
Museum Marketing: 
Measuring the Success of AR Filters for 

Social Media Marketing on Instagram

Introduction

Research
Methodology

Limitations

Criteria for 
measurment

Impo�ance of
numbers

Jordan Tham Jun Hui, Undergraduate student

Faculty Of Fine A�s, Media & Creative Industries, LASALLE College Of The A�s

Email: jordantham9@gmail.com 

Museums have evaluated the 
e�ectiveness of social media 
e�o�s such as Augmented Reality 
(AR) �lters with Meta’s SparkAR. 
The number of impressions, shares 
and views are used to determine 
e�ectiveness. However, this does 
not provide information on the 
user’s a�s experience.

Experience with the a�s usually 
provides an intrinsic bene�t that 
cannot be quanti�ed with numbers. 
There is a need for a deeper 
understanding of the users’ 
experience to ensure a proper 
evaluation process of the �lter’s 
e�ectiveness. 

This research will design a new 
measurement framework for 
museums.

1. What are the qualitative dimensions 
for measuring the e�ectiveness of AR 
�lters on social media?
2. Are SparkAR's numeric metrics still 
impo�ant for museums?

The framework designed will 
include �rstly, the mission of the 
museum, qualitative dimensions, 
and quantitative measurements 
from Meta’s SparkAR pe�ormance 
metrics. 

This research paper also aims to 
fu�her the research on digital 
cultures and strengthen qualitative 
measurements for AR �lters. 

Conclusion

Online interviews, 
conducted 
from December 
2022 - January 
2023.
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The conceptual 
framework was applied 
using a case study 
from the  National
Heritage Board (NHB).

Through interviews, 
these qualitative 
dimensions were 
identi�ed to help 
access the 
e�ectiveness of AR 
�lters:
1. Message
2. Edutainment
3. Interactivity
4. Aesthetics

Marketing agencies 
and creative 
technologists have to 
submit pe�ormance 
repo�s to their clients, 
who were museums 
hence quantitative 
metrics are impo�ant.

According to NHB, this 
is the same for 
museums as they are 
using tax payers money 
and have to submit 
repo�s to the board, 
the public and the 
government.

There are various types 
of �lters with di�erent 
content and messages.

The viability of the 
framework may di�er 
for di�erent AR �lters. 
Creative technologists 
argue that face �lters 
have the least amount 
of engagement depth.

This framework cannot 
be used on a �lter with 
no educational aspect.

5 sta�s from Creative 
Technology Studios 
and Marketing 
Agencies were 
interviewed in
Singapore.

The �ndings from 
the case study was 
shared with NHB, 
and used the 
feedback to ehance 
the framework.

Key Findings

Research Questions

Preliminary framework
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Understand the objective of 
the Social Media Marketing 

Campaign and museum goals

Set the criteria of 
measurement that is based on 
the objective of the SMM and 

AR experience

Evaluation of audience 
experience using AR filters 

based on:
1. Message

2. Edutaintment
3. Interactivity
4. Aesthetics  

Evaluation of 
numeric KPIs with 
Meta’s SparkAR 

Ensuring if museum 
meets its objectives 

and mission

AR filter is successful if 
KPIs are met and AR filter 

has fulfilled its purpose, 
accordign to the objectives 

of the SMM


