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ABSTRACT

Museumsareatypeofculturalattractionswith uniquefeaturesandare

increasinglybeingusedasinstrumentsforpromotingtourism andboosting

theregionaleconomy. Inordertobetterunderstandthemuseum marketand

achievebetterservice,themain objectiveofthisstudy,based on earlier

studies,istoexaminewhetherthedemographiccharacteristicsofmuseum

visitorsmadeanysignificantdifferencestothemotivationsandsatisfactions

towardtheirmuseum experience.JejuNationalMuseum waschosetobethe

researchsiteforbeingtheonlynationalculturalmuseum withlargescalein

Jeju.Thechoiceofasinglecenterforthecollectionofdatawasanattempt

toplacetheresearchinasimilarcontextforallvisitors,sothatanypossible

influenceofcontextualfactorsonvariablesstudiedcouldbeavoid.A totalof

274 samples were collected fora period of3 weeks,from November3 to

November192008,during theopening hoursofthemuseum,by using survey

method with self-administered survey questionnaire. Frequency, factor

analysis,t-testsandANOVA wereutilizedtoanalyzethecollecteddata.The

resultsoffactoranalysesidentifiedfivepushfactorsdomainsandthreepull

factordomains underlying respondents'ratings.Satisfaction factors were

developedby asking visitorstoevaluatethedegreeofaccomplishmentof

theirexpectation.Itwasfoundoutthatthereweresignificantdifferences

between/amonggender,age,educationbackgroundandplaceofresidencein

terms of motivations and satisfactions toward museum experience.The

researchalsorevealedthatknowledgeseeking,amongotheroushmotivational

dimensions,isthemostimportantfactorattractingtouriststoJejuNational

Museum.Thestudyresultsholdusefulimplicationsformuseum managers

andresearchersinterestedinstudyinghow demographiccharacteristicsimpact

visitors'motivationsandsatisfactions.
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CHAPTER1

INTRODUCTION

1.1Background

The purpose of this paper is to investigate the relationships among

motivation and satisfaction ofmuseum visitors according to demographic

profiles.Museums have been founded and developed for a variety of

purposes:asrecreationalfacilities,aseducationalresources,orasmeansof

contributingtothequalityoflifeofanarea,ortoattracttourism toaregion,

topromotecivicprideornationalisticendeavor,oreventotransmitovertly

ideologicalconcepts.Recenttrendsinworldtourism show asharpincreasein

"culturaltourism"asopposedtomorehedonisticorrecreationalkinds.Besides

ensuringthepreservationandconservationofthecommunity'sculturaland

naturalheritage,museums,along withartgalleries,theaters,film festivals

andotherculturalassets,playalargepartinattractingtourists.Economic

calculationsshow thateach"cultural"attractionhasalargemonetaryvalue,

bybringing invisitorswhospendmoneyontheseaswellasonbeach,

naturalfeatures,sportseventsandrecreationalattractions(Graburn,2000).

However,attitudestomuseumsandtheexpectationswhichpeoplehaveof

them arechanging worldwide.Museum goersareincreasinglyexpecting a

greaterdegreeofinvolvementand participation in museums(Ambrose&

Paine,1993).Understanding the various motivations of museum visitor

becomesthekeytodecidewhatkindofservicethemuseumsshouldprovide

tosatisfydifferentneeds.Ontheotherhand,amuseum isauniqueplace

wherevisitorscommunicateandinteractwithexhibitsinagivenarchitectural
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space.Eachvisitorhasadifferentinterpretationandappreciateseachexhibit

inhis/herownway.AccordingtoThompson(1993)byvisitingamuseum,

peoplelearnandobtaininformation,gainenjoymentandacquireanaesthetic,

excitingexperience.Theseemotionalaffectshaveapositiveinfluenceona

visitor'ssatisfaction.In thissense,knowledgeofconsumerpsychology is

extremely important in determining the success of museums.Recently,

researchonmuseumshasbecomeamajorthemeofstudyabouttouristsand

hostcommunities(Pretes,2002),attractionmanagement(Orbasli,2000),and

thehistory presented (Poriaetal,2006).Surprisingly,very littleresearch

considerstherelationshipbetweenthetouristandthespacevisitedalink

regardedasimportantforbettermanagementofhistoricplaces(Shackley,

1999).Beforeresearchingthemarket,marketsegmentationmakesiteasierto

identify groups of people with the same consumer needs. Therefore,

demographiccharacterswhicharebelievedtobeabasisforsegmentation

were used in the study as variables to notonly identify the different

motivationandsatisfactionexist,butalsothedegreeofdifference.

1.2MuseumsinJeju

JejuIslandischaracterizedbyadistinctionofcultures,languages,traditional

practices and customs which belongs to Jeju only.There are over40

museumsinJeju,includingtheJejuNationalMuseum,theJejuFolklore&

NaturalHistoryMuseum,thePeaceMuseum,andtheMuseum ofAfrican

Art.Each ofthem has its own uniquetheme,such asfolklore,natural

history,foreign arts,food,cinema - and even sex.Abouthalfofthe

museumsareconnectedwiththeNationalFolkMuseum ofKoreathroughthe

'NetworkofMuseums'Cooperation.'TheNetworkwasinitiatedin2005to

helplocalmuseumsandhasbeenledbyNFMK.Atitsownexpense,NFMK
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Public / Private Name Location

Public
 - Jeju National Museum

 - Jeju Education Museum
Jeju City

Private

 - The Spirited Garden

 - Jeju Folklore & Natural History Museum

 - Psyche World

 - Jeju Love Land

 - Jeju Stone Park

 - Mini Mini Land

 - Dolharbang Park

 - Banglimwon

 - Jeju Peace Museum

 - Chocolate Museum

 - Hallim Park

 - Haenyeo Museum

Jeju City

 - Sinyoung Cinema Museum

 - Museum of African Art

 - Storium

 - Teddy Bear Museum

 - Kim Young Gap Galley Dumoak

 - Sex Museum

 - Jeju Art Park

 - O'Sulloc Tea House

 - Soingook Theme Park

 - Jeju Folk Village Museum

 - Seokbujak Theme Park

 - Citrus Museum

 - Sound Island Museum

 - Ilchulland

Seogwipo City

provideslocalmuseumswitheducationalprogrammes,professionalassistance

torepairandarrangecollectionsandvariousworkshops.Thecollaboration

andcooperationbetweencentralandregionalgovernmenttodevelopJejualso

playsanimportantroleindesigningandimplementinganyprojectonJeju

Island(Han,2007).Table1showsthemuseumslocatedinJejuIsland.

Table1.MuseumsinJejuIsland (source:theMuseum'sAssociationofJejuProvince)

1.2.1ScopeoftheStudy-JejuNationalMuseum

ThelureofculturalheritagedrawsmoreandmoretouriststoJejuannually.

Being the only NationalMuseum on Jeju Island,Jeju NationalMuseum
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openedonJune15,2001.TheMuseum containscentralhall,sixpermanent

exhibitionrooms,onespecialexhibitiongallery,andoutdoorexhibits.About

1,300itemsareonpermanentdisplay.Itisoneofalistofculturalattractions

ontheislandwhichfocusesonhistory,archaeologyandcultureoftheisland.

Jeju is Korea's largestisland which boasts a long history and unique

traditionalculturefrom theprehistoricagetothepresentday.Ithasplayed

aninstrumentalpartintheculturalexchangeinNortheastAsiathroughthe

centuriesasitisonthesea-laneslinkingChina,Japan,Okinawa,Taiwan,

andothercountries.JejuNationalMuseum presentstheuniquehistoryand

cultureofJejuinoneplace.Ondisplayareartifactsandrelicsexcavated

from historicsitesalloverJeju andobjectsofhistoricvaluefrom other

regions.Asaculturalcenterchargedwiththemissionofmaintainingand

creatingthecultureofJejuinthefuture,JejuNationalMuseum fulfillsits

roleasanopenculturalspacetogetherwithvisitors.

TheMuseum exhibitsitspermanentcollectiononlocalcultureandhistoric

developmentchronologicallyandbytheme.Theexhibitionroom ofprehistory

and archaeology presents the volcanic activities ofJeju Island and the

prehistoryculture.Tamnagalleriespresentthedevelopmentofveryunique

Tamnaculturefrom thethree-kingdom periodtoGoryeoperiod.Theobjects

ondisplayintheJoseonperiodgalleryareclassifiedaccordingtothemes.

Kim Sun-i'sdonationsinthedonationgallery,includingclothing,furniture

andearthenware,presentaneverydaylifeofJejupeople.Theartifactson

displayareaccompaniedwithinformationandillustrationspresentedonpanels

andaudio-visualmaterials.Italsopresentsspecialexhibitionssuchas'Life

inJeju,BeautyofJeju'and'HistoryofNavigationandShipwrecks'toshow

theessenceofbothKoreanandJejucultureandofferinsightintomaritime

exchangeinNortheastAsiathroughthecenturies.Thenumerousartifactson

displayattheMuseum weredonatedbycitizensandorganizations.Cultural
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Visitors Year 2001 2002 2003 2004 2005

Domestic

Visitors

Admission

Visitors 35,804 64,496 67,851 62,334 56,167

Revenue

(Won)
12,728,540 22,888,280 23,900,310 21,935,200 20,466,600

FreeEntrance 81,595 93,704 202,980 214,154 244,381

TotalDomesticVisitors 117,399 158,200 270,831 276,488 300,548

Foreign

Visitors

Admission

Visitors 999 1,277 1,587 1,775 1,322

Revenue

(Won)
368,730 472,490 571,350 710,000 500,600

FreeEntrance 182 186 214 180 243

TotalForeignVisitors 1,181 1,463 1,801 1,955 1,565

TotalVisitors 118,580 159,663 272,632 278,443 302,113

Year Total Domestic
Foreigner

Total Japanese Chinese Other English

2006 301,899 299,869 2,030 867 497 327 339

2007 216,402 213,665 2,737 1,128 579 926 104

2008.10 208,325 205,581 2,744 1,020 518 786 420

artifactsexcavatedfrom Jejuaresystematicallyandefficientlytakencareof.

The Museum's 'Conservation Science Room' scientifically preserves all

artifactsin theMuseum'spossession.Table2and Table3below show

visitorstatistics from year2001 to October2008 done by Jeju National

Museum.

Table2.2001-2005JejuNationalMuseum visitorstatistics(Source:JejuNationalMuseum)

Table3.2006-2008JejuNationalMuseum visitorstatistics(Source:JejuNationalMuseum)

1.3Needforthestudy

The success ofmarketing destinations should be guided by a thorough

analysisoftouristmotivationanditsinterplaywithtouristsatisfaction.A

marketcanbethoughtofasthesocialandeconomiccontextwithinwhicha

museum operates.Allmuseumsoperatewithamarket.Themarketwillvary

from place to place,country to country.Understanding the nature and

composition ofthemarketisimportant.Researching themarketwillhelp

determinewhetherthemuseum isofferingtherighttypeormixofservices

tothevisitors,attherightlocation,attherighttimesandattherightlevel.
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Besides,museum users are increasingly expecting a greater degree of

involvementandparticipationinmuseums.Throughthestudythemuseum

visitors'interestsandconcerns,likesanddislikes,needsandwantswhichare

criticallyimportantwhenprovidesuccessfulmuseumsandservicescanbe

understood(Ambrose& Paine,1993).Furthermore,accordingtoWeiler(2000),

thegrowth ofspecialinteresttourism which includesculturaltourism is

presumed to be more rapid than otherforms,attributed mainly to the

increased sophistication ofthepublicand theresulting demand formore

focused and high-quality tourism experience.Asaresult,museumshave

givenmuchmoreseriousconsiderationtoattractingtouristsinrecentyears

(Harrison,1997).Museumsareimportantinstitutionstoconveythevalueof

Jeju culture.Understanding the visiting motivation and satisfaction of

differentgendergroupsisusefultohelpJejutobroadenitsappealtomore

visitorswhoareinterestedinJejucultureandgivesJejutourism industrya

competitiveedge.

1.4Purposeofthestudy

Oneofthemostimportantquestionsfrom thepointofview ofcultural

tourism marketing and managementis the motivation and satisfaction of

culturaltourists.Thetraditionalattractions,suchasmuseums,arestillthe

mostimportantsitesvisitedbytourists(Richards,2001).Beforemarketing

museums,marketsegmentationhasbecomeavaluableinstrumentinplanning

appropriatemarketingstrategies.Marketsegmentationisatechniqueusedto

subdivideaheterogeneousmarketintohomogeneoussubgroups.Itisbasedon

theideathatamarketiscomposedofsubgroupsofpeopleandthateach

subgroup hasdifferent,specificneedsand motivationsin defining quality

perception,sinceitisidealtoaligndeliveredqualitywithanticipatedquality.
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Amongmanyvariables,demographiccharacteristicshavelongbeenusedas

thebasisofsegmentation(박천우,2008).Cha,McCleary,andUysal(1995)

notedthatageandeducationwerestatisticallysignificantpredictorsintheir

studyofJapaneseforeigntravelers'behavior,andMudambiandBaum (1997)

reportedthatcountryoforiginwasmoreimportantthanotherdemographic

and behavioralcharacteristics in influencing visitorspending behaviorin

Turkey.Howeverthepowerofage,gender,andwealthtopredictpurchasing

behaviorismarkedly situation dependentbecausethey areonly indirectly

relatedtovisitingintentions.Asforamuseum,amarketcanbethoughtof

as the socialand economic contextwithin which a museum operates.

Considerable time and effort have been invested in understanding the

motivationsofmuseum visitors.Historicallysuchresearchhasbeendrivenby

marketing concerns,and a disproportionatenumberofstudiesfocused on

visitordemographics(Ambrose& Paine,1993).

The purpose of this paper is to investigate the relationship among

demographiccharacters,motivation andsatisfaction ofmuseum visitors,in

orderto achievean generalunderstanding ofthemarket.Theability to

identifyandservetouristsandcreateadialoguewiththem hasbecomea

necessity for destinations (Bloom,2005).Three research questions were

addressed:

Research Question 1.Are there significantly different motivations and

satisfactionsformuseum visitors?

ResearchQuestion2.Aretheresignificantlydifferencesinmotivationsand

satisfactionsofmuseum visitorsaccordingtodifferent

demographiccharacteristicssuch asgender,education

backgroundandage?

Research Question 3.Are there significantly different motivations and

satisfactionsamonglocalandnon-localvisitors?
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1.5Definitionsofterms

Thefollowingterms,beginningwithacapitalletter,willbearthemeaning

definedinthisarticle,withoutanydistinctionwhenusedinthesingularor

theplural:

1.Museum -amuseum isanon-profit,permanentinstitutionintheservice

ofsociety and its development,open to the public,which acquires,

conserves, researches, communicates and exhibits the tangible and

intangibleheritageofhumanityanditsenvironmentforthepurposesof

education,study and enjoyment(InternationalCouncilofMuseums,ICOM

website).

2.DemographicProfile-Backgrounddataincludegeographicareaof

residence,age,sex,householdsize,race,householdincome,educationand

occupation(Okrant,2000).

3.Motivation-psychological/biologicalneedsandwants,includingintegral

forces that arouse, direct, and integrate a person's behavior and

activity(Yoon& Uysal,2003).

4.Satisfaction-thepositiveresultoftheconsumptionofgoodsandservices.

Satisfactionresultswhenthetourist'sexpectationsaremet.Itislinkedto

otherfactorsofbehaviorsuchasmotivationsandtheserviceencounter

(Gallarza,2000).
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CHAPTER2

LITERATUREREVIEW

2.1CulturalTourism andMuseums

Cultureisamultidimensionalconcept,amotivation,andadrivingforcethat

isan ethos- an intersubjectiveface- only apprehended by itseffects

(Hunter& Suh,2007). Enhanced interestin theculturesofothershas

generatedapopulardemandforculturaltourism withinahighlycompetitive

leisureindustryenvironment.Culturaltourism maybedefinedasthatactivity

ofpersonsin theirtouristdestination and during theirtravelfrom their

normalplaceofresidencewhichenablesthem toexploreorexperiencethe

differentwayoflifeofotherpeople,reflectingthesocialcustoms,religious

traditionsandintellectualideasofaculturalheritageinsuchawayasto

fulfiltheirculturalneeds,desiresandwants(Richards,2001).

Muchofculturaltourism thrivesontheselectedremnantsofa(assumedto

be)simplerandmoreauthenticpast,thustriggering"nostophobia".Infact,

"nostalgiaforthepremodern"hasspurredthedemandforculturaltourism

overthe lastfew decades (Graburn,1998;오상훈,2005).As consumer

resources,contemporary culturaltourism institutionssuchasthemuseums

existtoprovideanauthenticexperience,ratherthanjustactasagentsof

conservation(Prentice,2001;이후석.2008).

Thehistoryofmuseumsandoftheinstitution"museum"throughtheagesis

linkedcloselytothehistoryofsocietyandtotheevolutionofknowledge.

Theword museum hasclassicalorigins.In itsGreek form,mouseion,it
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means"SeatoftheMuses"anddesignatedaphilosophicalinstitutionora

placeofcontemplation.UseoftheLatinderivation,museum,appearstohave

beenrestrictedinRomantimesmainlytoplacesofphilosophicaldiscussion.

The InternationalCouncilof Museums (ICOM) defines museum as "a

non-profitmaking,permanentinstitution,intheserviceofsocietyandits

development,andopentothepublic,whichacquires,conserves,researches,

communicates and exhibits,for the purposes of study,education and

enjoyment,materialevidenceofmanandhisenvironment."Museum inthe

modernsensedevelopedinEuropeintheseventeenthcentury.Thefirstuse

oftheterm 'museum'inEnglishwasin1682;itdescribedthecollectionof

strange,rareandexoticthingsthatthegentlemanEliasAshmolegavetothe

UniversityofOxford(AmbroseandPaine,1993).Asinstitutions,museums

mayrevealremarkablediversityinform,content,andevenfunction,butall

museums have as common goals the preservation and interpretation of

materialaspectsofsociety'sculturalconsciousness.

Museumsprovideasignificantrangeofbenefitstotheirareas.Museums

ensurethepreservation andconservation ofthecommunity'sculturaland

naturalheritage.In a very realsense museums enhance the quality of

people'slivesandcanplayakeyroleindevelopingasenseofidentityfor

thearea in which they arelocated.Furthermore,museumscan havean

importantroleto play in economicregeneration in urban orruralareas.

Wheretourism ispartofthelocaleconomy,museumsand othervisitor

attractionsactasmagnetsforattractingtouristvisitors.Theywillthenspend

money within the localarea in shops,restaurants,garages,hotels and

markets.(Ambrose& Paine,1993).

Traditionally,andin thenormally acceptedsenseoftheterm,amuseum

holdstheprimarytangibleevidenceofaspectsofmanandhisenvironment.
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Inthisitdiffersmarkedlyfrom thelibrary,withwhichitisoftenassociated,

becausetheitemshousedinmuseumsaremainlyuniqueandconstitutethe

raw materials ofstudy and research.Museums'majorweapons,besides

historyandcurrentpopularity,aretheirlong-standing authorityashonest,

neutral,andinformedexpertsandthepossessionofrealthingspresentedin

realways(FalkandDierking,2000).Yettodaymuseumsvaryenormously.

They range in size from great internationalmuseums to the smallest

one-room villagemuseum.Theyvaryenormously,too,intheirpurpose.Some

areintendedpurelytoamuseandentertainholiday-makers;otherspreserve

thedataonwhichscientificresearchisbased.Theyvaryintheircollections:

from insects to historic industrialmachinery,from ancient statues to

pathologicalspecimens,from modernpaintingstorevolutionaryflags.They

varyinwhorunsthem.Theyvaryinthepublictheyseektoserve.With

theirdiverse origins,varying philosophies,and differing roles in society,

museumsdonotlendthemselvestorigidclassification.Neverthelessitis

convenient,foravariety ofpurposes,togroupthem.AmbroseandPaine

(1993)madeanassortmentofmuseums(seeTable4,p.12)

Museumstodayaremuchmoreaccessible:theystandintheopenairorare

open tothegeneralpublicthroughouttheday (MacCanell,1976).Millions

uponmillionsofpeoplevisitmuseumseveryyearincountriesthroughoutthe

world,andthenumberofmuseumsincreasesday-by-day.Enhancedinterest

intheculturesofothershasgeneratedapopulardemandforculturaltourism

within a highly competitive leisure industry environment.As consumer

resources,contemporary culturaltourism institutionssuchasthemuseums

existtoprovideanauthenticexperience,ratherthanjustactasagentsof

conservation(Chhabra,2008).Therelationshipbetweenmuseumsandtourism

hasbeenthesubjectofconsiderationbythemuseum professioninrecent

years.Writingaboutthemuseum andthevisitorexperienceover20years
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Classifiedbycollections:

-generalmuseums -geologymuseums

-archaeologymuseums -sciencemuseums

-artmuseums -militarymuseums

-historymuseums -industrialmuseums

-ethnographymuseums -etc.

-naturalhistorymuseums

Classifiedbywhorunsthem:

-governmentmuseums -armymuseums

-municipalmuseums -independentorprivatemuseums

-universitymuseums -commercialcompanymuseums

Classifiedbytheareatheyserve:

-nationalmuseums -localmuseums

-regionalmuseums

Classifiedbytheaudiencetheyserve:

-educationalmuseums -generalpublicmuseums

-specialistmuseums

Classifiedbythewaytheyexhibittheircollections:

-traditionalmuseums -historichousemuseum

-open-airmuseums

Table4.Museum classificationsbydifferentvarieties.(Source:Ambrose& Paine,1993)

ago,NelsonGraburn(1977)alsosaw theconnectionsbetweenmuseumsand

tourism.Graburnfeltthatmuseumswereinextricablyrelatedtotourism in

many ways.Both are relatively modern phenomena thatwere once the

exclusiveprovinceoftherichandpowerfulbutdevelopedinthemodernera

intoactivitiesfortheordinarycitizen.Botharepublicinthattheyaremass

phenomenathattakeplaceawayfrom theprivatehome,andbothinvolvethe

magic ofa trip,an out-of-the-ordinary experience.Graburn believe that

museum-goinghadbecomepartofthepostindustrialreorientationtoleisure

andwork.

Thegrowingimportanceofmuseumsasculturalattractionshasdrawnthe

attentionoftourism researchersforsometime,butmostoftheworktodate

emphasizesdemandsideissues(Harrison,1997;Urry,1990).Formuchofthe

20thcenturythegenerallyaccepteddefinitionofthemuseum hasbeenan

institutionwhichservestocollect,conserve,research,interpretandexhibit
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society's materialculture (Weil,1990).Museums have traditionally been

spaceswhereasocietycancelebrateitspastandform asenseofitscultural

identity (Urry,1996).Over the last decade,however,there has been

increasingattentiontoa"culturalrevival"ofheritageexperiencesaspopular

leisureand urban tourism activities(Hewison,1987).Forinstance,in an

accountoftheefforttopreserveCanadianInuit,Graburn(1998)notedthat

museumsrepresentingtheInuitcultureposea"two-stagegeneralview of

the past,catering both to the White tourist's expectations and to the

educationoflocalschoolchildren".Politiciansandplannershavetakenthe

opportunity tointegratemuseumsintoeconomicdevelopmentinitiativesin

bothlargeandsmallurbancenters(Zukin,1995).Insimpleterms,theroleof

themuseum isevolving,with culturalinstitutionsexpected to perform a

broader range of economic functions,often as part of complex urban

redevelopmentstrategies(Urry,1995).

Museumshavebeenusedasthemainattractionsdrawingtouristsintothe

city(Tufts& Milne,1999).Museumsreflectanessentialsenseofaparticular

timeandplaceunavailableelsewhere,andhelptodefinetheoveralltourism

product.Theiruniquearchitecturalstylesandpermanentexhibitsgivetourists

"something distinctivetogazeupon"(Urry,1990:128).Recentresearchhas

demonstratedthattheyexpect"tolearnsomething"whenvisitingmuseums

(Jansen-Verbeke& vanRekom,1996)andtoseeanhonestrepresentationof

a"goodlocalplace"(Harrison,1997).Regardlessofthespecificnatureofthe

"pullfactor"attractingvisitors,plannershaveincludedmuseumsintheoverall

promotionofurbandestinations,leadingresearcherstoclassifythesecultural

institutions as primary elements ofthe tourism product(Jansen-Verbeke,

1986).

Thesehavealsobeenemphasizedbythemuseum professioninrecentyears
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asmanymuseumsreachoutwithincreasedvigortodraw inthetourists,

with theintention ofincreasing attendancerevenues.Museumshavebeen

gatheringinformationontheirvisitorssinceatleastthelate20s.Mostof

thesestudiesfocusedongatheringquantitativeinformation(Dixon,Courtney

& Bailey,1978),although some limited early work strove for a more

qualitativeapproach tomuseum visitation (Draper,1977).In recentyears,

therehasbeenagreaterconcentrationoncollectingdataofamorequalitative

nature.Butasyetthereisstillmuchworktobedoneonunderstandingthe

behaviorsandnatureoftheexperiencefordifferentcategoriesofmuseum

visitors.Specifically ofinterestherearedetailsofthenatureoftourists'

experiences,whatmakesamuseum anattraction,andwhatthetouristlooks

forwhenvisitingamuseum (Harrison,1997).

Museumsareoneofacollectionofinstitutionsthatprovidethepublicwith

educationalexperiences,andtheyarealsopartofthecollectionofinstitutions

thatprovidethepublicwithleisureexperiences.Today'smuseum-goersshare

aperceptionthatlearningisalifelongactivityandnotvestedexclusivelyin

theschools.Themuseum-goingpublic'sideaofentertainment,atleastfor

that time when they are at the museum,is not the same as the

theme-park-goingorshopping-mall-goingpublic'sideaofentertainment.The

individualswhochosetogotothemuseum wereseekingalearning-oriented

entertainmentexperience.Thepublic'sincreasingappetiteforexperiencehas

propelledthem todiscoveror,inmanycases,rediscoverthemuseum (Falk&

Dierking,2000).

2.2.Motivation

Thewordmotivationcomesfrom theLatinterm motivus("amovingcause"),

itselfderivedfrom motus("moved").Itisrecognizedthatmotivationisonly
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oneofmanyvariableswhichmaycontributetoexplainingtouristbehavior.

Toexpectmotivationtoaccountforalargeportionofthevarianceintourist

behavioris probably asking too much since there may be many other

interrelated influences operating.Nevertheless,motivation is considered a

criticalvariablebecauseitistheimpellingandcompellingforcebehindall

behavior(Crompton,1979;서철 & 고호석,2008).The term motivation

popularlyreferstothecausesofbehaviors;i.e.,whateveritiswithinthe

individualthatincitesaction.Thus,itisoftensaidthatsomeoneishighly

motivatedforsuccessand,morespecifically,thatsuccessserveshismotive

forachievementorforpower,status,recognition,orsomeothermorespecific

motive.

Ingeneral,motivationoccurswhenanindividualwantstosatisfyaneed(홍

부길,1994).A motiveimpliesaction;anindividualismovedtodosomething.

Basicmotivationtheorydescribesadynamicprocessofinternalpsychological

factors(needs,wants,and goals)thatgeneratean uncomfortablelevelof

tension within individuals'mindsand bodies.Theseinnerneedsand the

resultingtensionleadtoactionsdesignedtoreleasetension,whichthereby

satisfytheneeds(Goossens,2000;윤유식,박창수,2006).Heckhausen(1989)

regardsmotivesaslatentneeds.Termssuch ashungerorthirstdenote

categoriesofneeds.Asmereneeds,theyareneutral.Asmotives,however,

theseneedsindicateasubjectwhoisfeelingtheneed,includingadirected

forcedrivingthesubject,aswellasaspecific,oraclassofobjectstowards

which the need is directed.If motives can be qualified within these

parameters, they become motivations. Motivation theories indicate that

individualsconstantly strivetoachieveastateofstability,ahomeostasis.

Their homeostasis is disrupted when they are made aware ofa need

deficiency.Thisawarenesscreateswants(Goossens,2000).
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Gnoth(1997)arguesmotivationsindicateobject-specificpreferences.Tobe

motivatedtosatisfyaneed,anobjectivemustbepresent.Theindividuals

mustbeawareofaproductorserviceandmustperceivethepurchaseof

thatproductorserviceashavingapositiveeffectonsatisfyingthatnow

consciousneed.Then,and only then,willtheindividualbemotivated to

purchase(Mill& Morrison,1985;정선태 & 박정하,2006).Manypsychologists,

andeducators,treatmotivationasavague,everydayterm,ofwhichinterest

in a component.In otherwords,someonecan havea strong interestin

history and beattracted to history-related museumsbutnotfind artor

scienceinterestingandthusavoidthosemuseums.Individualsfindactivities

enjoyable when they are related to theirsubject-specific interests.What

determines interest includes a range of variables,some of which are

universal,someoftheresultofindividualexperiences,andsometheresultof

personalhistory.Whenpeoplelikesomething,theyattributepositivefeelings

andvaluestoit;theresultisahighprobabilitythattheywillchooseto

follow uponthatinterestwithaction.Oneactionthatcan,andformany

peopledoes,flow from interestisthedecisiontoattendaselectedmuseum

orpay selectiveattention tospecificexhibitionsorexhibitelementsonce

inside a museum.Atsome level,mostfrequentmuseum-goers can be

characterized as having something akin to a flow experience (Falk &

Dierking,2000).

Somestudieshavefocusedonmotivationsofvisitorstomuseums.According

toAmbroseandPaine(1993),peopleusemuseumstomeetallkindsofneeds

some are straightforward,such as information,somewhere to meettheir

friends,somewheretotakevisitorsorchildrenonholiday;somearemore

complex,suchastodiscoverthespiritofplace,tofindasenseofidentity,to

spendtimebyoneself.Moussouri(1997)concludedthatallthereasonsgiven

forvisiting museumscould beplaced intooneofsix generalcategories.
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Thesecategoriesreflectthefunctionsamuseum isperceivedtoserveinthe

social/culturallifeofvisitors:education,entertainment,socialevent,lifecycle,

place,andpracticalissues.Educationrepresentsacategoryofreasonsrelated

totheaesthetic,informational,orculturalcontentofthemuseum.Thiswas

themostfrequentlycitedmotivationforvisiting amuseum.Mostvisitors

mentioned that they go to museums to learn more about something

occasionally something in particular,more often just"stuff" in general.

Entertainment, the second most frequently cited motivation, refers to

leisure-relatedreasonsforvisitingamuseum.Mostvisitorsmentionedthat

theygotomuseumsintheirfreetimetohavefunand/ortoseenew and

interesting things in a relaxing and aesthetically pleasing setting.

Museum-going wasalso commonly viewed asa socialevent.Visiting a

museum waswidelyperceivedasa"dayout"forthewholefamily,aspecial

socialexperience,achanceforfamilymembersorfriendstoenjoythemselves

separatelyandtogether.Distinctfrom normalsocialexperience,arelatedbut

separatecategorywaswhatMoussouricalledlifecycle.Somepeopleseemed

toview museum-goingasanimportantmarkerevent,takingplaceatcertain

phasesofone'slife.Moussouricategorizedunderplacetheclusterofreasons

given by individuals when they categorized museums as

leisure/cultural/recreationaldestinations emblematic ofa locale or region.

Manypeoplevisitmuseumsforthisreason,includingthoseinholidayorday

tripsorthosewhohaveout-of-townguests.Finally,thepracticalsideofa

museum visitalso factored into some people's motivations for visiting.

Practicalexternalfactorssuchasweather,proximitytothemuseum,time

availability,crowd conditions,and the entrance fee contributed to many

visitors'decision-makingprocess.

Falk(2008)observedthatalthoughpeoplehavediversereasonsforchoosing

tovisitmuseums,theirreasonsappeartoclusteraroundalimitednumberof
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motivations;motivations he believed were strongly related to individual's

"situated" identities - reasons thatmotivate an individualto visitthis

particularmuseum,onthisparticularday.Thefivedistinctcategorieswere:

"Explorers"arecuriosity-drivenandseektolearnmoreaboutwhateverthey

mightencounter atthe museum;"Facilitators" are focused on primarily

enablingtheexperienceandlearningofothersintheiraccompanyingsocial

group;"Professional/Hobbyists"feelaclosetiebetweenthemuseum content

andtheirprofessionalorhobbyistpassions;"ExperienceSeekers"primarily

derivesatisfactionfrom thefactofvisitingthisimportantsite;and"Spiritual

Pilgrims"areprimarilyseekingacontemplativeand/orrestorativeexperience

(Falk,2008).

From themuseum pointofview,themotivationreflectsthereasonsthat

peoplecameto a museum and whatthey feltthey nightgain from it.

Motivations might include using the venues as a locale for a social

experiencewithafriendorfamilymember,asaplacetouseuptime,asan

educationalrequirementatthefamilylevel,asawaytogettoknow anew

place,orsimplyasashelterfrom therain(Leinhardt& Knutson,2004).A

1983articleby Marilyn Hood,updatedin 1996,listssix criteriausedby

adults;beingwithpeople,orsocialinteraction;doingsomethingworthwhile

foroneselforothers;having thechallengeofnew experiences;havingan

opportunitytolearnparticipatingactively;andfeelingcomfortableandateast

inthesurroundings.ResearchattheAustralianMuseum,Sydney between

1999and2001(Kelly,2001)highlightedfivemainmotivations:experiencing

somethingnew;entertainment;learning;theinterestsofchildren/family;and

doingsomethingworthwhileinleisure.Museum visitorstendtomentionmore

thanoneofthesemotivationswhentakingaboutwhytheygotomuseums,

sincemanyareoverlappingandinterconnected.(Ellenbogen,2006).



- 19 -

Knowledge abouttouristmotivation enables tourism marketers to better

satisfy travelers' needs and provide better products and services

corresponding totheirneeds.A traveler'svacation decision isacomplex

process involving,among other factors,an individual's perceptions,past

experience, motivations, information search attitudes and intention.

Understandingtourists'vacationmotives,i.e.whypeopletravel,isanissue

thathasbeenresearchedextensively.By determining themotivationsthat

influencepeople'stravelhabitsanddestinationselectionwouldenableoneto

predicttheirfuturetravelpatterns,therebyaidindevelopingmoreappropriate

marketingstrategiestoattractthem (KauandLim,2005).

2.3Satisfaction

The application of marketing in heritage,culturaltourism and cultural

servicesisbecoming moreand morecrucial.An exampleistheinterest

indicatedbymanyculturalorganizations,suchasmuseums,exhibitionsorart

collectionsinvisitors'opinionsandexperienceevaluationandperceptions'link

tosatisfaction.Customerexperiencehasbecomeakeyconceptinartisticand

culturalheritage marketing.On a theoreticallevel,visitorsatisfaction is

widelydebatedinliterature.Satisfactionhasbeendefinedrepeatedly(Oliver,

1997;Vanhamme,2000)informsthatdivergesignificantlyfrom oneanother

(Szymanski& Henard,2001).Thissuggeststhatthenatureofsatisfactionis

ambiguous.Traditionally satisfaction wasconsidered tobe(i)acognitive

state,(ii)influencedbypreviouscognition,and(iii)hasrelativecharacter(the

resultofthecomparisonbetweenasubjectiveexperienceandapreviousbase

ofreference)(Oliver& Desarbo,1988).Recently,however,therehasbeenan

increasing recognition amongstresearchers ofsatisfaction thata purely

cognitiveapproachmay beinadequateinmodeling satisfaction evaluations.

Theneedtounderstandsatisfactionfrom amoreaffectiveperspectivehas
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been underlined,although always in connection with cognitive influence

(Phillips & Baumgartner, 2002). The inclusion of affect into the

conceptualization of consumer satisfaction is particularly important with

services,duetotheirexperientialnature(Wirtzetal.,2000).Inmostrecent

definitions,thisdualcharacterofsatisfactionhasbeenrecognized(i.e.both

cognitive and affective character),as wellas its relative nature (the

comparison between a subjective experience and a previous base of

reference).Forthepurposesofthisresearchwewillconsiderthatsatisfaction

is reached when visitors attain or transcend their relative expectations.

Satisfaction isthesensationsorfeelingsgeneratedbothby cognitiveand

emotionalaspectsofthegoodsand services,aswellasan accumulated

evaluationofvariouscomponentsandfeatures.

The relationship between motivation and resultant satisfaction invites

considerationofanumberofvariables.From apsychosociologicalperspective,

theconceptsofinvolvement(Dimanche,Havitz& Howard,1991;Laurent&

Kapferer, 1985), perceived importance of an activity in terms of

self-development,self-enhancement,ego,rolefulfillment,andresponding to

perceivedrequirementsofsignificantothers,canallbearguedtobeimportant

variablesdeterminingmotivationandderivedsatisfaction.Thisinturnimplies

thattheimportanceoftourism activitiesmightbeevaluatednotonlybyneed

butalsobyexpectedoutcomes.Thus,asnotedintheliteraturerelatingto

servicequality,questionsrelatingtoperceptionsofbothneedandoutcome

needtobeconsidered(Parasuraman,Berry& Zeithaml,1994).

Theliteraturerelating torecreation sportsidentifiesafurthervariableof

potentialimportance,whichistheskillbroughttotherecreationalactivityby

eachparticipant.Skillmaybeafunctionofinnateability,experience,and

learning.Utilizing the terminology ofCsikszentimihalyi(1975),itcan be
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argued that the relationship between the challenge posed by external

conditions and the ability to handle them contributes to the "flow"

experiencedbytheparticipant,andhencethedegreeofsatisfactiongained(유

재경,2007).Ryan(1991)arguesthattheconceptof"flow"canalsobeused

intourism toexplainvariousbehaviorsandaffectiveoutcomeswhenatourist

isfacedwitharangeofchallengesthatarisefrom beinginanew place,or

whenfacedwiththeunfamiliar.Socialpsychologistspointtotheimportance

ofthepresenceorabsenceofsignificantotherindividualsorgroups,andthe

importanceattachedtotheirpresenceorabsencebyanindividual.

Tourism isaconstructemployedtodenotesignificantpsychological,social,

andeconomicdifferencesfrom other,similarbehaviorduring whichpeople

leaveandreturntotheirhome.From theholidaymaker'sperspective,tourism

isa responseto feltneedsand acquired valueswithin temporal,spatial,

social,and economic parameters.Once needs and/or values have been

activated and applied to a holiday scenario,the generated motivation

constitutesamajorparameterinexpectationformation.Expectations,inturn,

determine performance perceptions ofproducts and services as wellas

perceptionsofexperiences.Motivationthusimpactsonsatisfactionformation

(Gnoth,1997).A theoryoftourism motivationhelpsexplainbehavioraswell

asassistinthesatisfactionofitsunderlyingcognitiveandemotionalmotives.

Itiswelldocumentedthatcustomercharacteristics(e.g.,gender,age,income)

haveanimportanteffectonthelevelofcustomersatisfaction.Researchon

satisfactionandservicessuggeststhatsatisfactionisanimportantantecedent

tothepostpurchaseattitudeandtheintentionstorepeatthepurchase,as

wellasinmanyothercasesofgoodintentionsforbehavior(White& Yu,

2005).Inthissense,ithasbeensuggestedthattouristsatisfactionaffectsthe

intensificationofthevisit,thisbeingunderstoodasaninterestormotivation
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onthepartofthevisitor.Thatis,customercharacteristicsexplaindifferences

inthecompositionofoverallsatisfaction.Moreconcretelyinthecontextof

culturaltourism,itmay bedescribedastheintentiontopurchaseguides,

publications,andsouvenirsandpresents(Kim & Littrell,1999).Althougha

variable not widely considered in literature,Bigne' and Andreu (2004)

propose,although donotconfirm adirectinfluenceofsatisfaction on the

intensification experience,measured as visitorinterestin buying different

productsandsouvenirsrelatedtothelocationorevent.Itisexpectedthat

satisfiedvisitorswill,prolongtheirstay,andtakemoreinterestinanyofthe

collected aspects within the culturalexposition.This is transformed into

acquisition,including specific materials relative to the visit(renting of

audio-guidesorcommemorativecoins),aswellasmiscellaneoussouvenirs

(keychains,pens).

Amongthetourism literature,anassessmentoftouristsatisfactionhasbeen

attempted using various perspectives and theories.Mostofthe studies

conducted to evaluate consumer satisfaction have utilized models of

expectation/disconfirmation,equity,norm,andperceivedoverallperformance.

According to the expectation-disconfirmation modelcontributed by Oliver

(1980),consumersdevelopexpectationsaboutaproductbeforepurchasing.

Subsequently,theycompareactualperformancewiththoseexpectations.Ifthe

actualperformanceisbetterthan theirexpectations,thisleadstopositive

disconfirmation,whichmeansthattheconsumerishighlysatisfiedandwill

bemorewillingtopurchasetheproductagain.Iftheactualperformanceis

worsethanexpectations,thisleafstonegativedisconfirmation,whichmeans

thattheconsumerisunsatisfiedandwilllikelylookforalternativeproducts

forthenextpurchase.Chon(1989)foundthattouristsatisfactionisbasedon

thegoodnessoffitbetweenhis/herexpectationaboutthedestinationandthe

perceivedevaluativeoutcomeoftheexperienceatthedestinationarea,which
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issimplytheresultofacomparisonbetweenhis/herpreviousimagesofthe

destination and what he/she actually sees,feels,and achieves at the

destination.

Oliver and Swan (1989) were interested in equity theory. Consumer

satisfaction can beseen asarelationship between thecostsofthatthe

consumerspendsandherewards(benefits)he/sheanticipates.Here,price,

benefits,time,and effort are major factors in determining satisfaction

(Heskett,Sasser& Schlesinger,1997).Thus,itcanbesaidthatiftourists

receivebenefitsorvaluebasedontheirtime,effort,andmoneyfortravel,the

destinationisworthwhile.LatourandPeat(1979)suggestedthenorm theory.

Normsserveasreferencepointsforjudgingtheproduct,anddissatisfaction

comes into play as a resultofdisconfirmation relative to these norms.

Severalauthorsreplaced'norm'with'idealstandard'intheliterature(Sirgy,

1984).FranckenandvanRaajj(1981)hypothesizedthatleisuresatisfactionis

determinedbytheconsumers'perceiveddisparitybetweenthepreferredand

actualleisureexperiences,aswellastheperceptionsofbarriers(bothinternal

and external) that prevented the consumer from achieving the desired

experience.Thistheoryusessomeform of"comparisonstandard".Consumers

compareaproducttheypurchasedwithotherproducts.Touristscancompare

currenttraveldestinationswithotheralternativedestinationsorplacesvisited

inthepast.Thedifferencebetweenpresentandpastexperiencecanbea

norm usedtoevaluatetouristsatisfaction.Therefore,comparingcurrenttravel

destinations with similar places that they may visited can assess the

satisfactionoftourists.

TseandWilton(1988)developedaperceivedperformancemodel.According

to this model,consumerdissatisfaction is only a function ofthe actual

performance,regardlessofconsumers'expectations.Inotherwords,theactual
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performanceandinitialexpectationsshouldbeconsideredindependently,rather

thancomparingperformancewithpastexperiences.Therefore,inthismodel,

tourists'evaluationoftheirsatisfactionwithtravelexperiencesisconsidered,

regardlessoftheirexpectations.Thismodeliseffectivewhentouristsdonot

know whatthey wantto enjoy and experience and do nothave any

knowledge about their destination circumstances,and only their actual

experiencesareevaluatedtoassestouristsatisfaction(Yoon& Uysal,2005).

The application of marketing in heritage,culturaltourism and cultural

servicesisbecoming moreand morecrucial.An exampleistheinterest

indicatedbymanyculturalorganizations,suchasmuseums,exhibitionsorart

collectionsinvisitors'opinionsandexperienceevaluationandperceptions'link

tosatisfaction.Infact,customerexperiencebecomesakeyconceptinartistic

andculturalheritagemarketingastouristsatisfactionisoftendeterminedby

theglobalexperienceobtained.Visitorsseek a totalexperience,including

leisure, culture, education, and social interaction. For this reason,

business-oriented museums and heritage organizations are increasingly

emphasizing theparticipation ofthepublicin theirpoliciesand programs

(Gilmore & Rentschler,2002),specifically those individuals not usually

attractedtotraditionalmuseums.Tocreatepositiveexperiencesforvisitors,

museumsorganizeanincreasingnumberoflarge-scaleeventsandprovidea

varietyoflearningexperiences.Thevisitingexperiencebecomesmorethan

simplyaninspectionofexhibits,butanopportunityforfurtherelaborationof

visitors'understanding(Colbert,2003).Inthissense,itisnecessarytonote

thatmuseumsprovidemorethanjustexhibition.Themuseum service,i.e.,

theglobalproduct,comprisesoftheexhibition and theothertangibleor

intangibleservices.Theseservicesincludetheorganizationofcoursesand

seminars,bookshops,restaurantsandcafé's,brochuresandotherfacilitiesfor

betteraccessibility and interpretation,and even the attitudes and values
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transmittedtothevisitor.

Travelsatisfactionhasbeenplayinganimportantroleinplanningmarketable

tourism productsandservices.Touristsatisfactionisimportanttosuccessful

destination marketing because itinfluence the choice ofdestination,the

consumption of products and services,and the decision to return.An

understandingofsatisfactionmustbeabasicparameterusedtoevaluatethe

performance of destination products and services. Tourists' positive

experiencesofservice,products,and otherresourcesprovided by tourism

destinationcouldproducerepeatvisitsaswellpositiveword-of-moutheffects

topotentialtouristssuch asfriendsand/orrelatives.Recommendationsby

previousvisitscan betaken asthemostreliableinformation sourcesfor

potentialtourists.Recommendationsofotherpeople(word-of-mouth)areone

ofthe mostoften soughttypes ofinformation forpeople interested in

traveling.In summary,satisfaction has generally been found to be the

outcome of the comparison between expectations and experiences,the

difference between expectations and perceived performance,and the "fit"

between tourist expectations and host destination attributes (Truong &

Foster,2006).

2.4DemographiccharacteristicsofMuseum Visitors

Goodrich(1980),WoodsideandLysonski(1989)andUm andCrompton(1990)

stated that demographic and trip variables affected perceptions of a

destination image. Um and Crompton (1990) mentioned that people's

perceptionsofadestinationmaybeinfluencedbyinternalandexternalinputs.

Internalinputsrefertotravelers'demographics,values,andmotives,whereas

externalinputsmeanvarioussourcesofinformation,includingmassmedia,

word-of-mouth,andpastexperience(조명환,1994).Regardingdemographic
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variables,GoodallandAshworth(1988)suggestedthatdemographicvariables

such asage,occupation,andincomeareimportantfactorsinfluencing the

formation ofthetouristimagesand perceptionsofthetravelexperience.

WoodsideandLysonski(1989)noticedthatadestinationimageisinfluenced

bydestinationattributesandtravelers'variablessuchasage,income,past

experiences,andpersonalvalues.Baloglu(1997)examinedmotivesofWest

German travelerstotheUnited Statesin termsofdemographicand trip

characteristics.Heidentifiedsiximagefactors:adventure,natureandresort;

urban environment; budget and value; history and culture; friendly

environment;andactiveoutdoorsport.Thesesiximagefactorswerefoundto

varysignificantlywithtravelers'demographicandtripcharacteristics.Baloglu

(1997) also suggested that different promotional strategies should be

addressedtodifferentsegmentsoftravelerswithdifferentvacationmotives.

SternandKrakover(1993)analyzedtheinfluencethatthelevelofeducation

hadonperceivedimagesofacityandfoundsignificantdifferencesdepending

on the individuals' levelof education.Weaver,McCleary,Lepisto and

Damonte(1994)foundthatagewasadiscriminating demographicvariable

thatinfluencedchoiceofdestination,whileZimmer,BrayleyandSearle(1995)

identified thatincome and education influenced travelers when choosing

nearby and farther-away destinations.Forexample,Weaveretal.(1994)

reportedthattravelersunder45yearsoldtendtooptfornoveltyseekingand

Zimmeretal.(1995)saidthattravelerswhoarebettereducatedandhave

moredisposableincometendtotravelfartherfrom home.Inalaterwork,

Baloglu and McCleary (1999)foundthatan individual'sageand levelof

educationinfluencedtheperceivedimageofvarioustouristdestinations.

Besides,demographicvariableshavebeenwidelyusedtopredictthelevelof

travelorrecreationexpenditure.Dardis,Derrick,Lehfeld,andWolfe(1981)
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utilized the 1972-73 ConsumerExpenditureSurvey conducted by theUS

BureauofLaborStatisticstoinvestigatetheimpactofvariousdemographic

characteristicsonrecreationexpenditures.Theyfoundthatincomeplaysa

majorroleindeterminingrecreationexpenditure.Theageofhouseholdhead,

education,andoccupation arealsoimportantin explaining theexpenditure

behaviors of US households. In the more recent study by Dardis,

Soberon-Ferrer,and Patro (1994),income was again found to be an

influencingfactorinexplainingvariationsofhouseholdexpendituresonthree

categoriesofrecreationitemsincluding visiting museums,attending sports

events,andotherrecreationandentertainment.Inaddition,thestudyindicated

thatthenumberofadults,education,andracialbackgroundofhouseholdhead

haveasignificantimpactonrecreationexpenditures,concludingthatagehas

negative effects on the expenditures.Similarly,Cai,Hong,and Morrison

(1995) used demographic and culturalvariables to identify the factors

affecting US consumers' expenditure patterns for tourism products and

services:food,lodging,transportation,and sightseeing and entertainment.

Theyfoundasignificantandpositiverelationshipbetweendisposableincome

andeachofthefourexpenditurecategoriesexaminedintheirstudy.The

demandforthesetourism productswasfoundtobeincomeinelastic.They

alsoreportedthatmaritalstatus,numberofchildren,andeducationlevelof

thehousehold head significantly contributesto explaining thehousehold's

tourism expenditurebehavior.

Paststudiesimpliedthatthedemographicbackgroundofcustomersandtheir

preferencesindestinationchoicearecloselyrelated.Themoreeducatedthe

tourist,themoreinformationsourcesheorshewilluse.Thisshowedthat

differenteducationlevelsoftouristsusedifferentinformationandmayhave

differentpreferencesinselectingtraveldestinations.Accordingtothestudyof

MokandArmstrong(1995),theyfoundthattherelationshipbetweenHong
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Kong residents’perceived importance of destination attributes and their

demographiccharacteristicswasclosely related toa certain extent.Their

study foundthatmalerespondentsperceivedentertainmentandclimateas

moreimportantthanfemalesandtheeldertouristsratedculturalinterests

and scenic beauty as more important,etc.This indicated thatconsumer

preferences in destination choice,to some extent,are affected by their

demographicbackground.

Astoculturaltourism,thedemographicprofileisbelievedveryusefuland

importantbecauseofthespecialcharacteristicsofculturaltourists(Kelly,

2001).AccordingtoRichards(1996),thoseclassifyingthemselvesascultural

tourists weresignificantly morelikely to be older.bettereducated.in a

professionaloccupation,tohaveahighincomeandanoccupationrelatedto

culture.patternsacrossdemographicstudieshavequiteconsisently shown

whovisitsmuseums.Keyfactorsseem tobeage,education,income(Lord&

Lord,2001).Visitorstend to be welleducated,adults,ata higherthan

averagesocio-economiclevel,30-55yearsold,whovisitinanadultgroup

withfriendsand/orrelatives.AccordingtotheU.S.BureauoftheCensus,

mostpeoplewhovisitmuseumsgoinafamilygroup,withparentsbetween

theagesof30and50andchildrenbetweentheagesof8and12.Most

museum visitorsaremiddle-class,welleducatedandreasonablyaffluent.
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CHAPTER3

METHODOLOGY

3.1ResearchMethod

Thestudyattemptstoexploretherelationshipbetweentourists'demographic

characters, motivation and satisfaction toward a cultural museum. A

self-administeredquestionnairewasdesignedinordertoexaminethestudy

objectives.Beforesurvey,apilotstudywascarriedouttoensurethatallthe

questions were fitting and proper and the respondents were able to

understand the contentofthe questionnaire and willing to provide the

information requested.30 questionnaires were distributed to the museum

visitorsandittookthem 5minutesonaveragetofinishthequestionnaire.By

drawing ontheopinionsofmuseum visitorswhoparticipatedinthepilot

study,somecorrections,suchasvocabularyandexpression,weredone.The

pilotstudywasusefulwhendevelopingthefinaldraftofthequestionnaire.

In ordertomeasuretouristmotivation,thestudy employspulland push

motivationvariables.Thepushmotivationconstructthatisrelatedtointernal

motivationsconsistsof15items,whilethepullmotivationconstructthatis

associated with externalforces includes 9 items.Both ofthe motivation

variables were developed on the basis of Fodness's (1994) scales for

measuringhisfivefunctionsandweremodifiedtoapplytotheresearchsite

andtargetpopulation.Fodnesshasestablishedboththereliabilityandthe

validityofhismeasuresofthefivefunctions.A ninepointLikert-typescale

wasusedastheresponseformatforthemotivationvariables,withassigned

valuesrangingfrom 1being"Notagreeatall,"to9being"Totallyagree."
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Also,24differentquestionsweredevelopedtoapply consumersatisfaction

theories (Falk & Dierking, 2000) into actual satisfaction with travel

experiencesinJejuNationalMuseum.Allofthequestionswereconcerned

with the specific reasons for the visitand the overallmotivation and

satisfaction forthe visit.An accompanying questionnaire asked forbasic

socio-demographic information about the visitor,including gender,age,

educationalbackground,nationality,placeofresidency,peopleinhouseholds,

personalyearly income,employmentstatus and field ofindustry.These

questionshelptounderstandthesegmentationofthemarket.Touristswere

alsoaskedhow manytimestheyhadvisitedJejuandthemuseum before.To

avoid any familiarity with the words "motivation"and "satisfaction",the

research usedthephrases"Why didyou cometoJeju NationalMuseum

today"and "How do you feelaboutyour museum experience" to imply

"motivation"and"satisfaction."(seeTable5,page34.)

3.2Hypotheses

Thestudyistobetterunderstandtherelationshipamonggender,motivation

andsatisfactionofmuseum visitors.Threehypothesesbelow arebasedon

theprevioustheories(Falk,2008;Ambrose& Paine,1993)anddescribethe

relationshipsthatwereempiricallyinvestigated.Visitorsofdifferentgenders

werehypothesizedtohavedifferentmotivationandsatisfactiontowardtheir

museum experience.Herethreehypothesesweretested:

H1.Therearesignificantlydifferentmotivationsandsatisfactionsformuseum

visitors.

H2.Therearesignificantlydifferencesinmotivationsandsatisfactionsof

museum visitorsaccordingtodifferentdemographiccharacters.

H2-1.Therearesignificantlydifferentmotivationsandsatisfactions
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amongvisitorsaccordingtodifferentgenders.

H2-2.Therearesignificantlydifferentmotivationsandsatisfactions

amongvisitorsaccordingtodifferentlevelsofeducation

background.

H2-3.Therearesignificantlydifferentmotivationsandsatisfactions

amongvisitorsaccordingtodifferentages.

H3.Therearesignificantlydifferentmotivationsandsatisfactionsamong

localandnon-localvisitors.

3.3Sampling

Oneofthekeyrequirementsofthestudy'slocationwasthatitshouldbea

culturalmuseum inordertomeettheresearchobjective.A culturalmuseum

inthisstudyisdefinedasonethatfocusesoncollectivehistory,past,and

inheritance (Chhabra,2008).The research setting is the Jeju National

Museum locatedinJejuCity,JejuIsland.JejuNationalMuseum withlarge

scaleistheonlynationalculturalmuseum inJeju.Jejupresentsaunique

casestudyasitrepresentsanindividualpartofSouthKorea,whichhasits

ownveryspecialcultureandlifestyle.Thechoiceofasinglecenterforthe

collectionofdatawasanattempttoplacetheresearchinasimilarcontext

forallvisitors,so thatany possible influence ofcontextualfactors on

variablesstudiedcouldbeavoid.Inaddition,from May2008,JejuNational

Museum isfreetoallvisitors.Thefreemuseum offersthepotentialofa

researchfacilityforthestudy,afacilitythatcanbeusedrepeatedlyona

regularbasis.A purposivesample(Poria,Reichel& Biran,2006)ofmuseum

visitorsabovetheageof19wasselected.Thisisanagewhencognitive

abilitiesareconsideredstableandsuitableforcompletionofquestionnaires.
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3.4DataCollection

A questionnairewasdevelopedtotesttheaforementionedhypotheses.Data

werecollectedforaperiodof3weeks,from November3toNovember19

2008,during the opening hours of the museum. Questionnaires were

distributedtoasamplegroupaftertheyvisittheindoorexhibitionofJeju

NationalMuseum.Onceavisitorwasselected,theauthorverballyexplained

thepurposeofthestudytohim/herandencouragedhis/herparticipationin

thestudy.Thequestionnairewasoffered to 286visitorsand 274usable

survey questionnaireswereobtained,corresponding to a responserateof

95.8%.However,during the collection ofquestionnaires,there were no

JapaneseorEnglishvisitorswhovisitedthemuseum individually,therefore

thesamplesonlyconsistedofKoreanandChinesevisitors.

3.5Analysis

Descriptivestatisticsincluding frequencies,aswellasconfirmatory factor

analysisandindependentsamplet-testanalysesamongvisitorsofdifferent

demographicgroupswereemployedforthisstudy.Sincewewereconcerned

aboutpotentialinteraction effectsamong severalvariables,an analysisof

variance (ANOVA)method was used to analyze the data.Each ofthe

researchquestionsinthisstudyexploredthepossibilitiesoftheexistenceof

relationshipsbetweenmotivationandsatisfactionamongdemographicgroups

ofmuseum visitors.

Inthisresearch,allfactorswitheigenvaluesgreaterthan1wereretained,

becausetheywereconsideredsignificant;allfactorswithlessthan1were

discarded.Inaddition,allitemswithafactorloadingabove0.4wereincluded,
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whereas allitems with factor loading lower than 0.4 were removed.

Remaining items were factor analyzed again,with a varimax rotation

procedure when any items with a factor loading less than 0.4 were

eliminated.A reliabilitycoefficient(Cronbach'salpha)wascomputedforeach

factortoestimatethereliabilityofeachscale.Allfactorswithareliability

coefficientabove0.6wereconsideredtobeacceptableinthisstudy.
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Factor Dimension Item Number in Questionnaire Referring Thesis

Push 
Motivation

Knowledge 
Seeking

1.07 To learn new knowledge.
1.19 To experience different cultures and ways. 
1.02 To see works of art.

Fodness (1994), 

Harrison (1997),

Chhabra (2008),

Punishment
Minimization

1.12 To get away from work and the daily routine.
1.17 To avoid the crowds.
1.22 To rest and relax

Pleasure 
Seeking

1.09 To have fun and be entertained.
1.05 To do things that I haven't done before.
1.14 To do something exciting.

Social 
Prestige

1.20 To do something with my friends/family.
1.23 To have a good time with my friends/family.
1.04 To bring my friends/family closer together

Self-esteem

1.01 To enjoy leisure activity which meet my leisure 
expectations.

1.06 To share vacation experience to my friends/family when 
I get back.

1.10 Because it is important to visit historical and cultural 
places at a destination

Pull 
Motivation

Museum 
Contents/Exhi

bitions

1.24 To better understand Jeju heritage.
1.13 To see authentic Jeju artifacts and relics.
1.18 To see how Jeju people live and their way of life

Facilities/Serv
ices for 
Visitors

1.11 The entrance fee is free.
1.03 To buy something unique in the souvenir shop.
1.21 To enjoy the professional interpretation service.

Museum 
Image

1.15 Because Jeju National Museum is a tourist attraction.
1.16 Because I heard something good about the museum.
1.08 Because Jeju National Museum is better than other 

museums in Jeju.

Satisfaction 
regarding

Push 
Motivation

Knowledge 
Seeking

2.07 I have learned something new after visiting Jeju National 
Museum.

2.19 I have experienced different cultures and ways. 
2.02 I have enjoyed nice works of art in the museum. 

Falk & Dierking 
(1992, 2000),

Gnoth (1997), 

Yoon & Uysal 
(2005)

Punishment
Minimization

2.12 Museum experience helped me get away from work and 
the daily routine.

2.17 The museum provides a calm atmosphere.
2.22 I had a nice rest and feel relaxed now.

Pleasure 
Seeking

2.09 I had fun and was entertained.
2.05 I have done something in the museum which I haven't 

done before.
2.14 I have done something exciting.

Social 
Prestige

2.20 I have done something good with my friends/family.
2.23 I have a good time with my friends/family.
2.04 Museum experience has brought my friends/family closer 

together.

Self-esteem

2.01 My museum experience met my leisure expectations.
2.06 I am happy to share my museum experience with 

someone I know when I get back.
2.10 Jeju National Museum has so many historical and 

cultural exhibits to see.

Satisfaction
regarding

Pull 
Motivation

Museum 
Contents/

Exhibitions

2.24 The museum has helped me understand how Jeju 
people lived in the past.

2.13 I enjoy the authentic Jeju artifacts and relics.
2.18 The presentation techniques bring to life how Jeju 

people lived in the past.

Facilities/
Services 

for Visitors

2.11 I am happy with the free entrance policy.
2.03 The souvenirs sold in the souvenir shop are unique.
2.21 The interpretation service helps me understand the 

exhibition better.

Museum 
Image

2.15 The museum is a real tourist attraction.
2.16 I will recommend the museum to someone I know as a 

place to visit.
2.08 The museum is as good as I expected.

Demographic 
Profile

Personal 
Information

Questionnaire Part 3 & Part 4
Kelly, (2001), 

Richards (1996)

 Table 5. Questionnaire design based on previous studies
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Demographic Variables Frequency Percentage(%)
Gender 

Male 145 53

Female 129 47

Age

19-30 43 16

31-50 188 68

More than 50 43 16

Education

High school or less 73 27

Bachelor or above 201 73

Place of residence

Jeju Island 129 47

Mainland Korea 115 42

China, Taiwan 30 11

Marital status

Single 71 26

Married 203 74

Personal yearly income (USD)

USD$19,999 or less 85 31

20,000-39,999 49 18

40,000-99,999 55 20

Would rather not to say 85 31

CHAPTER4

RESULTS

4.1.Visitordemographiccharacteristics

Table6showsbreakdownsofdemographiccategories.Thefinalsampleconsisted

predominantly of Jeju local visitors and visitors from mainland Korea,

predominantly middleaged butwith a spread ofotheragegroups,although

visitorsunder19werenotinterviewed.Asitshows,68% ofthesamplewere

between31and50.Therewerealmostasmanyfemales(47%)asmales(53%),

approximately74% oftherespondentsweremarried,predominantlyfamilygroups

withdependentchildren.31% ofpeopledidnotwanttogiveanyinformation

abouttheirpersonalyearlyincome.Withregardtoeducation,approximately73%

had a bachelor'sdegreeorabove.Thismightimply thatculturalmuseums

speciallyattracttouristswithhighereducationalbackground.

Table6.Demographicprofileoftherespondents(N=274)
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Motivation Gender Education PlaceofResidence Age

KnowledgeSeeking Male Female HighSchool
Bacheloror
above

Local Non-local 19-30 31-50 Over50

NotVeryImportant 0% 0% 12% 0% 0% 0% 0% 0% 0%

Important 40% 56% 55% 44% 71% 25% 50% 54% 13%

VeryImportant 60% 44% 33% 56% 29% 75% 50% 46% 87%

Rating 7.03 6.89 6.78 7.00 6.71 7.08 7.17 6.74 8.00

Punishment

Minimization
Male Female HighSchool

Bachelor
orabove

Local Non-local 19-30 31-50 Over50

NotVeryImportant 50% 22% 60% 31% 14% 50% 50% 31% 50%

Important 40% 45% 40% 44% 43% 50% 25% 46% 50%

VeryImportant 10% 33% 0% 25% 43% 0% 25% 23% 0%

Rating 4.23 5.74 3.44 5.23 6.29 3.75 5.00 5.23 3.00

PleasureSeeking Male Female HighSchool
Bachelor
orabove

Local Non-local 19-30 31-50 Over50

NotVeryImportant 40% 11% 33% 25% 4% 50% 24% 23% 46%

Important 40% 78% 62% 56% 67% 38% 73% 54% 50%

VeryImportant 20% 11% 5% 19% 29% 12% 3% 23% 4%

Rating 4.97 5.41 5.22 5.17 6.29 4.50 4.58 5.51 4.17

SocialPrestige Male Female HighSchool Bachelor
orabove

Local Non-local 19-30 31-50 Over50

NotVeryImportant 10% 11% 37% 6% 14% 0% 23% 8% 19%

Important 50% 45% 62% 44% 47% 50% 50% 38% 60%

VeryImportant 40% 44% 1% 50% 39% 50% 27% 54% 21%

Rating 6.13 6.22 4.33 6.52 6.14 6.63 5.33 6.49 5.83

Self-esteem Male Female HighSchool
Bachelor
orabove

Local Non-local 19-30 31-50 Over50

NotVeryImportant 10% 0% 0% 6% 2% 13% 6% 2% 50%

Important 60% 67% 66% 63% 67% 50% 69% 67% 25%

VeryImportant 30% 33% 34% 31% 31% 37% 25% 31% 25%

Rating 6.20 6.63 6.56 6.37 6.57 6.29 6.33 6.59 5.33

Museum Contents Male Female HighSchool Bachelor
orabove

Local Non-local 19-30 31-50 Over50

NotVeryImportant 0% 0% 0% 0% 0% 0% 0% 0% 0%

Important 20% 56% 38% 37% 43% 13% 74% 31% 13%

VeryImportant 80% 44% 62% 63% 57% 87% 26% 69% 87%

Rating 7.73 6.89 8.00 7.21 6.90 8.00 6.75 7.44 7.83

Facilities/Services Male Female HighSchool
Bachelor
orabove

Local Non-local 19-30 31-50 Over50

NotVeryImportant 40% 33% 38% 37% 14% 75% 5% 46% 54%

Important 60% 67% 58% 63% 86% 25% 89% 52% 46%

VeryImportant 0% 0% 4% 0% 0% 0% 6% 2% 0%

Rating 4.20 4.30 4.44 3.84 4.95 2.88 5.75 4.03 2.67

Museum Image Male Female HighSchool Bachelor
orabove

Local Non-local 19-30 31-50 Over50

NotVeryImportant 40% 33% 7% 18% 0% 38% 3% 15% 52%

Important 60% 67% 89% 69% 71% 62% 91% 69% 46%

VeryImportant 0% 0% 4% 13% 29% 0% 6% 16% 2%

Rating 4.20 4.30 5.00 4.76 6.14 3.88 5.33 5.15 3.5

Table7andTable8below show thecomparativeresultsofmotivationsand

satisfactionsamongdifferentdemographicgroups.

Table7.Comparisonofmotivationsbydemographiccharacteristics
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Satisfaction Gender Education PlaceofResidence Age

KnowledgeSeeking Male FemaleHighSchool
Bacheloror
above Local Non-local 19-30 31-50Over50

NotVerySatisfied 11% 4% 12% 7% 10% 11% 4% 11% 2%

Satisfied 53% 54% 58% 60% 50% 45% 20% 45% 69%

VerySatisfied 36% 42% 30% 33% 40% 44% 76% 44% 29%

Rating 6.43 6.67 5.78 6.60 6.10 6.33 7.75 6.23 6.17

Punishment

Minimization
Male FemaleHighSchool

Bachelor
orabove Local Non-local 19-30 31-50Over50

NotVerySatisfied 10% 18% 21% 25% 4% 5% 2% 7% 10%

Satisfied 47% 37% 63% 42% 52% 58% 37% 43% 50%

VerySatisfied 43% 45% 16% 33% 44% 37% 61% 50% 40%

Rating 6.97 6.82 6.11 7.09 6.95 6.71 7.17 6.92 6.17

PleasureSeeking Male FemaleHighSchool
Bachelor
orabove

Local Non-local 19-30 31-50Over50

NotVerySatisfied 40% 11% 33% 25% 22% 3% 15% 5% 30%

Satisfied 40% 78% 62% 56% 45% 91% 69% 89% 67%

VerySatisfied 20% 11% 5% 19% 33% 6% 16% 6% 3%

Rating 5.03 5.89 4.56 5.94 5.71 5.33 5.17 5.69 4.33

SocialPrestige Male FemaleHighSchool Bachelor
orabove

Local Non-local 19-30 31-50Over50

NotVerySatisfied 10% 11% 16% 6% 2% 5% 3% 8% 4%

Satisfied 40% 45% 62% 48% 67% 31% 59% 60% 53%

VerySatisfied 50% 44% 22% 46% 31% 64% 38% 32% 43%

Rating 7.03 7.15 6.78 7.09 6.52 7.46 7.33 6.92 7.67

Self-esteem Male FemaleHighSchool Bachelor
orabove

Local Non-local 19-30 31-50Over50

NotVerySatisfied 10% 3% 21% 6% 10% 23% 6% 16% 25%

Satisfied 70% 64% 60% 63% 50% 54% 49% 53% 61%

VerySatisfied 20% 33% 19% 31% 40% 23% 45% 31% 14%

Rating 5.93 6.37 4.78 6.27 5.91 5.92 7.00 6.05 5.00

Museum Contents Male FemaleHighSchool
Bachelor
orabove Local Non-local 19-30 31-50Over50

NotVerySatisfied 5% 3% 2% 4% 12% 6% 16% 15% 25%

Satisfied 20% 44% 38% 37% 55% 44% 49% 56% 56%

VerySatisfied 75% 53% 60% 59% 33% 50% 35% 29% 19%

Rating 7.33 7.07 7.56 7.09 6.86 7.42 6.91 6.64 4.67

Facilities/Services Male FemaleHighSchool
Bachelor
orabove Local Non-local 19-30 31-50Over50

NotVerySatisfied 40% 33% 28% 19% 11% 22% 24% 22% 35%

Satisfied 60% 67% 68% 74% 78% 45% 54% 59% 55%

VerySatisfied 0% 0% 4% 7% 11% 33% 20% 19% 10%

Rating 5.60 5.70 5.67 5.79 5.62 5.63 5.75 5.77 4.67

Museum Image Male FemaleHighSchool
Bachelor
orabove Local Non-local 19-30 31-50Over50

NotVerySatisfied 15% 11% 7% 10% 11% 11% 10% 15% 20%

Satisfied 60% 57% 80% 69% 43% 54% 25% 54% 65%

VerySatisfied 25% 32% 13% 21% 46% 35% 65% 31% 15%

Rating 6.30 6.70 6.33 6.48 6.86 5.96 7.41 7.23 6.67

Table8.Comparisonofsatisfactionsbydemographiccharacteristics
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Pushmotivationsfactorsanditems
Factor
loading

Cronbach's
alphavalue

Completely
standardized
loadings

Indicator
reliability

Error
variance

KnowledgeSeeking 0.919 0.86

Tolearnnew knowledge .869 0.74 0.55 0.45

Toexperiencedifferentculturesandways .864 0.76 0.58 0.42

Toseeworksofart .867 0.84 0.71 0.29

Self-esteem 0.929 0.61

Toenjoyleisureactivitywhichmeetmy
leisureexpectations

.782 0.52 0.55 0.45

Tosharevacationexperiencetomy
friends/familywhenIgetback

.611 0.58 0.67 0.66

Becauseitisimportanttovisithistorical
andculturalplacesatadestination .740 0.58 0.72 0.18

SocialPrestige 0.877 0.82

Todosomethingwithmyfriends/family .691 0.56 0.86 0.14

Tohaveagoodtimewithmy
friends/family

.835 0.69 0.48 0.33

Tobringmyfriends/familycloser
together

.797 0.82 0.67 0.28

PleasureSeeking 0.920 0.84

Tohavefunandbeentertained .807 0.66 0.80 0.20

TodothingsthatIhaven'tdonebefore .794 0.51 0.76 0.79

Todosomethingexciting .743 0.69 0.48 0.56

PunishmentMinimization 0.830 0.46

Togetawayfrom workandthedaily
routine

.483 0.75 0.84 0.34

Toavoidthecrowds .454 0.66 0.76 0.79

Torestandrelax .688 0.66 0.44 0.56

4.2.ReliabilityandValidity

4.2.1.Confirmatoryfactoranalysis

Forthepurposeofverifyingthereliabilityandconstructvalidityofthescale,

confirmatoryfactoranalysiswasemployedforparameterestimation(Joreskog

& Sorbom,1993).Table9below showstheresultoffactoranalysisofpush

motivations.Thusafive-factormeasurementscaleofthemuseum visitors'

motivationswasestablished.Thefivedimensionswereknowledgeseeking,

self-esteem, social prestige, reward maximization and punishment

minimization.

Table9.Factoranalysis-pushmotivations
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Satisfaction(towardthemuseum)
factorsanditems

Factor
loading

Cronbach's
alphavalue

Completely
standardized
loadings

Indicator
reliability

Error
variance

Museum Contents/Exhibitions 0.892 0.88

TobetterunderstandJejuheritage .893 0.63 0.39 0.61

ToseeauthenticJejuartifactsandrelics .636 0.53 0.29 0.71

Toseehow Jejupeopleliveandtheir
wayoflife

.929 0.62 0.38 0.62

Museum Image 0.865 0.71

BecauseJejuNationalMuseum isa
touristattraction

.717 0.59 0.35 0.65

BecauseIheardsomethinggoodabout
themuseum

.756 0.75 0.56 0.44

BecauseJejuNationalMuseum isbetter
thanothermuseumsinJeju .891 0.37 0.13 0.87

Facilities/ServicesforVisitors 0.900 0.82

Becausetheentrancefeeisfree .688 0.49 0.24 0.76

Tobuysomethinguniqueinthesouvenir
shop

.717 0.44 0.60 0.40

Toenjoytheprofessionalinterpretation
service

.636 0.53 0.29 0.71

Again, every single factor of pull motivations was submitted to a

confirmatoryfactoranalysis.Allfactorloadingswerefoundtobesignificant

atthe0.01levelandallindividualitem reliabilitieswereabovetherequired

value of 0.4 (Bagozzi & Baumgartner, 1994). According to the

recommendationsofBagozziand Yi(1988)and Bagozziand Baumgartner

(1994),an average variance extracted ofatleast0.5 and a composite

reliabilityofatleast0.7isdesirable,andthoserequirementsweremet.The

detaileditemsareshown in Table10below.A three-factormeasurement

scale of the museum visitors' motivations was established.The three

dimensionsweremuseum contents/exhibitions,facilities/servicesforvisitors

andmuseum image.Astothereliabilityofthesethreefactors,thehighalpha

valuesrangingfrom 0.87to0.90indicatedgoodinternalconsistencyamong

theitemswithineachdimension.

Table10.Factoranalysis-pullmotivations

Thesection below examinesvisitorsatisfaction in an efforttodetermine

what,ifany,relationshipexistsbetweenthemotivationandbehaviorpatterns
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Satisfaction(regardingpushmotivations)
factorsanditems

Factor
loading

Cronbach's
alphavalue

Completely
standardized
loadings

Indicator
reliability

Error
variance

Self-esteem 0.802 0.74

Mymuseum experiencemetmyleisure
expectations

.901 0.76 0.58 0.42

Iam happytosharemymuseum
experiencewithsomeoneIknow
whenIgetback

.807 0.77 0.60 0.40

JejuNationalMuseum hassomany
historicalandculturalexhibitstosee

.750 0.77 0.59 0.41

PleasureSeeking 0.767 0.83

Ihavefunandwasentertained .800 0.80 0.63 0.37

Ihavedonesomethinginthemuseum
whichIhaven'tdonebefore

.792 0.76 0.58 0.42

Ihavedonesomethingexciting .775 0.64 0.41 0.59

SocialPrestige 0.713 0.79

Ihavedonesomethinggoodwithmy
friends/family

.827 0.86 0.74 0.26

Ihaveagoodtimewithmy
friends/family .637 0.75 0.56 0.44

Museum experienceshasbroughtmy
friends/familyclosertogether

.727 0.81 0.65 0.35

KnowledgeSeeking 0.790 0.71

Ihavelearnedsomethingnew after
visitingJejuNationalMuseum .792 0.84 0.70 0.30

Ihaveexperienceddifferentculturesand
ways

.800 0.92 0.85 0.15

Ihaveenjoyedniceworksofartinthe
museum

.530 0.85 0.73 0.27

PunishmentMinimization 0.743 0.52

Museum experiencehelpedmegetaway
from workandthedailyroutine

.530 0.65 0.42 0.58

Themuseum providesacalm atmosphere .452 0.65 0.42 0.58

Ihadanicerestandfeelrelaxednow .637 0.55 0.30 0.70

describedaboveandthequalityofthemuseum experiencesasassessedby

visitors.Table11below showstheresultofconfirmatoryfactoranalysisof

JejuNationalMuseum visitors'satisfactionsregardingpullmotivations.All

factorloadings were found to be significantatthe 0.01 leveland all

individualitem reliabilitieswereabovetherequiredvalueof0.4.

Table11.Factoranalysis-satisfactionregardingpushmotivations

Table12below showstheresultsofthefactoranalysiswith(1)thefactor

names,(2)theretained items,(3)thefactorloadings,(4)thecronbach's
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Satisfaction(towardthemuseum)
factorsanditems

Factor
loading

Cronbach's
alphavalue

Completely
standardized
loadings

Indicator
reliability

Error
variance

Museum Image 0.857 0.79

Themuseum isarealtouristattraction .871 0.59 0.33 0.67

Iwillrecommendthemuseum to

someoneIknow asaplacetovisit
.710 0.66 0.50 0.50

Themuseum isasgoodasIexpected .706 0.67 0.40 0.60

Museum Contents/Exhibitions 0.793 0.76

Themuseum hashelpedmeunderstand

how Jejupeoplelivedinthepast
.654 0.71 0.35 0.65

IenjoytheauthenticJejuartifactsand

relics
.646 0.96 0.58 0.42

Thepresentationtechniquesbringto

lifehow Jejupeoplelivedinthepast
.592 0.71 0.37 0.63

Facilities/ServicesforVisitors 0.821 0.61

Iam happywiththefreeentrance

policy
.555 0.74 0.55 0.45

Thesouvenirssoldinthesouvenir

shopareunique
.464 0.58 0.34 0.66

Theinterpretationservicehelpsme

understandtheexhibition
.409 0.42 0.56 0.44

alphavalue,(5)completelystandardizedloadings,(6)indicatorreliabilityand

(7)errorvariance.Thethreefactorsreflectingthesatisfactionofmuseum

attractivenessweremuseum image(F1),museum contents/exhibitions(F2)

andfacilities/servicesforvisitors(F3).Theanalysisidentifiedsevenfactors

containingtwoormoreattributes.Astothereliabilityofthesefivefactors,

the high alpha values ranging from 0.79 to 0.86 indicated good internal

consistencyamongtheitemswithineachdimension.

Table12.Factoranalysis-satisfactiontowardmuseum

ThefactorstructureiscloselysimilartothatfoundbyFodness(1994).The

resultsalso indicatethattherearesignificantly differentmotivationsand

satisfactionsformuseum visitorsthusfailingtorejectHypothesis1.
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PushMotivationVariables Gender N Mean Std.Deviation t Sig.

KnowledgeSeeking
Male

Female

145

129

7.0333

6.8889

1.13368

.75640
16.878 .000*

PunishmentMinimization
Male

Female

145

129

4.2333

5.7407

1.88037

1.89118
3.631 .058**

PleasureSeeking
Male

Female

145

129

4.9667

5.4074

1.82237

1.12389
56.221 .000*

SocialPrestige
Male

Female

145

129

6.1333

6.2222

2.07359

1.28132
11.519 .001*

Self-esteem
Male

Female

145

129

6.2000

6.6296

1.07024

1.00304
0.849 .358

4.3.TestofHypotheses:DemographicDifferences

4.3.1.Gender

Thedifferencesamongmalevisitorsandfemalevisitorsareinteresting to

explore.Usesofgendertodefineandgeneralizeaboutpeopleareaninstance

of socialcategory thinking.The rationale is that the available social

categories,suchasage,gender,ethnicity,andeducationallevel,areassociated

withtypicalstructuresofopportunity andexperiencethatinturnproduce

typicalpatterns ofdisposition,attitudes,interests,behaviors,and so on

(Rothenbuhler,2008).

First,an independentsamplet-testwasrun todetermineiftherewasa

significantdifference of push motivation between the male and female

visitors,and the results are shown in Table 13.The resultindicated

significantdifferences exceptself-esteem function.The male group was

motivated by knowledgefunction and thefemalegroup wasmorehighly

motivatedbypunishmentminimization,pleasureseekingandsocialprestige

function.

*P<0.01 **P<0.1

Table13.Comparisonofpushmotivationsbetweenmaleandfemalevisitors
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Pull Motivation Variables Gender N Mean Std. Deviation t Sig.

Museum Contents/Exhibitions
 Male

 Female

145

129

7.7333

6.8889

1.21327

1.33830
0.010 .920

Facilities/Services for Visitors
 Male

 Female

145

129

4.2000

4.2963

1.80231

1.65752
0.037 .848

Museum Image
 Male

 Female

145

129

4.5333

5.5556

2.10571

.81954
90.167 .000*

Satisfaction Variables Gender N Mean Std. Deviation t Sig.

Knowledge Seeking
 Male

 Female

145

129

6.433

6.667

1.57618

.94632
14.687 .000*

Punishment Minimization
 Male

 Female

145

129

6.967

6.815

1.05179

.70730
14.927 .000*

Pleasure Seeking
 Male

 Female

145

129

5.033

5.889

1.77259

.73977
37.470 .000*

Social Prestige
 Male

 Female

145

129

7.033

7.148

1.12377

.74164
11.783 .001*

Self-esteem
 Male

 Female

145

129

5.933

6.370

1.93172

.88442
23.361 .000*

Again,anindependentsamplet-testwasruntodetermineiftherewasa

significantdifferenceofpullmotivationbetweenthemaleandfemalevisitors.

Theresultsareshown in Table14.Theresultindicatesthatthefemale

visitorsweremoreeasilymotivatedbymuseum imagethanmalevisitors.It

coincidedwithwhatMeyers-Levy(1988)arguedthatmalesreliedmoreon

theirownopinionswhilefemalesreliedonmultiplesourcesofinformation

beforemakingadecision.

*P<0.01.Allothert-testsnotsignificant

Table14.Comparisonofpullmotivationbetweenmaleandfemalevisitors

Anindependentsamplet-testwasruntodetermineiftherewasasignificant

differenceofsatisfactionregardingpushmotivationbetweenmaleandfemale

visitors,andtheresultsareshowninTable15.Theresultshowsthefemale

visitorsweremoresatisfiedwiththeirmuseum experiencethanmalevisitors

exceptforthefactorofpunishmentminimization.

*P<0.01

Table15.Comparisonofsatisfactionregardingpushmotivationsbetweenmaleandfemalevisitors
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Satisfaction Variables Gender N Mean Std. Deviation t Sig.

Museum Contents/Exhibitions
 Male

 Female

145

129

7.333

7.074

.77719

.99473
22.589 .000*

Facilities/Services for Visitors
 Male

 Female

145

129

5.600

5.704

1.30221

1.08637
13.540 .000*

Museum Image
 Male

 Female

145

129

6.300

6.704

1.34156

.96512
2.062 .152

Anindependentsamplet-testwasrunagaintodetermineiftherewasa

significantdifferenceofsatisfactiontowardJejuNationalMuseum between

visitorsofdifferentgenders,andtheresultsareshowninTable16.The

resultindicated thatthere was significantdifference among mostofthe

factorsexceptmuseum image.Themalevisitorsweremoresatisfiedwith

museum exhibitionswhilethefemalegroup wasmoresatisfied with the

facilities and services provided by the museum.However,there's no

significantdifferenceofthetwogroups'satisfactiontowardmuseum image.

*P<0.01

Table16.Comparisonofsatisfactiontowardmuseum betweenmaleandfemalevisitors

According to the research results above,there are significantly different

motivationsandsatisfactionsamong visitorsaccording todifferentgenders

thusfailingtorejectHypothesis2-1.

4.3.2.Educationbackground

Researching the levelof education of the museum visitors helps well

determine the approach the museum takes to exhibitions and displays

(Ambrose& Paine,1993).Anindependentsamplet-testwasruntodetermine

iftherewasasignificantdifferenceofpullmotivationbetweenvisitorsof

differenteducationbackground.Thetwogroupsofvisitorsshowedsignificant

differenceofallthepullmotivations.Table17 showsvisitorsofhigher

education background were motivated highly by knowledge function and

socialadjustivefunction.
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Push Motivation Variables Education
Background N Mean Std. Deviation t Sig.

Knowledge Seeking
High School

Bachelor or above

73

201

6.778

7.000

.42044

1.13485
24.6 .000*

Punishment Minimization
High School

Bachelor or above

73

201

3.444

5.233

1.87353

2.16426
0.2 .623

Pleasure Seeking
High School

Bachelor or above

73

201

5.222

5.170

1.14592

1.57997
0.8 .377

Social Prestige
High School

Bachelor or above

73

201

4.333

6.520

2.39949

.98586
191.0 .000*

Self-esteem
High School

Bachelor or above

73

201

6.556

6.372

.84087

1.23690
4.3 .039**

Pull Motivation Variables Education 
Background N Mean Std. 

Deviation t Sig.

Museum Contents/Exhibitions
High School

Bachelor of above

73

201

8.000

7.210

1.19975

1.34840
0.140 .708

Facilities/Services for Visitors
High School

Bachelor of above

73

201

4.444

3.849

2.46695

1.63401
39.978 .000*

Museum Image
High School

Bachelor of above

73

201

5.000

4.758

.95346

2.01665
18.400 .000*

*P<0.01 **P<0.05

Table17.Comparisonofpushmotivationsbetweengroupsofdifferenteducationbackground

Again,anindependentsamplet-testwasruntodetermineiftherewasa

significantdifferenceofpullmotivationbetweenvisitorsofdifferenteducation

background.TheresultshowninTable18indicatedthatvisitorsoflower

education background were more easily motivated by museum

facilities/services and museum image than visitors of higher education

background.

*P<0.01.

Table18.Comparisonofpullmotivationbetweengroupsofdifferenteducationbackground

A comparisonwasmadetofindoutifthere'sanysignificantdifferenceof

satisfactionregardingpushmotivationbetweengroupsofdifferenteducation

backgrounds.Table19indicatedvisitorsofhighereducationbackgroundwere

more satisfied with all the factors than visitors of lower education

background.
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SatisfactionVariables
Education
Background

N Mean Std.Deviation t Sig.

KnowledgeSeeking
HighSchool

Bachelororabove

73

201

5.778

6.606

1.20765

.76533
123.04 .000*

PunishmentMinimization
HighSchool

Bachelororabove

73

201

6.111

7.091

1.11237

.86826
18.05 .623

PleasureSeeking
HighSchool

Bachelororabove

73

201

4.556

5.940

1.30831

1.21657
89.86 .377

SocialPrestige
HighSchool

Bachelororabove

73

201

6.778

7.091

1.56509

.65473
128.12 .000*

Self-esteem
HighSchool

Bachelororabove

73

201

4.778

6.273

1.70148

1.09339
201.87 .039**

SatisfactionVariables
Education
Background

N Mean Std.Deviation t Sig.

Museum Contents/Exhibitions
HighSchool

Bachlorofabove

73

201

7.5556

7.0909

1.11237

.84453
8.030 .005*

Facilities/ServicesforVisitors
HighSchool

Bachlorofabove

73

201

5.6667

5.7879

1.19975

1.18658
3.161 .077**

Museum Image
HighSchool

Bachlorofabove

73

201

6.3333

6.4848

1.53248

1.30947
6.151 .014*

*P<0.01

Table19.Comparisonofsatisfactionregardingpushmotivationsbetweengroupsofdifferenteducation

Regardingsatisfactiontowardthemuseum,accordingtotheresultsshownin

Table20,thevisitorsofhigheducationbackgroundweremoresatisfiedwith

the facilities and services museum provided butless satisfied with the

museum exhibits.

*P<0.01 **P<0.1

Table20.Comparisonofsatisfactiontowardmuseum betweengroupsofdifferenteducationbackground

According to the research results above,there are significantly different

motivationsandsatisfactionsamongvisitorsaccordingtodifferentlevelsof

educationbackground,thenwefailtorejecttheHypothesis2-2andconclude

thatHypothesis2-2isplausible.
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Push Motivation Variables Age N Mean Std. Deviation F Sig.

Knowledge Seeking

Age 19-30

Age 31-50

Age over 50

43

188

43

   7.1667

   6.7436 (a)

   8.0000 (b)

.69298

.99960

.33903

27.596 .000*

Punishment Minimization

Age 19-30

Age 31-50

Age over 50

43

188

43

   5.0000

   5.2308 (a)

   3.0000 (b)

1.42615

2.07416

1.69516

17.605 .000*

Pleasure Seeking

Age 19-30

Age 31-50

Age over 50

43

188

43

   4.5833

   5.5128 (a)

   4.1667 (b)

.55106

1.67668

1.18661

17.215 .000*

Social Prestige

Age 19-30

Age 31-50

Age over 50

43

188

43

   5.3333 (b)

   6.4872 (a)

   5.8333

1.32341

1.88872

.16952

11.512 .000*

Self-esteem

Age 19-30

Age 31-50

Age over 50

43

188

43

   6.3333

   6.5897 (a)

   5.3333 (b)

.62887

.93751

1.69516

21.069 .000*

4.3.3.Age

To understand the differences among visitors ofdifferentage group is

importantbecauseageisacrucialpartofthedefinitionofmarketsandis

particularlyimportantfordevelopinglinkageswithmediausageinorderto

promotethetouristdestination(Moutinho,2000).Inthispart,sincewewere

concernedaboutpotentialinteractioneffectsbetweenthethreeclassification

variables,ananalysisofvariance(ANOVA)methodwasusedtoanalyzethe

data.TheresultsofanANOVA showedthatalloftheinteractioneffects

amongvisitorsofdifferentagegroupsweresignificant.Thescalemeansand

FvaluesaresummarizedinTable21.Visitorsofage19-30inthissample

gavelowerimportanceratingsforsocialprestigefunction(M =5.33)than

visitorsofage31-50(M =6.49).Althoughvisitorswhoareover50hadthe

lowest ratings for the pleasure seeking function (M=3.00),punishment

minimizationfactor(M=3.33),andself-esteem function(M=5.33),theygave

higherimportanceratingsfortheknowledgeseekingfactorthananyother

twogroups.

*P<0.01 Post-hocanalyseswereperformedusingDuncantest.(a)and(b)indicatethe

sourceofsignificantdifference(a>b)

Table21.One-wayANOVA testonpushmotivationsbyvisitors'age
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PullMotivationVariables Age N Mean Std.Deviation F Sig.

Museum

Contents/Exhibitions

Age19-30

Age31-50

Ageover50

43

188

43

6.7500(b)

7.4359

7.8333(a)

.93201

1.47362

.50855

8.802 .000*

Facilities/Servicesfor

Visitors

Age19-30

Age31-50

Ageover50

43

188

43

5.7500(a)

4.0256

2.6667(b)

.64550

1.64485

1.69516

49.025 .000*

Museum Image

Age19-30

Age31-50

Ageover50

43

188

43

5.3333(a)

5.1538

3.5000(b)

.78833

1.64042

1.54274

14.870 .000*

AstopullmotivationregardingtheattractivenessofJejuNationalMuseum,

comparingtovisitorsofage19-30(M=6.75),Table22showsvisitorswho

areover50caredmoreaboutthemuseum contentsandexhibitions(M=7.83).

Thiscoincideswith theanalyticresultsofpush motivation which shows

visitorsover50yearsold had strongermotivation in knowledgeseeking

functionthananyothertwogroups.Ontheotherhand,visitorsofage19-30

focusedmoreonmuseum facilities/servicesandmuseum image.Foryoung

visitors,itseemed thatmuseum contents and exhibitions were notthat

importantwhentheymadethedecisionofvisitingthemuseum.

*P<0.01Post-hocanalyseswereperformedusingDuncantest.(a)and(b)indicatethe

sourceofsignificantdifference(a>b)

Table22.One-wayANOVA testonpullmotivationsbyvisitors'age

Again,statisticalcomparisons were made using ANOVA to determine

whetherstatisticaldifferencesexistedamongvisitorsofdifferentagegroups

intheirsatisfactionregardingpushmotivation.Intermsofthesatisfactionof

"knowledgeseeking,""punishmentminimization"and"self-esteem",themean

scoresforyoungvisitorsofage19-30werefoundtobesignificantlyhigh

(M=7.75,M=7.17,M=7).Furthermore,for"pleasureseeking",themeanscores

forvisitorsofage31-50weresignificantlyhighest(M=5.69).Surprisingly,the

satisfactionofvisitorswhoareover50foralmostallthefactorswerefound

tobelowestcomparedtotheotherthreegroupsexceptinthefunctionof

"socialprestige"(M=7.67).Table23showstheresultsofcomparison.
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SatisfactionVariables Age N Mean Std.Deviation F Sig.

KnowledgeSeeking

Age19-30

Age31-50

Ageover50

43

188

43

7.7500(a)

6.2308

6.1667(b)

1.04625

1.28020

.16952

40.704 .000*

PunishmentMinimization

Age19-30

Age31-50

Ageover50

43

188

43

7.1667(a)

6.9231

6.1667(b)

.55744

.98226

.50855

13.567 .001*

PleasureSeeking

Age19-30

Age31-50

Ageover50

43

188

43

5.1667

5.6923(a)

4.3333(b)

1.10213

1.53124

.67806

14.009 .000*

SocialPrestige

Age19-30

Age31-50

Ageover50

43

188

43

7.3333

6.9231(b)

7.6667(a)

.53149

1.07417

.33903

10.964 .000*

Self-esteem

Age19-30

Age31-50

Ageover50

43

188

43

7.0000(a)

6.0513

5.0000(b)

.98003

1.63639

.67806

20.307 .000*

SatisfactionVariables Age N Mean Std.Deviation F Sig.

Museum

Contents/Exhibitions

Age19-30

Age31-50

Ageover50

43

188

43

6.9167(a)

6.6410

4.6667(b)

.80166

1.01078

1.35613

56.701 .000*

Facilities/Servicesfor

Visitors

Age19-30

Age31-50

Ageover50

43

188

43

5.7500

5.7692(a)

4.6667(b)

.96184

1.28689

.33903

12.040 .000*

Museum Image

Age19-30

Age31-50

Ageover50

43

188

43

7.4167(a)

7.2308

6.6667(b)

.64550

.95774

.67806

7.514 .000*

*P<0.01Post-hocanalyseswereperformedusingDuncantest.(a)and(b)indicatethe

sourceofsignificantdifference(a>b)

Table23.One-wayANOVAtestonsatisfactionregardingpushmotivationsbyvisitors'age

ANOVA wasusedagaintoidentifywhethertherewereanydifferencesof

satisfaction toward the museum among the groups,as measured by a

comparisonofmeanratings.ThescalemeansandFvaluesaresummarized

in Table 24.Young visitors ofage 19-30 in this sample gave higher

importance ratings forsatisfaction toward museum contents and museum

image(M =6.92,M=7.41)thananyothergroups.Thegoodimagewhichwas

perceivedbyyoungvisitorsisexpectedtohelpthemuseum toattractmore

visitorsbypositiveword-of-mouth.

*P<0.01Post-hocanalyseswereperformedusingDuncantest.(a)and(b)indicatethe

sourceofsignificantdifference(a>b)

Table24.One-wayANOVA testonsatisfactiontowardmuseum byvisitors'age
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PushMotivation

Variables
PlaceofResidence N Mean Std.Deviation t Sig.

KnowledgeSeeking
Jejulocalvisitors

Non-localvisitors

129

115

6.7143

7.0833

.76854

1.19230
4.5 .035**

PunishmentMinimization
Jejulocalvisitors

Non-localvisitors

129

115

6.2857

3.7500

1.66438

1.83149
13.5 .000*

PleasureSeeking
Jejulocalvisitors

Non-localvisitors

129

115

6.2857

4.5000

.97120

1.73124
51.9 .000*

SocialPrestige
Jejulocalvisitors

Non-localvisitors

129

115

6.1429

6.6250

2.24934

1.17678
13.7 .000*

Self-esteem
Jejulocalvisitors

Non-localvisitors

129

115

6.5714

6.2917

.94249

1.29032
11.7 .001*

Visitorswhoareover50hadthelowestsatisfactionratingsforallthethree

dimensions.Peopleofdifferentageshavedifferentneedsandthemuseum

needtocaterforarangeofagegroups(Ambrose& Paine,1993).Whilethe

resultsshow visitorsover50hadlowestmeanscoresinoverallsatisfaction,

themuseum mayhavetoexamineagainifitcaterswellforvisitorswhoare

over50yearsold.

Accordingtotheresultsabove,therearesignificantlydifferentmotivations

andsatisfactionsamongvisitorsaccordingtodifferentages,thenwefailto

rejecttheHypothesis2-3andconcludethatHypothesis2-3isalsoplausible.

4.3.4.PlaceofResidence

Anindependentsamplet-testwasruntodetermineiftherewasasignificant

differenceofpullmotivationbetweenJejulocalvisitorsandnon-localvisitors.

Thetwogroupsofvisitorsalsoshowedstrongsignificantdifferenceofall

thepullmotivations.Table25showsJejulocalvisitorsweremotivatedhighly

bypunishmentminimization,pleasureseekingandself-esteem functionthan

non-localvisitors.However,non-localvisitors showed high interest in

knowledgeseekingthanlocalvisitors.

*P<0.01**P<0.05

Table25.Comparisonofpushmotivationsbyvisitors'placeofresidence
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PullMotivationVariables PlaceofResidence N Mean
Std.

Deviation t Sig.

Museum Contents/Exhibitions
Jejulocalvisitors

Non-localvisitors

129

115

6.9048

8.0000

1.40642

1.15954
1.8 .184

Facilities/ServicesforVisitors
Jejulocalvisitors

Non-localvisitors

129

115

4.9524

2.8750

1.12416

1.54247
20.8 .000*

Museum Image
Jejulocalvisitors

Non-localvisitors

129

115

6.1429

3.8750

.87444

1.86323
66.4 .000*

SatisfactionVariables PlaceofResidence N Mean Std.Deviation t Sig.

KnowledgeSeeking
Jejulocalvisitors

Non-localvisitors

129

115

6.095

6.333

1.42903

.93185
11.226 .001*

PunishmentMinimization
Jejulocalvisitors

Non-localvisitors

129

115

6.952

6.708

.86655

1.03763
0.001 .978

PleasureSeeking
Jejulocalvisitors

Non-localvisitors

129

115

5.714

5.333

2.00503

.86966
24.370 .000*

SocialPrestige
Jejulocalvisitors

Non-localvisitors

129

115

6.524

7.458

1.01048

.85237
11.582 .001*

Self-esteem
Jejulocalvisitors

Non-localvisitors

129

115

5.905

5.917

2.15367

.81564
38.774 .000*

Again,anindependentsamplet-testwasruntodetermineiftherewasa

significantdifference ofpullmotivation between Jeju localvisitors and

non-localvisitors.TheresultsareshowninTable26.Theresultindicates

thatthelocalvisitorsweremoreeasilymotivatedbyfacilities/servicesand

museum imagethannon-localvisitorswhilenon-localvisitorswerehighly

motivatedbymuseum contents/exhibitions.

*P<0.01

Table26.Comparisonofpullmotivationsbyvisitors'placeofresidence

Todetermineiftherewasasignificantdifferenceofsatisfactionregarding

push motivation between groups of different place of residence, an

independentsamplet-testwasrunandtheresultsareshowninTable27.

Jejulocalvisitorsweremoresatisfiedwiththeutilizationfunctionswhich

include"punishmentminimization"and "pleasure seeking",while non-local

visitorswereespeciallysatisfiedwiththesocialprestigefunction.

*P<0.01

Table 27.Comparison ofsatisfaction regarding push motivations by visitors' place of

residence
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SatisfactionVariables PlaceofResidence N Mean Std.
Deviation

t Sig.

Museum Contents/Exhibitions
Jejulocalvisitors

Non-localvisitors

129

115

6.857

7.417

.73505

1.02831
20.232 .000*

Facilities/ServicesforVisitors
Jejulocalvisitors

Non-localvisitors

129

115

5.619

5.625

1.09528

1.39464
16.452 .000*

Museum Image
Jejulocalvisitors

Non-localvisitors

129

115

6.857

5.958

1.22549

1.12817
4.532 .034**

Visitors ofdifferentplace ofresidence also showed differentdegree of

satisfactiontowardthemuseum.AccordingtotheresultsshowninTable28,

non-localvisitors were more satisfied with the museum contents and

facilities,whileJejulocalvisitorsweresatisfiedwiththemuseum imagethey

perceived.

*P<0.01 **P<0.05

Table28.Comparisonofsatisfactiontowardmuseum byvisitors'placeofresidence

Accordingtotheresultsabove,therearesignificantlydifferentmotivations

and satisfactionsamong localand non-localvisitors,thereforewefailto

rejectHypothesis3andconcludethatHypothesis3isplausible.
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CHAPTER5

CONCLUSION

5.1Keyfindings

Knowledgeregardingtravel-relatedbehavior,motivations,andsatisfactionis

ofutmostimportancetothetravelandtourism industry.Thisstudyexplored

the complex relationship among gender,motivation and satisfaction of

museum visitors.Thekeyfindingsare:

1.Concerningoverallmotivationofmuseum visitors,theresultsofthefactor

analysisshowedthatthe"knowledgefunction"dimensionhadthelargest

proportionofthetotalvariance,at20.4%.From this,weconcludethatmost

touristsarestronglymotivatedby"knowledgefunction,"whichservesas

themaindistinguishingthemeforasubstantialpartofthemuseum visit.

Astothepullmotivation regarding theattractivenessofJeju National

Museum,the dimension of museum contents/exhibitions explained the

largestproportionofthetotalvariance,at33.9%,reaffirmingthatculture

wasacentralthemeofthemuseum

2.Astothedifferenceofmotivationandsatisfactionaccordingtovisitors'

gender,themalegroupwasmotivatedbyknowledgefunction(M=7.03)and

thefemalegroupwasmorehighlymotivatedbypunishmentminimization,

rewardmaximizationandsocialadjustivefunction.Regardingpullfactors,

the male group was motivated highly by museum contents/exhibitions

(M=7.73)whilethefemalevisitorsweremoreeasilymotivatedbymuseum

image(M=5.56).Theresultshowsthefemalevisitorsweremoresatisfied
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withtheirmuseum experienceinmostoftheaspectsthanmalevisitors

exceptforthefactorofpunishmentminimization.Themalegroupwas

moresatisfiedwithmuseum exhibitions(M=7.33)whilethefemalegroup

wasmoresatisfiedwiththefacilitiesandservicesprovidedbythemuseum

(M=5.70).

3.Zimmer,Brayley and Searle(1995)identified thateducation influenced

travelers when choosing destinations. The study found significantly

differencesinmotivationandsatisfactionofvisitorsofdifferentlevelof

educationbackgrounds.Accordingtotheresultsofthestudy,visitorsof

highereducationbackgroundweremoremotivatedbyknowledgeseeking

function(M=6.80)whilevisitorsoflowereducationbackgroundweremore

easilymotivatedbymuseum facilities/services(M=5.00)andmuseum image

(M=4.44)than visitorsofhighereducation background.Regarding push

motivations,visitorsofhighereducationbackgroundweremoresatisfied

withallthefactorsthanvisitorsoflowereducationbackground.Regarding

satisfactiontowardthemuseum,thevisitorsofhigheducationbackground

weremoresatisfiedwiththefacilitiesandservicesmuseum providedbut

lesssatisfiedwiththemuseum exhibits.

4.Lepisto and Damonte (1994) found that age was a discriminating

demographicvariablethatinfluencedchoiceofdestination.Inthestudy,the

museum visitors'agealsosignificantly influenced theirmotivationsand

satisfactions.Althoughvisitorswhoareover50hadthelowestratingsfor

the pleasure seeking function (M=3.00),punishmentminimization factor

(M=3.33),andself-esteem function(M=5.33),theygavehigherimportance

ratingsfortheknowledgeseekingfactorthananyothertwogroups.Asto

pullmotivation regarding the attractiveness ofJeju NationalMuseum,

visitorswhowereover50caredmoreaboutthemuseum contentsand
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exhibitions (M=7.83).This coincides with the analytic results ofpush

motivationwhichshowsvisitorsover50yearsoldhadstrongermotivation

inknowledgeseekingfunctionthananyothertwogroups.Ontheother

hand,visitorsofage19-30focusedmoreonmuseum facilities/servicesand

museum image.Foryoungvisitors,itseemedthatmuseum contentsand

exhibitions were notthatimportantwhen they made the decision of

visiting the museum. In terms of the satisfaction regarding push

motivations,surprisingly,thesatisfactionofvisitorswhoareover50for

almostallthefactorswerefoundtobelowestcomparedtotheotherthree

groupsexceptinthefunctionof"socialprestige"(M=7.67).

5.Gursoy and Chen (2000)discovered thatplace ofresidence was an

importantfactorwhichinfluencedchoiceofdestination.Inthestudy,the

museum visitors'place ofresidence also significantly influenced their

motivationsandsatisfactions.Jejulocalvisitorsweremotivatedhighlyby

punishmentminimization,pleasureseeking andself-esteem function than

non-localvisitors.However,non-localvisitors showed high interestin

knowledge seeking than localvisitors.Visitors of different place of

residencealsoshoweddifferentdegreeofsatisfactiontowardthemuseum.

Non-localvisitors were more satisfied with the museum contents and

facilities,whileJejulocalvisitorsweresatisfiedwiththemuseum image

theyperceived.

5.2ImplicationsforTourism Research

Culturaltourism in Jeju Island is stillat an introductory stage.The

segmentationsproposedinthispapercouldbehelpfulinunderstandingwhy

differentpeopleparticipateinculturaltourism andhow theyfeltabouttheir

museum experience.Theyalsoprovidedinformation(e.g.,demographicprofile
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and trip behaviors),which can be used to build future research model.

Understandingtourists'motivationsandsatisfactionsforvisitingmuseum can

ultimately help museums understand their target market. Therefore,

continuousresearchonmuseum visitorsisneeded.Tomonitorthechanging

demands and preferences ofmuseum visitors helps to fosterand sustain

futureresearchdirections.

Theagendaforfutureresearchsuggestsamorerefinedmarketsegmented

approachinordertoevaluatetheinfluencesofdifferentmotivations.Thefact

thatvisitormotivation and satisfaction havegained acentralrolein the

examination ofmarkettrendsforculturaltourism manifestationsinrecent

timessetstheagendaforfutureresearchinthearea.Focusing on what

touristsreallywanttoderivefrom avisittoamuseum suggeststhata

detailedexaminationofindividuals'preferencepatternsinrespectofvisitation

toamuseum shouldbetheprimaryconcernofpractitionersactiveinthe

field.

5.3ManagerialImplications

Themodernmuseum,likethemoderntouristhimself,isasymptom ofthe

riseofdemocracy.Therehadlongbeenprivatemuseums,butnow theywere

tobeshowntothenationandtoallcomers.Eventodaytheyremainthe

destinationoftourist-pilgrimsfrom afar(Boorstin,1961).Therefore,hereare

someimplicationsformuseum management.Firstly,theresultsshowedthat

visitors ofdifferentdemographic groups required very differentmuseum

experiences.Afterunderstandingthedifferencesofvisitors,thereisaneedto

create differentiated advertising campaigns targeted at different market

segments.Forexample,malevisitorsinthisstudyreportedsignificantlymore

favorableattitudestowardknowledgefunctionsuchaslearninghistoryand
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culturesthanwomendid.Ontheotherhand,femalevisitorsaremoreeasily

motivatedbymuseum image.Therefore,museumsmayhavetofigureout

how toconveyrightmessagetotherightgroupsothattheycanattract

morepotentialvisitors.

According to the results ofthe study,the low satisfaction ofmuseum

contents/exhibitionsmightdirecttotheproblem ofauthenticity whichhas

alsobeendiscussedbymanypreviousstudies(Chhabra,2008).Inasense,

therefore,thecontentsmightbemisrepresented.Museum contentswereput

togetherforconvenience,instruction,amusement,anddelight.Buttoputit

together the museum commissioners have had to take apartthe very

environment,theculturewhichwasoncereal,andwhichactuallycreatedand

enjoyedtheseveryworks.Themuseum visitortoursawarehouseofcultural

artifacts;hedoesnotseevitalorgansoflivingculture.Somethingaboutit

hasdiedintheremoval(Boorstin,1961).

Inaddition,museum promotionalschemescouldbedevelopedtocaterfor

differenttypesoftravelers,basedontheirdifferentvacationmotives(Gitelson

& Kerstetter,1990).Asshowninthisstudy,visitorscometomuseum today

notonly foronepurpose,which used to beknowledgeseeking,butfor

variouspurposessuch asrecreation and socialfunctions.How to satisfy

differentneedsofvisitorsbecomesmainchallengeformuseums.Forexample,

besides museum contents,the museum may have to considerenhancing

existingservices/facilitiestoattractmoreyoungvisitors.

Besides,highqualityofperformanceandlevelsofsatisfactionareperceived

toresultinincreasedloyaltyandfuturevisitation,greatertoleranceofprice

increases,andanenhancedreputation.Thelatteriscriticalforattractingnew

tourists through positive word-of-mouth (Baker & Crompton, 2000).
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Therefore,museumsinJejuaresuggestedtoofferamixtureofemotionsto

enrichindividuals'experienceandachievetheirtruesatisfaction.Itispossible

throughanappropriatecombinationofresources,activitiesandeventscapable

toevoke,feelingsofpleasuresorsurpriseamongmuseum visitors(Bosque&

Martin,2008).

Inordertocreateeffectivemarketingstrategiesformuseumsinthemarket,

abetterunderstanding ofmuseum visitorsisnecessary.VanRaaij(1986)

suggested that consumer preferences are partly dependent on what is

availableinthemarket,andpartlyonwhatconsumersconsidertobethe

"ideal" vacation.This study has helped to identify the importance of

motivationandsatisfactionfactorsasperceivedbymuseum visitors,basedon

theirdemographiccharacters.Itishopedthattheresultsofthisstudywill

providesomeinsightsthatwillhelpmuseum marketerstodevelopspecific,

tailor-madepromotionalstrategiestoattractmorepotentialvisitors.

5.4LimitationsandFutureResearch

The findings contributeto the understanding ofthe complex relationship

amonggender,motivationandsatisfactionofmuseum visitors.However,as

inmoststudies,theresultsofthisstudyalsoneedtobeviewedinthelight

ofitslimitations.Thefirstlimitationofthisstudyisthatemotionsmaynot

becompletely measuredthroughverbalmethods(Bosque& Martin,2008).

Emotionalstatesmay beinfluenced by otherfactorssuch aspersonality

traits.Emotionsmayevenbeevokedwithouttheneedoftheindividual's

cognitivejudgments.Therefore,futureresearchshouldtrytoadoptqualitative

method orcombinequalitativemethod with quantitativemethod.Secondly,

consumersatisfactionhasbeenwidelydebatedinmarketingliteratureeven

thoughthereisnoclearconsensusastowhatthedeterminantvariablesare
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(Bowen, 2001). While past literature has concentrated on describing

satisfactionbytheevaluationconsumersmakeofperceivedqualityfrom their

expectations,more recenttrends have perceived the emotions consumers

experienced as the determinantfactors in creating satisfaction (Rojas &

Camarero,2008).Therefore,futureresearchshouldfocusontheexperienceof

museum visitorsandtheeffectofthisexperienceonsatisfaction.Thirdly,the

sampleusedforthisstudyonlyincludesKoreanvisitorsandChinesevisitors.

According to the statisticalnumbers provided by Jeju NationalMuseum,

amongallforeigntourists,Japanesetouristsarethelargestnumber.Although

wepreparedJapanesequestionnairesforJapanesevisitorstoanswer,during

theresearchperiod,novisitorswereencountered.Theinfluenceofcultural

background is an important investigation.In the future research,the

measurementscalesneedtobevalidatedby including visitorsfrom more

countries.

Besides,theconflictbetweentourism andmuseum isoneoftherecurrent

themesin theresearch field,leading toquiteaheateddebateabouthow

muchcommoditizationisacceptableinthepursuitoftourism.Intheareaof

touristsatisfaction,Kozak(2001)hasshownthatitsoveralllevelandthe

numberofpreviousvisitsconsiderablyinfluencetheintentiontomakerepeat

visits.Furtherresearch could centeron the analysis ofthe influenceof

previousvisitsontherelationshipbetweenmotivationandsatisfaction(Bigné

& Andreu,2004).
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1
Toenjoyleisureactivitywhichmeetmyleisure
expectations.

1 2 3 4 5 6 7 8 9

2 Toseeworksofart. 1 2 3 4 5 6 7 8 9

3 Tobuysomethinguniqueinthesouvenirshop. 1 2 3 4 5 6 7 8 9

4 Tobringmyfriends/familyclosertogether. 1 2 3 4 5 6 7 8 9

5 TodothingsthatIhaven'tdonebefore. 1 2 3 4 5 6 7 8 9

6
Tosharevacationexperiencetomyfriends/family
whenIgetback.

1 2 3 4 5 6 7 8 9

7 Tolearnnew knowledge. 1 2 3 4 5 6 7 8 9

8
BecauseJejuNationalMuseum isbetterthanother
museumsinJeju.

1 2 3 4 5 6 7 8 9

9 Tohavefunandbeentertained. 1 2 3 4 5 6 7 8 9

10
Becauseitisimportanttovisithistoricaland
culturalplacesatadestination.

1 2 3 4 5 6 7 8 9

11Theentrancefeeisfree. 1 2 3 4 5 6 7 8 9

12Togetawayfrom workandthedailyroutine. 1 2 3 4 5 6 7 8 9

13ToseeauthenticJejuartifactsandrelics. 1 2 3 4 5 6 7 8 9

14Todosomethingexciting. 1 2 3 4 5 6 7 8 9

15
BecauseJejuNationalMuseum isatourist
attraction.

1 2 3 4 5 6 7 8 9

16BecauseIheardsomethinggoodaboutthemuseum. 1 2 3 4 5 6 7 8 9

17Toavoidthecrowds. 1 2 3 4 5 6 7 8 9

18Toseehow Jejupeopleliveandtheirwayoflife. 1 2 3 4 5 6 7 8 9

19Toexperiencedifferentculturesandways. 1 2 3 4 5 6 7 8 9

20Todosomethingwithmyfriends/family. 1 2 3 4 5 6 7 8 9

21Toenjoytheprofessionalinterpretationservice. 1 2 3 4 5 6 7 8 9

22Torestandrelax. 1 2 3 4 5 6 7 8 9

23Tohaveagoodtimewithmyfriends/family. 1 2 3 4 5 6 7 8 9

24TobetterunderstandJejuHeritage. 1 2 3 4 5 6 7 8 9

APPENDIXI:Questionnaire(English)

Study Questionnaire

Part1-WhydidyoucometoJejuNationalMuseum today? disagree←───────→ agree
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1 MyMuseum experiencemetmyleisureexpectations. 1 2 3 4 5 6 7 8 9

2 Ihaveenjoyedniceworksofartinthemuseum. 1 2 3 4 5 6 7 8 9

3 Thesouvenirssoldinthesouvenirshopareunique. 1 2 3 4 5 6 7 8 9

4
Museum experiencehasbroughtmyfriends/family

closertogether.
1 2 3 4 5 6 7 8 9

5
Ihavedonesomethinginthemuseum whichI

haven'tdonebefore.
1 2 3 4 5 6 7 8 9

6
Iam happytosharemymuseum experiencewith

someoneIknow whenIgetback.
1 2 3 4 5 6 7 8 9

7
Ihavelearnedsomethingnew aftervisitingJeju

NationalMuseum.
1 2 3 4 5 6 7 8 9

8 Themuseum isasgoodasIexpected 1 2 3 4 5 6 7 8 9

9 Ihadfunandwasentertained. 1 2 3 4 5 6 7 8 9

10
JejuNationalMuseum hassomanyhistoricaland
culturalexhibitstosee.

1 2 3 4 5 6 7 8 9

11Iam happywiththefreeentrancepolicy. 1 2 3 4 5 6 7 8 9

12
Museum experiencehelpedmegetawayfrom work

andthedailyroutine.
1 2 3 4 5 6 7 8 9

13
IenjoytheauthenticJejuartifactsandrelicsinthe

museum.
1 2 3 4 5 6 7 8 9

14Ihavedonesomethingexciting. 1 2 3 4 5 6 7 8 9

15Themuseum isarealtouristattraction. 1 2 3 4 5 6 7 8 9

16
Iwillrecommendthemuseum tosomeoneIknow as

aplacetovisit.
1 2 3 4 5 6 7 8 9

17Themuseum providesacalm atmosphere. 1 2 3 4 5 6 7 8 9

18
Thepresentationtechniquesbringtolifehow Jeju

peoplelivedinthepast.
1 2 3 4 5 6 7 8 9

19Ihaveexperienceddifferentculturesandways. 1 2 3 4 5 6 7 8 9

20Ihavedonesomethinggoodwithmyfriends/family. 1 2 3 4 5 6 7 8 9

21
Theinterpretationservicehelpsmeunderstandthe

exhibitionbetter.
1 2 3 4 5 6 7 8 9

22Ihadanicerestandfeelrelaxednow. 1 2 3 4 5 6 7 8 9

23Ihaveagoodtimewithmyfriends/family. 1 2 3 4 5 6 7 8 9

24
Themuseum hashelpedmeunderstandhow Jeju

peoplelivedinthepast.
1 2 3 4 5 6 7 8 9

Part2-How doyoufeelaboutyourmuseum experience? disagree←──────→ agree
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1.Isthisyourfirsttimetovisit
Jeju?

ㅁ Yes
ㅁ No,thisismy_____timetovisitJeju
ㅁ No,IliveinJeju

2.IsthisyourfirsttimetovisitJeju
NationalMuseum?

ㅁ Yes
ㅁ No,thisismy_____timetovisitthemuseum

3.How didyouknow JejuNational
museum?

ㅁ I'vebeenherebefore
ㅁ Recommendationbyfriends/family
ㅁ LeafletorBrochure
ㅁ Poster
ㅁ Touristguidebook
ㅁ Television
ㅁ Justpassedby
ㅁ Other___________

4.Whoareyouwithtoday?

ㅁ Family(includingkids)
ㅁ Spouse
ㅁ Friends
ㅁ Boyfriend/Girlfriend
ㅁ Alone
ㅁ Other___________

5.How didyoucometothemuseum
today?

ㅁ Foot
ㅁ Bicycle
ㅁ Publictransportation
ㅁ Car
ㅁ Other___________

6.How longdidyouspendvisiting
themuseum?

ㅁ 0-15mins
ㅁ 16-30mins
ㅁ 31-45mins
ㅁ 46-60mins
ㅁ Morethan1hour-lessthan1andahalfhour
ㅁ Morethan1and1/2hour-lessthan2hours
ㅁ over2hour

Part3-Pleasegiveussomemoreinformationaboutyourmuseum experience
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1.Gender
ㅁ Male
ㅁ Female

2.Age

ㅁ 19-30
ㅁ 31-40
ㅁ 41-50
ㅁ over50

3.Education

ㅁ Never
ㅁ Elementaryschool
ㅁ Highschool
ㅁ Bachelororabove

4.Nationality ____________________

5.PlaceofResidence ____________________

6.PeopleinHouseholds

ㅁ Single
ㅁ Marriedcouple,nochildren
ㅁ Marriedcouple,withdependentchildren
ㅁ Marriedcouple,withnon-dependentchildren
ㅁ Singleparentwithdependentchildren

7.PersonalYearlyIncome(USD)

ㅁ Under$10,000 ㅁ $10,000-$19,999

ㅁ $20,000-$29,999 ㅁ $30,000-$39,999

ㅁ $40,000-$49,999 ㅁ $50,000-$74,999

ㅁ $75,000-$99,999 ㅁ Over$100,000

ㅁ Wouldrathernotsay

8.EmploymentStatus

ㅁ Student

ㅁ Unemployedandavailableforwork

ㅁ Selfemployedfullorpart-time

ㅁ Employeeinpart-timejob(under30hoursperweek)

ㅁ Employeeinfull-timejob(30hoursplusperweek)
ㅁ Whollyretiredfrom work

ㅁ Housewife

9.FieldofIndustry

ㅁ Agriculture,stockraising,forestry,miningandfishing

ㅁ Manufacturing

ㅁ Serviceproduction
ㅁ Intellectualservices(R&D,etc.)

ㅁ Education(Teachers/Professors)

ㅁ Militaryservices

ㅁ Student

ㅁ Housewife

ㅁ Other____________

Part4-Tellusaboutyourself
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1 나의 여가 기 에 맞는 여가 활동을 즐기기 해 1 2 3 4 5 6 7 8 9

2 술 작품들을 보기 해 1 2 3 4 5 6 7 8 9

3 기념품 에 있는 독특한 것을 사기 해 1 2 3 4 5 6 7 8 9

4 나의 친구/가족과 좀더 가까워지기 해 1 2 3 4 5 6 7 8 9

5 내가 에 해본 이 없는 것들을 하기 해 1 2 3 4 5 6 7 8 9

6
내가 돌아갔을 때 나의 친구들/가족들과 휴가
경험을 공유하기 해

1 2 3 4 5 6 7 8 9

7 새로운 지식을 배우기 해 1 2 3 4 5 6 7 8 9

8
제주 국립 박물 은 제주에 있는 다른
박문 들보다 더 좋기 때문에

1 2 3 4 5 6 7 8 9

9 재 고 즐거워지기 해 1 2 3 4 5 6 7 8 9

10
지에서 역사 이고 문화 인 장소들을 가는

것은 요하기 때문에
1 2 3 4 5 6 7 8 9

11입장요 이 무료이기 때문에 1 2 3 4 5 6 7 8 9

12일과 일상 생활을 탈피하기 해 1 2 3 4 5 6 7 8 9

13진정한 유물과 유 을 보기 해 1 2 3 4 5 6 7 8 9

14흥미있는 것을 하기 해 1 2 3 4 5 6 7 8 9

15제주 국립 박물 은 유명한 지이기 때문에 1 2 3 4 5 6 7 8 9

16이 박물 이 좋다는 것을 들었기 때문에 1 2 3 4 5 6 7 8 9

17번잡함을 피하기 해 1 2 3 4 5 6 7 8 9

18
제주 사람들이 사는 방법과 그들의 삶의 방식을
보기 해

1 2 3 4 5 6 7 8 9

19다른 문화들과 방법들을 경험하기 해 1 2 3 4 5 6 7 8 9

20나의 친구들/가족과 무엇을 하기 해 1 2 3 4 5 6 7 8 9

21 문 인 해석 서비스를 즐기기 해 1 2 3 4 5 6 7 8 9

22휴식과 안정을 취하기 해 1 2 3 4 5 6 7 8 9

23나의 친구들/가족과 좋은 시간을 가지기 해 1 2 3 4 5 6 7 8 9

24제주 문화유산을 더 잘 이해하기 해 1 2 3 4 5 6 7 8 9

APPENDIXII:Questionnaire(Korean)

Study Questionnaire

Part1.오늘 국립 제주 박물 에 온 이유는 무엇입니까? 아니다 ←──────→ 그 다
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1 박물 경험는 나의 여가 기 에 맞았다 1 2 3 4 5 6 7 8 9

2 나는 박물 에 있는 멋진 술 작품들을 즐겼다 1 2 3 4 5 6 7 8 9

3 기념품 에서 는 기념품들이 독특하 다 1 2 3 4 5 6 7 8 9

4
박물 경험은 나의 친구들/가족 사이를 더 가깝게
만들었다

1 2 3 4 5 6 7 8 9

5
나는 내가 에 박물 에서 해보지 못한 것을 했
다

1 2 3 4 5 6 7 8 9

6
나는 내가 돌아왔을 때 내가 아는 사람과 박물
경험을 나 고 싶다

1 2 3 4 5 6 7 8 9

7
나는 제주 국립 박물 에 방문한 이후 새로운 것
을 배웠다

1 2 3 4 5 6 7 8 9

8 박물 은 내가 상한 만큼 좋았다 1 2 3 4 5 6 7 8 9

9 나는 재 고 즐거웠다 1 2 3 4 5 6 7 8 9

10
제주 국립 박물 은 아주 많은 역사 이고 문화
인 시들을 하고있다

1 2 3 4 5 6 7 8 9

11나는 박물 이 무료 입장이라서 행복하다 1 2 3 4 5 6 7 8 9

12
박물 경험은 내가 일과 일상 생활을 피하는데
도움을 주었다

1 2 3 4 5 6 7 8 9

13
나는 박물 에 있는 제주의 실제 유물과 유 을
즐겼다

1 2 3 4 5 6 7 8 9

14나는 흥미있는 것을 했다 1 2 3 4 5 6 7 8 9

15박물 은 유명한 지가 될 만하다 1 2 3 4 5 6 7 8 9

16
나는 내가 아는 사람에게 방문할 만한 장소로서
박물 을 추천할 것이다

1 2 3 4 5 6 7 8 9

17박물 은 조용한 분 기를 제공한다 1 2 3 4 5 6 7 8 9

18
표 기법이 좋고 과거에 제주 사람들이 어떻게 살
았는지 알게 되었다

1 2 3 4 5 6 7 8 9

19나는 다른 문화와 방식들을 경험했다 1 2 3 4 5 6 7 8 9

20나는 나의 친구들/가족과 함게 좋은 것을 하 다 1 2 3 4 5 6 7 8 9

21
해석 서비스는 내가 시물들을 더 잘 이해하도록
도와 주었다

1 2 3 4 5 6 7 8 9

22
나는 충분한 휴식을 가졌고 지 안정을 느끼고
있다

1 2 3 4 5 6 7 8 9

23나는 내 친구들/가족과 좋은 시간은 가졌다 1 2 3 4 5 6 7 8 9

24
박물 은 과거에 제주 사람들이 어떻게 살았는지
내가 이해하도록 도와주었다

1 2 3 4 5 6 7 8 9

Part2.당신은 박물 경험에 해 어떻게 느끼십니까? 아니다 ←───────→ 그 다



- 72 -

1.제주를 방문한 것이 이번이 처음이십니까?

□

□ 아니오,이번이 __번째 방문입니다

□ 아니오,제주에 살고 있습니다

2.국립 제주 박물 을 방문한 것이 이번이

처음입니까?

□

□ 아니오,이번이 __번째 방문입니다

3.귀하는 어떻게 제주 국립 박물 을 알게

되었습니까?

□ 에 와 본 이 있습니다

□ 친구/가족의 추천

□ 단지

□ 포스터

□ 안내 책자

□ 텔 비

□ 우연히 들름

□ 기타 ____________

4.오늘 구와 함께 오셨습니까?

□ 가족 (아이 포함)

□ 배우자

□ 친구들

□ 남자친구/여자친구

□ 혼자

□ 기타 ____________

5.귀하는 어떤 교통편으로 박물 에

오셨습니까?

□ 도보

□ 자 거

□ 교통

□ 자가용

□ 기타 ____________

6.귀하는 오늘 박물 을 람 하기 해 어느

정도 머무르셨습니까?

□ 0-15분

□ 16-30분

□ 31-45분

□ 46-60분

□ 1시간 이상 -1시간 30분 미만

□ 1시간 30분 이상 -2시간 미만

□ 2시간 이상

Part3-당신의 박물 경험에 한 더 많은 정보를 주세요
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1.성별
□ 남

□ 여

2.나이

□ 19-30

□ 31-40

□ 41-50

□ >50세

3.학력
□ 무 □ 등학교 □ .고등학교

□ 학사 이상 □ 기타 __________

4.국 ____________________

5.거주 지역 ____________________

6.가족

□ 독신

□ 기혼,자녀 없음

□ 기혼,자녀

□ 기혼,독립한 자녀

□ 부모님 한분,독립한 자녀

7.개인 연간 소득 (USD)

□ $10,000미만 □ $10,000-$19,999

□ $20,000-$29,999 □ $30,000-$39,999

□ $40,000-$49,999 □ $50,000-$74,999

□ $75,000-$99,999 □ $100,000 과

□ 밝히고 싶지 않음

8.근로형태

□ 학생

□ 무직 /취업 비

□ 트 타임 근무자 (주당 30시간 이하)

□ 상근자 (주당 30시간 이상)

□ 자 상근자 는 자 트 타임 근무자

□ 퇴직자

□ 가정주부

9.직종

□ 농업,축산업,임업, 업,수산업

□ 제조업

□ 서비스업

□ 과학기술업

□ 교육 (교사 /교수)

□ 군인

□ 학생

□ 가정주부

□ 기타 __________

Part4-개인 정보
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1 想要享受我心目中所期望的休闲活动 1 2 3 4 5 6 7 8 9

2 想来参观艺术作品 1 2 3 4 5 6 7 8 9

3 想在纪念品商店买一些独特的纪念品 1 2 3 4 5 6 7 8 9

4 让我的朋友/家人更亲近 1 2 3 4 5 6 7 8 9

5 从事一些我以前没做过的事情 1 2 3 4 5 6 7 8 9

6 回家之后想要和我的朋友/家人分享我的假期经验 1 2 3 4 5 6 7 8 9

7 想要学习新的知识 1 2 3 4 5 6 7 8 9

8 因为济州国立博物馆比济州其它博物馆都好 1 2 3 4 5 6 7 8 9

9 我想要玩得 心并且得到娱乐 1 2 3 4 5 6 7 8 9

10因为我觉淂参观一个旅游地的历史和文化场所很重要 1 2 3 4 5 6 7 8 9

11因为不用入场费 1 2 3 4 5 6 7 8 9

12想 离工作和日常规律的生活 1 2 3 4 5 6 7 8 9

13想看看真实的工艺品与遗物 1 2 3 4 5 6 7 8 9

14想从事一些刺激的活动 1 2 3 4 5 6 7 8 9

15因为济州国立博物馆是一个观光景点 1 2 3 4 5 6 7 8 9

16因为我听过一些关于济州国立博物馆的好评 1 2 3 4 5 6 7 8 9

17避 拥挤的人潮 1 2 3 4 5 6 7 8 9

18想看看济州人的生活方式 1 2 3 4 5 6 7 8 9

19想体验不同的文化 1 2 3 4 5 6 7 8 9

20和朋友/家人一起从事活动 1 2 3 4 5 6 7 8 9

21想要享受专业的解说服务 1 2 3 4 5 6 7 8 9

22想要放松一下 1 2 3 4 5 6 7 8 9

23想和朋友/家人一起度过一段好的时光 1 2 3 4 5 6 7 8 9

24想更了解济州遗迹 1 2 3 4 5 6 7 8 9

APPENDIXIII:Questionnaire(Chinese)

Study Questionnaire

第一部分 - 您今日为何来到济州国立博物馆?               不同意 ←────────→ 同意
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1 我的博物馆参访经验符合了我原先所期望的休闲活动 1 2 3 4 5 6 7 8 9

2 我很享受博物馆内展出的艺术作品 1 2 3 4 5 6 7 8 9

3 纪念品商店里卖的纪念品很特殊 1 2 3 4 5 6 7 8 9

4 博物馆参访经验让我和朋友/家人变得更加亲近 1 2 3 4 5 6 7 8 9

5 我在这边从事了一些我以前没有做过的事 1 2 3 4 5 6 7 8 9

6
等我回到家之后我会很高兴的和别人分享我的博物馆参

观经验
1 2 3 4 5 6 7 8 9

7 在参观完济州国立博物馆之后我学习到了一些新知识 1 2 3 4 5 6 7 8 9

8 博物馆跟我预期的一样好 1 2 3 4 5 6 7 8 9

9 我玩得很高兴并且得到娱乐 1 2 3 4 5 6 7 8 9

10济州国立博物馆有很多历史和文化的展出值得观赏 1 2 3 4 5 6 7 8 9

11我对于免费参观的政策感到很高兴 1 2 3 4 5 6 7 8 9

12博物馆参访经验帮助我脱离了工作和日常规律的生活 1 2 3 4 5 6 7 8 9

13我很享受博物馆里的济州真实工艺品和遗物 1 2 3 4 5 6 7 8 9

14我从事了刺激的活动 1 2 3 4 5 6 7 8 9

15济州国立博物馆堪称为一个观光景点 1 2 3 4 5 6 7 8 9

16我会推荐我认识的人来参观济州国立博物馆 1 2 3 4 5 6 7 8 9

17济州国立博物馆提供了一种宁静的气氛 1 2 3 4 5 6 7 8 9

18博物馆展示的技术真实重现了济州人以前的生活 1 2 3 4 5 6 7 8 9

19我体验了不同的文化 1 2 3 4 5 6 7 8 9

20我和朋友/家人一起从事了很好的活动 1 2 3 4 5 6 7 8 9

21解说服务帮助我更了解展示内容 1 2 3 4 5 6 7 8 9

22我获得了充分的休息并且感到非常轻松 1 2 3 4 5 6 7 8 9

23我和朋友/家人一同度过了很好的时光 1 2 3 4 5 6 7 8 9

24博物馆帮助我了解济州人以前的生活 1 2 3 4 5 6 7 8 9

第二部分 - 请与我们分享您的博物馆参观经验              不同意 ←────────→ 同意
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1. 这是您第一次访问济州岛吗?

□ 是

□ 不是, 这是我第 ____ 次访问济州岛

□ 不是, 我住在济州

2. 这是您第一次访问济州国立博物馆吗?
□ 是

□ 不是, 这是我第 ____ 次访问济州国立博物馆

3. 您是如何得知济州国立博物馆的?

□ 我之前来过这里

□ 朋友/家人推荐

□ 传单

□ 海报

□ 旅游指南

□ 电视

□ 刚好经过

□ 其它___________

4. 您今日与 一同前来参观?

□ 家人(包括小孩) 

□ 配偶

□ 朋友

□ 男朋友/女朋友

□ 单独前来

□ 其它___________

5. 您今日如何前来博物馆?

□ 步行前来

□ 脚踏车

□ 公交车

□ 自行开车

□ 其它 ___________

6. 您花多长的时间参观博物馆?

□ 0-15分钟

□ 16-30分钟

□ 31-45分钟 

□ 46-60分钟 

□ 1小时以上 - 未满1小时30分钟

□ 1小时30分钟以上 - 未满2小时

□ 2小时以上

第三部分 - 请告诉我们更多您的博物馆参访经验
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1. 性别
□ 男性
□ 女性

2. 年龄

□ 19-30
□ 31-40 
□ 41-50 
□ 超过 50岁

3. 教育程度

□ 未受教  
□ 小学
□ 初/高中
□ 学士或以上

4. 国籍 _________________

5. 居住地 _________________

6. 家庭状况

□ 单身
□ 已婚, 无子女
□ 已婚, 子女未独立
□ 已婚, 子女已独立
□ 单亲, 子女未独立

7. 个人年收入 (美金)

□ 低于 $10,000          □ $10,000 - $19,999  
□ $20,000 - $29,999    □ $30,000 - $39,999
□ $40,000 - $49,999    □ $50,000 - $74,999 
□ $75,000 - $99,999    □ 超过 $100,000 
□ 不愿回答

8. 就业情况

□ 全职学生
□ 无职 / 待业中 
□ 兼职员工 (一周工作时数低于30小时)
□ 全职员工 (一周工作时数超过30小时))
□ 自营业
□ 退休   
□ 家管

9. 职业别

□ 农、畜、林、矿、水产业
□ 制造业
□ 服务业
□ 知识技术产业 (信息业/研发)
□ 教育业 (老师/教授) 
□ 军事服务 
□ 学生     
□ 家管 
□ 其它 _______________

第四部分 - 个人资料
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1 レジャーの期待通りに楽しめるためです。 1 2 3 4 5 6 7 8 9

2 工芸品を見に来ました。 1 2 3 4 5 6 7 8 9

3 特別の記念品を買いたいためです。 1 2 3 4 5 6 7 8 9

4 より友達や家族などと親しむようになるためです。 1 2 3 4 5 6 7 8 9

5 まだやったことがないことをやるためです。 1 2 3 4 5 6 7 8 9

6
家に戻って来たら自分の休暇経験を友達や家族など
に共有したいためです。

1 2 3 4 5 6 7 8 9

7 新たな知識を学ぶためです。 1 2 3 4 5 6 7 8 9

8
国立済州博物館は済州にあるほかの博物館よりいい
です。

1 2 3 4 5 6 7 8 9

9 楽しみと娯楽をゲットするためです。 1 2 3 4 5 6 7 8 9

10
歴史的及び文化的なところを訪問するのが大切だと
思います。

1 2 3 4 5 6 7 8 9

11無料観覧であるためです。 1 2 3 4 5 6 7 8 9

12日常の仕事から離れるためです。 1 2 3 4 5 6 7 8 9

13本物の済州の工芸品と遺跡を見るためです。 1 2 3 4 5 6 7 8 9

14興奮できることをするためです。 1 2 3 4 5 6 7 8 9

15観光客にとって国立済州博物館は魅力的です。 1 2 3 4 5 6 7 8 9

16この博物館は好評されています。 1 2 3 4 5 6 7 8 9

17人ごみを避けるためです。 1 2 3 4 5 6 7 8 9

18済州人の生活スタイルを見るためです。 1 2 3 4 5 6 7 8 9

19違う文化と方式を体験するためです。 1 2 3 4 5 6 7 8 9

20友達や家族などと一緒に何とかしたいためです。 1 2 3 4 5 6 7 8 9

21プロの展示解説を楽しむためです。 1 2 3 4 5 6 7 8 9

22休憩とリラックスするためです。 1 2 3 4 5 6 7 8 9

23友達や家族などと楽しんで過ごすためです。 1 2 3 4 5 6 7 8 9

24
より済州の伝統（文化的遺産）を理解するためで
す。

1 2 3 4 5 6 7 8 9

APPENDIXIV:Questionnaire(Japanese)

Study Questionnaire

Part 1 - 今日は何で国立済州博物館に来ました？        不賛成 ←──────→ 賛成
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1 私の博物館体験はレジャーの期待通りでした。 1 2 3 4 5 6 7 8 9

2 この博物館で私は素敵な工芸品を味わいました。 1 2 3 4 5 6 7 8 9

3 記念品売店で販売されているものが特別です。 1 2 3 4 5 6 7 8 9

4
博物館体験で友達や家族などとより親しむようにな

りました。
1 2 3 4 5 6 7 8 9

5
博物館で、今まで体験したことがないこともありま

した。
1 2 3 4 5 6 7 8 9

6
家に戻って来たら自分の博物館体験を友人に共有す

るのが楽しいです。
1 2 3 4 5 6 7 8 9

7
国立済州博物館の訪問を通じて新たな知識を学びま

した。
1 2 3 4 5 6 7 8 9

8 この博物館は予想どおり素晴らしいと思います。 1 2 3 4 5 6 7 8 9

9 私は楽しかったです。 1 2 3 4 5 6 7 8 9

10
国立済州博物館には多くの歴史的及び文化的な展示

品が見られます。
1 2 3 4 5 6 7 8 9

11ただで入れるという政策がうれしいです。 1 2 3 4 5 6 7 8 9

12
博物館体験によって仕事と普段の生活から離れるこ

とができました。
1 2 3 4 5 6 7 8 9

13
博物館で本物の済州の工芸品と遺跡を楽しむことが

できます。
1 2 3 4 5 6 7 8 9

14興奮できることをしました。 1 2 3 4 5 6 7 8 9

15済州国立博物館は観光名所と えます。 1 2 3 4 5 6 7 8 9

16
私はこの博物館を観光のいい場所として知人に勧め

ます。
1 2 3 4 5 6 7 8 9

17この博物館の雰囲気は穏やかです。 1 2 3 4 5 6 7 8 9

18
プレゼンテーションの表現は済州の人々が過去どの

ように暮らしていたかを表しました。
1 2 3 4 5 6 7 8 9

19違う文化と方法を体験しました。 1 2 3 4 5 6 7 8 9

20友達や家族などと一緒にいい時間を過ごしました。 1 2 3 4 5 6 7 8 9

21
通訳のサービスによって展示会をより分かるように

なりました。
1 2 3 4 5 6 7 8 9

22
素晴らしい休みを取れて、今はリラックスしていま

す。
1 2 3 4 5 6 7 8 9

23友達や家族などと楽しんで過ごしました。 1 2 3 4 5 6 7 8 9

24
この博物館によって済州の人々が過去どのように暮

らしていたかを理解しました。
1 2 3 4 5 6 7 8 9

Part 2 - あなたの博物館体験はどうでしたか？          不賛成 ←──────→ 賛成
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1. 今度は初めて済州に旅行しに

来ましたか？

□ はい

□ いいえ、今度は_____度目です。

□ いいえ、私は済州に住んでいます。

2. 今度は初めて国立済州博物館に

訪問しに来ましたか？

□ はい

□ いいえ、今度は_____度目です。

3. どうやって国立済州博物館を

知りましたか？

□ この前来たことがあります。

□ 友達や家族に勧められました。

□ パンフレット

□ ポスター

□ 旅行ガイドー

□ テレビ

□ ちょうど通りました。

□ その他____________

4. 今日はどちら様と一緒に来ましたか？

□ 家族（子供を含む） 

□ 配偶

□ 友達

□ 彼氏/彼女

□ 一人 

□ その他____________

5. 今日はどうやってこの博物館に

来ましたか？

□ 歩く

□ 自転車

□ バス

□ 車

□ その他____________

6. この博物館を訪問するのがどのぐらい

かかりましたか？

□ 0-15分

□ 16-30分

□ 31-45分

□ 46-60分

□ 1時間以上 - 1時間30分未満

□ 1時間30分以上 - 2時間未満

□ 2時間以上

Part 3 - 何卒もう少しあなたの博物館体験を教えていただけませんでしょうか
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1. 性別
□ 男性   

□ 女性

2. 年齢

□ 19-30  

□ 31-40  

□ 41-50  

□ > 50

3. 教育程度

□ 無学歴  

□ 小学校  

□ 中学/高校

□ 大学以上   

□ その他__________

4. 国籍 ____________________

5. 所在地 ____________________

6. 家族

□ 独身

□ 結婚しています。子供がいません。

□ 結婚しています。子供はまだ自立してない。

□ 結婚しています。子供はもう自立しています。

□ 単親家庭で、子供はまだ自立してない。

7. 個人年給（ドル）

□ $10,000未満                □ $10,000 - $19,999  

□ $20,000 - $29,999           □ $30,000 - $39,999 

□ $40,000 - $49,999           □ $50,000 - $74,999 

□ $75,000 - $99,999           □ $100000を超えた  

□ わないほうがましです。 

8. 就業形態

□ 学生

□ 仕事がないです / 就職活動をしています

□ 非常勤で（週に30時間以下出勤します）

□ 正社員で（週に30時間以上出勤します）

□ 自営業

□ 定年 職　 

□ 主婦

9. 職種

□ 農業、牧畜業、林業、鉱業、 業

□ 製造業

□ サービス業

□ 情報関連産業 (研究開発などの情報や知識を生産する)

□ 教育、学習支援業 (教師 / 教授)

□ 軍人

□ 学生 

□ 主婦 

□ その他__________

Part 4 - 個人情報
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