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The Study of the Relationship of Visitor Involvemefatisfaction and Intention
to Recommend in Museum Visit

Student: Tak-Cheung Lau Advisor: Chia-Chi, @ha

Master Program of Management for Executives
National Chiao Tung University

ABSTRACT

This study set out to investigate the relationgifipisitor involvement, satisfaction and
intention to recommend in museum visit.“A surveydgt was conducted at the National
Museum of Natural Science from July to August 2@08ng normal museum hours and a
total of 335 cases were included in the analysesard comparison analyses showed that
both membership status and-level of involvementehsignificant effects on frequency of
visit, scores of overall satisfaction.and intentiorrecommend with member and visitors of
high involvement visit more frequently, are mordigg and more likely to recommend.
Structural equation modeling analysis with the tatent variables satisfaction and intention
to recommend showed a significant positive linksafisfaction to intention to recommend.
However, when involvement was included in the asialythis exogenous variable showed
strong link to satisfaction and intention to recoema, but diminish the link of satisfaction to
intention to recommend to minimum. This result caded that involvement is a strong
predictor of both satisfaction and intention to amenend. Managerial implications for

developing high involvement museum programs ar ditscussed.

Keywords: Museum visitor study, visitor involvementisitor satisfaction, intention to
recommend.
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CHAPTER | Introduction

Traditionally, museums held the trust of the sgciet the preservation of
the invaluable past through their collections. Tdbgect-based functional
approach has long been one of the core missiotine ghuseums. However,
recent development in the museum field has shdtpeople-based purposive
approach with emphasis placed on the value of@adies for enhancing public
learning (Falk and Sheppard, 2006; Rentchler, 206 Hther words, new
museum practice should “starting with the persdinerathan starting with the
subject matter” (Falk and Sheppard, 2006). Follgvanch development, both
academics and general public increasingly: see museillection as public
resource and demand more aceessibility to themn&ez008).

At the time when museums switched to a markehtteoperation and
focus more on the need and desires of their cusgrie downturn of
economic development in the late 90s’ also plaigmaifscant role in reinforce
this change. For example, The National Museum afifdaScience
(abbreviated as NMNS thereafter) , the targettunstn of the present study,
received full financial support from the centralvgohnment for the last twenty
years. But since 2006, following a rather successiplementation of

endowment fund system for the public universityt@ethe Taiwanese central



government attempted to experiment this finangistesm for public cultural
institutions. Three museums were selected forithigtive and NMNS is one
of these museums. As such, NMNS had to responsibbpproximately fifteen
percent of the annual total budget in the firstryeeal the self-funded percentage
will subject to future revision. For NMNS and mawtyer museums alike,
admission charge is the primary source of reveduader this new financial
challenge, meeting the needs and expectation gduhkc became an important
issue and new challenges for the museum managemaeart$er to maintain
their sustainability. In fact, it's‘almost a.unisal recognition that the
continuous improvement of eustomer satisfactiahésultimate goal for any
business which has to deal with the public. Thigadicularly relevant to the
public institutions such as museums. In additibhas long been shown in the
business sector that an organizational succeggibytlinked to its customers’
satisfaction. For the museum sector, there araingrtmany lessons can be
learned.

The quest of governmental service excellenceosh@an source of change.
Since the early 2000, the Taiwanese governmenkauathed various
initiatives to measure how well different governindepartments serve the

public to improve accountability of the governmedhe of these initiatives is



the award of service excellence of public institné similar to the Baldrige
National Quality Award of the United States (intdnegly, the total score of
1000 is very much alike for the two programs). Amadime many measurements
of service quality in the programs, customer satigbn score accounts for no
less than twenty percent of the total scores.hdse effort reflect how the
government places the emphasis on meeting or exgetd public perception
of service they received from the government.

The combined influence of functional changes froithhin the museum
sector and various economic:as well as.regulatiamges challenge the
traditional management of modern day museums wiachiong been protected
from the harsh competition.from the commercial @edc€onsequently, today
museums no longer afford to neglect the perceiaédfaction from the public
they serve and all these will validate the ongaungtomer satisfaction research
agenda.

The ultimate goals of any systematic research progre to generate
generalization and prediction and thus facilitatimgnagerial improvement.
Falk and Sheppard (2006) pointed out that oveyé#aes, museum visitor
studies had provided us with information in the enstinding of the motivation

of museum visit as well as the experience theyrgat the visit. However, the



demographic information such as age, gender, incethecation levels and the
like collected in these early studies shown to der predictors for the behavior
of museum visitors (Falk and Sheppard, 2006; LA072 In fact, it has long
been demonstrated in consumer behavior researctighmgraphic
characteristics are surface descriptors of conssiarast they only reveal the
“who” of the consumer behavior, but not necessagymotivation or the why of
their consumption (Assael, 2004). Other importdunatracteristics in predicating
consumer behavior might include lifestyle, persityalnd involvement. In
reviewing recent marketing strategies for cultimatitutions, Kolb (2005)
pointed out that the rise of cultural consumensesent years provided an
opportunity for cultural institutions to broaderethvisitors. In addition, as in
other consumer categories, cultural consumers imay slifferent levels of
involvement at consumption and it's reasonablesietse that satisfaction may
vary according to different involvement level. Cegsently, this study aims to:
1. Measure the scores of overall visitor satisfactiod willing to recommend
in a museum Visit.
2. Confirm the attributes that are responsible foitmissatisfaction.
3. Examine how levels of satisfaction may affect wist willingness to

recommend the museum.



4. Determine how different level of visitor involvemanay affect their levels
of satisfaction and intention to recommend.

And in particular, this study set out to test tbiofving research hypotheses

(see Figure 1):

H1: There is a positive relationship between visstatisfaction and intention to

recommend.

H2: There is a positive relationship between vigtowvolvement levels and

satisfaction, and

H3: There is a positive relationship between vigtowvolvement levels and

their intention to recommend:



CHAPTER Il Review of Literatures

The study of consumer satisfaction has been ddedriay the
disconfirmation theory which defines satisfacti@naa attitude-like judgment
following a consumer-product/service interactioheessence of the theory
states that satisfaction is the results from thicoation and disconfirmation
of consumers’ pre-formed standard (expectatiompyofluct/service (Lovelock,
2001). In the museum context, this model arguesvikdors have certain
expectation for a special program such as the gedirare collection or myriad
interesting interactive exhihits in an exhibitiaiserve the exhibit performance
and compare it to their expectations, and then fatisfaction judgment based
on this comparison. If the comparison.is-betten tthe expectation, a positive
disconfirmation will result, and negative disconfation when worse than
expected. This practice is often adopted in musteuavaluate the performance

of an exhibit (e.g. Lau, unpublished data).

Early studies on satisfaction focused on the ifleation of drivers that
lead to customer delight and the operationalizatiocustomer satisfaction and
its antecedents. However, knowing customers’ negatnd positive

disconfirmation in a service encounter doesn’t mle\xenough information



where improvement can be made. It's the work oaBaaman, Zeithaml, and
Berry in the late 80’s that provide managers a epival model to analyze
where discrepancy in quality/satisfaction ariséhimithe organization. Once the
sources of discrepancy are identified, remedy ptansthen be designed and
implemented to improve the service quality accagyinThis conceptual model
is now known as the Gap Model of Service Qualitgif@aml et al., 1990). Later,
Parasuraman, Zeithaml, and Berry jointly developasdale to measure service
quality which has been adapted to various indusstiiee scale is known as
SERVQUAL and comprises five different aspects o¥ise quality, including
Responsiveness, Affirmation; Tangible, Empathy, Retlability (Zeithaml et

al., 1990).

To museum practitioners, borrowing ideas from thgiess sector is not
new. In the 90s, when museums were faced withriegtijovernmental support
and a rise in competition for audiences acrosseibare industry, museums
turned to the business sector for insight into retnk) ideas on how to market
museums and find ways to broaden their audiencekiedly, marketing
terminology such as SWOT analysis, strategic managg and branding
infused into museum lexicon, as evidenced in tharbog of literatures in

museum marketing (e.g. Bernstein, 2007; Kolb, 26Gfter and Kotler, 1999;
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Rentschler and Hede, 2007; Sandell and Janes, 2dligce, 2006). Under
these influences, museums programs became audient¥ed in order to meet
public needs and desires. Renowned museum educdiio-alk even used the
term “new business model” when he expanded hisaotiwe museum
experience model to “Museum Knowledge Age Busimdsdel” in which
museums should be operated under three conteglisdling social, political and
economic contexts. There is a two-way flow of imfation within each context
which interacts intimately with the museum’s opemti.e. museums will take
on both “inside out” and “outside IN" approachekislis in sharp contrast to the
mere inward looking Industrial Age Business Mod&lk and Sheppard, 2006).
Words such as “business model,” or'the likes tbésre no longer considered

to be dirty words by most museum professions now.

SERVQUAL has been adopted in cultural institutisnsh as heritage sites,
historic houses, and museums to measure servitieyqeag. Adams, 2001,
Chen & Lin, 2003; Frochot, 2001b; Kao, 2000). Hoae\experiences such as
museum’s interpretive/communication approach taketehand learning
outcomes are an important component of museumansithe original
SERVQUAL scale doesn’t include this aspect of sEguality. Consequently,

modification of the original SERVQUAL is neededadrder to capture the true



scope of service quality in cultural institutiodsnong these adapted scales, the
HISTOQUAL scale is the best known example for histbouse (Frochot,
2001a, b) and later another modification became HQSAL for museum in
general (Black, 2005). These scales retain thedinensionalities of the
original SERVQUAL scale while adapting it to histohouse and museum
contexts. For example, the two service quality disnens, communication and
consumables, have replaced reliability and asseramihe both HISTOQUAL
and MUSEQUAL scales. The communication aspect nmeaswow well the
museum communicate information through various ¥irrging design,
usefulness of websites as well as foreign langlegftets, since many of these
museums and historic sites are‘international wabhvkn attraction locations
where foreign visitors frequently visit. As for samables, this includes various
in house services such as restaurants and gifssBopfood quality as well as
selection and quality of souvenirs will be deteramts of service quality. In fact,
food and gift shop services contribute a very digamt part of the total
revenues for these cultural institutions. Consetiyeitis understandable that
cultural institutions pay a high mark on the peariance of these service aspects.
Involvement can be defined as an individual’s Is\adlinterest or

importance on an object or activities such asimginuseums. Previous studies



revealed that consumer involvement can influeneg therception of
satisfaction (Rogers, 1998). Further studies indat#éhat involvement may
comprise three dimensions: perceived product inapod, symbolic value of the
product, and the hedonic value of the product (RQde998). In discussing
culture consumer by using media users and foofdadl as illustrated examples,
Kolb (2005) identify five levels of involvement rgimg from Consumer at the
lower end, moving progressively to Fan, CultistiHsiast, and Petty Producer
at the highest end with increasing level of invaohemt. The measurement scale
of involvement used in the present study was bagsdtlis reasoning with
occasional visitor at the low;end to the high erettly Producer who starts
collecting, researching and.plantotake a positidhe museum as a career

choice.

10



Chapter 111 M ethodology

This study adopted a survey research approadabilectopinion from many
people. In addition to the collection of demograghformation of museum
visitors, this study will examine the attributesnafiseum visitor satisfaction
construct and determine the relationship of vistatisfaction and their intention
to recommend. Finally, the study will attempt tentify how different levels of
visitor involvement might affect their perceptiohsatisfaction and intention to
recommend. The theoretical relationship of thes@bbes is shown in Figure 1.

A three-part self-administered questionnaire wseslun this study to elicit
response from participants.The instrument corssistehree sections and each
section was designed to gatherinformation relet@af) three dimensions of
visitor satisfaction, 2) levels of involvement antention to recommend, and 3)
demographics. Each section begin with an introdaciind present instruction
of how to response to the questionnaire.

The visitor satisfaction section of the questiommaras modified from the
conceptual model of museum visitor satisfactionaaded by Harrison and
Shaw (2004). In Harrison and Shaw’s original questaire, there are only three
questions in measuring the service aspect of visabsfaction, including

accessible, informative and friendly. In order #rbore informative, this study

11



expanded the number of questions in the servicecasp fourteen to reflect the
relevancy to the present museum context. Someeajukstions added are 1)
ticket pricing information, 2) waiting time, 3) ceenient of opening hours etc.
Likewise, questions related to word of mouth (itiemto recommend) were
adopted from Harrison-Walker’s work (Harrison-Walk2001). For each
guestion of the questionnaire, a seven-point Likggré scale is anchored with
“Lower than my expected satisfaction level” at kb end and “Better than my
expected satisfaction level” for the high end. Aggested by Allen and Rao, a
seven-point scale is preferred:to a 5-point saaleshe former provide a wider
score dispersion around the:mean, thus-providittgrdiscrimination power
for the analysis. Secondly, the wider dispersiohailso facilitate the
establishment of covariance between two variabldsiwis essential for
multivariate analysis such as the structural equatiodeling used in this study
(Allen and Rao, 2000).

This study was conducted during the normal museoumshfrom July 15 to
August 31 of 2008. A total of 393 participants wsedected by convenience
sampling at the exit when they were about the |dlawenuseum. When the
participants completed the questionnaire, eachcgzant received a souvenir

pencil or eraser as an appreciation for their pigdtion. Since the participants

12



of the study were sampled by non-probability frarmmeuyno sampling error can
be estimated from this study (Churchill and lacabu2005).

SPSS statistical software was used to manage atykarthe data. Prior to
data analysis, descriptive statistics was usedueal the number of incomplete
data. 58 cases or fifteen percent of the total skettavas identified as incomplete
data. Cases with incomplete data were list-wiselgteéd and excluded from the
analysis. Only 335 cases were used in subsequalysan Byrne (2001)
compared model fit for full data to incomplete datal showed that no
significant effect on model fitsawas evident everhagh as twenty-five percent of
the data was removed fromithe analysis:.

In order to adopt SPSS Generalized Linear Modednogedure for
comparing the effect of involvement levels on olleseores of satisfaction and
intention to recommend, the original continuousirement scores (ranged
from 17 to 119) were recoded by three percentitergupoints (33%, 67% and
99%) to categorical variable with three levelsrafalvement: low (<78),
medium (79-90), and high (>90). Finally, AMOS 16r@gram for structural
equation modeling was used to test for the ovégalbdness of fit” and the
statistical significance of the hypothesized relaghips described in the

proposed conceptual model (Figure 1).
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CHAPTERV Results

Analysis of demographic data revealed that the saogmprised 55%
female and 20% member (combination of individual &amily membership).

By examining the relationship between membershapustand frequency of visit,
members visit on average 8.4 times a year compargd times for
non-members. An independent t-test revealed teat tvas significant
differences between member and non-member in frexyuef visit (=7.75,
df=68,p<0.000). In addition, an one-way analysis of vateawas conducted to
compare the effect of levels ef involvement on frexacy of visit showed that
there was significant difference in frequency alitvamong visitors of three
different involvement leveld, 357=6.87,p=0.001). High involvement visitors
on average visit 3.9 times a year as compare®torles per year and 1.7 times
per year for medium and low involvement visitorspectively.

In order to compare the scores of overall satisfa@nd intention to
recommend scores across gender, membership statlsvals of involvement,
two three-way univariate analysis of variance wameducted separately for the
two dependent variables. Results of the analysisvierall satisfaction scores
were summarized in Table 1. As indicated in théetahe three two-way

interactions and the one three-way interaction \aér®und to be
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non-significant, so as for gender. The remaining tmain effects, membership
status and levels of involvement, were found tdilgaly significant.

Table 1. Summary of ANOVA results for Overall Sktetion Score

Tests of Between-Subjects Effects

Dependent Variable: Sat Qverall

Type Ill Sum Partial Eta
Source of Squares df Mean Square F Sig. Squared
Corrected Model 39.136° 11 3.558 4.699 .000 140
Intercept 6267.881 1 6267.881 8278.808 .000 963
Gender 263 1 263 348 556 .001
membership 5.549 1 5.549 7.329 .007 .023
Inval Levels 11.014 2 5.507 7.274 00 .044
Gender * membership A37 1 A37 577 448 .002
Gender * Invol_Levels 185 2 .093 22 .885 .001
membership * Invol_Levels 1.085 2 542 716 489 .004
T s 818 2 409 540 583 003
Error 240.001 317 757
Total 11648.000 329
Corrected Total 279.137 328

a. R Squared = .140 (Adjusted R Squared = .110)

Table 2 summarized the analysis of variance reguitisitention to
recommend scores. Similar results were found fisrahalysis with the gender
main effect and the three two-way interactions tlwedone three-way interaction
all shown to be non-significant. Again, the memhgrstatus and levels of
involvement main effects were all found to be hygsignificant. Both members
and visitors with high levels of involvement aremmbkely to recommend the
museum to others. The results of these two anafgsesled that indicators of
involvement such as membership status and levatsrolvement all have

significant effect on scores of overall satisfactamd intention to recommend.
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Table 2. Summary of ANOVA results for IntentionRecommend Score

Tests of Between-Subjects Effects

Dependent Variable: WoM Total

Type lIl Sum Partial Eta
Source of Squares df Mean Square F Sig. Squared
Corrected Model 8202.417° 11 745.674 23.976 .000 454
Intercept 155575.871 1 155575.871  5002.211 .000 540
Gender 19.059 1 19.059 613 434 .002
membership 1271.457 1 1271.457 40.881 .000 114
Invol_Levels 2513.780 2 1256.890 40.413 .000 203
Gender * membership 3.863 1 3.863 124 725 .000
Gender * Invol_Levels 84.832 2 42.416 1.364 257 009
membership * Invol_Levels 39.204 2 19.602 630 533 .004
e peRetnip” 8.856 2 4.428 142 867 001
Error 9859.151 317 31.101
Total 281345.000 329
Corrected Total 18061.568 328

a. R Squared = .454 (Adjusted R Squared = .435}

Prior to the use of structuralegquation‘modelmgxamine the goodness of
fit of the proposed conceptual model, .individuahfoanatory factor analysis
was conducted to validate the measurement moddf latent variable. The
results of this preliminary analysis were summatizeTable 3 and the first
order CFA of the satisfaction dimensions was shimwfigure 2. Overall, these
measurement models showed marginal to acceptalatieei modifications of
the covariance structures of the error terms gasehg the constraints of the
correlation of error terms, which may result fromdundant questions with
different wording (Byrne, 2001). Consequently,hie process of improving the
fit by examining the modification index of the aysb, none of the observable

(manifest) variables in the analysis was deletedgesall the questions in the
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guestionnaire were seems relevant to the preasht and removal of items
without sound theoretical basis was unjustifiedwideer, since there was one
observable variable in the involvement construoingdd a negative loading and
this variable was subsequently removed from théyaisa

Table 3. Summary of AMOS CFA model fit.

First Order CFA of | CFA Word of | CFA Involvement

the dimensions of | Mouth

Satisfaction

Criteria

Chi-Square 798.09, df=314, 1471, df=8, |295.3, df=96p=0.00

p=0.000 p=0.06
CMIN/DF 2.54 1.84 3.08
(<3.0)
CFl 0.927 0.994 0.903
(Close to 1)
RMSEA 0.068 0.05 0.079
(<0.1)

The second stage of the analysis was to examiaeamd order
confirmatory factor analysis on satisfaction to ldtent variables Facilities,

Services and Experience. Results indicated thantieel show an acceptable fit
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with the observed data (Chi-square=798.1, df=p£0,000; CMIN/DF=2.542;
CFI=0.927; RMSEA=0.068). The corresponding standacdregression weight
of Satisfaction to Facilities, Satisfaction to Seeg, and Satisfaction to
Experience are 0.86, 0.90, and 0.71 respectivatijcating that these three
latent variables show a positive and strong lintheocommon factor
Satisfaction.

The next step of the analysis was to determindinkdetween
Satisfactions to Intention to Recommend. AMOS outpuealed that the fit was
acceptable (Chi-square=1093.9, df=4830.000; CMIN/DF=2.265; CFI=0.922;
RMSEA=0.062). In additiony the link-between Satisifans to Intention to
Recommend was positive witha standardized regnresgeight of 0.43 which
was statistically significant (Estimate = 0.94, G&R05,p<0.001). Based on
these results, H1 of a positive relationship betw@atisfactions and Intention to
Recommend was supported (Figure 3).

The final analysis was to examine the fit of thenptete model with
Involvement as an exogenous variable. Results AMOS revealed that the fit
was acceptable (Chi-square=2233.3, df=1p58,000; CMIN/DF=1.937;
CFI=0.896; RMSEA=0.053). It's evident from Figurehét there are significant

positive and strong link from Involvement to bothtiSfaction and Intention to
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Recommend, with standardized regression weight{Bsiimate = 0.57,
C.R.=4.25p<0.001) and 0.77 (Estimate = 1.89, C.R.=4p&%).001)
respectively. However, it's also interesting tadfiout that with the complete
model, the link between Satisfactions to Intentmf®Recommend become very
weak with a standard regression weight of 0.03iifiede = 0.063, C.R.=0.49,
NS). In this case, Involvement becomes a strongggtigtor for both Intention to
Recommend and Satisfaction itself. So both H2 aBath positive relationship
between Involvement and Satisfaction and IntertitoRecommend are

supported. However, H1 was not supperted in tHenfatdel.
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CHAPTER V Discussion and Managerial | mplications

This study set out to understand the relationshipumlvement, satisfaction
and intention to recommend in a museum visit. Hsallts indicate that
membership status and levels of involvement botte lsegnificant effects on
frequency of visit, scores of overall satisfactaom intention to recommend.
Members and visitors with high level of involvemerdit museum more
frequently, are more satisfied, and are more vgtliess to recommend the
museum. Since membership status could be an indigavisitor's involvement,
it's reasonable to expect bothimembership statddemels of involvement may
tap similar behavioral dimension and‘exhibit a gigant effect on these
measurements.

The study also demonstrated that the common f&ztsfaction comprised
three latent variables Facilities, Services, anpgeience. As suggested by
several museum researchers, experience is a vpoyrtimt component of
museum visit (Falk and Dierking, 1992; Weaver, 200&ople visit museums
and look for sophisticated, meaningful, and memlerakperiences. Pine and
Gilmore (1999) had identified four realms of expages encompassing
educational, entertainment, esthetic and escagastison and Shaw (2004)

showed that experience is a major contributingaldei to satisfaction and a
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strong predictor of recommending to others. Sormentestudies carried out to
examine service quality and satisfaction of NMNS8 hdopted the original
SERVQUAL scale or developed a unique scale to measatisfaction and
loyalty (Chen & Lin, 2003; Hsiao et al, 2006; K&0©00). However, these
studies didn’t incorporate experience in their measent. With experience
excluded from the studies, these measurementsatarapture the true
distinctive dimension of satisfaction in museumtyvis

This study also examines the relationship of sattefn and intention to
recommend. AMOS analysissshowed'that there exigtstive relationship as
suggested by the proposediconcepiual model. Comsaghavior researches
have demonstrated that customer satisfaction iamend in itself but links to
numerous benefits including insulating customessmfcompetitors, creating
sustainable advantage, reducing failure costs,ugagmg repeat patronage and
loyalty, enhancing or promoting positive word ofutim and lowering costs of
attracting new customers (Lovelock, 2001). Fromrntuseum perspective,
visitor loyalty is certainly good for they will cagrback again and again. But
recommendation through positive word of mouth isenimportant than loyalty
because the later focus more on the retentionsibmers while the present

challenges for all cultural institutions is find ygato attract new visitors
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(Bernstein, 2007; Kolb, 2005; Kotler and Kotler989. In addition, when
museum launches new blockbuster exhibition, subataamount of resource
was invested into the development of these exhifstithe financial success of
the exhibition will largely depend on the numbertiEndance and
recommendation by spreading positive word of mavithbe an important
contributing factor in this regards.

The relationship of involvement, satisfaction ami&ntion to recommend
was finally examined and the findings showed caesisy with past findings
from consumer behavior researches. Both satisfaatal intention to
recommend were affected positively-by visitors'dsvof involvement. In this
study, involvement is assumed:to be positivelyadated to satisfaction while
sometimes the reverse may be true, since highuaewwnt visitors can be very
discriminating and are harder to satisfy. The red=hind this assumption is
that high involvement visitors are keener to recogmuseum’s social values
and appreciate the diverse memorable experienee/egtin the past, so they
are more likely to forgive when service failure occand believe this is a
deviation from the norm (Lovelock, 2001). But distive from previous studies
on museum visitor satisfaction, the results in@idahat with involvement

included in the analysis, the strength of link besw satisfactions to intention to
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recommend diminish to a minimal. This result mayvite a new insight for
museum managements. While it's important to keepmgvith good service
and thus high satisfaction from facilities, sergiesd experience. It's even more
important to develop high involvement programsrigage visitors. For
example, museum exhibit developer should take ataactivist rather than
didactic approach to develop exhibit with contémk ko visitors’ life experience.
These engaging exhibits will facilitate visitorsdmnstruct their own meaning or
understanding of the world we live in instead adisg exhibits just as
“llustrated lecture” (Black, 2005). Since.the lateety, this meaning-making
exhibit approach has caused enthusiast-discussiongexhibition professions.
Accompanied with this new approach of exhibit depetent to generate high
visitor involvement, exhibit developers also neetike a proactive role to
conduct front-end evaluation (though time consumindind out more about
visitors’ perception and knowledge of exhibitiomject with their views be
possible adopted in the exhibition. This is verychiike “listen to your
customers” in many marketing researches.

In addition to developing high engaging programprtmvoke behavioral
involvement in these programs, museums also nepaytattention to the

development of attitude involvement with the ulttengoal of turning visitors
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from ordinary consumers into enthusiast or advacg{elb, 2005; Smith and
Wheeler, 2002). These are people constantly reéemuseum to their friends,
relatives, colleagues, and willing to offer theipport and business, and even
defend for your case. Smith and Wheeler (2202) exsiphd that “loyalty must
be designed and created” and provided a step-pypséetical approach to
achieve this goal.

With declining economic climate, the twenty-firgintury museums are no
longer immune from competition both for scarce ueses from government
funding and leisure time withsthe business sedfluseums are also no longer
afforded to neglect the need-and desires of thioxss Consequently, museums
need to learn more about their visitors, in-additio satisfying them, and
engaging them to be more involved so they can dgreaitive word of mouth
about the museum’s programs, and attract moreoxsdihat are increasingly

difficult to find.
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Figure 2. First Order CFA of the Satisfaction Dirsiems
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