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ABSTRACT

Museums are a type of cultural attractions with unique features and are
increasingly being used as instruments for promoting tourism and boosting
the regional economy. In order to better understand the museum market and
achieve better service, the main objective of this study, based on earlier
studies, 1s to examine whether the demographic characteristics of museum
visitors made any significant differences to the motivations and satisfactions
toward their museum experience. Jeju National Museum was chose to be the
research site for being the only national cultural museum with large scale in
Jeju. The choice of a single center for the collection of data was an attempt
to place the research in a similar context for all visitors, so that any possible
influence of contextual factors on variables studied could be avoid. A total of
274 samples were collected for a period of 3 weeks, from November 3 to
November 19 2008, during the opening hours of the museum, by using survey
method with self-administered survey questionnaire. Frequency, factor
analysis, t-tests and ANOVA were utilized to analyze the collected data. The
results of factor analyses identified five push factors domains and three pull
factor domains underlying respondents’ ratings. Satisfaction factors were
developed by asking visitors to evaluate the degree of accomplishment of
their expectation. It was found out that there were significant differences
between/among gender, age, education background and place of residence in
terms of motivations and satisfactions toward museum experience. The
research also revealed that knowledge seeking, among other oush motivational
dimensions, is the most important factor attracting tourists to Jeju National
Museum. The study results hold useful implications for museum managers
and researchers interested in studying how demographic characteristics impact

visitors’ motivations and satisfactions.
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CHAPTER 1
INTRODUCTION

1.1 Background

The purpose of this paper i1s to investigate the relationships among
motivation and satisfaction of museum visitors according to demographic
profiles. Museums have been founded and developed for a variety of
purposes: as recreational facilities, as educational resources, or as means of
contributing to the quality of life of an area, or to attract tourism to a region,
to promote civic pride or nationalistic endeavor, or even to transmit overtly
1deological concepts. Recent trends in world tourism show a sharp increase in
"cultural tourism” as opposed to more hedonistic or recreational kinds. Besides
ensuring the preservation and conservation of the community’s cultural and
natural heritage, museums, along with art galleries, theaters, film festivals
and other cultural assets, play a large part in attracting tourists. Economic
calculations show that each "cultural” attraction has a large monetary value,
by bringing in visitors who spend money on these as well as on beach,

natural features, sports events and recreational attractions (Graburn, 2000).

However, attitudes to museums and the expectations which people have of
them are changing worldwide. Museum goers are increasingly expecting a
greater degree of involvement and participation in museums (Ambrose &
Paine, 1993). Understanding the various motivations of museum visitor
becomes the key to decide what kind of service the museums should provide
to satisfy different needs. On the other hand, a museum is a unique place

where visitors communicate and interact with exhibits in a given architectural



space. Fach visitor has a different interpretation and appreciates each exhibit
in his/her own way. According to Thompson (1993) by visiting a museum,
people learn and obtain information, gain enjoyment and acquire an aesthetic,
exciting experience. These emotional affects have a positive influence on a
visitor’s satisfaction. In this sense, knowledge of consumer psychology is
extremely important in determining the success of museums. Recently,
research on museums has become a major theme of study about tourists and
host communities (Pretes, 2002), attraction management (Orbasli, 2000), and
the history presented (Poria et al, 2006). Surprisingly, very little research
considers the relationship between the tourist and the space visited a link
regarded as important for better management of historic places (Shackley,
1999). Before researching the market, market segmentation makes it easier to
identify groups of people with the same consumer needs. Therefore,
demographic characters which are believed to be a basis for segmentation
were used in the study as variables to not only identify the different

motivation and satisfaction exist, but also the degree of difference.

1.2 Museums in Jeju

Jeju Island is characterized by a distinction of cultures, languages, traditional
practices and customs which belongs to Jeju only. There are over 40
museums in Jeju, including the Jeju National Museum, the Jeju Folklore &
Natural History Museum, the Peace Museum, and the Museum of African
Art. Each of them has its own unique theme, such as folklore, natural
history, foreign arts, food, cinema - and even sex. About half of the
museums are connected with the National Folk Museum of Korea through the
'"Network of Museums’ Cooperation.” The Network was initiated in 2005 to

help local museums and has been led by NFMK. At its own expense, NFMK



provides local museums with educational programmes, professional assistance
to repair and arrange collections and various workshops. The collaboration
and cooperation between central and regional government to develop Jeju also
plays an important role in designing and implementing any project on Jeju

Island (Han, 2007). Table 1 shows the museums located in Jeju Island.

Public / Private Name Location

. — Jeju National Museum . .
Public — Jeju Education Museum Jeju City
— 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

— Sinyoung Cinema Museum

— Museum of African Art

Jeju City

Private

— 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

Table 1. Museums in Jeju Island (source: the Museum’s Association of Jeju Province)

Seogwipo City

1.2.1 Scope of the Study - Jeju National Museum

The lure of cultural heritage draws more and more tourists to Jeju annually.

Being the only National Museum on Jeju Island, Jeju National Museum



opened on June 15, 2001. The Museum contains central hall, six permanent
exhibition rooms, one special exhibition gallery, and outdoor exhibits. About
1,300 items are on permanent display. It is one of a list of cultural attractions
on the island which focuses on history, archaeology and culture of the island.
Jeju i1s Korea’'s largest island which boasts a long history and unique
traditional culture from the prehistoric age to the present day. It has played
an instrumental part in the cultural exchange in Northeast Asia through the
centuries as it is on the sea-lanes linking China, Japan, Okinawa, Taiwan,
and other countries. Jeju National Museum presents the unique history and
culture of Jeju in one place. On display are artifacts and relics excavated
from historic sites all over Jeju and objects of historic value from other
regions. As a cultural center charged with the mission of maintaining and
creating the culture of Jeju in the future, Jeju National Museum fulfills its

role as an open cultural space together with visitors.

The Museum exhibits its permanent collection on local culture and historic
development chronologically and by theme. The exhibition room of prehistory
and archaeology presents the volcanic activities of Jeju Island and the
prehistory culture. Tamna galleries present the development of very unique
Tamna culture from the three-kingdom period to Goryeo period. The objects
on display in the Joseon period gallery are classified according to themes.
Kim Sun-i’s donations in the donation gallery, including clothing, furniture
and earthenware, present an everyday life of Jeju people. The artifacts on
display are accompanied with information and illustrations presented on panels
and audio—visual materials. It also presents special exhibitions such as 'Life
in Jeju, Beauty of Jeju’ and 'History of Navigation and Shipwrecks’ to show
the essence of both Korean and Jeju culture and offer insight into maritime
exchange in Northeast Asia through the centuries. The numerous artifacts on

display at the Museum were donated by citizens and organizations. Cultural



artifacts excavated from Jeju are systematically and efficiently taken care of.
The Museum’s ’'Conservation Science Room’ scientifically preserves all
artifacts in the Museum's possession. Table 2 and Table 3 below show

visitor statistics from year 2001 to October 2008 done by Jeju National

Museum.
Visitors Year | 2001 2002 2003 2004 2005
Visitors | 35,804 64,496 67,851 62,334 56,167
Domestic I Revenue
Admissigg 12728540 | 22,888,280 | 23.900.310 | 21,935,200 | 20,466,600
Visitors (Won)
Free Entrance 81,59 93,704 202,980 214,154 244,381
Total Domestic Visitors 117,399 | 158200 | 270831 | 276488 | 300,548
Visitors 999 1277 1,587 1,775 1,322
Foreign I Revenue
£ Mgy dmission 368730 | 472490 | 571350 | 710,000 | 500,600
Visitors (Won)
Free Entrance 182 186 214 180 243
Total Foreign Visitors 1,181 1,463 1,801 1,955 1,565
Total Visitors 118580 | 159663 | 272632 | 278443 | 302113

Table 2. 2001-2005 Jeju National Museum visitor statistics (Source: Jeju National Museum)

: Foreigner
Yeal Total Da-gi Total Japanese Chinese Other English
2006 301,899 299,869 2,030 867 497 327 380,
2007 216,402 213,665 2 3 1,128 579 926 104
2008.10 208,325 205,581 2,744 1,020 518 786 420

Table 3. 2006-2008 Jeju National Museum visitor statistics (Source: Jeju National Museum)

1.3 Need for the study

The success of marketing destinations should be guided by a thorough
analysis of tourist motivation and its interplay with tourist satisfaction. A
market can be thought of as the social and economic context within which a
museum operates. All museums operate with a market. The market will vary
from place to place, country to country. Understanding the nature and
composition of the market is important. Researching the market will help
determine whether the museum is offering the right type or mix of services

to the visitors, at the right location, at the right times and at the right level.



Besides, museum wusers are increasingly expecting a greater degree of
involvement and participation in museums. Through the study the museum
visitors’ interests and concerns, likes and dislikes, needs and wants which are
critically important when provide successful museums and services can be
understood (Ambrose & Paine, 1993). Furthermore, according to Weiler (2000),
the growth of special interest tourism which includes cultural tourism is
presumed to be more rapid than other forms, attributed mainly to the
increased sophistication of the public and the resulting demand for more
focused and high—quality tourism experience. As a result, museums have
given much more serious consideration to attracting tourists in recent years
(Harrison, 1997). Museums are important institutions to convey the value of
Jeju culture. Understanding the visiting motivation and satisfaction of
different gender groups is useful to help Jeju to broaden its appeal to more
visitors who are interested in Jeju culture and gives Jeju tourism industry a

competitive edge.

1.4 Purpose of the study

One of the most important questions from the point of view of cultural
tourism marketing and management is the motivation and satisfaction of
cultural tourists. The traditional attractions, such as museums, are still the
most important sites visited by tourists (Richards, 2001). Before marketing
museums, market segmentation has become a valuable instrument in planning
appropriate marketing strategies. Market segmentation is a technique used to
subdivide a heterogeneous market into homogeneous subgroups. It is based on
the idea that a market is composed of subgroups of people and that each
subgroup has different, specific needs and motivations in defining quality

perception, since it is ideal to align delivered quality with anticipated quality.



Among many variables, demographic characteristics have long been used as
the basis of segmentation (2%, 2008). Cha, McCleary, and Uysal (1995)
noted that age and education were statistically significant predictors in their
study of Japanese foreign travelers’ behavior, and Mudambi and Baum (1997)
reported that country of origin was more important than other demographic
and behavioral characteristics in influencing visitor spending behavior in
Turkey. However the power of age, gender, and wealth to predict purchasing
behavior is markedly situation dependent because they are only indirectly
related to visiting intentions. As for a museum, a market can be thought of
as the social and economic context within which a museum operates.
Considerable time and effort have been invested in understanding the
motivations of museum visitors. Historically such research has been driven by
marketing concerns, and a disproportionate number of studies focused on

visitor demographics (Ambrose & Paine, 1993).

The purpose of this paper is to investigate the relationship among

demographic characters, motivation and satisfaction of museum visitors, in

order to achieve an general understanding of the market. The ability to

identify and serve tourists and create a dialogue with them has become a

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

addressed:

Research Question 1. Are there significantly different motivations and
satisfactions for museum visitors?

Research Question 2. Are there significantly differences in motivations and
satisfactions of museum visitors according to different
demographic characteristics such as gender, education
background and age?

Research Question 3. Are there significantly different motivations and

satisfactions among local and non-local visitors?



1.5 Definitions of terms

The following terms, beginning with a capital letter, will bear the meaning
defined in this article, without any distinction when used in the singular or

the plural:

1. Museum - a museum is a non-profit, permanent institution in the service
of society and its development, open to the public, which acquires,
conserves, researches, communicates and exhibits the tangible and
intangible heritage of humanity and its environment for the purposes of

education, study and enjoyment (International Council of Museums, ICOM

website).

2. Demographic Profile — Background data include geographic area of
residence, age, sex, household size, race, household income, education and

occupation (Okrant, 2000).

3. Motivation - psychological/biological needs and wants, including integral
forces that arouse, direct, and integrate a person’s behavior and

activity(Yoon & Uysal, 2003).

4. Satisfaction — the positive result of the consumption of goods and services.
Satisfaction results when the tourist’s expectations are met. It is linked to

other factors of behavior such as motivations and the service encounter

(Gallarza, 2000).



CHAPTER 2
LITERATURE REVIEW

2.1 Cultural Tourism and Museums

Culture is a multidimensional concept, a motivation, and a driving force that
1s an ethos - an intersubjective face - only apprehended by its effects
(Hunter & Suh, 2007). Enhanced interest in the cultures of others has
generated a popular demand for cultural tourism within a highly competitive
leisure industry environment. Cultural tourism may be defined as that activity
of persons in their tourist destination and during their travel from their
normal place of residence which enables them to explore or experience the
different way of life of other people, reflecting the social customs, religious
traditions and intellectual ideas of a cultural heritage in such a way as to

fulfil their cultural needs, desires and wants (Richards, 2001).

Much of cultural tourism thrives on the selected remnants of a (assumed to
be) simpler and more authentic past, thus triggering "nostophobia”. In fact,
"nostalgia for the premodern” has spurred the demand for cultural tourism
over the last few decades (Graburn, 1998; 2.4+, 2005). As consumer
resources, contemporary cultural tourism institutions such as the museums
exist to provide an authentic experience, rather than just act as agents of

conservation (Prentice, 2001; ©]%23. 2008).

The history of museums and of the institution "museum” through the ages is
linked closely to the history of society and to the evolution of knowledge.

The word museum has classical origins. In its Greek form, mouseion, it



means "Seat of the Muses” and designated a philosophical institution or a
place of contemplation. Use of the Latin derivation, museum, appears to have
been restricted in Roman times mainly to places of philosophical discussion.
The International Council of Museums (ICOM) defines museum as "a
non-profit making, permanent institution, in the service of society and its
development, and open to the public, which acquires, conserves, researches,
communicates and exhibits, for the purposes of study, education and
enjoyment, material evidence of man and his environment.” Museum in the
modern sense developed in Europe in the seventeenth century. The first use
of the term 'museum’ in English was in 1682; it described the collection of
strange, rare and exotic things that the gentleman Elias Ashmole gave to the
University of Oxford (Ambrose and Paine, 1993). As institutions, museums
may reveal remarkable diversity in form, content, and even function, but all

museums have as common goals the preservation and interpretation of

material aspects of society’s cultural consciousness.

Museums provide a significant range of benefits to their areas. Museums
ensure the preservation and conservation of the community’'s cultural and
natural heritage. In a very real sense museums enhance the quality of
people’s lives and can play a key role in developing a sense of identity for
the area in which they are located. Furthermore, museums can have an
important role to play in economic regeneration in urban or rural areas.
Where tourism is part of the local economy, museums and other visitor
attractions act as magnets for attracting tourist visitors. They will then spend
money within the local area in shops, restaurants, garages, hotels and

markets. (Ambrose & Paine, 1993).

Traditionally, and in the normally accepted sense of the term, a museum

holds the primary tangible evidence of aspects of man and his environment.



In this it differs markedly from the library, with which it is often associated,
because the items housed in museums are mainly unique and constitute the
raw materials of study and research. Museums’ major weapons, besides
history and current popularity, are their long-standing authority as honest,
neutral, and informed experts and the possession of real things presented in
real ways (Falk and Dierking, 2000). Yet today museums vary enormously.
They range in size from great international museums to the smallest
one-room village museum. They vary enormously, too, in their purpose. Some
are intended purely to amuse and entertain holiday-makers; others preserve
the data on which scientific research is based. They vary in their collections:
from insects to historic industrial machinery, from ancient statues to
pathological specimens, from modern paintings to revolutionary flags. They
vary in who runs them. They vary in the public they seek to serve. With
their diverse origins, varying philosophies, and differing roles in society,
museums do not lend themselves to rigid classification. Nevertheless it is
convenient, for a variety of purposes, to group them. Ambrose and Paine

(1993) made an assortment of museums (see Table 4, p. 12)

Museums today are much more accessible: they stand in the open air or are
open to the general public throughout the day (MacCanell, 1976). Millions
upon millions of people visit museums every year in countries throughout the
world, and the number of museums increases day-by-day. Enhanced interest
in the cultures of others has generated a popular demand for cultural tourism
within a highly competitive leisure industry environment. As consumer
resources, contemporary cultural tourism institutions such as the museums
exist to provide an authentic experience, rather than just act as agents of
conservation (Chhabra, 2008). The relationship between museums and tourism
has been the subject of consideration by the museum profession in recent

years. Writing about the museum and the visitor experience over 20 years



Classified by collections:

- general museums - geology museums
- archaeology museums - science museums
- art museums - military museums
- history museums - industrial museums
- ethnography museums - etc.

- natural history museums

Classified by who runs them:

- government museums - army museums
- municipal museums - independent or private museums
- university museums - commercial company museums

Classified by the area they serve:

- national museums - local museums
- regional museums

Classified by the audience they serve:

- educational museums - general public museums

- specialist museums

Classified by the way they exhibit their collections:

- traditional museums - historic house museum
- open-—air museums

Table 4. Museum classifications by different varieties. (Source: Ambrose & Paine, 1993)

ago, Nelson Graburn (1977) also saw the connections between museums and
tourism. Graburn felt that museums were inextricably related to tourism in
many ways. Both are relatively modern phenomena that were once the
exclusive province of the rich and powerful but developed in the modern era
into activities for the ordinary citizen. Both are public in that they are mass
phenomena that take place away from the private home, and both involve the
magic of a trip, an out-of-the-ordinary experience. Graburn believe that
museum-going had become part of the postindustrial reorientation to leisure

and work.

The growing importance of museums as cultural attractions has drawn the
attention of tourism researchers for some time, but most of the work to date
emphasizes demand side issues (Harrison, 1997, Urry, 1990). For much of the
20th century the generally accepted definition of the museum has been an

institution which serves to collect, conserve, research, interpret and exhibit



society’s material culture (Weil, 1990). Museums have traditionally been
spaces where a society can celebrate its past and form a sense of its cultural
identity (Urry, 1996). Over the last decade, however, there has been
increasing attention to a "cultural revival” of heritage experiences as popular
leisure and urban tourism activities (Hewison, 1987). For instance, in an
account of the effort to preserve Canadian Inuit, Graburn (1998) noted that
museums representing the Inuit culture pose a "two-stage general view of
the past, catering both to the White tourist’s expectations and to the
education of local school children”. Politicians and planners have taken the
opportunity to integrate museums into economic development initiatives Iin
both large and small urban centers (Zukin, 1995). In simple terms, the role of
the museum is evolving, with cultural institutions expected to perform a
broader range of economic functions, often as part of complex urban

redevelopment strategies (Urry, 1995).

Museums have been used as the main attractions drawing tourists into the
city (Tufts & Milne, 1999). Museums reflect an essential sense of a particular
time and place unavailable elsewhere, and help to define the overall tourism
product. Their unique architectural styles and permanent exhibits give tourists
"something distinctive to gaze upon” (Urry, 1990:128). Recent research has
demonstrated that they expect "to learn something” when visiting museums
(Jansen—-Verbeke & van Rekom, 1996) and to see an honest representation of
a "good local place” (Harrison, 1997). Regardless of the specific nature of the
"pull factor” attracting visitors, planners have included museums in the overall
promotion of urban destinations, leading researchers to classify these cultural
institutions as primary elements of the tourism product (Jansen-Verbeke,

1986).

These have also been emphasized by the museum profession in recent years



as many museums reach out with increased vigor to draw in the tourists,
with the intention of increasing attendance revenues. Museums have been
gathering information on their visitors since at least the late 20s. Most of
these studies focused on gathering quantitative information (Dixon, Courtney
& Bailey, 1978), although some limited early work strove for a more
qualitative approach to museum visitation (Draper, 1977). In recent years,
there has been a greater concentration on collecting data of a more qualitative
nature. But as yet there is still much work to be done on understanding the
behaviors and nature of the experience for different categories of museum
visitors. Specifically of interest here are details of the nature of tourists’
experiences, what makes a museum an attraction, and what the tourist looks

for when visiting a museum (Harrison, 1997).

Museums are one of a collection of institutions that provide the public with
educational experiences, and they are also part of the collection of institutions
that provide the public with leisure experiences. Today’'s museum-goers share
a perception that learning is a lifelong activity and not vested exclusively in
the schools. The museum-going public’'s idea of entertainment, at least for
that time when they are at the museum, 1S not the same as the
theme—park-going or shopping-mall-going public’s idea of entertainment. The
individuals who chose to go to the museum were seeking a learning-oriented
entertainment experience. The public’s increasing appetite for experience has

propelled them to discover or, in many cases, rediscover the museum (Falk &

Dierking, 2000).

2.2. Motivation

The word motivation comes from the Latin term motivus ("a moving cause”),

itself derived from motus ("moved”). It is recognized that motivation is only



one of many variables which may contribute to explaining tourist behavior.
To expect motivation to account for a large portion of the variance in tourist
behavior is probably asking too much since there may be many other
interrelated influences operating. Nevertheless, motivation is considered a
critical variable because it is the impelling and compelling force behind all
behavior (Crompton, 1979; A&Ed & 134, 2008). The term motivation
popularly refers to the causes of behaviors; i.e., whatever it is within the
individual that incites action. Thus, it is often said that someone is highly
motivated for success and, more specifically, that success serves his motive
for achievement or for power, status, recognition, or some other more specific

motive.

In general, motivation occurs when an individual wants to satisfy a need (&
. 1994). A motive implies action; an individual is moved to do something.
Basic motivation theory describes a dynamic process of internal psychological
factors (needs, wants, and goals) that generate an uncomfortable level of
tension within individuals’ minds and bodies. These inner needs and the
resulting tension lead to actions designed to release tension, which thereby
satisfy the needs (Goossens, 2000; 12, #74, 2006). Heckhausen (1989)
regards motives as latent needs. Terms such as hunger or thirst denote
categories of needs. As mere needs, they are neutral. As motives, however,
these needs indicate a subject who is feeling the need, including a directed
force driving the subject, as well as a specific, or a class of objects towards
which the need is directed. If motives can be qualified within these
parameters, they become motivations. Motivation theories indicate that
individuals constantly strive to achieve a state of stability, a homeostasis.
Their homeostasis is disrupted when they are made aware of a need

deficiency. This awareness creates wants (Goossens, 2000).



Gnoth (1997) argues motivations indicate object-specific preferences. To be
motivated to satisfy a need, an objective must be present. The individuals
must be aware of a product or service and must perceive the purchase of
that product or service as having a positive effect on satisfying that now
conscious need. Then, and only then, will the individual be motivated to
purchase (Mill & Morrison, 1985; A A E] & ¥4 s}, 2006). Many psychologists,
and educators, treat motivation as a vague, everyday term, of which interest
in a component. In other words, someone can have a strong interest in
history and be attracted to history-related museums but not find art or
science interesting and thus avoid those museums. Individuals find activities
enjoyable when they are related to their subject-specific interests. What
determines interest includes a range of variables, some of which are
universal, some of the result of individual experiences, and some the result of
personal history. When people like something, they attribute positive feelings
and values to it; the result is a high probability that they will choose to
follow up on that interest with action. One action that can, and for many
people does, flow from interest is the decision to attend a selected museum
or pay selective attention to specific exhibitions or exhibit elements once
inside a museum. At some level, most frequent museum-goers can be
characterized as having something akin to a flow experience (Falk &

Dierking, 2000).

Some studies have focused on motivations of visitors to museums. According
to Ambrose and Paine (1993), people use museums to meet all kinds of needs
some are straightforward, such as information, somewhere to meet their
friends, somewhere to take visitors or children on holiday; some are more
complex, such as to discover the spirit of place, to find a sense of identity, to
spend time by oneself. Moussouri (1997) concluded that all the reasons given

for wvisiting museums could be placed into one of six general categories.



These categories reflect the functions a museum is perceived to serve in the
social/cultural life of visitors: education, entertainment, social event, life cycle,
place, and practical issues. Education represents a category of reasons related
to the aesthetic, informational, or cultural content of the museum. This was
the most frequently cited motivation for visiting a museum. Most visitors
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-related reasons for visiting a museum. Most visitors mentioned that
they go to museums in their free time to have fun and /or to see new and
interesting things in a relaxing and aesthetically pleasing setting.
Museum-going was also commonly viewed as a social event. Visiting a
museum was widely perceived as a "day out” for the whole family, a special
social experience, a chance for family members or friends to enjoy themselves
separately and together. Distinct from normal social experience, a related but
separate category was what Moussouri called life cycle. Some people seemed
to view museum-going as an important marker event, taking place at certain
phases of one’s life. Moussouri categorized under place the cluster of reasons
given by individuals when they categorized museums as
leisure/cultural/recreational destinations emblematic of a locale or region.
Many people visit museums for this reason, including those in holiday or day
trips or those who have out-of-town guests. Finally, the practical side of a
museum visit also factored into some people’s motivations for visiting.
Practical external factors such as weather, proximity to the museum, time
availability, crowd conditions, and the entrance fee contributed to many

visitors’ decision—-making process.

Falk (2008) observed that although people have diverse reasons for choosing

to visit museums, their reasons appear to cluster around a limited number of



motivations; motivations he believed were strongly related to individual’s
"situated” identities - reasons that motivate an individual to visit this
particular museum, on this particular day. The five distinct categories were:
"Explorers” are curiosity—driven and seek to learn more about whatever they
might encounter at the museum; "Facilitators” are focused on primarily
enabling the experience and learning of others in their accompanying social
group; "Professional/Hobbyists” feel a close tie between the museum content
and their professional or hobbyist passions; "Experience Seekers” primarily
derive satisfaction from the fact of visiting this important site;, and "Spiritual
Pilgrims” are primarily seeking a contemplative and/or restorative experience

(Falk, 2008).

From the museum point of view, the motivation reflects the reasons that
people came to a museum and what they felt they night gain from it.
Motivations might include wusing the venues as a locale for a social
experience with a friend or family member, as a place to use up time, as an
educational requirement at the family level, as a way to get to know a new
place, or simply as a shelter from the rain (Leinhardt & Knutson, 2004). A
1983 article by Marilyn Hood, updated in 1996, lists six criteria used by
adults; being with people, or social interaction, doing something worthwhile
for oneself or others; having the challenge of new experiences, having an
opportunity to learn participating actively; and feeling comfortable and at east
in the surroundings. Research at the Australian Museum, Sydney between
1999 and 2001 (Kelly, 2001) highlighted five main motivations: experiencing
something new; entertainment; learning; the interests of children/family; and
doing something worthwhile in leisure. Museum visitors tend to mention more
than one of these motivations when taking about why they go to museums,

since many are overlapping and interconnected. (Ellenbogen, 2006).



Knowledge about tourist motivation enables tourism marketers to better
satisfy travelers’ needs and provide Dbetter products and services
corresponding to their needs. A traveler's vacation decision is a complex
process involving, among other factors, an individual’s perceptions, past
experience, motivations, information search attitudes and intention.
Understanding tourists’ vacation motives, i.e. why people travel, is an issue
that has been researched extensively. By determining the motivations that
influence people’s travel habits and destination selection would enable one to
predict their future travel patterns, thereby aid in developing more appropriate

marketing strategies to attract them (Kau and Lim, 2005).

2.3 Satisfaction

The application of marketing in heritage, cultural tourism and cultural
services is becoming more and more crucial. An example is the interest
indicated by many cultural organizations, such as museums, exhibitions or art
collections in visitors’ opinions and experience evaluation and perceptions’ link
to satisfaction. Customer experience has become a key concept in artistic and
cultural heritage marketing. On a theoretical level, visitor satisfaction is
widely debated in literature. Satisfaction has been defined repeatedly (Oliver,
1997; Vanhamme, 2000) in forms that diverge significantly from one another
(Szymanski & Henard, 2001). This suggests that the nature of satisfaction is
ambiguous. Traditionally satisfaction was considered to be (i) a cognitive
state, (ii) influenced by previous cognition, and (iii) has relative character (the
result of the comparison between a subjective experience and a previous base
of reference) (Oliver & Desarbo, 1988). Recently, however, there has been an
increasing recognition amongst researchers of satisfaction that a purely
cognitive approach may be inadequate in modeling satisfaction evaluations.

The need to understand satisfaction from a more affective perspective has



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, due to their experiential nature (Wirtz et al., 2000). In most recent
definitions, this dual character of satisfaction has been recognized (i.e. both
cognitive and affective character), as well as its relative nature (the
comparison between a subjective experience and a previous base of
reference). For the purposes of this research we will consider that satisfaction
is reached when wvisitors attain or transcend their relative expectations.
Satisfaction is the sensations or feelings generated both by cognitive and
emotional aspects of the goods and services, as well as an accumulated

evaluation of various components and features.

The relationship between motivation and resultant satisfaction invites
consideration of a number of variables. From a psychosociological perspective,
the concepts of involvement (Dimanche, Havitz & Howard, 1991; Laurent &
Kapferer, 1985), perceived importance of an activity in terms of
self-development, self-enhancement, ego, role fulfillment, and responding to
perceived requirements of significant others, can all be argued to be important
variables determining motivation and derived satisfaction. This in turn implies
that the importance of tourism activities might be evaluated not only by need
but also by expected outcomes. Thus, as noted in the literature relating to
service quality, questions relating to perceptions of both need and outcome

need to be considered (Parasuraman, Berry & Zeithaml, 1994).

The literature relating to recreation sports identifies a further wvariable of
potential importance, which is the skill brought to the recreational activity by
each participant. Skill may be a function of innate ability, experience, and

learning. Utilizing the terminology of Csikszentimihalyi (1975), it can be



argued that the relationship between the challenge posed by external
conditions and the ability to handle them contributes to the "flow”
experienced by the participant, and hence the degree of satisfaction gained (-
A7, 2007). Ryan (1991) argues that the concept of "flow” can also be used
in tourism to explain various behaviors and affective outcomes when a tourist
1s faced with a range of challenges that arise from being in a new place, or
when faced with the unfamiliar. Social psychologists point to the importance
of the presence or absence of significant other individuals or groups, and the

importance attached to their presence or absence by an individual.

Tourism 1s a construct employed to denote significant psychological, social,
and economic differences from other, similar behavior during which people
leave and return to their home. From the holidaymaker’s perspective, tourism
1s a response to felt needs and acquired values within temporal, spatial,
social, and economic parameters. Once needs and/or values have been
activated and applied to a holiday scenario, the generated motivation
constitutes a major parameter in expectation formation. Expectations, in turn,
determine performance perceptions of products and services as well as
perceptions of experiences. Motivation thus impacts on satisfaction formation
(Gnoth, 1997). A theory of tourism motivation helps explain behavior as well

as assist in the satisfaction of its underlying cognitive and emotional motives.

It is well documented that customer characteristics (e.g., gender, age, income)
have an important effect on the level of customer satisfaction. Research on
satisfaction and services suggests that satisfaction is an important antecedent
to the post purchase attitude and the intentions to repeat the purchase, as
well as in many other cases of good intentions for behavior (White & Yu,
2005). In this sense, it has been suggested that tourist satisfaction affects the

intensification of the visit, this being understood as an interest or motivation



on the part of the visitor. That is, customer characteristics explain differences
in the composition of overall satisfaction. More concretely in the context of
cultural tourism, it may be described as the intention to purchase guides,
publications, and souvenirs and presents (Kim & Littrell, 1999). Although a
variable not widely considered in literature, Bigne’ and Andreu (2004)
propose, although do not confirm a direct influence of satisfaction on the
intensification experience, measured as visitor interest in buying different
products and souvenirs related to the location or event. It is expected that
satisfied visitors will, prolong their stay, and take more interest in any of the
collected aspects within the cultural exposition. This is transformed into
acquisition, including specific materials relative to the visit (renting of
audio-guides or commemorative coins), as well as miscellaneous souvenirs

(key chains, pens).

Among the tourism literature, an assessment of tourist satisfaction has been
attempted using various perspectives and theories. Most of the studies
conducted to evaluate consumer satisfaction have utilized models of
expectation/disconfirmation, equity, norm, and perceived overall performance.
According to the expectation-disconfirmation model contributed by Oliver
(1980), consumers develop expectations about a product before purchasing.
Subsequently, they compare actual performance with those expectations. If the
actual performance is better than their expectations, this leads to positive
disconfirmation, which means that the consumer is highly satisfied and will
be more willing to purchase the product again. If the actual performance is
worse than expectations, this leafs to negative disconfirmation, which means
that the consumer is unsatisfied and will likely look for alternative products
for the next purchase. Chon (1989) found that tourist satisfaction is based on
the goodness of fit between his/her expectation about the destination and the

perceived evaluative outcome of the experience at the destination area, which



is simply the result of a comparison between his/her previous images of the
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 be seen as a relationship between the costs of that the
consumer spends and he rewards (benefits) he/she anticipates. Here, price,
benefits, time, and effort are major factors in determining satisfaction
(Heskett, Sasser & Schlesinger, 1997). Thus, it can be said that if tourists
receive benefits or value based on their time, effort, and money for travel, the
destination is worthwhile. Latour and Peat (1979) suggested the norm theory.
Norms serve as reference points for judging the product, and dissatisfaction
comes Into play as a result of disconfirmation relative to these norms.
Several authors replaced 'norm’ with ‘ideal standard’ in the literature (Sirgy,
1984). Francken and van Raajj (1981) hypothesized that leisure satisfaction is
determined by the consumers’ perceived disparity between the preferred and
actual leisure experiences, as well as the perceptions of barriers (both internal
and external) that prevented the consumer from achieving the desired
experience. This theory uses some form of "comparison standard”. Consumers
compare a product they purchased with other products. Tourists can compare
current travel destinations with other alternative destinations or places visited
in the past. The difference between present and past experience can be a
norm used to evaluate tourist satisfaction. Therefore, comparing current travel
destinations with similar places that they may visited can assess the

satisfaction of tourists.
Tse and Wilton (1988) developed a perceived performance model. According
to this model, consumer dissatisfaction is only a function of the actual

performance, regardless of consumers’ expectations. In other words, the actual



performance and initial expectations should be considered independently, rather
than comparing performance with past experiences. Therefore, in this model,
tourists’ evaluation of their satisfaction with travel experiences is considered,
regardless of their expectations. This model is effective when tourists do not
know what they want to enjoy and experience and do not have any
knowledge about their destination -circumstances, and only their actual

experiences are evaluated to asses tourist satisfaction (Yoon & Uysal, 2005).

The application of marketing in heritage, cultural tourism and cultural
services 1S becoming more and more crucial. An example is the interest
indicated by many cultural organizations, such as museums, exhibitions or art
collections in visitors’ opinions and experience evaluation and perceptions’ link
to satisfaction. In fact, customer experience becomes a key concept in artistic
and cultural heritage marketing as tourist satisfaction is often determined by
the global experience obtained. Visitors seek a total experience, including
leisure, culture, education, and social interaction. For this reason,
business—oriented museums and heritage organizations are increasingly
emphasizing the participation of the public in their policies and programs
(Gilmore & Rentschler, 2002), specifically those individuals not usually
attracted to traditional museums. To create positive experiences for visitors,
museums organize an increasing number of large-scale events and provide a
variety of learning experiences. The visiting experience becomes more than
simply an inspection of exhibits, but an opportunity for further elaboration of
visitors’ understanding (Colbert, 2003). In this sense, it is necessary to note
that museums provide more than just exhibition. The museum service, i.e.,
the global product, comprises of the exhibition and the other tangible or
intangible services. These services include the organization of courses and
seminars, bookshops, restaurants and café’s, brochures and other facilities for

better accessibility and interpretation, and even the attitudes and values



transmitted to the visitor.

Travel satisfaction has been playing an important role in planning marketable
tourism products and services. Tourist satisfaction is important to successful
destination marketing because it influence the choice of destination, the
consumption of products and services, and the decision to return. An
understanding of satisfaction must be a basic parameter used to evaluate the
performance of destination products and services. Tourists’ positive
experiences of service, products, and other resources provided by tourism
destination could produce repeat visits as well positive word-of-mouth effects
to potential tourists such as friends and/or relatives. Recommendations by
previous visits can be taken as the most reliable information sources for
potential tourists. Recommendations of other people (word-of-mouth) are one
of the most often sought types of information for people 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).

2.4 Demographic characteristics of Museum Visitors

Goodrich (1980), Woodside and Lysonski (1989) and Um and Crompton (1990)
stated that demographic and trip variables affected perceptions of a
destination image. Um and Crompton (1990) mentioned that people’s
perceptions of a destination may be influenced by internal and external inputs.
Internal inputs refer to travelers’ demographics, values, and motives, whereas
external inputs mean various sources of information, including mass media,

word-of-mouth, and past experience (F 3+ 1994). Regarding demographic



variables, Goodall and Ashworth (1988) suggested that demographic variables
such as age, occupation, and income are important factors influencing the
formation of the tourist images and perceptions of the travel experience.
Woodside and Lysonski (1989) noticed that a destination image is influenced
by destination attributes and travelers’ variables such as age, income, past
experiences, and personal values. Baloglu (1997) examined motives of West
German travelers to the United States in terms of demographic and trip
characteristics. He identified six image factors: adventure, nature and resort;
urban environment; budget and value; history and culture; friendly
environment; and active outdoor sport. These six image factors were found to
vary significantly with travelers’ demographic and trip characteristics. Baloglu
(1997) also suggested that different promotional strategies should be

addressed to different segments of travelers with different vacation motives.

Stern and Krakover (1993) analyzed the influence that the level of education
had on perceived images of a city and found significant differences depending
on the individuals’ level of education. Weaver, McCleary, Lepisto and
Damonte (1994) found that age was a discriminating demographic variable
that influenced choice of destination, while Zimmer, Brayley and Searle (1995)
identified that income and education influenced travelers when choosing
nearby and farther-away destinations. For example, Weaver et al. (1994)
reported that travelers under 45 years old tend to opt for novelty seeking and
Zimmer et al. (1995) said that travelers who are better educated and have
more disposable income tend to travel farther from home. In a later work,
Baloglu and McCleary (1999) found that an individual’s age and level of

education influenced the perceived image of various tourist destinations.

Besides, demographic variables have been widely used to predict the level of

travel or recreation expenditure. Dardis, Derrick, Lehfeld, and Wolfe (1981)



utilized the 1972-73 Consumer Expenditure Survey conducted by the US
Bureau of Labor Statistics to investigate the impact of various demographic
characteristics on recreation expenditures. They found that income plays a
major role in determining recreation expenditure. The age of household head,
education, and occupation are also important in explaining the expenditure
behaviors of US households. In the more recent study by Dardis,
Soberon-Ferrer, and Patro (1994), income was again found to be an
influencing factor in explaining variations of household expenditures on three
categories of recreation items including visiting museums, attending sports
events, and other recreation and entertainment. In addition, the study indicated
that the number of adults, education, and racial background of household head
have a significant impact on recreation expenditures, concluding that age has
negative effects on the expenditures. Similarly, Cai, Hong, and Morrison
(1995) used demographic and cultural variables to identify the factors
affecting US consumers’ expenditure patterns for tourism products and
services: food, lodging, transportation, and sightseeing and entertainment.
They found a significant and positive relationship between disposable income
and each of the four expenditure categories examined in their study. The
demand for these tourism products was found to be income inelastic. They
also reported that marital status, number of children, and education level of
the household head significantly contributes to explaining the household’s

tourism expenditure behavior.

Past studies implied that the demographic background of customers and their
preferences in destination choice are closely related. The more educated the
tourist, the more information sources he or she will use. This showed that
different education levels of tourists use different information and may have
different preferences in selecting travel destinations. According to the study of

Mok and Armstrong (1995), they found that the relationship between Hong



Kong residents’ perceived importance of destination attributes and their
demographic characteristics was closely related to a certain extent. Their
study found that male respondents perceived entertainment and climate as
more 1mportant than females and the elder tourists rated cultural interests
and scenic beauty as more important, etc. This indicated that consumer
preferences in destination choice, to some extent, are affected by their

demographic background.

As to cultural tourism, the demographic profile is believed very useful and
important because of the special characteristics of cultural tourists (Kelly,
2001). According to Richards (1996), those classifying themselves as cultural
tourists were significantly more likely to be older. better educated. in a
professional occupation, to have a high income and an occupation related to
culture. patterns across demographic studies have quite consisently shown
who visits museums. Key factors seem to be age, education, income (Lord &
Lord, 2001). Visitors tend to be well educated, adults, at a higher than
average socio—economic level, 30-55 years old, who wvisit in an adult group
with friends and/or relatives. According to the U.S. Bureau of the Census,
most people who visit museums go in a family group, with parents between
the ages of 30 and 50 and children between the ages of 8 and 12. Most

museum visitors are middle-class, well educated and reasonably affluent.



CHAPTER 3
METHODOLOGY

3.1 Research Method

The study attempts to explore the relationship between tourists’ demographic
characters, motivation and satisfaction toward a cultural museum. A
self-administered questionnaire was designed in order to examine the study
objectives. Before survey, a pilot study was carried out to ensure that all the
questions were fitting and proper and the respondents were able to
understand the content of the questionnaire and willing to provide the
information requested. 30 questionnaires were distributed to the museum
visitors and it took them 5 minutes on average to finish the questionnaire. By
drawing on the opinions of museum visitors who participated in the pilot
study, some corrections, such as vocabulary and expression, were done. The

pilot study was useful when developing the final draft of the questionnaire.

In order to measure tourist motivation, the study employs pull and push
motivation variables. The push motivation construct that is related to internal
motivations consists of 15 items, while the pull motivation construct that is
associated with external forces includes 9 items. Both of the motivation
variables were developed on the basis of Fodness’'s (1994) scales for
measuring his five functions and were modified to apply to the research site
and target population. Fodness has established both the reliability and the
validity of his measures of the five functions. A nine point Likert-type scale
was used as the response format for the motivation variables, with assigned

values ranging from 1 being "Not agree at all,” to 9 being "Totally agree.”



Also, 24 different questions were developed to apply consumer satisfaction
theories (Falk & Dierking, 2000) into actual satisfaction with travel
experiences in Jeju National Museum. All of the questions were concerned
with the specific reasons for the visit and the overall motivation and
satisfaction for the wvisit. An accompanying questionnaire asked for basic
socio—demographic information about the visitor, including gender, age,
educational background, nationality, place of residency, people in households,
personal yearly income, employment status and field of industry. These
questions help to understand the segmentation of the market. Tourists were
also asked how many times they had visited Jeju and the museum before. To
avold any familiarity with the words "motivation” and "satisfaction”, the
research used the phrases "Why did you come to Jeju National Museum
today”and "How do you feel about your museum experience” to 1mply

"motivation” and "satisfaction.” (see Table 5, page 34.)

3.2 Hypotheses

The study is to better understand the relationship among gender, motivation

and satisfaction of museum visitors. Three hypotheses below are based on

the previous theories (Falk, 2008; Ambrose & Paine, 1993) and describe the

relationships that were empirically investigated. Visitors of different genders

were hypothesized to have different motivation and satisfaction toward their

museum experience. Here three hypotheses were tested:

H1. There are significantly different motivations and satisfactions for museum
visitors.

H2. There are significantly differences in motivations and satisfactions of
museum visitors according to different demographic characters.

H2-1. There are significantly different motivations and satisfactions



among visitors according to different genders.

H2-2. There are significantly different motivations and satisfactions
among visitors according to different levels of education
background.

H2-3. There are significantly different motivations and satisfactions
among visitors according to different ages.

H3. There are significantly different motivations and satisfactions among

local and non-local visitors.

3.3 Sampling

One of the key requirements of the study’'s location was that it should be a
cultural museum in order to meet the research objective. A cultural museum
in this study is defined as one that focuses on collective history, past, and
inheritance (Chhabra, 2008). The research setting is the Jeju National
Museum located in Jeju City, Jeju Island. Jeju National Museum with large
scale is the only national cultural museum in Jeju. Jeju presents a unique
case study as it represents an individual part of South Korea, which has its
own very special culture and lifestyle. The choice of a single center for the
collection of data was an attempt to place the research in a similar context
for all wvisitors, so that any possible influence of contextual factors on
variables studied could be avoid. In addition, from May 2008, Jeju National
Museum i1s free to all visitors. The free museum offers the potential of a
research facility for the study, a facility that can be used repeatedly on a
regular basis. A purposive sample (Poria, Reichel & Biran, 2006) of museum
visitors above the age of 19 was selected. This is an age when cognitive

abilities are considered stable and suitable for completion of questionnaires.



3.4 Data Collection

A questionnaire was developed to test the aforementioned hypotheses. Data
were collected for a period of 3 weeks, from November 3 to November 19
2008, during the opening hours of the museum. Questionnaires were
distributed to a sample group after they visit the indoor exhibition of Jeju
National Museum. Once a visitor was selected, the author verbally explained
the purpose of the study to him/her and encouraged his/her participation in
the study. The questionnaire was offered to 286 visitors and 274 usable
survey questionnaires were obtained, corresponding to a response rate of
95.8%. However, during the collection of questionnaires, there Wwere no
Japanese or English visitors who visited the museum individually, therefore

the samples only consisted of Korean and Chinese visitors.

3.5 Analysis

Descriptive statistics including frequencies, as well as confirmatory factor
analysis and independent sample t-test analyses among visitors of different
demographic groups were employed for this study. Since we were concerned
about potential interaction effects among several variables, an analysis of
variance (ANOVA) method was used to analyze the data. Each of the
research questions in this study explored the possibilities of the existence of
relationships between motivation and satisfaction among demographic groups

of museum visitors.

In this research, all factors with eigenvalues greater than 1 were retained,

because they were considered significant; all factors with less than 1 were

discarded. In addition, all items with a factor loading above 0.4 were included,



whereas all items 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 reliability coefficient (Cronbach’s alpha) was computed for each
factor to estimate the reliability of each scale. All factors with a reliability

coefficient above 0.6 were considered to be acceptable in this study.



Factor Dimension Item Number in Questionnaire Referring Thesis
1.07 To learn new knowledge.
Knowledge |17 3 ience diff 1 d
Seeking . o experience different cultures and ways.
1.02 To see works of art.
Punishment %%2 %o get'awiy from work and the daily routine.
Minimization |- 7 To avoid the crowds.
1.22 To rest and relax
Pleasure 1.09 To have fun and be entertained.
Seekin 1.05 To do things that I haven't done before.
Push g 1.14 To do something exciting.
Motivation . 1.20 To do something with my friends/family.
Social . : . .
Prestige 1.23 To haye a good time w1‘gh my friends/family.
1.04 To bring my friends/family closer together Fodness (1994),
1.01 To enjoy leisure activity which meet my leisure )
expectations. Harrison (1997),
Self—est 1.06 To share vacation experience to my friends/family when
SR I get back. Chhabra (2008),
1.10 Because it is important to visit historical and cultural
places at a destination
Museum 1.24 To better understand Jeju heritage.
Contents/Exhi|1.13 To see authentic Jeju artifacts and relics.
bitions 1.18 To see how Jeju people live and their way of life
Facilities/Serv|1.11 The entrance fee is free.
Pull ices for 1.03 To buy something unique in the souvenir shop.
Motivation Visitors 1.21 To enjoy the professional interpretation service.
1.15 Because Jeju National Museum is a tourist attraction.
Museum 1.16 Because I heard something good about the museum.
Image 1.08 Because Jeju National Museum is better than other
museums in Jeju.
2.07 1 have learned something new after visiting Jeju National
Knowledge Museum.
Seeking 2.19 I have experienced different cultures and ways.
2.02 T have enjoyed nice works of art in the museum.
2.12 Museum experience helped me get away from work and
Punishment the daily routine.
Minimization [2.17 The museum provides a calm atmosphere.
2.22 1 had a nice rest and feel relaxed now.
Satisfacion 2.09 I had fun and was entertained.
$ Pleasure [2.05 I have done something in the museum which I haven't
regarding .
Seeking done before.
Push : o
Motivati 2.14 T have done something exciting.
otivation i 3 . -
2.20 1 have done something good with my friends/family.
Social 2.23 1 have a good time with my friends/family. Falk & Dierking
Prestige |2.04 Museum experience has brought my friends/family closer| (1992, 2000),
together.
2.01 My museum experience met my leisure expectations. Gnoth (1997),
2.06 T am happy to share my museum experience with
Self—esteem someone I know when I get back. Yoon & Uysal
2.10 Jeju National Museum has so many historical and (2005)
cultural exhibits to see.
2.24 The museum has helped me understand how Jeju
Museum people lived in the past.
Contents/ [2.13 I enjoy the authentic Jeju artifacts and relics.
Exhibitions [2.18 The presentation techniques bring to life how Jeju
L. . people lived in the past.
Satisfaction - -
L e .11 T am happy with the free entrance policy.
regarding Facilities/ . . : .
. .03 The souvenirs sold in the souvenir shop are unique.
Pull Services . . -
L . .21 The interpretation service helps me understand the
Motivation | for Visitors o
exhibition better.
2.15 The museum is a real tourist attraction.
Museum [2.16 1 will recommend the museum to someone I know as a
Image place to visit.
2.08 The museum is as good as I expected.
Demographic| Personal . . Kelly, (2001),
Profile | Information |SieStionnaire Part 3 & Part 4 Richards (1996)

Table 5. Questionnaire design based on previous studies



CHAPTER 4
RESULTS

4.1. Visitor demographic characteristics

Table 6 shows breakdowns of demographic categories. The final sample consisted
predominantly of Jeju local visitors and visitors from mainland Korea,
predominantly middle aged but with a spread of other age groups, although
visitors under 19 were not interviewed. As it shows, 68% of the sample were
between 31 and 50. There were almost as many females (47%) as males (53%),
approximately 74% of the respondents were married, predominantly family groups
with dependent children. 31% of people did not want to give any information
about their personal yearly income. With regard to education, approximately 73%
had a bachelor's degree or above. This might imply that cultural museums

specially attract tourists with higher educational background.

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 i 5 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

Table 6. Demographic profile of the respondents (N=274)



Table 7 and Table 8 below show the comparative results of motivations and

satisfactions among different demographic groups.

Motivation Gender Education Place of Residence Age

Bachelor or

Knowledge Seeking  Male Female | High School Local Non-local | 19-30 31-50 Over 50

above

Not Very Important 0% 0% 12% 0% 0% 0% 0% 0% 0%
Important 40% 56% 55% 44% 1% 25% 50% 54% 13%
Very Important 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
PL{H%ShAmer?t Male Female | High School Bac}%elor Local Non-local | 19-30 31-50 Over 50
Minimization oreabove

Not Very Important  50% 22% 60% 31% 14% 50% 50% 31% 50%
Important 40% 45% 40% 44% 43% 50% 25% 46% 50%
Very Important 10% 33% 0% 25% 43% 0% 25% 23% 0%
Rating 4.23 5.74 3.44 5.23 6.29 3.75 5.00 §.23 3.00
Pleasure Seeking Male Female | High School ga(;}%eolgz Local Non-local | 19-30 31-50 Over 50
Not Very Important  40% 11% 33% 25% 4% 50% 24% 23% 46%
Important 40% 78% 62% 56% 67% 38% 73% 54% 50%
Very Important 20% 11% 5% 19% 29% 12% 3% 23% 4%
Rating 4.97 5.41 522 517 6.29 4.50 4.58 551 417
Social Prestige Male Female | High School ga%}%?)lgg Local  Non-local | 19-30 31-50 Over 50
Not Very Important  10% 11% 37% 626 14% 0% 23% 8% 19%
Important 50% 45% 62% 44% 47% 50% 50% 38% 60%
Very Important 40% 44% 1% 50% 39% 50% 21% 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 | High School Era‘;}éilgz Local  Non-local | 19-30 31-50 Over 50
Not Very Important  10% 0% 0% 6% 2% 13% 6% 2% 50%
Important 60% 67% 66% 63% 67% 50% 69% 67% 25%
Very Important 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 | High School (]ia%}éilgg Local Non-local | 19-30 31-50 Over 50
Not Very Important 0% 0% 0% 0% 0% 0% 0% 0% 0%
Important 20% 56% 38% 37% 43% 13% 74% 31% 13%
Very Important 80% 44% 62% 63% 57% 87% 26% 69% 87%
Rating .78 6.89 8.00 7.21 6.90 8.00 6.75 7.44 7.83
Facilities/Services Male Female | High School ga%}%(igz Local Non-local | 19-30 31-50 Over 50
Not Very Important  40% 33% 38% 37% 14% 5% 5% 46% 54%
Important 60% 67% 58% 63% 86% 25% 89% 52% 46%
Very Important 0% 0% 4% 0% 0% 0% 6% 2% 0%
Rating 4.20 4.30 4.44 3.84 4.9 2.83 5.75 4.03 2.67
Museum Image Male Female | High School ga%}%eolgg Local Non-local | 19-30 31-50 Over 50
Not Very Important  40% 33% 7% 18% 0% 38% 3% 15% 52%
Important 60% 67% 89% 69% 1% 62% 91% 69% 46%
Very Important 0% 0% 4% 13% 29% 0% 6% 16% 2%
Rating 4.20 4.30 5.00 4.76 6.14 3.83 5.33 5.15 3.5

Table 7. Comparison of motivations by demographic characteristics



Satisfaction Gender Education Place of Residence Age
Knowledge Seeking Male Female| High School PAHeIOT 0Tl oeql  Non-local | 19-30  31-50 Over 50
Not Very Satisfied 11% 4% 12% 7% 10% 11% 4% 11% 2%
Satisfied 53%  54% 58% 60% | 50% 45% 200 45%  69%
Very Satisfied 36%  42% 30% 3% | 40% 44% 6% A44%  29%
Rating 643 667 578 6.60 6.10 6.33 775 623 6.17
iﬁi‘li‘sﬁgn Male Female| High School DAMeIOT | 1 oeal Non-local | 19-30 31-50 Over 50
Not Very Satisfied 10%  18% 21% 5% 49 5% 2 7% 10%
Satisfied 4% 37% 63% 2% | 52% 58% 379%  43%  50%
Very Satisfied 43%  45% 16% 330 | w% 37% 61%  50%  40%
Rating 697 682 6.11 7.09 6.95 6.71 717 692 6.17
Pleasure Secking ~ Male Female| High School BAHeIOT | 1 ool Non-local | 19430 31-50 Over 50
Not Very Satisfied 40%  11% 33% Bo% | 2% 39 5% 5%  30%
Satisfied 40%  78% 629% 569% | 45% 91% 69%  89%  67%
Very Satisfied 20%  11% 5% 19% | 33% 6% 16% 6% 3%
Rating 503 589 456 594 571 5.33 517« 569 433
Social Prestige Male Female| High School DAHelOr | 1 oeal Non-local | 19-30 3150 Over 50
Not Very Satisfied 10%  11% 16% 6% 2% 5% 3% 8% 4%
Satisfied 40%  45% 629% 8% | 671% 31% 5%  60%  53%
Very Safisfied 500  44% 9229% 46% | 31% 64% /% 32%  43%
Rating 703 715 6.78 7.09 6.52 7.46 733 692 767
Self-esteem Male Female| High School DAl | 1 oca - Non-local | 19-30 31-50 Over 50
Not Very Satisfied 10% 3% 21% 6% 10% 23% 6%  16%  25%
Satisfied 0%  64% 60% 63% | 50% 54% 9%  53%  61%
Very Satisfied 20%  33% 19% 31% | 40% 939 5% 31%  14%
Réting 593 637 478 6.27 591 592 700 605 500
Museum Contents ~ Male Female| High School = BACReION iy ocq1  Non-local | 19-30 31-50 Over 50
Not Very Satisfied 5% 3% 2% 4% 129 6% 16%  15%  25%
Satisfied 0%  44% 38% 37%; | 55% 44% 9%  56%  56%
Very Satisfied 75%  53% 60% 50% | 33% 50% 3% 29%  19%
Rating 733 707 756 7.09 6.86 7.42 691 664 467
Facilities/Services ~ Male Female| High School BAPeIOr 1 o001 Non-local | 19-30 31-50 Over 50
Not Very Satisfied 40%  33% 28% 19% | 1% 229 4% 2%  35%
Satisfied 60%  67% 68% 4% | 1% 45% 54%  59%  55%
Very Satisfied 0% 0% 4% 7% 1% 3396 0%  19%  10%
Rating 560 570 567 579 5.62 563 575 577 467
Museum Tmage Male Female| High School DAMeIOT | 1 oeal Non-local | 19-30 31-50 Over 50
Not Very Satisfied 15%  11% 7% 0% | 1% 11% 10%  15%  20%
Satisfied 60%  57% 80% 69% | 43%  54% B%  54%  65%
Very Satisfied 20B%  32% 13% N% | 4%  35% 65%  31%  15%
Rating 630 670 6.33 6.48 6.86 5.96 741 723 667
Table 8. Comparison of satisfactions by demographic characteristics



4.2. Reliability and Validity

4.2.1. Confirmatory factor analysis

For the purpose of verifying the reliability and construct validity of the scale,
confirmatory factor analysis was employed for parameter estimation (Joreskog
& Sorbom, 1993). Table 9 below shows the result of factor analysis of push
motivations. Thus a five-factor measurement scale of the museum visitors'
motivations was established. The five dimensions were knowledge seeking,
self-esteem, social prestige, reward maximization and punishment

minimization.

Completely Indicator

standardized Egror

reliability variance

Factor Cronbach’s

Push motivations factors and items :
loading alpha value

loadings

Knowledge Seeking 0.919 0.86
To learn new knowledge .869 0.74 0.55 0.45
To experience different cultures and ways .864 0.76 0.58 0.42
To see works of art 867 0.84 0.71 0.29
Self-esteem 0.929 0.61
To enjoy leisure activity which meet my

leisure expectations 182 0.52 0.55 0.45
To share vacation experience to my

friends/family when I get back 611 0.58 0.67 0.66
Because it is important to visit historical

and cultural places at a destination 7140 0.58 0.72 0.18
Social Prestige 0.877 0.82
To do something with my friends/family 691 0.56 0.86 0.14
To have a good time with my

friends/family 835 0.69 0.48 0.33
To bring my friends/family closer

together 797 0.82 0.67 0.28
Pleasure Seeking 0.920 0.84
To have fun and be entertained 807 0.66 0.80 0.20
To do things that I haven’t done before 7194 0.51 0.76 0.79
To do something exciting 743 0.69 0.48 0.56
Punishment Minimization 0.830 0.46
To get away from work and the daily

routine 483 0.75 0.84 0.34
To avoid the crowds 454 0.66 0.76 0.79
To rest and relax 688 0.66 0.44 0.56

Table 9. Factor analysis - push motivations



Again, every single factor of pull motivations was submitted to a
confirmatory factor analysis. All factor loadings were found to be significant
at the 0.01 level and all individual item reliabilities were above the required
value of 04 (Bagozzi & Baumgartner, 1994). According to the
recommendations of Bagozzi and Yi (1988) and Bagozzi and Baumgartner
(1994), an average variance extracted of at least 0.5 and a composite
reliability of at least 0.7 is desirable, and those requirements were met. The
detailed items are shown in Table 10 below. A three-factor measurement
scale of the museum visitors’ motivations was established. The three
dimensions were museum contents/exhibitions, facilities/services for visitors
and museum image. As to the reliability of these three factors, the high alpha
values ranging from 0.87 to 0.90 indicated good internal consistency among

the items within each dimension.

Completely Indicator

Satisfaction (toward the museum) Factor Cronbach'’s standardized Error
factors and items loading alpha value . . reliability variance
Museum Contents/Exhibitions 0.892 0.88
To better understand Jeju heritage .893 0.63 0.39 0.61
To see authentic Jeju artifacts and relics 636 0.53 0.29 0.71
To \;:; glgvlsgfejeju people live and their 929 0.62 0.38 0.62
Museum Image 0.865 0.71
Because Jeju National Museum is a

tourist attraction A7 0.59 0.35 0.65
Beiﬁlelsren ElSZS?Tid something good about 756 075 056 0.44
Because Jeju National Museum is better

than other museums in Jeju 891 0.37 0.13 0.87
Facilities/Services for Visitors 0.900 0.82
Because the entrance fee is free 688 0.49 0.24 0.76
TOSESS something unique in the souvenir 717 0.44 0.60 0.40
To enjoy the professional interpretation 636 053 0.29 071

service

Table 10. Factor analysis - pull motivations

The section below examines visitor satisfaction in an effort to determine

what, if any, relationship exists between the motivation and behavior patterns



described above and the quality of the museum experiences as assessed by
visitors. Table 11 below shows the result of confirmatory factor analysis of
Jeju National Museum visitors’ satisfactions regarding pull motivations. All
factor loadings were found to be significant at the 0.01 level and all

individual item reliabilities were above the required value of 0.4.

Completely Indicator

Satisfaction (regarding push motivations) Factor Cronbach’s Error

factors and items loading alpha value St?gs;fgied reliability variance
Self-esteem 0.802 0.74
My museum experience met my leisure

expectations 901 0.76 0.58 0.42
I am happy to share my museum

experience with someone I know 807 0.77 0.60 0.40

when I get back
Jeju National Museum has so many

historical and cultural exhibits to see 750 0.77 0.59 0.41
Pleasure Seeking 0.767 0.83
I have fun and was entertained .800 0.80 0.63 0.37
I have done something in the museum

which I haven’t done before 192 0.76 0.58 0.42
I have done something exciting 775 0.64 0.41 0.59
Social Prestige 0.713 0.79
I have done something good with my

friends/family 827 0.86 0.74 0.26
I have a good time with my

fraendb/Farnily 637 0.75 0.56 0.44
Museum experiences has brought my

friends/family closer together 127 0.81 0.65 0.35
Knowledge Seeking 0.790 0.71
I have learned something new after 792 0.84 0.70 0.30

visiting Jeju National Museum i : : :
I have experienced different cultures and 200 0.92 0.85 015

ways s ¥ : :
I have enjoyed nice works of art in the

museum 530 0.85 0.73 0.27
Punishment Minimization 0.743 0.52
Museum experience helped me get away

from work and the daily routine 030 0.65 0.42 0.58
The museum provides a calm atmosphere 452 0.65 0.42 0.58
I had a nice rest and feel relaxed now 637 0.55 0.30 0.70

Table 11. Factor analysis - satisfaction regarding push motivations

Table 12 below shows the results of the factor analysis with (1) the factor

names, (2) the retained items, (3) the factor loadings, (4) the cronbach’s



alpha value, (5) completely standardized loadings, (6)indicator reliability and

(7) error variance. The three factors reflecting the satisfaction of museum

attractiveness were museum image (F1), museum contents/exhibitions (F2)

and facilities/services for visitors (F3). The analysis identified seven factors

containing two or more attributes. As to the reliability of these five factors,

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

consistency among the items within each dimension.

Satisfaction (toward the museum)

Factor Cronbach’s

Corglfitiely Indicator

Error

factors and items loading alpha value st?gs;r;l;ed reliability variance
Museum Image 0.857 0.79
The museum is a real tourist attraction 871 0.59 0.33 0.67
I will recommend the museum to 5 710 0.66 050 050
someone I know as a place to visit
The museum is as good as I expected 706 0.67 0.40 0.60
Museum Contents/Exhibitions 0.793 0.76
The muse.um has hglped Vme understand 654 071 035 065
how Jeju people lived in the past
I reerijizz the authentic Jeju artifacts and 646 0.96 058 0.42
The presentation techniques bring to
life how Jeju people lived in the past a3 & 0.37 Lo
Facilities/Services for Visitors 0.821 0.61
I S(r)lliick;appy with the free entrance 555 0.74 055 045
The souven1r§ sold in the souvenir 464 058 0.34 0.66
shop are unique
The interpretation service helps me 409 0.42 056 0.44

understand the exhibition

Table 12. Factor analysis - satisfaction toward museum

The factor structure is closely similar to that found by Fodness (1994). The

results also indicate that there are significantly different motivations and

satisfactions for museum visitors thus failing to reject Hypothesis 1.




4.3. Test of Hypotheses: Demographic Differences

4.3.1. Gender

The differences among male visitors and female visitors are interesting to
explore. Uses of gender to define and generalize about people are an instance
of social category thinking. The rationale is that the available social
categories, such as age, gender, ethnicity, and educational level, are associated
with typical structures of opportunity and experience that in turn produce
typical patterns of disposition, attitudes, interests, behaviors, and so on

(Rothenbuhler, 2008).

First, an independent sample t-test was run to determine if there was a
significant difference of push motivation between the male and female
visitors, and the results are shown in Table 13. The result indicated
significant differences except self-esteem function. The male group was
motivated by knowledge function and the female group was more highly

motivated by punishment minimization, pleasure seeking and social prestige

function.

Push Motivation Variables Gender N Mean | Std. Deviation t Sig.
Knowledge Seeking g/l;ljeale }38 ggggg léggig 16.878 | .000%
Punishment Minimization g/illfale }32 g?ig? 123(3; 3.631 | .058xx
Pleasure Seeking g/[:rl]lqeale }38 ;1?1(6)331 }?gégg 56.221 | .000%*
e, |

*P<0.01 *xP<0.1

Table 13. Comparison of push motivations between male and female visitors



Again, an independent sample t-test was run to determine if there was a
significant difference of pull motivation between the male and female visitors.
The results are shown in Table 14. The result indicates that the female
visitors were more easily motivated by museum image than male visitors. It
coincided with what Meyers-Levy (1988) argued that males relied more on
their own opinions while females relied on multiple sources of information

before making a decision.

Pull Motivation Variables Gender N Mean |Std. Deviation t Sig.
Museum Contents/Exhibitions Ili/lealiqeale 1;2 (7357522:; 13;235 0.010 | .920
Facilities/Services for Visitors II\T/Ieeﬁleale igg igggg }2%2; 0.037 | .848
MBI

*P<0.01. All other t-tests not significant

Table 14. Comparison of pull motivation between male and female visitors

An independent sample t-test was run to determine if there was a significant
difference of satisfaction regarding push motivation between male and female
visitors, and the results are shown in Table 15. The result shows the female
visitors were more satisfied with their museum experience than male visitors

except for the factor of punishment minimization.

Satisfaction Variables Gender N Mean |Std. Deviation t Sig.
Knowledge Seeking g/[eilneale 1;2 ggg? 1212;2 14.687 | .000%
Punishment Minimization g/iarfale igg gg?g 128;;3 14.927 | .000%
Pleasure Seeking g/learfale 11213 ggzg 1;;3?3 37.470 | .000*
Social Prestige lllﬂearfale 1;3 ;(l)iz 1;2%1 11.783 | .001=
e e T e e
*P<0.01

Table 15. Comparison of satisfaction regarding push motivations between male and female visitors



An independent sample t-test was run again to determine if there was a
significant difference of satisfaction toward Jeju National Museum between
visitors of different genders, and the results are shown in Table 16. The
result indicated that there was significant difference among most of the
factors except museum image. The male visitors were more satisfied with
museum exhibitions while the female group was more satisfied with the
facilities and services provided by the museum. However, there’s no

significant difference of the two groups’ satisfaction toward museum image.

Satisfaction Variables Gender N Mean |Std. Deviation t Sig.
Museum Contents/Exhibitions Ili/lealiqeale gg ;(S):;i ggz;g 22.589 | .000%
Facilities/Services for Visitors II\?/iileale igg 2582 }ggéé; 13.540 | .000=
Museun Tinase Fomaie | 120 | 604 | oesiy 2062 | 492
*P<0.01

Table 16. Comparison of satisfaction toward museum between male and female visitors

According to the research results above, there are significantly different

motivations and satisfactions among visitors according to different genders

thus failing to reject Hypothesis 2-1.

4.3.2. Education background

Researching the level of education of the museum visitors helps well
determine the approach the museum takes to exhibitions and displays
(Ambrose & Paine, 1993). An independent sample t-test was run to determine
if there was a significant difference of pull motivation between visitors of
different education background. The two groups of visitors showed significant
difference of all the pull motivations. Table 17 shows visitors of higher
education background were motivated highly by knowledge function and

social adjustive function.



Push Motivation Variables Eggﬁg?ooélnd N Mean | Std. Deviation t Sig.
Knowledge Seeking geilgcie?grh(;(;l above 27031 gggg 141%2:; 24.6 | .000%
Punistment Miimization |y (8N e | 201 sass | 2acszs 02 | O
Pleasure Secking I];I;i}flleifrh%orl above 27031 gfi(z) 1;7183? 0.8 ST
Social Prestige geilgc}}llei;:rh?)orl above 27031 ézgg 232232 191.0 ) .000+
Self—esteem gﬂl]e?grh%(;l above 27031 22?2 1%223 43 1039

*P<0.01 *+xP<0.05

Table 17. Comparison of push motivations between groups of different education background

Again, an independent sample t-test was run to determine if there was a
significant difference of pull motivation between visitors of different education
background. The result shown in Table 18 indicated that visitors of lower
education  background were more easily motivated by  museum

facilities/services and museum image than visitors of higher education

background.
k. . Education Std. ]
Pull Motivation Variables Backaseliee N | Mean Deviation t Sig.
= High School 73 | 8.000 1.19975
Museum Contents/Exhibitions Bachelor of above || 201 | 7.210 1.34840 0.140 | .708
- . .. High School 73 | 4.444 2.46695 .
Facilities/Services for Visitors Bhelielor of Pold 201 | 3.849 163401 39.978|.000+
High School 73 | 5.000 .95346
Museum Image Bachelor of above 201 | 4.758 2.01665 18.400/.000«

*P<0.01.

Table 18. Comparison of pull motivation between groups of different education background

A comparison was made to find out if there’s any significant difference of
satisfaction regarding push motivation between groups of different education
backgrounds. Table 19 indicated visitors of higher education background were
more satisfied with all the factors than visitors of lower education

background.



Satisfaction Variables Eggﬁgtriggn d N Mean | Std. Deviation t Sig.
Knowledge Seedng |00 0 e | 201 | 6606 s 12504 | 000
Punishment Minimization I];I;gc};ei)ihzgl above 27(;31 g(l)é} lééggg 1805 | .623
Pleasure Seking |0 " e | 201 | 500 Lotesr| 89 | 37
Social Prestge Bachelo or sbove | 201 | 7091 i 12812 | 000
Self-estcem Bachelo o above | 201 | 6273 e

*P<0.01

Table 19. Comparison of satisfaction regarding push motivations between groups of different education

Regarding satisfaction toward the museum, according to the results shown in
Table 20, the visitors of high education background were more satisfied with
the facilities and services museum provided but less satisfied with the

museum exhibits.

Satisfaction Variables Bgcchﬁgggg 5 N | Mean |Std. Deviation t Sig.
Museum Contents/Exhibitions g;%ﬁlcicz(f)oibove 27(;31 ;gggg léiigg 8.030 | .005*
Facilities/Services for Visitors g;%ﬁlicz?oibwe 27031 g:gg% Hzggg 3.161 | 077x
s DI G 12 o o

*P<0.01 *xP<0.1

Table 20. Comparison of satisfaction toward museum between groups of different education background

According to the research results above, there are significantly different
motivations and satisfactions among visitors according to different levels of

education background, then we fail to reject the Hypothesis 2-2 and conclude

that Hypothesis 2-2 is plausible.




4.3.3. Age

To understand the differences among visitors of different age group is
important because age is a crucial part of the definition of markets and is
particularly important for developing linkages with media usage in order to
promote the tourist destination (Moutinho, 2000). In this part, since we were
concerned about potential interaction effects between the three classification
variables, an analysis of variance (ANOVA) method was used to analyze the
data. The results of an ANOVA showed that all of the interaction effects
among visitors of different age groups were significant. The scale means and
F values are summarized in Table 21. Visitors of age 19-30 in this sample
gave lower importance ratings for social prestige function (M =5.33) than
visitors of age 31-50 (M = 6.49). Although visitors who are over 50 had the
lowest ratings for the pleasure seeking function (M=3.00), punishment
minimization factor (M=3.33), and self-esteem function (M=5.33), they gave
higher importance ratings for the knowledge seeking factor than any other

two groups.

Push Motivation Variables Age N Mean Std. Deviation F Sig.
Age 19—-30 43 7.1667 .69298

Knowledge Seeking Age 31-50 188 6.7436 (a) .99960(| 27.596 | .000%*
Age over 50| 43 8.0000 (b) .33903
Age 19-30 43 5.0000 1.42615

Punishment Minimization |Age 31—50 188 5.2308 (a) 2.07416| 17.605| .000=
Age over 50| 43 3.0000 (b) 1.69516
Age 19—30 43 4.5833 55106

Pleasure Seeking Age 31-50 188 5.5128 (a) 1.67668| 17.215| .000=
Age over 50| 43 4.1667 (b) 1.18661
Age 19—-30 43 5.3333 (b) 1.32341

Social Prestige Age 31-50 188 6.4872 (a) 1.88872| 11.512| .000*
Age over 50| 43 5.8333 .16952
Age 19-30 43 6.3333 62887

Self—esteem Age 31-50 | 188 6.5897 (a) .93751| 21.069| .000*
Age over 50| 43 5.3333 (b) 1.69516

*P<0.01 Post-hoc analyses were performed using Duncan test. (a) and (b) indicate the
source of significant difference (a>b)
Table 21. One-way ANOVA test on push motivations by visitors’ age



As to pull motivation regarding the attractiveness of Jeju National Museum,
comparing to visitors of age 19-30 (M=6.75), Table 22 shows visitors who
are over 50 cared more about the museum contents and exhibitions (M=7.83).
This coincides with the analytic results of push motivation which shows
visitors over 50 years old had stronger motivation in knowledge seeking
function than any other two groups. On the other hand, visitors of age 19-30
focused more on museum facilities/services and museum image. For young
visitors, it seemed that museum contents and exhibitions were not that

important when they made the decision of visiting the museum.

Pull Motivation Variables Age N Mean Std. Deviation F Sig.

M Age 19-30 43 6.7500 (b) .93201

Co‘ilst‘::tz W ibitions Age 31-50 183 7.4359 1.47362| 8.802 | .000%
Age over 50 43 7.8333 (a) .50855

Facilities/Services for Age JEgH0 5 57500 (af 64550

Visitors Age 31-50 188 4.0256 1.64485| 49.025 | .000=
Age over 50 43 2.6667 (b) 1.69516
Age 1930 | 43 | 53333 (a) 78833

Museum Image Age 3150 | 188 | 51538 1.64042| 14.870 | .000%
Age over 50 43 3.5000 (b) 1.54274

*P<0.01 Post-hoc analyses were performed using Duncan test. (a) and (b) indicate the

source of significant difference (a>b)

Table 22. One-way ANOVA test on pull motivations by visitors’ age
Again, statistical comparisons were made using ANOVA to determine
whether statistical differences existed among visitors of different age groups
in their satisfaction regarding push motivation. In terms of the satisfaction of

= 7

"knowledge seeking,” "punishment minimization” and "self-esteem”, the mean
scores for young visitors of age 19-30 were found to be significantly high
(M=7.75, M=7.17, M=7). Furthermore, for "pleasure seeking”, the mean scores
for visitors of age 31-50 were significantly highest (M=5.69). Surprisingly, the
satisfaction of visitors who are over 50 for almost all the factors were found

to be lowest compared to the other three groups except in the function of

"social prestige” (M=7.67). Table 23 shows the results of comparison.



Satisfaction Variables Age N Mean Std. Deviation F Sig.
Age 19-30 43 7.7500 (a) 1.04625

Knowledge Seeking Age 31-50 188 6.2308 1.28020( 40.704 | .000=
Age over 50 43 6.1667 (b) .16952
Age 19-30 43 7.1667 (a) 55744

Punishment Minimization |[Age 31-50 188 6.9231 98226| 13.567 | .001:
Age over 50 43 6.1667 (b) .50855
Age 19-30 43 5.1667 1.10213

Pleasure Seeking Age 31-50 188 5.6923 (a) 1.53124| 14.009 | .000:=
Age over 50 43 4.3333 (b) .67806
Age 19-30 43 3338 53149

Social Prestige Age 31-50 188 6.9231 (b) 1.07417| 10.964 | .000=
Age over 50 43 7.6667 (a) .33903
Age 19-30 43 7.0000 (a) .98003

Self-esteem Age 31-50 188 6.0513 1.63639| 20.307 | .000x
Age over 50 43 5.0000 (b) .67806

*P<0.01 Post-hoc analyses were performed using Duncan test. (a) and (b) indicate the
source of significant difference (a>b)
Table 23. One-way ANOVA test on satisfaction regarding push motivations by visitors’ age

ANOVA was used again to identify whether there were any differences of
satisfaction toward the museum among the groups, as measured by a
comparison of mean ratings. The scale means and F values are summarized
in Table 24. Young visitors of age 19-30 in this sample gave higher
importance ratings for satisfaction toward museum contents and museum
image (M =6.92, M=741) than any other groups. The good image which was
perceived by young visitors is expected to help the museum to attract more

visitors by positive word-of-mouth.

Satisfaction Variables Age N Mean Std. Deviation F Sig.
Museum Age 19-30 43 6.9167 (a) .80166

. Age 31-50 188 6.6410 1.01078| 56.701 | .000%
Contents/Exhibitions Age over 50 | 43 46667 (b) 1.35613
Facilities/Services for Age 19-30 43 57500 96184

Visitors Age 31-50 188 5.7692 (a) 1.28689| 12.040 | .000:
Age over 50 43 4.6667 (b) .33903
Age 19-30 43 7.4167 (a) .64550

Museum Image Age 31-50 188 7.2308 95774 7514 | .000=
Age over 50 43 6.6667 (b) .67806

*P<0.01 Post-hoc analyses were performed using Duncan test. (a) and (b) indicate the
source of significant difference (a>b)
Table 24. One-way ANOVA test on satisfaction toward museum by visitors’ age



Visitors who are over 50 had the lowest satisfaction ratings for all the three
dimensions. People of different ages have different needs and the museum
need to cater for a range of age groups (Ambrose & Paine, 1993). While the
results show visitors over 50 had lowest mean scores in overall satisfaction,
the museum may have to examine again if it caters well for visitors who are

over 50 years old.

According to the results above, there are significantly different motivations

and satisfactions among visitors according to different ages, then we fail to

reject the Hypothesis 2-3 and conclude that Hypothesis 2-3 is also plausible.

4.3.4. Place of Residence

An independent sample t-test was run to determine if there was a significant
difference of pull motivation between Jeju local visitors and non-local visitors.
The two groups of visitors also showed strong significant difference of all
the pull motivations. Table 25 shows Jeju local visitors were motivated highly
by punishment minimization, pleasure seeking and self-esteem function than
non-local visitors. However, non-local visitors showed high interest in

knowledge seeking than local visitors.

Push Motivati
usv oivation Place of Residence N Mean | Std. Deviation t Sig.
Variables

. Jeju local visitors 129 6.7143 76854

Knowledge Seek 45 | 035w
M e NoMSloc e visitlls s | Wests 1.19230
. o Jeju local visitors 129 6.2857 1.66438

Punishment M t 135 | 000+
pnshment VAmPEAHOn INon-local visitors | 115 | 3.7500 1.83149
ju local visit 129 | 62857 97120

Pleasure Secking Jeju local visitors 519 | 000
Non-local visitors 115 4.5000 1.73124
. . Jeju local visitors 129 6.1429 2.24934

Social Prest 137 | 000+
octal Trestiee Non-local visitors | 115 | 6.6250 1.17678
Jeju local visitors 129 6.5714 .94249

Self-est 117 | 001+
ciesteem Non-local visitors | 115 | 6.2917 1.29032

*P<0.01 *+xP<0.05

Table 25. Comparison of push motivations by visitors’ place of residence



Again, an independent sample t-test was run to determine if there was a
significant difference of pull motivation between Jeju local visitors and
non-local visitors. The results are shown in Table 26. The result indicates
that the local visitors were more easily motivated by facilities/services and
museum image than non-local visitors while non-local visitors were highly

motivated by museum contents/exhibitions.

Pull Motivation Variables Place of Residence N Mean D egitz?t.i on t Sig.
e el HE LY = DL
Facilities/Services for Visitors f\?g‘;rllzccill f]llsslltt%rrss ﬁg 322%3 }:5‘2‘2 20.8 | .000%
S e [ [ | o

*P<0.01

Table 26. Comparison of pull motivations by visitors’ place of residence

To determine if there was a significant difference of satisfaction regarding
push motivation between groups of different place of residence, an
independent sample t-test was run and the results are shown in Table 27.
Jeju local visitors were more satisfied with the utilization functions which
include "punishment minimization” and "pleasure seeking”, while non-local

visitors were especially satisfied with the social prestige function.

Satisfaction Variables Place of Residence N Mean | Std. Deviation t Sig.
A
pae siun (Wi v [0 (g8l o | o
s s bt it [ | |,
s o0 bt |0 91| I008 10 |
oo et 00 200 |

*P<0.01
Table 27. Comparison of satisfaction regarding push motivations by visitors’ place of

residence



Visitors of different place of residence also showed different degree of

satisfaction toward the museum. According to the results shown in Table 28,

non-local visitors were more satisfied with the museum contents and

facilities, while Jeju local visitors were satisfied with the museum image they

perceived.

. . . ’ Std. :
Satisfaction Variables Place of Residence N Mean Deviation t Sig.
" Jeju local visitors 129 6.857 73505 .
Museum Contents/Exhibitions BN | icitors 15 | 7417 1.02831 20.232 | .000+
s i » Jeju local visitors 129 5.619 1.09528 .
Facilities/Services for Visitors Non-local visitors 115 5,695 1.39464 16.452 | .000
Jeju local visitors 129 6.857 1.22549 e
Museugggdmact Non-local visitors | 115 | 5.958 112817 4032 | 034

*P<0.01 *xP<0.05

Table 28. Comparison of satisfaction toward museum by visitors’

place of residence

According to the results above, there are significantly different motivations

and satisfactions among local and non-local visitors, therefore we fail to

reject Hypothesis 3 and conclude that Hypothesis 3 is plausible.




CHAPTER 5
CONCLUSION

5.1 Key findings

Knowledge regarding travel-related behavior, motivations, and satisfaction is
of utmost importance to the travel and tourism industry. This study explored
the complex relationship among gender, motivation and satisfaction of

museum visitors. The key findings are:

1. Concerning overall motivation of museum visitors, the results of the factor
analysis showed that the "knowledge function” dimension had the largest
proportion of the total variance, at 20.4%. From this, we conclude that most
tourists are strongly motivated by "knowledge function,” which serves as
the main distinguishing theme for a substantial part of the museum visit.
As to the pull motivation regarding the attractiveness of Jeju National
Museum, the dimension of museum contents/exhibitions explained the
largest proportion of the total variance, at 33.9%, reaffirming that culture

was a central theme of the museum

2. As to the difference of motivation and satisfaction according to visitors’
gender, the male group was motivated by knowledge function (M=7.03) and
the female group was more highly motivated by punishment minimization,
reward maximization and social adjustive function. Regarding pull factors,
the male group was motivated highly by museum contents/exhibitions
(M=7.73) while the female visitors were more easily motivated by museum

image (M=5.56). The result shows the female visitors were more satisfied



with their museum experience in most of the aspects than male visitors
except for the factor of punishment minimization. The male group was
more satisfied with museum exhibitions (M=7.33) while the female group
was more satisfied with the facilities and services provided by the museum

(M=5.70).

Zimmer, Brayley and Searle (1995) identified that education influenced
travelers when choosing destinations. The study found significantly
differences in motivation and satisfaction of visitors of different level of
education backgrounds. According to the results of the study, visitors of
higher education background were more motivated by knowledge seeking
function (M=6.80) while visitors of lower education background were more
easily motivated by museum facilities/services (M=5.00) and museum image
(M=4.44) than visitors of higher education background. Regarding push
motivations, visitors of higher education background were more satisfied
with all the factors than visitors of lower education background. Regarding
satisfaction toward the museum, the visitors of high education background
were more satisfied with the facilities and services museum provided but

less satisfied with the museum exhibits.

Lepisto and Damonte (1994) found that age was a discriminating
demographic variable that influenced choice of destination. In the study, the
museum visitors’ age also significantly influenced their motivations and
satisfactions. Although visitors who are over 50 had the lowest ratings for
the pleasure seeking function (M=3.00), punishment minimization factor
(M=3.33), and self-esteem function (M=5.33), they gave higher importance
ratings for the knowledge seeking factor than any other two groups. As to
pull motivation regarding the attractiveness of Jeju National Museum,

visitors who were over 50 cared more about the museum contents and



exhibitions (M=7.83). This coincides with the analytic results of push
motivation which shows visitors over 50 years old had stronger motivation
in knowledge seeking function than any other two groups. On the other
hand, visitors of age 19-30 focused more on museum facilities/services and
museum image. For young visitors, it seemed that museum contents and
exhibitions were not that important when they made the decision of
visiting the museum. In terms of the satisfaction regarding push
motivations, surprisingly, the satisfaction of wvisitors who are over 50 for
almost all the factors were found to be lowest compared to the other three

groups except in the function of "social prestige” (M=7.67).

Gursoy and Chen (2000) discovered that place of residence was an
important factor which influenced choice of destination. In the study, the
museum Vvisitors’ place of residence also significantly influenced their
motivations and satisfactions. Jeju local visitors were motivated highly by
punishment minimization, pleasure seeking and self-esteem function than
non—local visitors. However, non-local visitors showed high interest in
knowledge seeking than local visitors. Visitors of different place of
residence also showed different degree of satisfaction toward the museum.
Non-local visitors were more satisfied with the museum contents and
facilities, while Jeju local visitors were satisfied with the museum image

they perceived.

5.2 Implications for Tourism Research

Cultural tourism in Jeju Island is still at an introductory stage. The

segmentations proposed in this paper could be helpful in understanding why

different people participate in cultural tourism and how they felt about their

museum experience. They also provided information (e.g., demographic profile



and trip behaviors), which can be used to build future research model.
Understanding tourists’ motivations and satisfactions for visiting museum can
ultimately help museums understand their target market. Therefore,
continuous research on museum visitors i1s needed. To monitor the changing
demands and preferences of museum visitors helps to foster and sustain

future research directions.

The agenda for future research suggests a more refined market segmented
approach in order to evaluate the influences of different motivations. The fact
that visitor motivation and satisfaction have gained a central role in the
examination of market trends for cultural tourism manifestations in recent
times sets the agenda for future research in the area. Focusing on what
tourists really want to derive from a visit to a museum suggests that a
detailed examination of individuals’ preference patterns in respect of visitation
to a museum should be the primary concern of practitioners active in the

field.

5.3 Managerial Implications

The modern museum, like the modern tourist himself, is a symptom of the
rise of democracy. There had long been private museums, but now they were
to be shown to the nation and to all comers. Even today they remain the
destination of tourist-pilgrims from afar (Boorstin, 1961). Therefore, here are
some implications for museum management. Firstly, the results showed that
visitors of different demographic groups required very different museum
experiences. After understanding the differences of visitors, there is a need to
create differentiated advertising campaigns targeted at different market
segments. For example, male visitors in this study reported significantly more

favorable attitudes toward knowledge function such as learning history and



cultures than women did. On the other hand, female visitors are more easily
motivated by museum image. Therefore, museums may have to figure out
how to convey right message to the right group so that they can attract

more potential visitors.

According to the results of the study, the low satisfaction of museum
contents/exhibitions might direct to the problem of authenticity which has
also been discussed by many previous studies (Chhabra, 2008). In a sense,
therefore, the contents might be misrepresented. Museum contents were put
together for convenience, instruction, amusement, and delight. But to put it
together the museum commissioners have had to take apart the very
environment, the culture which was once real, and which actually created and
enjoyed these very works. The museum visitor tours a warehouse of cultural
artifacts; he does not see vital organs of living culture. Something about it

has died in the removal (Boorstin, 1961).

In addition, museum promotional schemes could be developed to cater for
different types of travelers, based on their different vacation motives (Gitelson
& Kerstetter, 1990). As shown in this study, visitors come to museum today
not only for one purpose, which used to be knowledge seeking, but for
various purposes such as recreation and social functions. How to satisfy
different needs of visitors becomes main challenge for museums. For example,
besides museum contents, the museum may have to consider enhancing

existing services/facilities to attract more young visitors.

Besides, high quality of performance and levels of satisfaction are perceived
to result in increased loyalty and future visitation, greater tolerance of price
increases, and an enhanced reputation. The latter is critical for attracting new

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



Therefore, museums in Jeju are suggested to offer a mixture of emotions to
enrich individuals’ experience and achieve their true satisfaction. It is possible
through an appropriate combination of resources, activities and events capable
to evoke, feelings of pleasures or surprise among museum visitors (Bosque &

Martin, 2008).

In order to create effective marketing strategies for museums in the market,
a better understanding of museum visitors is necessary. Van Raaij (1986)
suggested that consumer preferences are partly dependent on what is
available in the market, and partly on what consumers consider to be the
"ideal” wvacation. ‘This study has helped to identify the importance of
motivation and satisfaction factors as perceived by museum visitors, based on
their demographic characters. It is hoped that the results of this study will
provide some insights that will help museum marketers to develop specific,

tailor-made promotional strategies to attract more potential visitors.

54 Limitations and Future Research

The findings contribute to the understanding of the complex relationship
among gender, motivation and satisfaction of museum visitors. However, as
in most studies, the results of this study also need to be viewed in the light
of its limitations. The first limitation of this study is that emotions may not
be completely measured through verbal methods (Bosque & Martin, 2008).
Emotional states may be influenced by other factors such as personality
traits. Emotions may even be evoked without the need of the individual’s
cognitive judgments. Therefore, future research should try to adopt qualitative
method or combine qualitative method with quantitative method. Secondly,
consumer satisfaction has been widely debated in marketing literature even

though there is no clear consensus as to what the determinant variables are



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

satisfaction by the evaluation consumers make of perceived quality from their
expectations, more recent trends have perceived the emotions consumers
experienced as the determinant factors in creating satisfaction (Rojas &
Camarero, 2008). Therefore, future research should focus on the experience of
museum visitors and the effect of this experience on satisfaction. Thirdly, the
sample used for this study only includes Korean visitors and Chinese visitors.
According to the statistical numbers provided by Jeju National Museum,
among all foreign tourists, Japanese tourists are the largest number. Although
we prepared Japanese questionnaires for Japanese visitors to answer, during
the research period, no visitors were encountered. The influence of cultural
background is an important investigation. In the future research, the
measurement scales need to be validated by including visitors from more

countries.

Besides, the conflict between tourism
themes in the research field, leading
much commoditization 1S acceptable in
tourist satisfaction, Kozak (2001) has
number of previous visits considerably

visits. Further research could center

and museum 1is one of the recurrent
to quite a heated debate about how
the pursuit of tourism. In the area of
shown that its overall level and the
influence the intention to make repeat

on the analysis of the influence of

previous visits on the relationship between motivation and satisfaction (Bigne”

& Andreu, 2004).
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APPENDIX I: Questionnaire (English)

Part 1 - Why did you come to Jeju National Museum today? disagree

To enjoy leisure activity which meet my leisure

expectations.
2 |To see works of art. 1123145
3 |To buy something unique in the souvenir shop. 11213 /4|5
4 |To bring my friends/family closer together. 1 | 2 3 JF4™% 5
5 |To do things that I haven’t done before. 11213145

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

7 |To learn new knowledge. 11213145

Because Jeju National Museum is better than other
museums in Jeju.

9 |To have fun and be entertained. 1121345

Because it is important to visit historical and

10 cultural places at a destination. ¥ IR
11 |The entrance fee is free. 112]3]4]|5
12 |To get away from work and the daily routine. 1121345
13 | To see authentic Jeju artifacts and relics. 1121345
14 |To do something exciting. 1121345

Because Jeju National Museum is a tourist

15 attraction.

16 |Because I heard something good about the museum. | 1 | 2 | 3 | 4 | 5

17 |To avoid the crowds. 112]314]5
18 |To see how Jeju people live and their way of life. i W | 3 R 5
19 | To experience different cultures and ways. 1123 14|5
20 |To do something with my friends/family. 11213145
21 |To enjoy the professional interpretation service. 11213145
22 |To rest and relax. 1123145
23 |To have a good time with my friends/family. 11213145
24 |'To better understand Jeju Heritage. 11213 14]|5




My Museum experience met my leisure expectations.

I have enjoyed nice works of art in the museum.

The souvenirs sold in the souvenir shop are unique.

Museum experience has brought my friends/family
closer together.

I have done something in the museum which I
haven’t done before.

I am happy to share my museum experience with
someone I know when I get back.

I have learned something new after visiting Jeju
National Museum.

The museum is as good as I expected

I had fun and was entertained.

10

Jeju National Museum has so many historical and
cultural exhibits to see.

11

I am happy with the free entrance policy.

12

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

s

I enjoy the authentic Jeju artifacts and relics in the
museum.

14

I have done something exciting.

15

The museum is a real tourist attraction.

16

I will recommend the museum to someone I know as
a place to visit.

17

The museum provides a calm atmosphere.

18

The presentation techniques bring to life how Jeju
people lived in the past.

19

I have experienced different cultures and ways.

20

I have done something good with my friends/family.

21

The interpretation service helps me understand the
exhibition better.

22

I had a nice rest and feel relaxed now.

23

I have a good time with my friends/family.

24

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

—> agree
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819
819
819
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819
819
819
819
819
819
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Part 3 - Please give us some more information about your museum experience

Yes
No, this is my
= No, I live in Jeju

1. Is this your first time to visit
Jeju?

od

time to visit Jeju

2. Is this your first time to visit Jeju = Yes
National Museum? = No, this is my time to visit the museum

I've been here before
Recommendation by friends/family
Leaflet or Brochure

Poster

Tourist guide book

Television

Just passed by

Other

3. How did you know Jeju National
museum?

ggdogdoddddd

Family (including kids)
Spouse

Friends
Boyfriend/Girlfriend
Alone

Other

4. Who are you with today?

@02 Qodd

Foot

Bicycle

Public transportation
Car

Other

5. How did you come to the museum
today?

0ddodaod

0-15 mins

16-30 mins

31-45 mins

46-60 mins

More than 1 hour - less than 1 and a half hour
More than 1 and 1/2 hour - less than 2 hours
over 2 hour

6. How long did you spend visiting
the museum?

ggooddd




Part 4 — Tell us about yourself

1. Gender

od

Male
Female

2. Age

oogod

19-30
31-40
41-50
over 50

3. Education

ggod

Never

Elementary school
High school
Bachelor or above

4. Nationality

5. Place of Residence

6. People in Households

(e e

Single

Married couple, no children

Married couple, with dependent children
Married couple, with non-dependent children
Single parent with dependent children

7. Personal Yearly Income (USD)

el ol T o ol

Under $10,000 = $10,000 - $19,999
$20,000 - $29,999 v $30,000 - $39,999
$40,000 - $49,999 v $50,000 - $74,999
$75,000 - $99,999 B Over $100,000
Would rather not say

= Student
= Unemployed and available for work
= Self employed full or part-time
8. Employment Status @ Employee in part-time job (under 30 hours per week)
= Employee in full-time job (30 hours plus per week)
= Wholly retired from work
= Housewife
= Agriculture, stock raising, forestry, mining and fishing
= Manufacturing
= Service production
= Intellectual services (R&D, etc.)
9. Field of Industry = Education (Teachers / Professors)
= Military services
= Student
= Housewife
= Other
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APPENDIX III: Questionnaire (Chinese)

BI04 - 45 B RERE SN E S AAE — HE
1| AR B0 H R T S SR IR IR TG 50 11213 4/5 6[78[9
2 BRI 11213/ 4/5 6[78]9
3 | AL G P I R — S Y A 1/2/3/4/5/6[7/89
IR NEY Ve YN S 112/3[4|5/6[7|8]|9
5 | ML R LRI AN L 1 i 1/213/4/5/6[7|8]9
CRICIE SeaE-F e 40} i DvE W Aib) S iEadt s 1/23[4,5/6[7|8]|9
7| AR ST N 112345/ 6[7|8]9
8 | N ¥k M ENZ FE 4 1 L ok N L E T R 1t 1/2/3[4/5/6[7|/8]9

9 | FAHEBG IO I HAG BRI 1123/ 4|5/6|7]8]|09

10 | R A 1522 M — A i i H i) P 52 R S b 2 4R v 2 112/ 3/4/5/6[78/|9

11 [N AN A Bt 112 3[4/5/6[7|8]9
12 AR ES TAFRN B 3 MR AE 1 112 3[4/5/6[7|8]9
13 | RIBR N L2505 &Y 1/23/4/5/6[7/8|9
14 | M — L 15 5) 112 3[4/5/6[7|8|9
15 | A 9 3 N [EINZ Y TR 2 — AN G 112/3[4/5/6[7|8]9
16 | N g B H 2ok — 26 5% % M N7 W IR i 17 102345 6[78]9
IV RPN 102131415/ 6[7|8|9
18 | RUBR U I A A5 5 2 1/2/38/4/5/6[7|8|9
19 RIS S AL 1/2/3[4/5/6/78]9
20 | MU A/ R N 5] 10213 4/5 6789
21 | T L R Ui R 25 10213 4/5 6789
22 | ME AR — T 112/3[4/5/6/78]9
23 | RURUI A/ 28 N — LS 1ok — B i g I 10213 4/5 6[7/8|9
24 | R [ R % M 0 5R 10213 4/5 6[7/8|9




Bt - BERMIEENBYESRLR ENGID= Gip=3
1 | KR S50 7 BT IS IR IR 75 5) 1/2/3/4/5/6/78[9
2 | BARESZ I I N e S 2R A 1/2/3/4[5/ 67 89
3Lt R I SR Al R R 1/2/3/4[5/ 67 89
4 | FEE S i B L BRI AL/ N ARG S0 > 30 1/2/3/4|5/6/7/8|9
5 | EALXIIIMF T — LB LLT A oS 1123/ 4/5/6/7/8]9
6%ﬁ@ﬁ%ZE‘%ﬁ%%%ﬁ%A%éﬁ%ﬁ%%%]723 A slel 7l 8l

LN
T BTN ENZ Y I 2 e B >3 7 — 28 i 11213/4/5/6[7/8|9
8 | B NI — FE s 1/23/4/5/6[7|8[9
9 | BBAFAL =0T HAF B R 1/23]4|5/6[7/8]|9

10 |G JHEINZ P I A AR 2 o S RIS LAY Jee (LA W 51 1/2/3/4|5/6[7/8]|9
11 | AT 90 98 2 M BOR BRI 1554 102/3/4|5/6[7/8]9
12 | E 25 e B FE B IBLES 1 OE R0 F R BRI AL T 1({2(3|4/5/6|7/8[9
13 | B =5z b i B D ML S L2 A ) 1 2/3/4/5/6/7/8|9
14 | BN 7RI 5 8) 1/2/3/4/5/6[7|8]9
15 | F JHIE N B PR ) — AN OG5 A 102/3/4|5/6/7/8|9
16 | Fe s HEA BRI AR S R UF M ENT Y1 112/3/415/6|7,89
17 |GFIHIENZ IS 08 1 — iy s 112/3/4/5/6/78[9
18 | R I R R ECSC L 1 0 M LA BT A4 112/3/4|5/6/7/8|9
19 | BAREG TN 31 b 1/2/3/4/5/6/7|8[9
20 | B AN /N — M TR I B35 ) 1/2/3/4[5/ 67/ 89
21 | R iR S5 TN P 1 R R N A 1/2/3/4[5/ 67 89
22 | POREG 7 A IREDE HIEEEE AL 1/2/3/4[5/ 67 89
23 | BN/ N — LA 1 R B 1/2/3/4[5/ 67 89
24 | T Bh B o R Uk SN N DARIT ) A 45 1/2/3/4[5/ 67 89
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APPENDIX IV: Questionnaire (Japanese)

Part 1 - 4 Hidfe] CENLEMBEDER IR Z L2 ? TEE =95
L lvyr—ifEan 8L b 2H T, 112/3/4|5/6|7|8/|9
2 | Tz Rk L7, 112/3/4|5/6|7|/8/|9
3 o EMmE B weH T, 102(3/4|5|6|7|8]9
A | ENJERFREL LR L E5IchsoTT, [1]2314(5]6|7|8|9
5 |F#R R ENL NI EERLLHTT, 102|38/4|5|6|7|8]|9

KR - T2 b A DIRKBRERE JOERL K% &

6 st L vmot, L1 23|45 |87 8|9
T Bz ik E o T, 1/2(3/4|5/6/718]9
3 %jﬁd‘l‘lﬁ%ﬁﬁci?ﬁ%lc:%é0if;\mﬁ%ﬁéiV)uwx 1213 4 5l6l7l3l9
9 LA ELBHKZ 7Y T HEHTT, 1/2|3/4|5/6|7/8]9
10 %%?éﬁoﬂiﬂtﬂ@ﬁt:6%33?5‘9‘6@75*‘)\“%73& 1la0s5l4l516l7!8lg
11 RS TH 2 72 TT, 1(2/3|4|5|6|7[8]9
12 |AEDEFEr» LBEiN S 2T, 1/23/4/5/6|7|8/9
13 [ AMOFEM D LI5hh & M % 2720 TT, 1/2[3/4|5/6|78|9
4| BETE2222320720TCT, 1/2[3/4|5/6/7|8|9
15 [BOCE IS & > TENLE N I T3, 1/2(3/4/5/6|7|8]9
16 | Z Ot IFA S LT W E T, 12314/ 5/6/7/8]9
17T AT A %2RT 272D TT, 1/2(3/4/5/6|/7|8]9
18 EMADEIGE A RA V2 L B> TT, 1/2(3/4/5/6/7|8/9
19 &5 b e iR &2 RS 2 20 TT, 112(3/4/5/6|7/8]9

20 | JGER R & & —fEIc i E L7z nwizdTT, 1121345671819

21 | 7 e D RS E R L o T, 112345 67|89
WRUKHE ) Z v 7 2B 2HTT, 1123456789
WBIERP KRG E LR LATRZ T2 TT, 112345 67|89
o4 LN HE Mot O E pE) %ﬁ%‘f%f:&)’@l olalalslel7lglo

i




Part 2 - B -nEYREARRRIZE ) TL»?

1 |l AmERizr o » —ofEE ) TL 72, 11213456789
2 | ol CRAZ R TEMERbnZE L7, 112|3/4|5|6|7,8]9
3 lidammaell TR E L Tw b L or il ¢, 1123456789
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5 ?%ﬁ@‘%i?wﬁtt:tﬁﬁm:t%%Oi 1190314156178 9
(3fgi%ffgiﬁ%mﬁ%%W%%ﬁkt%ﬁi 1lalslalslsgl7lslog
7 ?%ﬁMﬁ%%m%%%ﬁbfﬁtaﬁﬁ%%wi 1lolalalslel 718l
8 |2 DM FHE B ) HEEL LnEBnET, 1/2|3/4(5/6[7/8|9
9 |[FAgZEL 2o 72T, 112|3/4|5/6|7,8|9

10

FENZF N B 12 1320 ¢ DR R U ST by 7 Jies
AR S N E T,

11

RRETAND LW BRI NL WwTT,

L2

R L > TR s SR 0EE» LN % 2
ETEFL,

e TAY D FEM D LM & BPRZ KL &2 &

13(\%&?0 112/3/4/5/6,7[8|9
4 BECcEsz v L EL 112/3/4/5/6,7(8]9

15

T NN B I BUEAT & 5 2 290,

Tl Z o HtE 2 BOED LB E LT e A e o

165 1023456789
17| = o Wi B B T 1/2/3/4]5/6/7]89
TrXrT=varoXRIUFHEMOANRpBEED
BlesesolcnreneklzLr, LI273 026789
19 i 5 ik & K e KR L E L2z, 112/3/4]5/6/7]8 9

20

KERHKGE L &L —fIc w28 L £ L 72,

HWROT —E 21k > TEREZ2 LD O»5 L9512

21 % L7 112(3/4,5|6]78]9
ERin N AN 1) < . D)
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