The Influence of Experiential Quality, Excitement,
Museum Image, and Experiential Satisfaction toward
Revisit Intention (The Empirical Study at Modern and

Contemporary Art Museum in Jakarta)

Dwina Deandra Subroto!, Arga Hananto?

"Master of Management, Faculty of Economy and Business, Universitas Indonesia
2 Management Department, Faculty of Economy and Business, Universitas Indonesia

Abstract. This study attempts to identify four primary dimensions of experiential quality
in the art museum and examine the interrelationship between the experiential quality
dimensions, experiential quality, excitement, equity, experiential satisfaction, and revisit
intention. As a framework, the researcher used a multi-dimensional and hierarchical
model to test the relationship among those variables. The researcher used a quantitative
method with CB-SEM on a convenience sample of 306 respondents from the museum's
visitors. This research showed that interaction quality, physical environment quality,
outcome quality, and access quality positively affect visitors' judgment on experiential
quality. Experiential quality also has a vital role in affecting excitement and museum
image, which will lead to experiential satisfaction and revisit intention, respectively.
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1. Introduction

In the period 2013-2018, the number of domestic tourism in Indonesia has grown by 21%.
The head of the ministry of public communication bureau found that millennials were
dominating the local tourists. [1] Therefore, the government believes that it is essential to pay
attention to millennials as they are a potential target for the tourism industry. The Ministry of
Tourism works together with the Ministry of Education and Culture to make museums as the
mainstay of the national tourist attraction. [2] One museum in Indonesia that is considered
quite successful in attracting the attention of millennials by the Coordinating Minister for
Maritime Affairs is the Modern and Contemporary Art of Nusantara (MACAN) Museum. This
remarkable judgment build upon TIME Magazine assessment, where this art museum was
categorized as one of the Best Places to Visit, beating other unique places in 48 countries [3]
Based on a former study, any activities of tourism can be regarded as experiential
consumption. [4] However, the satisfaction and intentions resulting from the experience may
be defined by some factors. For instance, Lotz et al. believe that excitement is related to
experiential quality. [5] Jin et al. also found that the customers’ quality of experience
positively affects the image of the service provider. [6] Studies have also highlighted the
consequences of experiential quality and excitement. Lai et al. found that the evaluation of
experiential quality can lead to a positive evaluation of a company's image and increases
revisit intention. [7] Meanwhile, as the visitor feels excitement, the visitor would be satisfied
with the experience. [8]
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This study is intended to investigate the role of experiential quality, excitement and
museum image in affecting museum visitors’ experiential satisfaction and revisit intention.
This study attempted to examine the experiential quality using the perspective proposed by
Brady and Cronin who conceptualized experiential quality as a hierarchical and
multidimensional construct, which seems to be more holistic in capturing the whole concept of
experiential quality. [9]

This study’s contribution is twofold. First, it presents a validation of hierarchical and
multidimensional experiential quality construct in a different geographical area. Secondly, this
study attempted to provide insights as to whether Indonesian museum visitors responds to
experiential quality cues provided by a modern and contemporary art museum. The authors
selected MACAN Museum due to its high number of visitors per year. In addition, initial
focus group interviews conducted by the authors has indicated that the museum exhibits
experiential quality, thus it deemed appropriate as a study context.

2. Literature Review

2.1 Experiential Quality

Experiential quality is defined as a perceived assessment of the excellence of product
consumption based on customer experience. [10] The measurement of experiential quality is
subjective, where each visitor could have different perceptions about their experiential quality
based on their deep feelings. [11] In the tourism industry, service quality refers to the service
performance of existing attributes, where experiential quality refers to the psychological
results obtained from tourism activities. [4] Several researchers indicate that experiential
quality is better measured based on several multi-dimensional and hierarchical models'
perceptions of experiential quality. [9] [12] [13] The dimensions of experiential quality must
be adjusted back to the conditions that exist in the intended research object. [12] Interaction
quality, physical environment quality, outcome quality, and access quality assessed as the four
primary dimensions of experiential quality that best fit the object of this study. [4] Several
researchers also suggest using formative constructs rather than in traditional construct, with
hierarchical models on experiential quality. [9] [12] [4]

2.2 Excitement

Excitement has a definition as a combination of immense pleasure and arousal. [14]
Ramaseshan and Tsao indicate that excitement is considered to have a strong association with
perceived quality. [15] Excitement is seen as one of the characteristics of a brand which
defined as a form of character that is different from other characters, with high imagination to
create innovation. [16]

2.3 Museum Image

Image was described by aformer study as a combination of beliefs, thoughts, and
impressions obtained by consumers towards a tourist destination or place. [17] According to
some researches [18] [19], image is generally used as an important factor to determine
customer perceptions, quality, satisfaction, and revisit intention. The museum's image refers to
consumers' perceptions of the museum that arises from the emotional response felt by



consumers and perceptions that are influenced by previous experiences or initial information
obtained by consumers about the museum. [20]

2.4 Experiential Satisfaction

Satisfaction is defined as a customers' thought that is needed, desired, and expected by
consumers about a product and service that could lead to forming a future repurchase and
loyalty. [21] Experiential satisfaction is a form of development of service satisfaction.
Experiential satisfaction focuses on an evaluation of consumers in general based on their
experiences after consuming compared to their expectations. Emotions that arise are a
response based on cognitive consistency or dissonance with the final result that is a form of
satisfaction or dissatisfaction. [22]

2.5 Revisit Intention

Revisit intention can be described as a possibility to revisit a place as a positive behavior
towards the service offered. [23] Revisit intention felt by a large number of visitors is likely to
be influenced by the performance of the destination, efforts to promote tourist attractions, and
also news about new things from the tourist attractions. [24] Based on several studies, the
most crucial factor affecting the revisit intention of visitors is satisfaction. [25] Satisfying
visitors is considered to have great importance because it can affect the expectations and
intentions of visitors to decide to return to visiting tourist attractions. [26]

2.6 Research Model

The researcher uses a hierarchical model to analyze the relationships between experiential
quality, excitement, museum image, experiential satisfaction, and revisit intention. [9] [12] [4]
The study also uses a multidimensional experiential quality model with four primary
dimensions (interaction quality, physical environment quality, outcome quality, and access
quality) and sub-dimensions. According to several studies, experiential quality dimensions and
sub-dimensions must be adjusted to the research object. [12] [4] For this reason, researchers
conducted focus group interviews to determine research subdimensions.

Overall, this research has a significant contribution to examining the relationship between
experiential quality, excitement, museum image, experiential satisfaction, and revisit intention
in the museum industry. This study will overcome several weaknesses of traditional
SERVQUAL by using a multidimensional and hierarchical research model.

2.7 Hypothesis

The hypothesizes in this study are (H1) Experiential Quality has a positive influence on
Excitement; (H2) Excitement has a positive influence on Experiential Satisfaction; (H3)
Experiential Quality has a positive influence on Experiential Satisfaction; (H4) Experiential
Quality has a positive influence on Image Museum; (HS5) Image Museum has a positive
influence on Experiential Satisfaction; (H6) Experiential Satisfaction has a positive influence
on Revisit Intention; (H7) Museum Image has a positive influence on Revisit Intention. These
hypotheses are summarized in figure 1.
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Fig.1. A conceptual research model

3. Method

The research model has been modified to have the best explanation of the museum
industry. The modification includes some changes in sub-dimensions and several main
variables. Adjustments made by changing some of the variables used. This study uses the
excitement variable because excitement is believed to be a form of emotion, which is the
primary key to consumer experience during the delivery of a service. [5] This study also uses
the museum image variable because the museum image is used as an essential factor to shape
consumer perceptions about service quality and customer satisfaction. the desire of consumers
to come to where the service is offered again. [27] The variable Revisit Intention is also used
because this variable is a continuation of satisfaction. [28]

To provide some changes, this study was preceded by a focus group interviews with
MACAN Museum visitors to confirm experiential quality dimensions and identify experiential
quality sub-dimensions exhibited by the MACAN Museum. Once the dimensions, sub-
dimensions, and measurement items were confirmed, the study proceeded with pre-test, and
subsequently the main survey.

Sample in this study consists of people who visited MACAN Museum in the last six
months. Respondents were selected using convenience sampling technique due to a lack of
available sampling frame. Convenience sampling is a type of nonprobability sampling where
the sample from the population have practical criteria. [29] In this case, those samples were
chosen due to their easiness to access and their willingness to participate. A total of 352
responses were recorded. From the total, there were 306 usable responses that were used in the
subsequent data analysis stage.



4. Result And Discussion

Before the main survey, a small sample of 33 respondents were used for pretesting, and 8
people for occurring a wording test. The pretest indicated that all items satisfied cronbach’s
alpha of 0.6, KMO >0.50, and factor loading >0.50. The result of the pretest shows that the
measuring instruments are valid and reliable.

After conducting a pretest, the researcher analyzed the main sample in IBM SPSS AMOS
software. According to Mahfud and Ratmono explanation, two stages need to be carried out in
analyzing CB-SEM, namely confirming the measurement model (Confirmatory Factor
Analysis), then evaluating the structural model. [30] In CFA analysis, the author has to
analyzed the reliability and validity to ensure the accuracy and consistency of the instruments.
The authors tested the reliability and validity of every variable (including experiential quality
sub-dimensions, experiential quality primary dimensions, experiential quality, excitement,
experiential satisfaction, and revisit intention). In testing internal reliability and validity,
researchers pay attention to the value of composite reliability, AVE (Average Variance
Extracted), and factor loading. Reliability values between 0.50 and 0.75 are considered
moderate. Reliability values between 0.70 to 0.90 are considered satisfactory to excellent. [31]
Meanwhile, the Average Variance Extracted value with a minimum limit of 0.40 can still be
accepted as a validity provision. [32] The factor loading values must be above 0.50. [33] The
results of reliability testing on the main sample indicate that all variables have a composite
reliability values of 0.784 to 0.917. The results also show that the AVE value on all variables
is 0.496 to 0.614, and the factor loading value on all variables is 0.565 to 0.820. Because all of
the values are matching with all of the criteria, it can be concluded that all indicators and
variables used in the study are valid and reliable.

After the researcher carries out the reliability and validity test, the researcher assessed the
goodness of fit to test the predictive capability of the research model and the relationships
between constructs. There are several indiractors that could be used by the author to measure
the goodness of fit, which are Goodness of Fit Index (GIF), Root Mean Square Error of
Approximation (RMSEA), Root Mean Square Residual (RMR), Normed Fit Index (NFI),
Comparative Fit Index (CFI), Relative Fit Index (RFI), and Incremental Fit Index (IFT). [34]

Table 1. The overall fit of the srtuctural model

Model CMIN/DF P RMSEA RMR CFI GFI IFI NFI
Measurement 2,449 0,000 0,069 0,003 0,999 0,997 0,999 0,998
Model
Structural Model - 2,449 0,000 0,050 0,000 1,000 1,000 1,000 1,000
Overall Model
Recommended Value <3,00 - <0,08 <0,08 >09 >09 >09 >09

At first, the author conducted the overall fit of measurement model. The study shows an acceptable
CMIN/DF ratio, because it is less than 3 (CMIN/DF = 2,449). The other indicators of goodness of fit are
RMSEA = 0,056, RMR = 0,024, CFI = 0,97, GFI = 0,945, IFI = 0,970, and NFI = 0,941. These
indicators show a good fit of measurement model. The next step is conducting the overall fit of structural
model. As shown in Table 1, the overall fit of the measurement model is acceptable (RMSEA = 0,069,
RMR = 0,003, CFI = 0,999, GFI = 0,997, IFI = 0,999, and NFI = 0,998)

Table 2. The relations of subdimensions & dimensions of Experiential Quality

Relations B Values T -Value (>1.65) P - Value (<0.05)

EP - IQ 0.242 2.116 0.034
EA - 1Q 0.723 5.309 0.000




TA — PEQ 0.390 2.960 0.003

AD — PEQ 0.481 2.949 0.003
IN — PEQ 0.109 1.153 0.153
GU — PEQ 0.243 3.150 0.002
ME — 0Q 0.643 9.657 0.000
WT — 0Q 0.311 4.970 0.000
CL — AQ 0,240 10.953 0.000
AV = AQ 0.762 10.953 0.000
IQ — EQ 0.870 5.389 0.000
PEQ — EQ 0.271 2.722 0.006
0Q — EQ 0.549 5.143 0.000
AQ — EQ 0.150 2.352 0.019

The next step after the author implement the confirmatory factor analysis, the hypothesis
analysis was conducted. Data analysis also confirmed the structure of experiential quality.
From table 2, it can be seen that all subdimensions (except for information subdimension)
were associated with its corresponding primary dimensions of experiential quality.
Furthermore, all primary dimensions of experiential quality used in this study were associated
with experiential quality.

After carrying out the structural model assessment and confirmation of experiential quality
structure, the authors proceeded with hypothesis testing. The parameters used are standardized
B co-efficient, T-Statistic, and p-value. Based on Table 3, all hypotheses had a T-test value >
1.65, and p-values <0.05. For this reason, all of the hypotheses were supported by the data.

Table 3. The results of hypothesis testing

Hypothesis S Values (T> 1T6ess; P(<3i3;1)1e
H1 EQ — EX 0.734 18.585 0.000
H2 EX — ES 0.412 6.944 0.000
H3 EQ — ES 0.496 4.309 0.000
H4 EQ — MI 0.740 19.237 0.000
H5 MI — ES 0.168 3.026 0.020
Ho6 ES — RI 0.532 10.627 0.000
H7 MI — RI 0.454 5.075 0.000

From the test results, the Experiential Quality variable had the greatest positive influence
on the Excitement variable (p = 0.734, T = 18.585, p <0.000). This result was supported by the
research that was conducted by Wu et al. (2016). The authors also found that Experiential
Satisfaction has a positive impact on Revisit Intention (B = 0.532, T = 10.627, p <0.000)
which is the same with the assumption of several former research. [13]

5. Conclusion

After six months of executing the research, the researcher could make a conclusion that
was drawn based on the relationship between Experiential Quality, Excitement, Experiential
Satisfaction, Museum Image, and Revisit Intention variables. Based on the testing that has
been carried out, Experiential Quality can positively influence Excitement, Experiential
Satisfaction, and Museum Image. The researcher found that Experiential Quality has the most



significant influence on Excitement. This result is the same as earlier studies, where they
indicated that perceived quality has a positive impact on Excitement. [33] A former study
assumed that the service quality dimensions have a positive impact on Excitement. [15] This
study also found that Excitement became the most significant mediator between Experiential
Quality and Experiential Satisfaction.

In addition, this study's result indicates that the average respondent agrees with the
statement that the experience they get from Museum MACAN is exciting and quite fun. This
positive feeling follows the Experiential Satisfaction variable's mean result, which states that
they have a pleasant experience. Experiential Quality is known as the most crucial predictor of
Experiential Satisfaction. [12] [6]

Based on this research, visitors find their experience at Museum MACAN interesting, fun,
and educational, so they agree that Museum MACAN is superior to other museums. The
indicator used in the Experiential Quality variable is closely related to the indicator in the
Image Museum, which talks about how MACAN Museum has excellent service and
reputation for providing art education through the works that are exhibited to visitors.
Experiential Quality has a direct impact on the company’s image. [35]

A positive effect was also seen in the Museum Image variable on Experiential Satisfaction.
On average, respondents agree that the image of Museum MACAN is excellent, and their
experience is beyond expectations, so they are happy with the visit that has been carried out.
Tourists who believe that the service they get is excellent, and the organization has a positive
overall image will form a good feeling because the experience they get is enjoyable, useful, to
the point that it is beyond expectations. This result has also proven by Kim and Jin, where
emotion that was appeared because of the Excitement was considered as satisfaction. [36] It
can be conclude that company’s image is one of the most important factors to identify
customers’ satisfaction. [6]

Variable Museum Image and Experiential Satisfaction eventually can form Revisit
Intention. The study shows that respondents agreed that most respondents were happy with
their visit and would come back whenever possible. The Experiential Satisfaction variable also
plays a significant role as a mediator in the relationship between the Experiential Quality
variable and Revisit Intention; the relationship between Excitement and Revisit Intention;
Museum Image's relationship with Revisit Intention. Respondent profile data also support
Museum MACAN's excellent performance to convey a good art education experience. It states
that 12% of respondents admit that they have the primary purpose of visiting Museum
MACAN to study the artworks on display.

This result is supported by a number of former studies. The customers’ evaluation of the
service will affect the company’s image, resulting in an intension to revisit. [7] One of
marketing studies found that customers will do a rebuy if they are satisfied with their
consumption experience. [37]
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