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  Abstract 

The Long Tail Effect first arose in the commercial field, but it is also applicable to 
the communication practice of design museums. The professional characteristics of 
design museums, together with the development of display methods, make the long 
tail phenomenon in design museums more and more prominent, that is, the main-
stream audience, potential audience, and niche groups coexist in communication, 
for the mainstream audience to emphasize the sense of service and professional 
adhesion; while the potential audience pays more attention to the brand and the 
open spirit of "creativity"; in order to learn to understand more knowledge. and the 
communication effect of the niche groups has more development potential. This 
paper analyzes the longtail phenomenon in the communication of design museums, 
derives the classification and characteristics of design museum audiences based on 
the longtail effect, and finally puts forward the segmented communication strategy 
of design museums with precision, branding, and differentiation. 
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1. Introduction 

With the subdivision of professional categories of museums and the formation of the trend of globalization in the 

design industry, design museums have become a hotspot of attention in the cultural market in recent years. The new 

construction of design museums all over the world and the continued popularity of design weeks, design festivals, 

and other cultural activities attached to design museums show the public's urgent demand for and attention to design 

information. 

1.1 Research contribution 

This paper applies the long-tail phenomenon in the commercial field to the research of design museums, through the 

analysis of the long-tail characteristics between the audience's focus and the communication benefits, to understand 

the basic types and characteristics of the current audience of design museums, and then put forward the corresponding 

effect enhancement strategies. 

1.2 Research problem 

Question 1: The long tail phenomenon is very prominent in design museums nowadays, what kind of guiding signif-

icance does it have for the development of design museums? 
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Question 2: Whether the future operation of design museums should focus on catering to classical mainstream 

academic research or promoting new media technology and diversified themes to gain a larger professional audience 

is a question that deserves in-depth consideration. 

Question 3: Under the role of the long tail, the audience of design museums is broadly categorized and each pre-

sents its own audience characteristics. 

Question 4: In the face of the above phenomena and problems, analyze what kind of strategies can be adapted to 

the development of design museums under the perspective of the long tail effect. 

2. Literature review 

A design museum is literally a place that combines the multiple attributes of a design collection, extends urban history 

and showcases creative culture (Jin Weixin & Yun Siyao, 2014). The content of its exhibition covers almost all design 

categories such as environmental design, furniture design, product design, fashion design, graphic design, fashion 

design, etc. It also involves the inheritance of traditional crafts and the preservation of design heritage. Unlike tradi-

tional history and art museums, design museums are based on the present and focus on the future, and their functions 

are not limited to the display of collections, aesthetic education, and dissemination of local design culture, but also 

focus on the sustainable promotion of design concepts, lifestyles, and aesthetic values, and they are also a cultural 

communication space to stimulate the economic vitality of regional industries. 

At the end of the 20th century, developed countries in Europe and America, led by Britain, took the lead in pro-

posing the cultural industry development model of creative country, and design museums were mentioned at the 

strategic level as the core of the organization of creative industry and the important carrier of cultural production. 

"We need both high-end pure art and design exhibitions, but also need to meet the museum's function of 'making life 

better' and 'letting audiences understand design'” (Deyan Sudjic, 2012). The service function is no longer limited to 

a certain theme or category, but the integration of creative design, packaging planning, commercial promotion, and 

other links, manifesting a new attitude towards life and aesthetic way, striving to innovate the service mode, expand-

ing the scope of services, grasping the design status quo of the regional space and the industry's development needs, 

driving the related industries with cultural added value, accelerating the speed of the flow of people, capital and 

information, enhancing the cultural agglomeration and diffusion functions, constituting the main source of cultural 

competitiveness. 

3. The long tail phenomenon in design museums and the impact on audiences 

In 1974 the American Association of Museums (AAM) formally established the Committee of Audience Research 

and Evaluation (CARE). CARE recognizes that audience research is the systematic acquisition of knowledge about 

actual and potential audiences from audiences in the museum field, and the facilitation of such knowledge in the 

planning and execution of public-related activities. promoting and applying this relevant knowledge when planning 

and executing activities related to the general public (Siyi Wang, 2017). Therefore, audience research is an important 

part of museum research. 

This paper draws on data from Tang Xuan of the China Academy of Art about the audience flow of the China 

International Design Museum to analyze the long tail phenomenon in design museums. Tang Xuan (2020) randomly 

selected 509 audience members from October 10 to October 16, 2019, as a sample for investigation and analysis. 

From the research results the audience is mainly categorized into the following five groups. 

It can also be seen from the figure that the fragmentation and globalization of consumer culture are gradually 

emerging, the Internet communication mode characterized by diversity and sharing has led to the development of a 

blowout of design information. More and more non-mainstream art forms, design concepts, creative works, and de-

signers have triggered hotspots of attention, and niche and novel exhibition themes have begun to compete with 

classic popular display projects. 

This phenomenon is very close to the Long Tail Effect proposed by Chris Anderson, editor-in-chief of Wired 

magazine in the United States: "If enough non-popular products are combined together, they can actually form a large 

market that rivals the popular ones" (Chris Anderson, 2004). 

Chris Anderson's normal distribution graph very graphically depicts the long-tail characteristic between design 

museum audiences and communication benefits. The sharp and high part at the top of the curve is the "head", repre-

senting the mainstream audience with professional needs (fans of the design profession). For example, in the Bauhaus 
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thematic exhibition that marks the birth of modern design, the former sites and archives of the German Bauhaus—

the Bauhaus Archives in Berlin, the Bauhaus Museum in Dessau, and the Bauhaus Museum in Weimar, etc., have 

always been the popular places for designers to visit, and every year there are millions of design fans from all over 

the world to go to the "Pilgrimage".  
The relatively long and flat part on the other side of the normal distribution curve is the "tail", which represents 

products and services for relatively small and specific groups. The term "niche" is a relative concept and refers to a 
relatively small group of people who share a common interest as opposed to the "general public". The "tail" of the 
Design Museum mainly includes tourism, leisure, entertainment, Netflix, and children's education audiences, which 
are reflected in increasingly subtle differences and different dimensions and can be used to find and customize new 
points of interest and focus. The "tail" of design museums has two characteristics: first, it is gentle, as the individu-
alization of niche groups' communication leads to different information received by different groups, so it is charac-
terized by the segmentation of communication content and the integration of transmission and reception; second, it 
is slender, as the market share of individual niche groups is relatively small, but the number of them is large. 

In addition, the highest proportion of the knowledge development category audience belongs to the "waist", this 
kind of audience belongs to the "interest learners", which is similar to the concept of creators. The word "maker" is 
derived from the English word "maker", which means a person who realizes entrepreneurship through design and 
creativity based on interests and hobbies. From this aspect, the audience of the knowledge development category in 
the Design Museum has the will, vigor, enthusiasm, and ability to design and start a business, and has a great chance 
to become a creator, a group of people who are passionate about creativity, design, and manufacturing. Through the 
guidance of the Design Museum, a large portion of the knowledge-expanding audience may realize knowledge shar-
ing and innovative experiences out of interest and become "DIY" creators. 

4. Propose precise, branded, and differentiated niche communication strategies for design mu-

seums 

The segmentation and differentiation of audience groups make it necessary for design museums to provide multi-
dimensional and multi-level services for the professional needs of fan audience groups and the specific needs of 
potential audiences. This is the American scholar Toller in the "third wave" put forward the meaning of "niche", the 
core of which lies in the precise classification, and customized delivery (Alvin Toffler, 2018). 

4.1 Accurate content services to enhance the user stickiness of "professional fans" 

The curation of design museums focuses on academics, which greatly enhances the initiative of professional audi-
ences. Therefore, the duration of the exhibition and the content it carries have become an important task for design 
museums to face in terms of how to be noticed, accepted, and participated in by the audience. 

The service orientation of the design museum is firstly to "find the position", i.e., to analyze the preference and 
demand of the audience to determine the purpose of the content service, including the responsibility, attribute, interest 
positioning, etc.; and secondly, to "choose the position", to be good at the comprehensive synergistic use of social 
resources, to strengthen the integration and exchange of resources. Seek opportunities for resource integration and 
exchanges, including domestic and foreign government units, design colleges and universities, research institutes, 
local groups, design workers, relevant enterprises, etc., to achieve the function of expanding space, supplementing 
resources, improving the structure and optimizing the environment; and lastly, to be "in place", and to carry out 
reasonable and appropriate innovations in the form of content and presentation, so as to achieve accurate and effective 
content services. Finally, it is "in place", which is to make reasonable and appropriate innovations from the content 
to the presentation form, so as to achieve accurate and effective information communication, value exchange, emo-
tional maintenance, and so on. Through the collection, research, and display of handicrafts, it will increase the high 
added value and competitiveness of design culture; support designers and promote their works to the world's im-
portant design activities; and collect works from the public, buyers, collectors, and manufacturers. Integration of 
stakeholders from different fields, such as enterprises, institutions, crowdfunding organizations, etc., is more condu-
cive to cross-border exchanges in the collaborative design process, resulting in creative sparks and leading to better 
design projects. 

4.2 Branding and open experience to stimulate the spirit of "creativity" 

Cultivating and sustaining the development of potential visitors is achieved through branding. The special feature of 
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design museums lies in their unique curatorial function, which enables them to accurately identify thematic highlights 

with keen market intuition, and satisfy the needs of audiences at different levels while maintaining their own high-

standard brand image through innovative exhibition content, convenient and flexible exhibition forms, and consider-

ate and reasonable services and marketing practices. The famous British Victoria and Albert Museum (V&A) con-

tinuously hosted the 2009-2013 London Design Week, making it the most famous and innovative international design 

festival brand. Sir John Sorrell, one of its founders, believes that by creating a brand that brings together design talent, 

advanced ideas, and creative works from around the world, it can further establish London's status as the "World 

Design Capital". In particular, the London Design Festival, organized by the V&A Museum in collaboration with the 

London Design Museum, has become the cultural card of London as the "World Design Capital" in recent years. 

Advances in technology have broadened people's innovative horizons and platforms, facilitated a gradual shift in 

thinking from traditional linear to non-linear, inspired people's thinking, and empowered them to be more innovative. 

The rise of the Maker movement globally in recent years is a typical manifestation of the Innovation 2.0 model in the 

field of design and manufacturing. The potential audience as enthusiastic creativity, design, and manufacturing has 

become the main group of creators, with a higher willingness to participate in communication and interactive explo-

ration. The core of the creator movement is the spirit of open source, the process of knowledge sharing and experience 

through cross-border collaboration in the form of organizations and service venues, with the characteristics of open-

ness and popularity. 

4.3 Interactive programs and mobile media attract niche audiences 

Traditional museums only focus on popular and classic projects, while ignoring the needs of relatively cold and niche 

groups because of the high cost of planning, construction, operation, and dissemination of display projects. Nowadays, 

the unprecedented abundance of design information and the unprecedented increase in the speed, convenience, and 

smoothness of dissemination allow people to focus on the "long tail" at a much lower cost. Therefore, design muse-

ums can make full use of different types of exhibitions to take into account both "niche" and "mass" services, and use 

"innovative projects" as a niche service strategy to build a museum with a variety of types of communication with 

the public. Innovative projects" are used as a niche service strategy to build multiple types of "bridges" between 

museums and the public, so that each audience can find their unique needs, thus maximizing the effectiveness of 

museums. 

London Design Week 2016 saw the emergence of a crowdfunding model to curate the exhibition project, Crazy 

Golf of Dreams. The project's curatorial goal is to raise £120,000 by June 6, 2016. If successful, curator Paul Smith 

will mimic the existing museum style within Trafalgar Square, with color and texture embellishments such as the 

steps of the National Gallery. Works such as a neo-classical clubhouse, an undulating secondary pitch by the late 

architect Zaha Hadid, an urban installation by designer Tom Dixon (consisting of a funnel and a bundle of pneumatic 

conduits), and a mesh driving range created by Japan's Atelier Bow-Wow are also being erected, with free access to 

the public upon completion. The project raises funds through online and offline pre-ordering and waits until the 

donation amount reaches the standard to operate, avoiding the original risk due to the inconsistency between curato-

rial expectations and market supply and demand. 

In addition, the fast connectivity and wide operating space of mobile media provide new communication ideas for 

design museums. By creating related platforms and derivative programs, design museums can realize collaborative 

filtering and recommendation of audiences, add digital presentation forms for exhibits, lower the threshold and cost 

of user awareness, attract more niche audiences to enter design museums or participate in online projects, and push 

demand along the curve to the long tail (potential audience). The mobility characteristic of the niche audience viewing 

the exhibition is fully reflected in the mobile media mainly based on cell phones. Because cell phones, as exclusive 

private goods, reflect the owner's personality and values, hobbies, character, and emotions. Visitors can establish 

their own interest circle and relationship network on social platforms, and spread information through virtual behav-

iors (comments, favorites, retweets, likes), so as to realize their own sense of identity of values and satisfy their 

spiritual needs. The instant updating and intelligent interaction features of mobile media are very suitable for young 

people's personalities in pursuit of fashion. 

In 2017, Tencent released the "Art+" program, joining hands with famous museums at home and abroad to create 

an "Internet+Wisdom Service Platform". With WeChat as the main carrier, combined with browsers, small programs, 

and other connectivity, it provides museums with a full range of scene service experiences and digital interactive 

interpretation, effectively reducing communication costs. Take the newly launched "Museum Officer" small program, 
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the audience can use the cell phone program, anytime and anywhere to check the exhibition-related information, and 

self-service booking of guided tours, lectures, and other services; you can also customize the diversity of services in 

the process of visiting the museum, and find the most suitable information in a more convenient and faster way. Such 

as explaining the exhibits of the author's biography, modeling materials, the use of basic information, but also through 

photo identification and AR technology scanning to understand the historical status of the exhibits, style concepts, 

production processes, and other information to expand; you can also create a circle of friends, for like-minded friends 

to provide a tasting seminar space, in order to learn to understand more knowledge. 

5. Summary 

To summarize, the current design museum communication presents obvious long-tail characteristics, mainstream, 

popular display projects in the impact of the new communication media is declining, the number of potential audi-

ences has increased greatly, design museums will be the operation of the attention to the more far-reaching, extensive 

network of the longtail market. 
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