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ABSTRACT

This chapter provides an overview of the current status of the cultural sector in Portugal and demonstrates 
how digital influencers can help this sector. It emphasizes the importance and potential of influencer 
marketing for companies in the cultural sector to reach and engage their target audience. The chapter 
provides an extensive literature review on the status quo of cultural marketing, relationship marketing, 
the cultural sector, the internet in the cultural sector, and digital influencers in the cultural sector. Finally, 
it highlights emerging trends and future prospects for influencer marketing in this sector.

INTRODUCTION

This chapter aims to describe and demonstrate the numerous benefits of digital influencers in the cultural 
sector. To provide context, various perspectives on related topics are analysed, such as cultural marketing, 
marketing communication actions, marketing actions in cultural institutions and the cultural sector in 
Portugal. It then explores the theme of digital influencers in the cultural sector and the advantages they 
can bring to organisations in the sector. This chapter has academic implications, as there are not many 

Stimuli for the Use of 
Digital Influencers in 
the Culture Sector:

An Analysis of the Portuguese Context

Nádia Patrícia Pinheiro Custódio
Technology and Management School of Oliveira do Hospital, Polytechnic Institute of Coimbra, 

Portugal

Nayra Leandro Miguel Martins
 https://orcid.org/0000-0001-7177-3375

Technology and Management School of Oliveira do Hospital, Polytechnic Institute of Coimbra, 
Portugal & NECE-Research Center in Business Sciences, University of Beira Interior, Portugal



190

Stimuli for the Use of Digital Influencers in the Culture Sector
﻿

scientific studies analysing digital influencers in the cultural sector in Portugal; and practical implica-
tions, as it serves as a guide for companies and entrepreneurs in the cultural sector who still have doubts 
about the effectiveness and efficiency of using digital influencers in their business.

Contextualising the Topic

Marketing is of significant importance to institutions in the cultural sector, not only to build loyalty 
among visitors who already visit the institution, but also to attract new visitors (Pais, 2016). In recent 
years, the socio-cultural context has been changing continuously, which is reflected in consumer practices 
(Bardhi & Eckhardt, 2017; Schmitt, 2019). Consequently, marketing research has started to consider an 
alternative approach as a possibility to investigate consumption as a cultural practice.

The Ministry of Culture is responsible for the cultural sector in Portugal, but there are also public and 
private initiatives (Santos, B., 2021). Culture is a factor of cohesion and national identity. Today, it is a 
generator of wealth, employment and quality of life and, at the same time, an instrument for Portugal’s 
affirmation in the international community (Governo da República Portuguesa, n.d.).

According to the ‘Survey of the Cultural Practices of the Portuguese 2020’, coordinated by José 
Machado Pais, Pedro Magalhães and Miguel Lobo Antunes, in the 12 months prior to the pandemic 
only 28 per cent of those surveyed visited museums and 11 per cent art galleries. The survey involved 
a sample of 2,000 people randomly selected from the resident population in Portugal aged 15 or over. 
This shows that there is still little interest in cultural spaces among the Portuguese.

Some of the most common marketing actions designed for cultural spaces are publications on social 
networks, on the institution’s own website, in newspapers and magazines. There are also other, more 
creative actions, such as establishing partnerships with schools and universities, developing QR codes 
with digital art distributed around the city in which the institution is located and organising competitions 
for the target audience (Santos, B., 2021).

It is important to analyse the adherence and derived behaviour of the Portuguese in order to understand 
what aspects can be improved in the cultural sector, so that they feel more encouraged to attend institu-
tions in this sector. This topic is therefore relevant because it helps to understand how digital influencers 
can contribute to increasing adherence, frequency of visits and interest in cultural institutions, a gap that 
is still visible in the country.

BACKGROUND

Cultural Marketing

Marketing is a social activity that involves planning and implementing prices, promotions and publicising 
a product or service, and is present in a variety of areas in order to find solutions to consumer problems. 
Culture is a source of knowledge that encompasses scientific, technological, economic, religious and 
artistic aspects. Cultural marketing helps cultural management by providing tools and techniques that 
improve relationships with the public (Santos, B., 2021).

The concept of cultural marketing originated in the 60s. At first, it proved complicated to implement 
marketing in the cultural field, but it began to be accepted and gain weight in cultural organisations, 
along with the need that arose for them to stand out from the competition and develop their attractive-
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