is very much aware about the aim of video communication, and what impact one wants to make on the audience. Genre considerations are naturally part of the following question: What strengthen or weakens the communication, and what choices about content and expression are to be made before, after and during the production?

The types of genres also affect the work on the video contexts, since searches and sorting often is based on categorisations. The categorisation of video content on websites has through empirical studies been found illogical, ambiguous, vague and even misguiding in relation to the content it leads to. Sometimes, the categorisations are based on the sender’s knowledge about how the content was created, rather than the expectations of the audience. This was e.g. something that focus groups at SMK raised: that the categories had a great influence on what the user, intuitively and without prior knowledge, chose to see, and that the categories directed how the videos were perceived. 

Thus, it is a great advantage to decide on the genre and audience the project aims at, before initiating the video production.
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