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ABSTRACT 

The purpose of this research was to investigate customer satisfaction of 

visitors to history museum stores. In addition, the relationships between 

customer satisfaction and demographics, nostalgia proneness, satisfaction with 

the museum and general life satisfaction were investigated. Participants in the 

study were adult visitors to the Kanseis Museum of History in Topeka, Kanscis, 

the Palace of the Governors in Santa Fe, New Mexico, and the Panhandle Plains 

History Museum in Canyon, Texas, during the spring of 1998. The self-

administered questionnaire was completed by 196 participants who had made 

purchases in the museum store. To elicit information on Nostalgia Proneness, 

Holbrook's Nostalgia Index was used. A 5-point Likert-type scale anchored 

with "Terrible" and "Delighted" was used to measure customer satisfaction. 

The sample consisted of 70% women with a mean age range of 6 0 - 6 9 

years. The mean gross annual income for the participants was from $50,000 to 

$59,000, and 66.0% of the sample had completed college or beyond. The 

majority of participants (55.9%) were on their first visit to the museum and 

were accompanied by 1 -5 companions. Most respondents (81.7%) purchased 

fewer than five items, spent between $10.01 and $20.00, and purchased more 

items (56.1 %) for others than for themselves. 

Spearman's rho correlations revealed that three variables: age of 

participant, place of residence, and those experiencing their first visit to the 

museum had low. positive relationships with customer satisfaction. No 
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statistically significant relationship weis found between nostalgia proneness and 

customer satisfaction. However, correlations did reveal strong positive 

relationships between satisfaction with the museum, general life satisfaction, 

and satisfaction with the museum store. Multiple regression techniques to 

determine the relative importance of variables to customer satisfaction 

indicated that satisfaction with the museum had a greater significance in the 

explanation of customer satisfaction than did general life satisfaction. 
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CHAPTER I 

INTRODUCTION 

Museum stores occupy a unique niche in retailing and tourism, 

functioning as a bridge between the two. Museum stores provide an 

opportunity for visitors to purchase reminders of a trip. Gordon (1986) found 

that souvenirs help people remember specific times and experiences. 

Subsequently souvenirs become tangible reminders of intangible experiences. 

In addition, memorable shopping experiences are considered important in 

making an item a satisfying souvenir (Anderson &< Littrell, 1995). Shopping 

provides entertainment, adventure, and discovery of unusual objects while 

accounting for 31 % of tourist spending (Anderson &< Littrell, 1995). 

The setting for souvenir purchasing may have a large influence on both 

the products purchased and the resulting satisfaction. Visitors to museums 

expect to find a well-stocked and run shop to purchase reminders of their visit 

(Norris, 1997). Educational and decorative items, as well as gifts, are what 

most visitors expect to find (Anderson &< Littrell, 1995; Bigley. Fesenmaier, &w 

Stewart, 1991; Theobald, 1991). 

Museum merchandise is often perceived to be of higher quality than 

similar goods in other stores. Shoppers may feel that a dual benefit results 

from purchases in a museum store, prestige for themselves and support for the 

institution (Cermak, File, 8̂  Prince. 1994; Theobald, 1991). Therefore, a well-



run, customer-oriented shop can contribute greatly to the financial stability of a 

museum. 

In addition to providing customers with tangible memories of a visit, 

museum stores are under increasing pressure to provide financial support for 

the museum. The majority of museums are non-profit institutions, supported 

by the government together with the public (Boyd, 1991). Past support has 

been adequate to meet the needs of the museum community. However in the 

1990s the financial support provided by the government, both in terms of 

financial contributions and tax breaks for individual donations, hcis declined 

(Cermaketal.,1994). 

Museums of all types are facing financial difficulties, and are therefore 

investigating alternative sources of revenue. Corporate sponsorship of exhibits 

is becoming more prevalent. Unfortunately, these exhibits can become overly 

commercialized if not handled carefully (Danilov, 1988). Other museums are 

expanding existing gift shops through additional locations or catalog sales to 

increase total shop revenue (Theobald, 1991). 

Thus, the museum store plays a dual role, it provides a place to purchase 

souvenirs of the visit as well as provide financial support for the museum. A 

customer-focused orientation is becoming increasingly important to the 

financial success of museum stores. Satisfaction of the consumer is a basic 

tenet of a customer-focused enterprise (Oh &̂  Jeong, 1996). Specific factors or 

attributes that lead to customer satisfaction are important for businesses to 

investigate. 
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Gundersen, Heide, and Olsson (1996) discussed the importance of 

tangible and intangible attributes to feelings of satisfaction for hotel patrons. 

Their study revealed that combinations of attributes provided a richer 

understanding of customer satisfaction. In addition, Shaffer and Sherrell (1997) 

found that the level of involvement a customer feels about a consumer 

experience has an impact on the amount of satisfaction experienced. 

Consumers who held an active interest in an activity were more satisfied than 

those who were less interested and involved. Previous studies investigating 

museum visitors have been concerned with demographics and not the 

identification of factors that influence satisfaction. 

Statement of the problem 

Due to the uncertain economic future of museum funding, museum 

shops are under increasing pressure to contribute to the financial well-being of 

the institution. Museum visitors have expectations concerning museum store 

attributes that may be based on (a) personal characteristics such as nostalgia, 

(b) satisfaction with the museum itself, and (c) general levels of satisfaction. In 

order to use museum resources in the most effective and profitable manner, 

museums need to identify what factors visitors consider to be the most 

important. This study identifies key museum store attributes and investigates 

the relationships between museum store attributes, nostalgia, and customer 

satisfaction. 



Purpose of the Study 

The purpose of this study was to investigate customer satisfaction of 

visitors to history museum stores. In addition, the study investigated whether, 

and to what degree, relationships exist between the satisfaction of visitors with 

history museum stores and several selected variables, such as nostalgia 

proneness. Objectives of the study were to: 

1. Measure the level of customer satisfaction in history museums and 

their eissociated stores. 

2. Identify the attributes that are responsible for customer satisfaction 

with history museums and their associated stores. 

3. Describe the demographic variables of visitors to history museum 

stores. 

4. Describe the purchase behavior of visitors in history museum stores. 

5. Measure the level of nostalgia proneness in visitors to history 

museum stores. 

6. Determine the relationships between customer satisfaction in history 

museum stores and (a) demographic variables, (b) purchase behavior, 

(c) satisfaction in the history museum, and (d) nostalgia proneness. 

Research Q^uestions and Hypothesis 

Research Questions 

Based on the purposes and objectives of the study, the following 

research questions were established: 



1. Is there a statistically significant relationship between customer 

satisfaction with history museum stores and purchase behavior of 

visitors? 

2. Is there a statistically significant relationship between customer 

satisfaction with history museum stores and demographic variables? 

3. Is there a statistically significant relationship between customer 

satisfaction with the history museum and customer satisfaction with 

the history museum store? 

4. Is there a statistically significant relationship between customer 

satisfaction with history museum stores and nostalgia proneness? 

5. Is there a statistically significant relationship between customer 

satisfaction with history museum stores and general satisfaction? 

Null Hypotheses 

Based on the research questions the following null hypotheses were 

formulated: 

HI: No significant relationship will be found between customer 

satisfaction with museum stores and customer purchase behavior. 

H2: No significant relationship will be found between customer 

satisfaction with museum stores and demographic variables. 

H3: No significant relationship will be found between customer 

satisfaction with museum stores and customer satisfaction with 

history museums. 



H4: No significant relationship will be found between customer 

satisfaction with museum stores and nostalgia proneness. 

H5: No significant relationship will be found between customer 

satisfaction with museum stores and general satisfaction. 

Research Hypothesis 

Four sets of variables were useful in accounting for the variance in 

customer satisfaction in history museum stores. In order from most important 

to least important, they were (1) satisfaction with the museum, and (2) general 

life satisfaction, (3) number of visits to the museum, and (4) demographic 

variables. Based on the correlation results, specific directional hypotheses 

were added. 

Research Hypothesis: Museum satisfaction, general life satisfaction and 

the respondent's first visit to the museum, in that order, account for the 

variability in customer satisfaction in history museum stores. 

Limitations of the Study 

The following limitations were established for this study: 

1. Participeints were limited to visitors to the selected history museum 

stores during spring of 1998 and may not be representative of the 

population. 

2. The researcher-selection of participants may result in a biased 

sample. 



3. Only museums in a three state region were used and may not be 

representative of the national population of history museum visitors. 

Assumptions of the Study 

The following assumptions were made regarding this study: 

1. Participants in the study responded truthfully to the assessment 

instrument. 

2. Amount of visitor satisfaction with a history museum can be 

measured by a visitor satisfaction scale. 

3. Amount of customer satisfaction with a history museum store can be 

measured by a customer satisfaction scale. 

4. The Nostalgia Index (Holbrook &< Schindler, 1996) is a reliable and 

valid index that measures nostalgia proneness. 

Definition of Terms 

The following terms were defined for the purposes of the study: 

Attribute ~ a characteristic that serves as an evaluative criterion during 

consumer decision making processes (Engel, Blackwell, &̂  Miniard, 1995). 

Consumer --an individual who obtains, consumes and disposes of 

products and services (Engel, Blackwell, &< Miniard, 1995). 

Customer satisfaction — an emotion resulting from a consumer judgment 

based on expectations, cognitive processes, emotions and a specific purchase 

experience (Westbrook &̂  Oliver, 1991). 



Disconfirmation -- a post-purchase consumer judgment where 

expectations and actual performance are compared (Tse &< Wilton, 1988). 

Expectations — the standard used by the consumer in the 

disconfirmation process. These are usually based on either the most likely 

outcome or the optimal or best outcome (Oliver &v Linda, 1980). 

History museum -- museum specializing in collecting objects of 

historical value or importance that can be used to illustrate the facts of history 

(Burcaw, 1975). 

Intangible attributes - characteristics or qualities of a consumption 

experience that are not physical or touchable (Gundersen, Heide, &̂  Olsson, 

1996). 

Museum - - a non-profit institution devoted to the acquisition, 

conservation, study, exhibition, and educational interpretation of objects of 

value (Burcaw, 1975). 

Museum store -- retail establishment within a museum, that provides 

financial support as well as continuing the theme or mission of the institution. 

(Theobald, 1991) 

Nostalgia — attitude or emotion exhibited as a fondness or longing for 

the past and objects from the past (Holbrook, 1993). 

Purchase behavior - description of the types of items purchcised, the 

amount of money spent, and the preferred type of shopping environment 

(Littrell &< Anderson, 1995). 

Souvenir -- tangible reminders of a trip or experience (Gordon, 1986). 
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Tourist - - temporary visitors to an area, whose purpose for the journey 

is leisure (Gee. Makens, &< Choy, 1997). 

Tangible attributes ~ physical, touchable characteristics of consumption 

experience (Gundersen, Heide. &< Olsson. 1996). 

Visitor -- individual who spends time at a museum, may be a tourist or a 

member of the community (Burcaw, 1975). 



CHAPTER II 

REVIEW OF LITERATURE 

The improvement of customer satisfaction is a goal of all who deal with 

the public. Satisfied customers tend to engage in favorable word of mouth 

advertising while becoming, in many instances, repeat customers (Dutka, 1994; 

Gundersen. Heide, &̂  Olson, 1996; Yi, 1993). The difficulty lies in defining and 

identifying the antecedents of satisfaction in specific situations. Customer 

satisfaction has been defined in many ways. Hunt (1977) stated that 

satisfaction was the amount the customer was plecised by a product or the 

extent to which wants and needs were met. Hunt (1977) also cautioned that 

this was not an emotion, but the cognitive evaluation of an emotion. Early 

researchers treated the evaluation process as a single cognitive process, but 

Tse and Wilton (1988) determined that consumers make multiple but 

judgments in determining satisfaction with a product or experience. 

Other researchers (Westbrook 8̂  Oliver, 1991; Woodruff, Cadotte &< 

Jenkins, 1983) have taken a different viewpoint, asserting that satisfaction is an 

affective response to a consumption experience. The background and 

personality of the consumer will contribute to the amount of satisfaction 

experienced in any given situation. In theory, satisfaction consists of a 

comparison of the attributes of a consumption experience with the 

expectations of the consumer. Persons visiting a museum store are assumed 

to have expectations about this activity. Various emotional reactions to the 
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museum environment can arise depending on the type of museum visited. In a 

history museum, feelings of nostalgia may be elicited from some but not all 

visitors, which alter the levels of satisfaction experienced. 

To fully understand the customer satisfaction of museum visitors with 

history museum stores, a review of literature was conducted. The review 

examined the following topics: (a) theoretical framework, (b) customer 

satisfaction, (c) tourists and souvenirs, (d) nostalgia, and (e) museums. 

Theoretical Framework 

Customer satisfaction research traces its roots to Cardoza's (1965) 

experimental study of expectations, effort, and satisfaction. The research 

found that customer satisfaction was dependent on a combination of perceived 

product performance along with the experience surrounding the consumption 

encounter. The 1970's brought more extensive studies using disconfirmed 

expectancies on product performance as the basis for determining satisfaction 

(Anderson, 1973; Oliver, 1977; Olshavsky &< Miller, 1972; Olson &. Dover, 

1976). 

The formation of customer satisfaction has been most often defined 

using the disconfirmation of expectations paradigm (Figure 2.1). The model 

defines satisfaction as the result of a post-consumption comparison called the 

disconfirmation between expectations and perceived performance. The 

literature defines three possible outcomes of the disconfirmation process. The 

first is positive disconfirmation, or when the consumer experiences better than 
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expected results. Simple confirmation occurs when the results are as 

expected by the consumer. While the third alternative, negative 

disconfirmation occurs when worse than expected results are experienced. 

Figure 2.1 Disconfirmation of Expectations Paradigm. 

Expectations are the standards used by the consumer in the 

disconfirmation process. Expectations are beised on previous experiences, 

advertising, or information gained from friends or the media (Parasuraman et 

al., 1985). Expectations are discussed in detail in a later section. There have 

been mixed findings as to the importance of expectations to satisfaction; more 

researchers have found it to be significant than not (Tse &< Wilton, 1988). 

Perceived performance is based on the consumer's evaluation of the 

attributes of the product or service. Consumers focus either on a single 

important attribute or a bundle of related attributes for evaluation. Attribute 

performeince cuid perceived performance are assumed to be the same thing; 

Oliver (1980) stated that past researchers have used "attribute ratings as 

proxy variables for o n e s expected performcmce" (p. 88). 

Past research has been concerned with specific isolated consumption 

experiences (Tse &< Wilton. 1988). However, purchase experiences are not 

isolated, they occur within specific contexts or environments. Cardoza (1965) 
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stated that "customer satisfaction may depend not only upon the product itself, 

but also upon the experience surrounding acquisition of the product" (p. 249). 

In order to investigate the context of consumption and its affect on satisfaction, 

small expansion of the disconfirmation paradigm needs to be made. The 

Human Ecosystem Model provides a format for incorporating the interrelated 

effects of the environment on specific experiences (see Figure 2.2). There are 

distinct but interrelated environments with unique attributes that interact with 

individuals during consumption experiences that may have an influence on 

satisfaction. 

Bubolz, Eicher. and Sontag (1979) developed the model to provide a 

framework for the study of human behavior. They defined environment as the 

sum total of the surroundings including natural and man-made elements. For 

this study, the outer layer will consist of attributes of the history museum that 

houses the store under evaluation. The second layer in the attribute triad is the 

store, while the final layer consists of the products within the store. The 

interaction between the layers may have an influence on the levels of 

satisfaction experienced by the customer. 

Previous research has not taken into account the purchase context when 

examining attributes of satisfaction. The inclusion of the environment may 

reveal previously ignored attributes or the interaction between attributes. In 

this study, the disconfirmation paradigm will have the attribute portion 

expanded to include the total environment, as shown in the ecosystem model. 

Figure 2.3 shows the expanded paradigm. This expansion will take into 
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account the total purchase experience that Cardoza (1965) suggested Wcis 

important. 

Figure 2.2 Human Ecosystem Model. 

Figure 2.3 Expanded Disconfirmation of Expectations Model. 

14 



Customer Satisfaction 

Much of the research on customer satisfaction has assumed that the 

state of satisfaction results from the disconfirmation process. This states that 

satisfaction is a customer's reaction to a post-use experience with a product 

service or retailer. The disconfirmation process involves comparisons between 

some established standards of performance and perceptions of performance. 

The following section develops the disconfirmation of expectations paradigm 

more fully. 

Disconfirmation of Expectations 

The disconfirmation of expectations paradigm states that consumers 

possess preconceived expectations regarding performance standards of 

attributes within a transaction (Oliver, 1980). These attributes may be strictly 

product-related, such as price, size, or design, or they could be service-related, 

such as availability and helpfulness of staff. In many cases, customers have 

both product-related and service-related expectations regarding a 

consumption experience. Customers then enter into the transaction and are 

exposed to these attributes. Finally, customers engage in a postpurchase 

evaluation of the experience. During the evaluation they compare what 

actually occurred with what they expected to occur. If the experience does not 

live up to expectations, expectations are negatively disconfirmed and 

customers experience dissatisfaction. If the experience exceeds expectations. 

positive disconfirmation occurs and customers are satisfied. If the experience 
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merely meets expectations, consumers are not dissatisfied. Disconfirmation 

then, is the cognitive comparison between what the consumer expects and 

what is received. 

Tse and Wilton (1988) examined the disconfirmation process. Previous 

researchers defined disconfirmation as a subtractive process, based on an 

algebraic formula: performance - comparison standard = satisfaction (LaTour &̂  

Peat, 1979). An alternative approach used was subjective disconfirmation. 

This is an emotional or affective judgment of the difference between 

expectation and performance. This process uses the entire emotive portion as 

well as the objective portion of the brain (Churchill 8< Suprenant, 1982; Oliver, 

1980). In a study with 62 students evaluating portable electronic equipment, 

the researchers found that multiple comparisons were used, and that 

subtractive disconfirmation was too simplistic an explanation. Multiple 

comparisons offer a "richer explanation" of the customer satisfaction process 

and subtractive disconfirmation is too simplistic (Oliver, 1980). 

Disconfirmation of expectations results when there is a discrepancy 

between prior expectations and actual performance evaluations (Oliver, 1980; 

Churchill 8̂  Suprenant, 1982; Halstead et al., 1994). The magnitude and 

direction of the resultant evaluation determines the intensity of the 

satisfaction or dissatisfaction appraisal (Woodruff et al., 1983; Churchill &< 

Suprenant, 1982). The disconfirmation of expectations paradigm is presented 

in Figure 2.4. 
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Figure 2.4 Disconfirmation of Expectations Paradigm. 

Expectations 

Expectations are commonly defined as pretrial beliefs or predictions 

about a specific product or service (Olson &< Dover, 1976). Oliver (1980) 

claims that the type of expectations a consumer possesses toward a product is 

based on the product itself The context of the purchase and individual 

characteristics of products aid in forming expectations. Consumers prior 

expectations are established through both internal and external sources 

(Peirasuraman et al.. 1985). Internal sources are based primarily on past 

experiences, while external sources would include advertisements or 

information from friends. These expectations provide a frame of reference or a 

standard for consumers to evaluate the actual experience (Oliver, 1980). 

Expectations therefore, may have an indirect effect on satisfaction, filtered 

through the disconfirmation of expected performance compared to actual 

performance. Expectations have also been shown to have a direct affect on 

performance and satisfaction. 

Tse and Wilton (1988) identified three types of expectations or 

performance standards: (a) ideal, (b) expected, and (c) equitable. For ideal 

expectations, the consumer uses optimal performance or what the consumer 
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imagines as the best possible as an evaluative standard. This ideal is beised on 

past experiences, advertising and the experience of others (Holbrook, 1984). 

When evaluating expected performance, the most likely performance is used 

as the standard by the consumer. This is the believed to be the most 

commonly used type of expectation in satisfaction (Liechty &̂  Churchill, 1979, 

Tse 8̂  Wilton, 1988). Equitable or normative standards are derived from 

equity theory, which states that the amount of investment of time or effort has 

an influence on that which is anticipated by the consumer. Therefore, 

consumer satisfaction levels will vary beised on the amount of the investment 

(Woodruff etal.. 1983). 

Consumer experience with a product may bias perceptions of actucil 

performance (Woodruff et al., 1983). A consumer with no prior experience 

may have unrealistically high or low expectations, which may cause actual 

performance to be evaluated too ecisily or harshly (Olson &< Dover. 1976; 

LaTour 8̂  Peat. 1979). The greater the perceived discrepancy between 

expectations and perceived performance, the greater the satisfaction or 

dissatisfaction. Consumers who hold low expectations of a product or 

experience accordingly exaggerate perceived performance and experience 

higher levels of satisfaction. The reverse also holds true, consumers with high 

expectations are more critical of performance and are generally less satisfied. 

When product performance is difficult to evaluate, Olshavsky and 

Spreng (1988) found that the evaluation of performance will be close to 

expectations. Shaffer and Sherrill (1997), on the other hand, stated that when 
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product attributes were ambiguous, expectations had both a direct and an 

indirect effect on satisfaction. Products and services with ambiguous attributes 

moderate the manner in which expectations, performance, and disconfirmation 

form satisfaction (Yi, 1993). Performance is particularly difficult to evaluate 

when product attributes are ambiguous (LaTour 8< Peat, 1979). When there are 

few objectively verifiable criteria, consumers will see what they expect to see. 

As attributes become more ambiguous, consumers depend more on 

expectations than on actual performance to make judgements about 

satisfaction (LaTour 8. Peat, 1979; Yi, 1993). When dealing with ambiguous 

attributes, firms may benefit from creating high expectations. Since the 

consumer is unable to effectively evaluate performance, high expectations will 

result in higher levels of satisfaction. However, the same is not true for 

unambiguous attributes. Since the consumer is able to effectively evaluate 

performance, consumers with expectations that are artificially high will be 

dissatisfied. 

Churchill and Suprenant (1982) concluded that the disconfirmation of 

expectations, expectations, and performance each directly influenced 

satisfaction for nondurable goods, but only performance had a direct effect on 

satisfaction with durable goods. The measures used in the study, however, 

were more objective for the nondurable goods than for the durable goods. 
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Performance 

Consumers evaluate performance in at least two ways (Day. 1977). In 

the first way, the consumer identifies a single dominant attribute to evaluate. 

When that attribute is evaluated positively, then the consumer is satisfied. In 

the second method of performance evaluation, a number of attributes are 

identified for evaluation. In the later case, a majority of the identified attributes 

must be evaluated positively for the consumer to experience satisfaction. 

Woodruff et al. (1987) conceptualizes satisfaction as an additive 

process. As the consumer evaluates all the important attributes, the positive 

and negative evaluations are summed and the result is satisfaction or 

dissatisfaction. 

In cases where there are repeat purchases, Oliver (1980) and Bolton and 

Drew (1991) state that expectations become passive over time. When this 

happens, minor performance differences are not enough for the consumer to 

alter judgments of satisfaction. Only a dramatic difference will cause a 

reevaluation of attributes and an alteration of feelings of satisfaction. 

When the consumer has no expectations about a product or experience, 

performance becomes the primary determinant of satisfaction (I aTour 8< Peat, 

(1979). In this case, disconfirmation is skipped, and performance has a direct 

influence on satisfaction. 

McGill and lacobucci (1992) suggest that when a consumer has no 

expectations, they use a bottom-up method of processing. They suggest that 

consumers generate a comparison case after the fact. Consumers evaluate the 
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service or product not in terms of what weis expected, since there were no 

expectations, but in terms of possible performance . In their study, consumers 

were asked to take a computer course. Prior to taking the course, expectations 

were measured and responses were concentrated on potential skills and 

techniques they hoped to learn. Upon completion of the course, subjects were 

asked to evaluate the course. Most evaluated the course on process features, 

not content presented. A post-experience evaluation of this type, generally 

results in a harsher than normal evaluation, since the actual performance is 

always less than an ideal or imagined one (McGill 8̂  lacobucci, 1992). 

The type of attribute may also influence the extent to which 

performance hcis a direct effect on satisfaction. Attributes possessing the 

properties of search and experience will be evaluated differently (Nelson, 

1974; Darby 8̂  Kami, 1973). Search properties are those attributes that a 

consumer may determine in advance of actual purchase. Experience 

properties are those attributes that may only be evident during or after the 

consumption experience. If products attributes contain experience properties, 

then, by definition, there can be no expectations up>on which a first-time buyer 

can make comparisons. 

Satisfaction 

While expectations are considered pre-existing and cognitive in nature, 

satisfaction is more treuisaction specific and may contain both cognitive and 

affective components. Satisfaction has been defined as "the level of affect 
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(positive to negative) that the consumer experiences in response to a specific 

consumption experience" (Swan 8̂  Oliver, 1989, p. 519). More positive affect 

represents increasing levels of satisfaction, while more negative affect 

represents increasing levels of dissatisfaction (Westbrook, 1987). Another 

definition maintains that satisfaction is a "postchoice evaluation judgment 

concerning a specific purchase selection" (Westbrook 8< Oliver,! 991, p. 84). 

The more favorable the cognitive appraisal, the greater the level of satisfaction. 

The initial disconfirmation process is cognitive, comparing what was 

expected to occur with what actually happened. The comparison results in a 

cognitive, evaluative judgement followed by an affect. Westbrook (1987) 

stated that affect Wcis the result of the cognitive judgment, an after effect of the 

meanings, causes, implications and consequences of a consumption 

experience. In the same vein. Swan, Trawick, and Carroll (1980) define 

satisfaction as a two-dimensional construct. A cognitive judgment about a 

product combined with feelings toward the product such as like/dislike or 

pleased/displeased form (dis)satisfaction for consumers. 

Affect typically is an emotional response to a stimulus such as a 

consumption experience or purchase. Researchers have concentrated efforts 

on affect that is the result of a (dis)confirmed expectation. Westbrook (1987), 

using Izard's (1977) Differential Emotions Scale (DES) concluded that a 

consumption episode might evoke very pleasant or very unpleasant affect. 

The pleasant emotions were surprise, joy and elation, while the negative 
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emotions were disgust, contempt or distress. Other affects, such as interest, 

are considered neutral emotions. 

When a consumer experiences satisfaction, Westbrook (1987) identified 

acceptance, happiness, relief and delight as the typical accompanying 

emotions. When experiencing dissatisfaction, the consumer typical feels 

tolerance, sadness, regret, agitation and outrage. The range of emotions is 

positively related to the amount of (dis)satisfaction experienced. 

Involvement. Researchers have found that consumer involvement with 

products or services influence the operation of disconfirmation in determining 

satisfaction (Day, 1977; Swan 8̂  Trawick, 1979). Involvement mediates both 

the process and the level of satisfaction attained (Oliver 8̂  Bearden, 1983; 

Richins 8̂  Bloch, 1991). As consumers become more involved with a product 

or service, expectations rise accordingly and evaluations tend to be more 

extreme. Highly involved consumers were found to be highly pleased or 

seriously disappointed (Oliver 8̂  Bearden, 1983; Swan 8< Trawick, 1979). 

Three facets of involvement that have the potential for influencing 

customer satisfaction are (a) perceived product importance, (b) symbolic value 

of the product, and (c) the hedonic value of the product (Laurent 8< Kapferer, 

1985). Perceived product importance includes any personal meaning the 

consumer may attach to the item. The symbolic value of the product is more 

ego-involved due to its ability to express one's values of personality. Finally, 

the hedonic value of an item is its ability to provide pleasure. The more 
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involved a customer is, the greater the amount of satisfaction associated with a 

positive consumption experience. 

Siehl et al. (1992) suggested that the degree of psychological 

involvement of the consumer will vary. Three primary criteria may influence 

involvement: (a) a product that directly involves the consumer's person or 

abilities, (b) products that require a lengthy contact with the seller, and (c) 

products that are less tangible. 

Shaffer and Sherrill (1997), in a study of health-care service satisfaction, 

investigated the impact of involvement on satisfaction formation in a study 

that included both ambiguous and non-ambiguous attributes. Results indicated 

that there was an interaction between ambiguity of attribute and amount of 

consumer involvement. For ambiguous aspects of health care, highly involved 

consumers experienced greater expectations, greater perceived performance 

and higher levels of satisfaction. Involvement had no impact on ratings for 

unambiguous attributes. Perceived performance was found to be the most 

influential predictor for participants with low levels of involvement. 

Tourists 

Tourists travel for pleasure, to have experiences that are memorable and 

enjoyable. There is, however, a great variety of activities engaged in by 

tourists. Some enjoy cultural activities such as visits to museums or zoos, 

others stay away from civilization and prefer wilderness adventures. Still 

another group wants to experience the company of people, family, friends or 
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urban strangers. The common bonds in all these experiences are travel and the 

anticipated enjoyment by the participants. 

Categorizing Tourists 

Researchers have investigated reasons for travel. Determining the exact 

motivation for pleasure trips has been difficult as individuals have been unable 

to identify their reasons (Shoemaker, 1994). In an attempt to provide some 

explanations, Dann (1981) analyzed travel motives using Maslow's hierarchy 

as a descriptive tool. He found that positive travel experiences were 

associated with the fulfillment of physiological, love and self-actualizing needs. 

Other researchers have not investigated the psychological rationale, but 

accepted at face value the reasons for travel given by tourists. Using data from 

previous studies, Lundberg (1971) developed a list of 18 motivations for travel. 

These motivations can be grouped into four categories: (a) educational and 

cultural, (b) relaxation and pleasure, (c) ethnic, and (d) other. Educational and 

cultural motives included the desire to participate in history, to see particular 

sites and to experience other cultures. The desires to get away or to have a 

good time were expressed as reasons for relaxation and pleasure travel. Ethnic 

motives were oriented towards family or personal heritage experiences. The 

other grouping of motives ranged from adventure and sports to enjoying 

weather and a healthful atmosphere (Lundberg, 1971). 

Another view of tourist travel motivations is based on lifestyle profiles. 

Hawes (1988) suggested three travel-related lifestyles: (a) the traveler, (b) the 
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laid-back tourists, and (c) the dreamer. This description is beised on the 

activities, interest, and opinions of women aged 50 or older. Tourists who fit in 

the traveler category describe those who travel extensively and plan to 

continue to travel. Approximately one-third of participants fit this category, 

and had higher levels of income and education. The laid-back tourists (34%) 

group desired unhurried, relaxed, and quiet vacation trips. The dreamer tourist 

category (22%) was interested in vicarious thrills, and activities that simulated 

the past (Hawes, 1988). 

A third method of profiling tourism styles was developed by Littrell et al. 

(1994). Participants were individuals who had traveled in three states in the 

north central U.S. Four distinct tourism styles and shopping patterns were 

compiled using component analysis. These styles are (a) ethnic, arts and 

people, (b) outdoor active, (c) urban entertainment, and (d) history and parks. 

Activities enjoyed by the first category of travelers, the ethnic arts and 

people tourists, were those that involved the opportunity to interact with 

others, such as community festivals, family visits or gallery or museum events. 

Tourists with this orientation were more likely to be older and female. Crafts 

and items that focused on the destination were the most important type of 

souvenir for this group (Littrell et al., 1994). 

The persons in the outdoor active tourist classification are vigorous 

outdoor enthusiasts who take pleasure from hiking, camping, fishing, athletics, 

and hunting. Younger persons of both genders make up this group. Souvenirs 
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purchased by these tourists tend to be clothing printed with location names or 

logos (Littrell et al., 1994). 

Tourists who are oriented towards urban entertainment include a variety 

of activities in their trips. Shopping, theme parks, sporting events, and 

nightclub attendance are part of their travel experience. Tourists of this type 

are generally younger, more affluent, and travel more extensively than those 

with other orientations. Wider ranges of products are purchcised by urban 

entertainment tourists. Craft items hold little appeal, while objects that 

symbolize the vacation destination are important (Littrell et al., 1994). 

The final orientation is history and parks tourists. Their travel style 

focuses on enjoying natural beauty or historic sites. Enjoyable activities for 

these tourists include visiting historic sites, homes, museums, and recreated 

villages. However, interacting with local residents is not important. 

Demographically, all ages are included in this profile, but there are more 

women than men. History and parks visitors like to purchcise crafts, postcards, 

printed material, local foods, and items for collections. More time is spent 

planning trips, since most locations are visited only once. These tourists want a 

combination of friendly conversations with sales help as well as time to browse 

alone (Littrell et al., 1994). 

Cultural Tourists 

One of the fastest growing segments is the history and parks group or 

cultural tourists. Demographic trends indicate that this group is going to be 
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increasingly important to the tourist sector (Silberberg, 1995). In fact, there 

has already been an increase in interest in cultural travel. In 1982, only 27% of 

travelers were interested in cultural destinations, while in 1992, 50% wanted 

to visit cultural sites (Silberberg, 1995). 

Cultural tourism is defined as visits by persons motivated by interest in 

the historical, artistic or heritage offerings of a community, group or institution. 

Heritage tourism is the largest category within the context of cultural tourism. 

Heritage tourism involves visiting sites of a combination of personal, cultural 

and national importance (Timothy. 1997). Visits to heritage destinations 

restore a sense of the past for individuals, evoking memories of times when life 

was better. Timothy (1997) states that one reason society has a passion for 

preserving the past is to provide a sense of continuity and identity. Some 

tourists visit historical sites in an attempt to search for roots, to establish a 

sense of historical identity, and out of national pride. Four levels of heritage 

tourists have been defined: personal, local, national, and world. Tourists may 

focus on a specific level, but interaction among the levels commonly occurs. 

therefore, one destination may provide fulfillment on multiple levels (Timothy, 

1997). Visitors to historic sites make extensive use of visual observation and 

reflection for constructing meaningful travel experiences. 

There are several reasons for the shift towards culturally focused travel 

and entertainment. The first is higher overall education levels, leading to 

greater exposure to cultural activities. Higher cultural orientations result from 

greater exposure to cultural products. Increased educational levels and 
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changing societal norms has resulted in an increase of women in positions of 

authority. Women traditionally tend to be more culturally oriented then men. 

This increase of women in authority means that greater decision rests with this 

group. 

Older tourists are more apt to be interested in historic and cultural 

destinations (Littrell et al.. 1994). Finally, there is a greater societal emphasis 

on quality leisure time (Silberberg, 1995). Characteristics common in travelers 

over 50 are that they like to visit historical sites and spend more time and 

money on vacations than younger travelers (Anderson 8< Langmeyer, 1982). 

In general, cultural tourists have higher incomes and spend more money 

on vacation trips than other tourists. As indicated by demographic trends, this 

group of tourists is older, predominantly female, and is more likely to shop. 

Finally, they are better educated and tend to spend more time traveling, but 

less time staying with family (Silberberg, 1995). 

Tourist Demographics 

Individuals with the greatest propensity to travel share some general 

attributes. Seaton and Bennett (1996) identified the following as common 

characteristics among tourists: higher age, higher incomes, higher education 

levels, reside in urban areas, and work in managerial occupations. 

The average age of tourists in the United States in 1994 was forty-two. 

There was state to state difference, however. Tourists visiting Kansas were 

slightly younger, averaging 41 years, while those traveling to Colorado 
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matched the U.S. norm. The average age of tourists is increasing as the 

population ages. 

Consumers aged 55 and over represent one of the fastest growing 

segments of the population (Shoemaker, 1989; Waldrop, 1989). These 

consumers have been called the senior market, the mature market, or older 

consumers. It is estimated that by the year 2000. 59 million people will fall 

into this group (55+). Currently 11.9% of the population or 28 million are 65 

years or older. With a growth rate that is twice that of the rest of the 

population, by 2030, it is projected that there will be 64.6 million Americans 

over the age of 65 (Lumpkin 8< Hunt, 1989). The mature segment travel more 

often, go farther and stay longer than any other age group (Shoemaker, 1989). 

Supernaw (1985) found retired persons rate travel as one of their highest 

priorities. 

The mature market segment has higher amounts of discretionary income 

than those aged younger because major lifestyle purchases such as homes 

have already been made. Younger families spend income on homes and 

children, which the mature market has already done. Americans over 65 are 

the second richest age group in the U.S. society. Only those Americans in the 

next-older age bracket, from 55-64 are better off (England, 1987). Davidoff 

cind Davidoff (1983) found an inverse relationship between income and non-

travel, with the majority of non-travelers earning less than $ 15,000. while 

those earning over $35,000 traveling the most. 
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The same study also indicated a relationship between education and 

propensity to travel (Davidoff 8̂  Davidoff. 1983). A large percentage of 

today's tourists are well educated. Thirty-four percent of the U.S. tourists in a 

study by Littrell (1990) had college degrees; 33% had one to three years of 

education beyond high school, while only 3% had a high school diploma 

(Littrell, 1990). The combination of income and education provide more 

information for motives of tourists. A higher education level tends to increase 

one's awareness of the world and appears to be a powerful predictor of an 

individual's propensity to travel (Littrell, 1990). 

As higher education and expanded career opportunities have been more 

available to women this century, women are also traveling in greater numbers 

(Anderson 8< Littrell, 1995). In family groups, women are responsible for 70% 

of the travel related decisions (Littrell, 1990). Hotels and other travel related 

businesses are making accommodations for single women. It is predicted that 

the number of women traveling alone or in women only groups will increcise 

by 13% over the next ten years (Seaton 8̂  Bennett, 1996). 

Tourist Shopping 

Spending by tourists on shopping activities in the United States accounts 

for 30% to 33% of total travel spending (Littrell et al.. 1994; Godbey 8< Graefe, 

1991; Keown. 1989; Lawson, 1991; Waters, 1991; Davidson-Peterson Assoc.. 

1990). More money is spent on shopping than on transportation or lodging 

(Littrell et al., 1994). In 1994, the average U.S. traveler spent a total of $78, 
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with $ 16 allocated for daily shopping. The amount of money spent on 

shopping seems to remain consistent, even when the total expenditure varies. 

Kansas tourists only spent $60 per day, while Colorado visitors averaged $87 

per day. yet shopping expenditures remained constant at $ 16 per day. 

Despite the large portion of tourists' expenditures that is spent on 

shopping, researchers have given limited attention to this segment of the 

industry. Tourist shopping is not an impulse, but rather a planned activity. 

Shopping is the first and the last activity done upon arriving at and departing 

from a tourist location (Pysarchik, 1989). In the U.S., tourists spend 64% their 

shopping dollars on local handicrafts, 39% on souvenirs, 31% on art, and 25% 

on books, tapes, and clothing (Lynn, 1995). It is estimated that 80% of all 

vacation dollars spent in this U.S. are spent by persons over the age of 55. 

Souvenirs 

Tourists shop for souvenirs or items that are mementos of the travel 

experience. Souvenirs help to define and place in time past experiences. 

Many types of objects can be used by individuals for this purpose. Travel 

mementos can be purchased or found items Souvenirs are tangible memories, 

reminders, and symbols of an experience that differs from daily routine 

(Gordon, 1986; Littrell, 1990; Anderson 8. Littrell, 1995). 

Sociologists use the term sacred to describe experiences that are out of 

the ordinary, therefore are extraordinary (Gordon, 1986). Vacation time or 

travel is part of sacred time, while time at home in the daily routine is mundane 

32 



or profane time (Belk et al., 1988). Sacred time takes many forms, but the most 

important quality is its distinction from ordinary activities. Individuals often 

participate in activities and actions that they would never do when at home. 

Many times play or childlike behavior is engaged in, such as visiting 

amusement parks or participating in athletic activities like skiing (Gordon, 

1986). 

When individuals participate in sacred time or activities, they often feel 

the need to have a tangible component to bring home. There is an underlying 

human need to prove that the sacred time existed through something 

touchable (Gordon, 1986). The association with a sacred time transforms items 

into sacred objects. Souvenirs thus become sacred objects. 

Women make most (70%) of the souvenir purchases (Littrell et al., 1993). 

Littrell (1990) found that there were no gender differences in reasons for 

owning souvenirs. In addition, there were no gender differences in defining the 

authenticity of souvenirs. There were, however, age differences in terms of 

what was considered authentic. Younger tourists valued uniqueness, while 

older tourists favored genuineness. Women tourists purchase behavior shifted 

through time to reflect the changed idea of authenticity (Anderson 8̂  Littrell, 

(1995). 

Gordon (1986) defined a minimum of five types of souvenirs. The first is 

pictorial, such as postcards, slides, posters, books, or other printed material. 

The next category was labeled "the piece of the rock" or natural items from the 

travel destination. The third type is considered a form of symbolic shorthand 
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such as a manufactured item such cis windmill music boxes or spoons. Markers 

or destination labeled goods like printed T-shirts or hats are the fourth type. 

Finally, local products such as small cotton bales from west Texas or olive oil 

from Greece are the fifth category of souvenirs. 

Participants in Littrell and Anderson's (1995) study stated three main 

reasons for purchasing souvenirs. The first was as reminders of the 

experiences of the trip, their heritage, or a special experience. Objects 

purchased as tangible memories of first trips to a place seemed to be especially 

important (Timothy, 1997). Authenticity as well as uniqueness was important 

for items to be considered suitable memory holders. Often additions to 

existing collections are part of this category of souvenirs. The collections form 

a personal library of place or event memories to be read at later times (Littrell 

8< Anderson, 1995). 

The second reason for souvenir purchasing was utilitarian. A 

combination of versatility and usefulness was important. The purchasers 

anticipated using or wearing souvenirs and receiving compliments from 

others. Articles of clothing, kitchen or household goods, as well as food were 

included in this category of purchases. 

The final reason given for buying souvenirs was that of gift giving. The 

women in the study used purchases to reinforce their relationships with others. 

As collections grew in size, they became more important, sometimes in 

monetary value, but more often in terms of sentiment. 
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Dividing or segmenting tourists into similar groups beised on common 

motives, habits, and behaviors is an effective tool in marketing. In order to 

better predict tourist behavior, Van Raaij (1988) suggested investigating 

existing conduct. Existing behavior can also provide insight into the benefits 

desired by tourists (Weber. 1992; Shoemaker, 1994). 

The difficulties in having tourists as a prime market segment arise from 

the fact that they are often one-time or seasonal customers rather than regular, 

year-long clientele (Littrell et al., 1994). As such, they are often unaware of 

local retail opportunities. Pysarchik (1989) suggests that tourist-oriented 

retailers need to tailor product offerings to reflect the image of the destination. 

Nostalgia 

Nostalgia is an affective process, most often deflned as a bittersweet 

longing for the past (Belk, 1991; Hirsch, 1992; Holak 8. Havlena, 1992; Baker 8. 

Kennedy, 1994). It is bittersweet because what is longed for is an idealized 

version, which cannot be returned to, since it never really existed (Hirsch. 

1992: Holak 8̂  Havlena. 1992). So there is sadness mixed with the fondness. 

Selective memory filters out the evils and focuses on the virtues of the 

remembered times. Individuals seem to be able to look at any period of history 

with nostalgia (Stern, 1992). 

Others have defined nostalgia as a favorable attitude or preference for 

the past (Davis, 1979; Holbrook 8̂  Schindler, 1996). Davis (1979) views 

nostalgia as a preference for the past while harboring negative emotions 
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towards the present and future. Other researchers have not commented on 

the effect of nostalgic emotions on attitudes towards the present. Although. 

Hirsch (1992) suggested that if the general populace felt that the times they 

were experiencing were not good, then nostalgic feelings would be more 

prevalent. 

As with other emotions, the amount of nostalgia experienced varies with 

the person. Research has found that the depth of feeling or nostalgia 

proneness is not universally held (Holak 8̂  Havlena, 1992; Holbrook, 1993; 

Holbrook 8̂  Schindler, 1996). Persons of all ages experience the complete 

range of amount of nostalgia proneness, from very high to none at all 

(Holbrook 8< Schindler, 1996). Holbrook (1993) found that young adults were 

just as susceptible to feelings of nostalgia as were older adults. 

Research findings related to gender and nostalgia proneness have been 

inconsistent. Sherman and Newman (1977-1978) found no difference 

between men and women in terms of proneness to nostalgic emotions. 

However, Davis (1979) found that men were more prone to feelings of 

nostalgic emotion than were women. Still more recently, Holbrook's (1993) 

research indicated that women were marginally more nostalgia prone then 

men. So, agreement on the relationship between gender and nostalgia is still 

inconclusive. 

There seems to be a gender difference, however, in what stimulates 

nostalgic feelings. Sentimental items or objects associated with particular 

events are more effective in evoking nostalgia in women, whereas consumer 
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items, such as automobiles, bring out nostalgic emotions in men (Sherman 8̂  

Newman, 1977-1978). This is consistent with the values the genders place on 

different types of objects throughout their lifetime (Gentry, Baker 8< Kraft, 

1995). 

For persons who are nostalgia prone, some stimulus is needed to elicit 

this emotional state. Generally, objects that were popular during the 

remembered time period can bring forth nostalgic feelings (Holbrook 8< 

Schindler, 1991). Additionally, Hirsch (1992) stated that sounds, smells, and 

tastes as well as objects are effective in inducing nostalgic emotions. In 

research that investigated odor-induced nostalgia, 85.2% of participants 

experienced nostalgia when presented with childhood smells (Hirsch, 1992). 

Objects and Nostalgia 

Objects, however, seem to be the most important means of eliciting 

feelings of nostalgia. Belk (1988) stated that people often use items from the 

past as a "convenient means of storing memories" (p. 148). The objects that 

hold these memories are more effective at providing the stimulus when they 

are authentic or genuine. Reproductions of items from the past are able to 

evoke moments of nostalgia, but not rich recollections of experiences (Belk, 

1990). 

Possessions help individuals establish both a sense of the past cis well cis 

a sense of self (Belk, 1990, 1991). The idea that possessions are used to define 

ourselves can be traced back at least as far as William James (1890) who stated 

37 



that "a man's self is the sum total of all that he can call his" (p. 291). Objects or 

possessions are part of the creation, development and safeguarding of 

individual identity (Dittmar. 1992; Solomon. 1983; Gentry. Baker 8̂  Kraft. 

1995). Researchers use the term the extended self to describe the concept 

that possessions are an integral part of the definition of self (Belk. 1988. 1990; 

Gentry, Baker 8< Kraft, 1995). There are some possessions that individuals 

identify so closely with that they become symbolic of that person (McCarthy. 

1984). 

Throughout life, different objects play a role in establishing our identity. 

Adolescents tend to use clothing and cars to demonstrate that they are unique 

from their parents and to establish unique identities (Belk. 1988). In addition, 

objects that make them feel as though they have power and are more adult are 

valued (Gentry, Baker 8̂  Kraft, 1995). Similarly, young adult couples value 

items that establish adult roles or reflect future plans, while older couples tend 

prefer objects that reflect past experiences (Olson, 1985). 

The age-related preference for types of objects has an effect on the type 

of stimulus needed to evoke nostalgia. In general, adults are apt to have the 

fondest memories of their late adolescence and early adulthood (Schuman 8< 

Scott, 1989; Holbrook 8̂  Schindler, 1996). This is the time when an adult 

identity is most firmly established. When cisked to recall the most memorable 

events from their past, participants in Schuman and Scott's (1989) study 

consistently recalled events that happened during adolescence and young 

38 



adulthood. Equally important events may have occurred since that time, but 

do not seem to be as easily or fondly remembered. 

A generally accepted definition written by Holbrook and Schindler 

(1991) of nostalgia acknowledges that youth and early adulthood seem to be 

most important in determining what individuals are nostalgic for: 

nostalgia is a preference (general liking, positive attitude, or 
favorable affect) toward objects (people, place , or things) that 
were more common (popular, fashionable, or widely 
circulated) when one was younger (in early adulthood, in 
adolescence, in childhood, or even before birth, (p. 330) 

However, Holbrook and Schindler (1991) acknowledge that persons can have 

nostalgic feelings for objects that predate themselves. 

Levels of Nostalgia 

Some researchers have discussed types of nostalgia that encompass a 

broader view of the emotion (Baker 8̂  Kennedy, 1994; Stern, 1992). Baker and 

Kennedy (1994) have expanded the understanding of nostalgia to include 

three distinct levels or types of nostalgia. The levels are (a) real nostalgia, (b) 

simulated nostalgia, and (c) collective nostalgia. 

Personal Nostalgia. Real or personal nostalgia is as previously described, 

sentimental feelings for a personally experienced past. Davis (1979) said that 

true nostalgia could only be experienced if a person has lived through an 

event. The most commonly remembered time is that of adolescence. 

Simulated Nostalgia. The second level, called simulated or historic 

nostalgia is focused on the indirectly experienced past. In general, it is a 
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longing for a time and events that occurred before the birth of the individual 

(Stern, 1992). The image of the past may come from the experiences of loved 

ones, or of characters portrayed in books or movies (Baker 8< Kennedy. 1994). 

As with real nostalgia, the peist is viewed as an ideal time, emphasizing the 

inherent goodness of the era. Traditional and conservative values often 

distinguish the type of emotions experienced (Stern, 1992). 

Historic nostalgia is not experienced by all individuals, and encompcisses 

a longer age span than a lifetime. Therefore, stimuli for evoking this level of 

nostalgia encompass a larger group of items. Some objects can be owned by 

individuals, such as antiques, while others are experienced only through visits 

to museum exhibits (Baker 8< Kennedy, 1994). 

Individuals for whom historic nostalgia is important may participate in 

historic reenactments in an effort to more fully appreciate the longed for era. 

In this fashion, they may actually participate in the past. Owning objects that 

are representative of particular time periods helps establish historic 

personalities in the same way that modern objects are used to define 

individuals. 

Collective Nostalgia. The third level of nostalgia, as defined by Baker 

and Kennedy (1994), is collective nostalgia. Belk (1990) suggests that each 

generation has collective memories of the events that shaped their lives. In 

other words, persons of similar age and backgrounds will experience 

comparable nostalgic responses when presented with the right stimuli (Baker 8< 

Kennedy. 1994). 
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Collective nostalgia is not limited to just memories of a particular time, it 

can encompass cultures or nations. The feelings evoked by holidays 

celebrating days of national or cultural importance are considered part of 

collective nostalgia. In the United States, Fourth of July celebrations evoke 

patriotic feelings, which fall into this level of nostalgia (Belk. Wallendorf 8̂  

Sherry. 1989; Baker 8< Kennedy. 1994). 

The affective state resulting from collective nostalgia may be more 

consistent among individuals, but may also be less intense. Most research on 

nostalgia has been focused on the personal level. Baker and Kennedy (1994) 

proposed that the intensity of the evoked emotion is dependent on the 

directness of the experience. Therefore, real nostalgia is likely to be most 

strongly experienced and easier to measure. 

Measuring Nostalgia 

Two similar scales have been developed to meeisure nostalgia 

proneness, or the propensity to experience nostalgic emotions. Holbrook 

(1993) used a nine-point Likert-type scale that consisted of 20 randomly 

ordered statements anchored with strongly agree/disagree. These statements 

dealt with general attitudes and emotions concerning the past, the present and 

the future. Of the 20 items on the scale, a reduced set of eight were found to 

be the most reliable, with a Tucker-Lewis reliability coefficient of 0.96. 

The Baker and Kennedy (1994) scale, is a 12-item Likert-type scale 

composed of 6 nostalgia and 6 attitude statements. The scale was designed to 
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measure reactions to a printed advertisement which the researchers thought 

would elicit a nostalgic response. The five-point scale, also anchored with 

strongly agree/disagree, had a Cronbach's alpha of 0.94 for the attitude portion 

and 0.89 for the nostalgia set. While both scales showed acceptable levels of 

reliability, only the Holbrook scale Ceui be used in other studies as a general 

meeisure. 

Nostalgia and Marketing 

Relationship marketing is one of the trends of the 1990s. Relationship 

meu"keting aims to establish a connection between the customer and the 

company (Engel, Blackwell 8< Miniard, 1995). Firms typically target specific 

groups of consumers who are most apt to purchase their goods. These target 

markets or market segments are generally based on demographic and 

psychographic customer character (Engel, Blackwell 8< Miniard, 1995). 

Holbrook and Schindler (1996) identified nostalgia eis a psychographic 

attribute that is more useful in segmenting consumers than is age. Since not all 

persons are equally nostalgic, marketing emphasis can be directed towards 

those who are. In addition, Holbrook and Schindler (1996) suggested that 

additional characteristics such as sentimentality or the desire to collect may be 

related to nostalgia. 

Collecting. One out of three Americans are collectors (Belk et al., 1988; 

Engel. Blackwell 8̂  Miniard, 1995). Collections are part of the extended self; 

they become part of the definition of self Items collected have both utilitarian 
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and aesthetic qualities, but more importantly, they have an importance or 

sacredness to the collector. Sacred objects are viewed as significant, powerful 

and mystical, full of deep meaning to the owner (Wallendorf, Belk, 8< Heisley, 

1988). Collections of objects fall into the category of the sacred (Engel, 

Blackwell 8. Miniard. 1995). 

Individuals seldom set out to begin collecting groups of items, often a 

fascination with a subject starts the process. Collecting is a long, continual 

process, adding meaning to the lives of the persons involved (Wallendorf. Belk. 

8v Heisley, 1988). Collections are especially important to the extended self, 

because they are visible expressions of the taste and judgments of the collector 

(Wallendorf, Belk, 8̂  Heisley, 1988). Reasons for collecting include the desire 

for power, knowledge, prestige, and as reminders of the past (Wallendorf, Belk, 

8. Heisley. 1988). 

Individuals are not the only collectors, institutions and nations also 

participate in this activity. One of the primary functions of museums is to 

collect and preserve objects deemed important or sacred (Wallendorf, Belk, 8< 

Heisley, 1988). Visitors to museums often purchase souvenirs, objects that can 

be added to personal collections. Some purchases may also be made as a 

method of participating in the sacredness of the museum's collection. 

Holak and Havlena (1992) stated that people choose to participate in 

activities that provide the desired emotional states. Since nostalgia is 

perceived as a pleasant recollection, a visit to a museum may be used to attain 

a desired state. While at the museum, purchases may be made to provide 

43 

" • ^ ^ ' " ^ ' • " ^ ^ ^ * 



tangible reminders of the pleasantness of the experience (Baker 8< Kennedy, 

1994). 

Museums are strongly linked to all the levels of nostalgia. Museums 

furnish settings and objects for evoking feelings of nostalgia (Belk, 1988; Baker 

8w Kennedy. 1994). In addition, museum stores provide the opportunity for 

acquiring souvenirs, or items that can be used to store memories of the 

experience (Belk, 1990). Collecting items that allow participation in the 

meaning of the museum expands the self and therefore becomes part of the 

extended self 

The relationship between the extended self, possession and consumer 

behavior was investigated by Sivadas and Venkatesh (1995). They 

investigated the importance placed on objects integral to self-definition and 

satisfaction with those items. They reported that consumers placed greater 

importance on objects that formed the extended self In addition, the 

participants were more satisfied with items that were part of their extended 

self (Sivadas 8. Venkatesh, 1995). 

The affective response to consumption experiences has an influence on 

consumer satisfaction (Westbrook 8v Oliver, 1991). Havlena and Holbrook 

(1986) stated that emotions are related to consumption behavior. Emotions 

may be able to explain consumer behavior in situations where cognitive 

explanations cannot (Laverie, Kleine, 8̂  Kleine, 1993). In a study involving 

emotions and consumption, participants were asked to link specifled emotions 

with specific consumption experiences. Results indicated that when positive 
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emotions are linked to consumption experiences, greater post consumption 

satisfaction is experienced (Laverie. Kleine, 8< Kleine, 1993). 

Museums 

Museums are public institutions that are dedicated to the preservation of 

objects and information that will be of beneflt and service to the community 

that they serve. The International Council on Museums (American Association 

of Museums, 1997) has written a universally accepted definition of museums: 

A museum is a non-profit making, permanent institution in the 
service of society and of its development, and is open to the 
public which acquires, conserves, researches, communicates, and 
exhibits, for purposes of study, education and enjoyment, 
material evidence of people and their environment, (p. 5) 

This all-encompassing definition provides for the modern museum's multiple 

roles in society today. 

The first modern museums developed in the 18* century in Europe, and 

spread to their colonies in the same form as they were in Europe. These early 

museums were usually government run and housed in buildings that were 

impressive to look at, such as former palaces, but not usually originally 

designed to be museums. The philosophy at that time, was that museum 

collections were held in trust for the people, therefore the comprehension and 

completeness of the collection was important (Grinder 8̂  McCoy, 1985). 

The educational mission of the museum was developed at the end of the 

18* century (Grinder 8. McCoy, 1985; McMichael, 1990). At that time, many 
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of the early museums catered to the upper class of society. Some institutions 

charged admission to keep out those considered lower class or undesirable. 

Museums administrators slowly changed philosophies during the 19* century. 

The shift was in the hope that museums could offer educating and socializing 

influences to the masses. Admissions policies, such as fees and who Wcis 

allowed to visit were changed to reflect that philosophical shift (Grinder 8̂  

McCoy, 1985). The depression of the 1930s and an emphasis on continuing 

education further contributed to the role of education as an integral part of the 

mission of modern museums (Grinder 8̂  McCoy, 1985; Knowles, 1980). 

At the end of the 20 century, the educational role of the museum has 

shifted yet again to incorporate an entertainment aspect. This comes partially 

because of decreased government funding for museums. In order to keep 

functioning, museums have had to become more market oriented. The 

adoption of a marketing orientation does not mean that museums have 

necessarily become too commercialized. It does imply, however, that they are 

becoming more customer or visitor oriented. Museum administrators 

discovered that in order to operate at current financial levels, more visitors and 

more donors were needed (King, 1997). In order to attract both types of 

individuals, museums have made exhibits and programs more accessible to 

wider groups of individuals. 
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Museum Exhibits 

Exhibits could be considered the product of the museum, combining the 

raw material of the collection with the ideas and work of the staff. The ultimate 

consumer of the museum product is the visitor. The needs, desires and abilities 

of this consumer need to be considered when planning and developing 

exhibits. A good exhibit must be aesthetically pleasing, able to grab the 

attention of the visitor, in good teiste. and worth the time investment of the 

visitor (Burcaw, 1975). 

The purpose of an exhibit is to communicate ideas through objects. The 

objects are on display, but, the ideas reside with the context in which the object 

is placed. The combination of objects and ideas cause excitement cmd 

knowledge in the visitor (Friedman. 1981; Screven, 1993). The stimulating part 

about objects is their human context, what gives them meaning or how they 

were used (Friedman. 1981). Objects can have many functions: social, 

ideological, philosophical, or reflective, as well as the technological or intended 

end-use. Exhibit designers need to consider the way an object is seen, since 

many objects have multiple meanings (Deetz, 1981). 

The objects from the collections are the focal point of the exhibits. They 

are "the hinge between concept and thought on the one hand and the museum 

that uses the object to communicate intangible concepts to the visitor on the 

other hand" (Deetz, 1981, p. 25). Th exhibit is the basis for communication 

between the staff and the visitor, a chance to share expertise, and to stimulate 

thoughtful appreciation (Burcaw. 1975). The public views the exhibits through 
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the haze of a variety of backgrounds and experiences. Objects need to be 

anchored in a contextual setting to provide more uniform and complete 

experiences for the visitors (Sp>ock, 1990). 

Museum Visitors 

Today's museum going population includes all social and economic 

levels. The typical museum visitor in the U.S. attends several cultural sites and 

museums annually (Jansen-Verbeke 8<Van Rekom, 1996). However, little is 

known about what draws visitors to specific sites (Ashworth, 1994). In a small 

study, Jcuisen-Verbeke and Van Rekom (1996) found that the most important 

reason given was the desire to learn something new. Additional reasons cited 

included opportunities to enrich their lives, to be given food for thought and to 

visit a museum. 

Most past studies dealing with museum visitors have been demographic 

in nature. In a study for a botanical garden. Hood and Roberts (1994) found 

that the group with the largest attendance was aged 55 and older. This group 

accounted for one-third to one-half of the visitors on any given day. On the 

other hand, individuals with the lowest amount of attendance were those aged 

18-34. Older visitors were more interested in purchasing in the gift shop, 

organized outings, and bringing out-of-town guests to the gardens. 
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Museum Funding 

Museums, according to the ICOM definition are non-profit institutions. 

Funding for operations comes from a variety of sources. In the past, 

government agencies have provided the majority of financial support. 

Recent changes in the federal government have meant that museums and 

other nonprofit cultural organizations are now more dependent on other 

sources of funding. 

Individuals, foundations and corporations contributed over $122 billion 

to nonprofit groups in 1990 (U.S. Bureau of the Census, 1992). Corporations 

were responsible for donating less than 5% of the amount (Haggberg, 1992; 

Mathur. 1996). Estimates indicate that individuals gave between 75 and 83%, 

while foundations provided the rest (Haggberg, 1992). 

Corporate giving is predominantly in the form of sponsored events. In 

1992, U.S. companies spent $3.7 billion dollars on events sponsorship, 

however only 7% was for the arts and cultural events. Two-thirds of corporate 

money is for sponsorship of sporting events (Jahnke, 1993). Sponsorship by 

corporations is not done out of a sense of philanthropy, it is a marketing 

expenditure. 

When a company gives museums money, it expects something in 

return. For example, when sponsoring blockbuster exhibits, companies receive 

good name recognition (Jahnke, 1993). The museum, in turn heis the 

opportunity to offer visitors exhibits they could not otherwise afford. Some 

museum administrators have ethical conflicts with sponsoring corporations. 
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Tobacco and alcohol companies often sponsor events, linking their names with 

that of the museum, and perhaps gaining a better reputation (Jahnke. 1993). 

Giving by individuals varies by age, with older persons forming the 

largest segment. In fact, those aged 50 to 64 were the most generous, giving 

an average of 3% of their income (Mathur, 1996). On the average, households 

of older individuals donate 12% more than the average (Nichols, 1992). This 

trend however, may not continue, as the baby boom generation has not yet 

been generous in charitable giving (Guy 8< Patton, 1989). Baby boomers have 

gained a reputation for spending, but only for consumer goods. It remains to 

be seen if this will shift Into charitable giving as they age. The Tax Reform Act 

of 1986 removed many of the tax advantages of donating to nonprofit 

organizations (Guy 8̂  Patton, 1989). It is becoming more difficult for nonprofit 

groups to elicit support from individuals (Bendapudi, Singh. 8̂  Bendapudi, 

1996). 

Wheeler (1989) discusses the issues surrounding the increased need for 

individual and corporate financial support. He concludes that government 

actions of the past decade indicate a long-range reduction of funding for 

cultural institutions. Wheeler (1989) argues the museum response must be to 

enhance the organizational image through marketing, although he 

acknowledges that, in reality, museums have been marketing their products for 

years. And, while the hard-sell approach is distasteful to many institutions, the 

adoption of marketing strategies to replace government funding losses hcis not 

been as difficult and distasteful as originally anticipated. 
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Wheeler's point is not. however, that marketing and the resulting 

increase in attendance and financial support are good for museums, although 

they may be essential for survival (1989). His point is that as museums 

compete in the marketplace, the costs of competition may result in changes to 

the mission, goals, and programs of the organization. As museums become 

more dependent on corporate and individual largess, he recommends that this 

dependence be tempered with the understanding that museums remain 

primarily quality institutions that stay true to their missions and goals. If they 

cannot maintain a respectable position within the community, they will lose the 

support they are desperately seeking to attain. 

Museums and marketing 

Many non-profit organizations are turning to marketing activities in 

order to increase contributions. For nonprofit groups, this switch to a 

marketing perspective is a new approach to managing financial responsibilities. 

Marketing strategies involving targeting and segmentation can aid in attracting 

support from private resources. 

The politics of focusing on marketing and audience needs have been 

addressed by Harris (1990) and Postman (1990). While approaching the 

subjects of public need and audience dependence from different perspectives, 

they arrive at the same conclusion: dependence on the public, as well as the 

increased involvement it brings, holds exciting opportunities for museums. 

The authors agree that museums must be in control of their audiences rather 
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than allowing those audiences to direct the goals or missions of the 

organizations. They both challenge the previously held notion that marketing 

is a negative activity that undercuts a museum's mission. 

In the United States, the non-profit status awarded to museums is based 

on their educational function. Therefore, museums must take special care that 

none of the other functions overrides that of education. The shift toward the 

entertainment aspect of museum exhibits must also incorporate education 

(Ames, 1989). 

Museums have turned to marketing in order to maintain levels of 

funding. Marketing departments were almost nonexistent in museums prior to 

the 1970s. Today, most medium and large sized museums have marketing 

departments. Museums that have used marketing techniques have 

experienced increased attendance. In addition, revenue from activities such eis 

restaurants and shops has grown dramatically. In general, an emphasis on 

marketing has led to better economic health, greater vitality and visibility for 

museums. 

The downside to marketing has been experienced in a number of ways. 

Curators and other academicians have been concerned that the mission of the 

museum is being overlooked in favor of popularity. There is the concern that 

the seriousness of the message is being lost (Ames, 1989; Wheeler, 1989). 

One popular method for increasing visitor attendance and the resulting 

revenues is to bring in blockbuster exhibits. These have been very popular 

among the public. This popularity is not without cost; the large crowds have 
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often prohibited serious refiection. Another concern has been that the 

advertising may create falsely high expectations in visitors. 

Among curatorial staff, another concern is that blockbuster exhibits 

lessens emphasis on the museum's own collection. Visitors often view only the 

blockbuster exhibit and neglect the permanent displays. In addition, 

permanent exhibits may not have been designed with the same level of 

entertainment value, focusing instead on education. This may disappoint 

visitor's who are expecting the same experiences form blockbuster and 

permanent exhibits (Danilov, 1988). 

Museum Stores 

Museum stores typically carry a wide range of price lines as well cis 

variety of products. Museum stores have become a vital source of revenue for 

museums, as well as popular spots for visitors. Museums shops have grown in 

size, and in some places have taken space that was previously used for 

exhibits. 

Norris (1997) surveyed London museum store managers, visitors, 

curators, and store suppliers to investigate attitudes about museum stores. 

Results indicated an overwhelming concern among all involved was that items, 

especially reproductions, be in good taste. Curators were concerned with the 

possibility that the store trivialized the purpose of the institution. They were 

supportive of the increased accessibility and lowering of intimidating factors 

that the stores provided. The curators felt that some visitors just saw the shop 
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and skipped the museum. They felt there should be a greater emphcisis on the 

museum, less unrelated merchandise, that greater care be placed on what 

items contained repliceis, that objects were being trivialized. The curators were 

certain that the collection was the most important part of the museum and 

didn't want the shop to become more important. 

All of the visitors who participated in the study visited the shop. Some 

visitors only went to the shop and skipped the museum. Not all visitors 

thought the museum shops were essential to the museums. Shoppers thought 

that merchandise in many of the stores should relate to the museums. Most 

said they like reproduction, but wanted well-done reproduction. When asked 

why they bought things from the museum shop, the overwhelming response of 

visitors was that they wanted to be reminded of their visit. A few warned that 

frequently reproduced images might become trite, and lessen appreciation of 

the original work. None felt that visitors should have to see the museum 

before they could see the shop. The majority thought that museum shops 

made the museum more user-friendly, although some men felt intimidated. 

When asked about commercialism, most did not think that there was too much 

commercialism, they also thought that the museum shop was important and 

necessary for survival due to a decrease in government funding. 

Museum store retailers in general thought that the shop made the 

museum less elitist and user-friendlier. Museum retailers all thought the shop 

should be accessible without visiting the exhibits. Some managers went so far 

as to state that the shop was more popular than the museum. The managers 
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said that reproduction sold well, but needed to be well done. When choosing 

items for reproduction, few shop managers or buyers consulted with curatorial 

staff. Museum stores form an integral portion of the museum experience for 

visitors, for some; it forms the only experience. 
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CHAFFER III 

PROCEDURE 

This research is designed to investigate the customer satisfaction of 

visitors to history museums and identify factors that influence customer 

satisfaction. The methodology followed in this study is discussed in the 

following sections: (a) research design, (b) selection of sample, (c) research 

instrument, (d) pilot study, (e) collection of the research data, (f) statistical 

analysis of data, and operational definitions. 

Research Design 

A descriptive research design was used in this study. In addition to 

collecting descriptive data about museum shop customers, the study will 

investigate relationships among (a) customer characteristics (demographics, 

purchase behavior, and nostalgia proneness), (b) museums attributes, (c) store 

attributes, and (d) consumer satisfaction. The variables in the study were 

identified through a review of the relevant research literature. 

Sampling error was controlled using a large sample size collected at 

geographically separate museum locations. Measurement error was controlled 

with an instrument that was pretested for comprehension and unambiguous 

wording. 
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Selection of Sample 

Participants consisted of adult visitors to three history museums during 

selected weeks at each location. The researcher administered the questionnaire 

to participants as they left the museum store. The respondents were self-

selecting. 

The three museums were selected based on the following criteria: (a) 

state history theme, (b) geographic location, (c) annual attendance, and (d) an 

on-premise gift shop. The museums selected are the Kansas Museum of 

History in Topeka, Kansas, the Palace of the Governors in Santa Fe, New 

Mexico, and the Panhandle Plains Museum in Canyon, Texas. 

The Kansas Museum of History is visited by approximately 135 

thousand visitors annually. The exhibit space is dedicated to showing the 

Native American heritage and the state's evolution to the present. The 

museum is housed in a facility built in 1985, while the museum has been in 

existence since 1875. 

The Palace of the Governors is part of the Museum of New Mexico. The 

museum is housed in the oldest public building in the United States, built in 

1610. The Palace receives about 120 thousand visitors each year. In addition, 

another 30-40 thousand visitors attend events at the site. 

The Panhandle Plains Museum, built in 1933, is on the campus of West 

Texas State A8JVI University, located about 20 miles south of Amarillo, Texas. 

The museum houses that largest collection of native American artifacts in 

Texas, with exhibit space dedicated to western heritage, petroleum, 
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paleontology, transportation, and art. Annually, 80,000 individuals visit the 

museum. 

Research Instrument 

A four-part, self-administered questionnaire was used to elicit responses 

from participants. The parts of the instrument were designed to gather 

information concerning (a) purchase behavior, (b) customer satisfaction, (c) 

nostalgia proneness, and (d) demographics. Each section has an introduction, 

along with instructions. Section B includes an example of how to indicate 

responses. 

The instrument Weis designed as a booklet, containing no questions on 

the front or back cover pages. It was reproduced on off-white paper to 

eliminate problems with glare. The procedures to produce a professional and 

well-constructed form, as suggested by Salant and Dillman (1994), were used. 

The front cover has an informative title, an illustration unique to each museum, 

and the name of the sponsoring institutions. This will enable the researcher to 

keep responses separate, in order to report specific museum responses to the 

sponsoring institution. 

The back cover has space for comments and a thank-you for completing 

the questionnaire. When ordering the questions, Salant and Dillman (1994) 

suggested that the initial questions be obviously connected to the cover title. 

The opening section of the questionnaire inquires about purchases at the 

museum store. Transition statements were used at the beginning of each 
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section to aid in understanding each section and to provide a mental break 

from answering. In addition, sensitive questions were placed at the end, to be 

answered after the respondent has established a level of comfort in answering 

questions. A booklet format was used to provide the appearance that the 

questionnaire was not long. The questionnaire may be found in Appendix A. 

The Questionnaire 

The first section of the questionnaire was modeled after Anderson and 

Littrell's (1995) descriptions of souvenir purchasers. Seven questions address 

purchcise behavior and elicit information regarding number and types of items 

purchcised, for whom the items were purchased, amount of money spent, and 

who accompanied the visitor on the museum and store visit. Table 3.1 displays 

the items with the purchase behavior variables. 

Table 3.1 Variables for Purchase Behavior 

Item number Purchase Behavior Variables 
2,6 
3 
4 
3 
5 
7.8 

Number and types of items purchased 
Who item was purchased for 
Age of recipient, if gift 
Relationship to purchaser, if gift 
Amount of money spent 
Who accompanied the visitor 

The second portion of the questionnaire, based on Gundersen, Heide, 

and Olsson's Satisfaction Scale (1996), measures customer satisfaction. The 

satisfaction scale consists of 25 statements measuring specific tangible and 
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intangible attributes. The 5-point Likert-type scale is anchored with "Terrible" at 

the low end and "Delighted" for the high end. The scale measures customer 

satisfaction with three areas: (a) store products, (b) the museum store, and (c) 

the museum. Seven statements meeisure these aspects of satisfaction with 

store products: selection and variety, price range, uniqueness, fit of item with 

museum theme, fit of items into visitor's collection, quality of workmanship, 

and appealing design. The next twelve statements address satisfaction with 

the store: item arrangement, store theme, atmosphere, music, physical layout, 

cleanliness, neatness, spaciousness, appearance, number of fellow customers, 

availability and helpfulness of store staff. The final seven statements measure 

satisfaction with the museum: availability and helpfulness of museum staff, 

exhibits, physical layout, information about exhibits, time spent, and hours of 

operation. 

An additional statement measuring satisfaction is found at the end of the 

third section. This item elicits information on the overall satisfaction level of 

the respondent with the past week. The scoring is done in the same method as 

the other satisfaction statements. Westbrook and Cote (1979) found that 

persons who experienced high levels of general life satisfaction tended to be 

more satisfied with specific experiences, while those who were unhappy with 

their lives, were more likely to be dissatisfied with specific experiences. 
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Westbrook and Oliver (1991) tested five instruments commonly used to 

measure customer satisfaction. They found that Likert-type and semantic-

differential scales have been shown to have the highest reliabilities. In 

addition, these two types of measures had the highest convergent and 

discriminant validities. The Delighted-Terrible scale for measuring consumer 

satisfaction has been found the most reliable (Westbrook 8̂  Oliver, 1991). 

Table 3.2 shows the satisfaction variables and the item numbers. 

The third segment of the instrument consists of the short form of 

Holbrook's Nostalgia Index (1993). The eight statements that address 

nostalgia proneness are randomly ordered and are measured on a 5-point 

Likert-type scale using "disagree" at the low end and "agree" at the high end. 

Some of the statements are reverse scored to eliminate response bias. 

Although the Index originally contained 20 items, a stepwise factor analysis 

was conducted and eight items were found to have the highest reliability. 

Table 3.3 displays the nostalgia variables and the item numbers. The Tucker-

Lewis reliability coefficient improved from 0.43 to 0.96 for the 8-item form. 

The construct reliability of the factor and the coefficient alpha for the Index 

were both 0.78 (Holbrook, 1993). Subsequent use of the Index has confirmed 

the reliability of the shortened form (Holbrook 8< Schindler, 1996). 
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Table 3.2 Variables for Satisfaction Scale 

Area 

Store Products 

Museum Store 

Museum 

Item Number 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

31 

32 

33 

34 

35 

36 

Satisfaction Variables 

Selection and variety of items 

Price range 

Uniqueness of items 

Fit of item with museum theme 

Fit of item with visitor's collection 

Quality of workmanship 

Appealing design 

Item arrangement 

Store theme 

Atmosphere 

Music 

Physical layout 

Cleanliness 

Neatness 

Spaciousness 

Appearance 

Number of fellow customers 

Availability and helpfulness of store staff 

Helpfulness of store staff 

Availability and helpfulness of museum staff 

Helpfulness of museum staff 

Exhibits 

Physical layout 

Information about exhibits 

Time spent 

Hours of operation 
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Table 3.3 Variables for the Nostalgia Index 

Item Number Nostalgia Index Variables 

37 

38 

39 

40 

41 

42 

42 

44 

They don't make 'em like they used to. 

Things used to be better in the old days 

Products are getting shoddier and shoddier 

Technological change will insure a brighter future 

History involves a steady improvement in human welfare 

We are experiencing a decline in the quality of life 

Steady growth in GNP has brought increased human happiness 

Modern business constantly builds a better future 

The fourth part of the questionnaire includes eight questions eliciting 

information regarding the demographic variables. The specific variables 

included are gender, age, ethnicity, marital status, gross family income, 

education level, state of residence, and distance of the museum from home in 

miles. Demographic variables and item numbers are shown in Table 3.4. 

Table 3.4 Variables for Demographics 

Item Number 

45 

46 

49 

50 

51 

52 

48 

10 

Demographic Variables 

Gender 

Age 

Ethnicity 

Marital status 

Gross family income 

Education level 

State of residence 

Distance of the museum from home 
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Pilot Study 

A pilot study was conducted to test the questionnaire for 

comprehension of instructions, terminology, ease of statistical input, and 

reliability. Two upper level classes in the College of Human Science toured the 

Ranching Heritage Center and Cogdell's General Store inside the visitor center. 

The classes completed the questionnaire (n = 30) and wrote comments on the 

comprehension level of the instrument. Based on evaluation of responses, the 

following adjustments were made to the instrument: page numbers were 

added, a duplicated item was removed from Question 6, and the demographic 

section was reordered. In addition, from the paper color choices used, off-

white was chosen as the most readable. 

Members of the dissertation committee also reviewed the instrument for 

face validity. Changes suggested were: the anchors for the satisfaction scale 

were changed from "low" and "high" to "terrible" and "delighted," an additional 

category Wcis added to the ethnicity question, a general life satisfaction 

question was added, the Nostalgia Index was shortened to eight items, and 

the additional comments section was shifted from the back cover to inside the 

booklet. 

In order to assess the ease of analysis, the data from the pilot study was 

entered into the Statistical Package for Social Sciences Program (SPSS) 

database. Since the satisfaction scale was constructed for this instrument, 

Cronbach's Alpha was run to assess reliability. When the responses from the 

entire 26-item scale were computed, an Alpha of .96 was found. The scale was 
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then divided into two subsections: (a) satisfaction with the museum store and 

(b) satisfaction with the museum. The 19-item store satisfaction sub-scale had a 

Cronbach's Alpha of .95. The shorter (7-item) museum satisfaction sub-scale 

had an Alpha of .87. In general, internal consistency declines with lower 

numbers of scale items (Cone 8< Foster, 1993). 

Collection of the Research Data 

The survey was conducted as an immediate post-shop visit, in order to 

make accurate assessment by the respondents. Previous research indicates 

that measuring satisfaction with a consumption experience simultaneously 

with that experience has been shown reliable (Johnson et al., 1995). The 

researcher was stationed near the cash register and as visitors completed 

transactions they were approached and asked to participate in a survey being 

conducted to measure visitor satisfaction with the museum. Only visitors over 

the age of 18, that had toured the museum were approached. In addition to 

cissisting the museum in making improvements, each participant received a 

souvenir pencil as a token for their participation. 

Data collection took place during standard museum hours from 

Wednesday to Sunday, limited to a maximum of five days at each institution. 

These five days are the busiest, thereby providing the researcher with the best 

opportunity for a broad cross-section of visitors and a sufficient number of 

participants. The number of completed, usable questionnaires at each museum 

was a goal of 100, with a minimum of 35, and a maximum of 150. In order to 
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detect statistical significance, the goal of 100 usable questionnaires per 

museum was set. 

Statistical Analysis of Data 

Data analysis were conducted using the Statistical Package for the Social 

Sciences (SPSS). Descriptive statistics were used to conduct an initial 

assessment of all variables. The descriptive statistics included means, modes, 

medians, standard deviation, and ranges. 

The research questions were analyzed using correlation and analysis of 

variance. The research hypothesis used hierarchical regression. The goal 

sample size was determined by examining the desired significance criterion, 

the tests and number of variables, population effect size and statistical power. 

For the type of tests, the number of variables, an alpha of .05, and a medium 

effect size, a total of 97 usable questionnaires is needed to achieve adequate 

power (Cohen, 1992). With this number of respondents from each of the three 

museums, each museum can be analyzed independently. If the total number of 

respondents from all three museums is less than 291, but more than 97, 

statistical analysis for combined museums will still be valid, but the museums 

will not be analyzed individually. 

Operational Definitions 

In order to test the hypotheses, a selected number of variables were 

measured. Figure 3.5 shows the hypotheses with the corresponding variables. 
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Research Question 1. Is there a statistically significant relationship 

between customer satisfaction with history museum stores and demographic 

variables? 

The data measured were taken from responses to questions in Section B, 

Q l 1 through Q 2 9 , and Section D, Q 4 5 through Q 5 3 , Q I O of the instrument. 

Age, distance from home, and customer satisfaction are continuous variables. 

Gender, ethnicity, marital status, gross family income, educational level, and 

state of residence are categorical variables. 

Research Question 2. Is there a statistically significant relationship 

between customer satisfaction with history museum stores and purchase 

behavior of visitors? 

The data measured were taken from responses to questions in Section B, 

Q l 1 through Q 2 9 , and Section A, Q 1 through Q 8 of the questionnaire. 

Number of items purchased, number of companions, and customer satisfaction 

are continuous variables. Type of items purchased, amount of money spent, 

type of people accompanying visitor, and for whom the items were purchased 

are categorical variables. 

Research Question 3. Is there a statistically significant relationship 

between customer satisfaction with the history museum and customer 

satisfaction with the history museum store? 

The data measured were taken from responses to questions in Section B, 

Q l 1 through 36 of the instrument. All the customer satisfaction variables are 

continuous variables measured on a Likert-type scale. 
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Research Question 4. Is there a statistically significant relationship 

between customer satisfaction with history museum stores and nostalgia 

proneness? 

The data measured were taken from responses to questions in Section B, 

Ql 1 through Q 2 9 . and Section C, Q 3 7 through 44. The customer satisfaction 

scale and the nostalgia index are continuous variables mecisured on a Likert-

type scale. 

Research Question 5. Is there a statistically significant relationship 

between customer satisfaction with history museum stores and general 

satisfaction? 

The data measured were taken from responses to questions in Section B, 

Ql 1 through Q29 , and Section C, Q 4 5 . The customer satisfaction variables 

are continuous variables measured on a Likert-type scale. 

Research Hypothesis 

Four sets of variables were examined to determine their usefulness in 

accounting for customer satisfaction in history museum stores. Based on the 

correlation results, a specific directional hypothesis was added. 

The dependent variable was customer satisfaction with the museum 

store as measured by Section B, Questions 11 through 29. All variables 

measured on the customer satisfaction are continuous variables rated on a 

Likert-type scale. The independent variables were measured in Sections A, B, C 
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and D of the instrument and include (a) nostalgia proneness, (b) satisfaction 

with the museum, (c) general satisfaction, and (d) demographic variables. 
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CHAPTER IV 

RESULTS AND DISCUSSION 

The purpose of this study was to investigate the customer satisfaction of 

visitors to history museums and to identify factors that influence customer 

satisfaction. In addition, the researcher investigated relationships among (a) 

customer characteristics (demographics, purchase behavior, and nostalgia 

proneness), (b) museum attributes, (c) store attributes, and (d) customer 

satisfaction. Presented in this chapter are description of the sample, 

description of each variable, data analysis, and summary of flndings. 

Data Collection 

Three museums were chosen for data collection based on three criteria. 

The first was sufficient annual attendance to provide an adequate sample size, 

and the second was an on-premise gift shop. The final criterion was that each 

museum iocation was in the same geographic region, but with enough distance 

between, so that the probability of a repeated subject was small. Therefore, 

data were collected in the Kansas Museum of History in Topeka, Kansas, the 

Palace of the Governors in Santa Fe, New Mexico, and the Panhandle Plains 

Museum in Canyon, Texas. Data collection took place from May 13 through 

17 ,1998 in Kansas, May 20 through 24, 1998 in New Mexico, and from June 3 

through 7, 1998 in Texas. The researcher approached customers as they left 

the store after making a purchase and requested their participation in the 
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survey. At the Kansas Museum of History and the Panhandle Plains Museum. 

55 completed questionnaires from each location were collected. At the Palace 

of the Governors. 97 completed questionnaires were accumulated during the 

designated 5-day period. 

A total of 207 questionnaires were collected during the 15 days at the 

three museums. Of these, seven questionnaires were eliminated from the 

sample because the participant had not purchased anything at the museum 

store. Specifically, numbers 54, 69 and 88 from Santa Fe, numbers 2 ,16 , and 

47 from Topeka and number 20 from Canyon were removed from the sample. 

Another four (number 97 from Santa Fe and numbers 5, 14 and 26 from 

Topeka) were eliminated because the participant had not completed the 

satisfaction scale. The final sample consisted of 196 participants. 

Description of Sample 

The questionnaire (located in Appendix A) solicited information about 

the demographic variables of the participants. Information was obtained on 

gender, age, ethnic identity, marital status, gross family income, educational 

level, place of residence, and distance traveled from home to museum. Tables 

4.1 through 4.8 present the frequency and percentage distributions of 

participants according to each demographic variable. 

Gender. Participants were asked to indicate their gender in Section D, 

Q45 of the questionnaire. The majority of respondents, 136 (69.4%) were 

female. Males accounted for 60 (30.6%) of the sample. In their description of 

71 

few, - •^.-«.^«««w^iam.iMiEaaa 



tourists interested in history and parks, Littrell et al. (1994) stated that more 

women than men visit history related sites. In this study, almost 70% were 

female, thus agreeing with earlier findings. The frequency and percentage 

distribution of participants by gender is located in Table 4.1. 

Table 4.1 Frequency and Percentage Distribution of Participants by 
Gender. 

Gender 

Female 

Male 

Total 

n 

136 

60 

196 

% 

69.4 

30.6 

100.0 

Age. Table 4.2 presents the frequency and percentage distribution of 

participants by age. Participants were asked to write the year of their birth on 

the questionnaire. Participants ranged in age from 19 to 84, with a mean age 

of 46. Data were collapsed into 7 categories to facilitate interpretation: 18-29, 

30-39, 40-49, 50-59, 60-69. 70-79, and 80 and older. The largest group of 

participants, 27.1 % (n = 52), were in the 50 to 59 year age category. The 

second largest group, 42, (21.4%), were aged 40 to 49 years. The smallest 

group of participants, 1.5% (n = 3), were in the 80 years or older category. The 

sample corresponded with previous findings about the age of tourists, with the 

majority of the participants over the age of fifty (Littrell et al., 1994; Silberberg, 

1995). Hood and Roberts (1994) found that the majority of visitors to a 

botanical garden were aged 55 and older, the findings from this study were 

similar, with over half over the age of fifty. In conversation with many of the 
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participants, the researcher discovered that many were retired. They indicated 

that traveling and visiting museums were among their favorite ways to use 

their free time. 

Table 4.2 Frequency and Percentage Distribution of Participants 
by Age. 

Age 

18 - 29 years 

30 - 39 years 

40 - 49 years 

50 - 59 years 

60 - 69 years 

70 - 79 years 

80 or more years 

Total 

M = 60 - 69 years 

4 missing cases 

Ethnic Identity. Particip 

SD= 1 

)ants were 

.5 

n 

20 

24 

42 

52 

34 

16 

3 

192 

% 

10.4 

13.0 

21.9 

27.1 

17.7 

8.3 

1.6 

100.0 

asked to indicate with which eth 

group they most closely identify. Table 4.3 illustrates the frequency and 

percentage distribution by ethnic identity. The largest group, 181 (92.3%) were 

white. 

The second largest group, Hispanic/Mexican American comprised only 

3.6% (n = 7) of the sample. Of the customers in the stores, the largest groups 

to turn down the researcher's request were visitors with not enough time or 

those whose English comprehension was not adequate. Visitors from Europe, 

Asia and Central America did not have sufficient comprehension of the 
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language to participate. General observation indicated that the ethnic 

composition of the visitors to the museums matched the ethnic composition of 

the sample. 

Table 4.3 Frequency and Percentage Distribution of Participants 
by Ethnic Identity. 

Ethnic Identity n % 

White 

Black/African 

American 

Hispanic/Mexica 

n American 

Native American 

Oriental/Asian 

American 

Other 

181 

1 

2 

1 

92.3 

.5 

3.6 

1.0 

.5 

2.0 

Total 196 100.0 

Marital Status. Table 4.4 portrays the frequency and distribution of 

participants by marital status. One hundred twenty-nine (62.2%) N̂ /ere married. 

Of the four categories of single, never married, widowed, divorced and living 

with significant other, the never married category, 24 (12.3%), comprised the 

largest group. The sample differed from the national average in percentage of 

married and divorced couples. The 1997 Census reports that 55.9% of the 

adult population were married, while 62.2% of this sample were married. 

Additionally, less of this sample were divorced than the national average, 8.7% 

in the sample compared to 9.9% nationally. 
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Gross Family Income. Information on gross family income was elicited 

on the questionnaire in Section D, Q51. Table 4.5 displays the frequency and 

distribution of participants by gross family income. The largest group of 

participants. 73 (40.8%), indicated gross family incomes of $70,000 or above. 

Over half (53.6%) of the participants had gross family incomes of over 

$60,000. This sample had higher than average income when compared to the 

United States as a whole. The 1996 US Census report on Money Income In The 

United States indicated that income for the average household was $35,492. 

Previous research on tourists found that approximately one-third of tourists 

had higher incomes than the US average (Hawes, 1988). 

Table 4.4 Frequency and Percentage Distribution of Participants 
by Marital Status. 

Marital Status n % 

Married 

Single, never 

married 

Single, widowed 

Single, divorced 

Single, living 

with significant 

other 

129 

24 

18 

17 

7 

62.2 

12.3 

9.2 

8.7 

3.6 

Total 195 100.0 

1 missing case 

Educational Level. Table 4.6 depicts the frequency and distribution of 

participants by level of education achieved. The largest number of participants. 

62 (32.0%), held a graduate degree. The majority of participants (88.2%) had 
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attended at least one year of technical, college, or vocational school. Only 

three (1.5%) participants had not completed high school. The US Census 

(1997) reported that of adults aged 4 0 - 6 9 . 46.4% had attended some college, 

while 23.6% had completed a bachelors degree or more. This sample has a 

higher level of education than the national average. Previous research 

indicates that most museum visitors have higher than average amounts of 

education (Littrell et al., 1994). Hawes (1988) reported that two-thirds of that 

sample (66%) had completed college and 45.4% had attempted or completed a 

graduate degree, indicating, as in this study, a higher than average level of 

education. 

Table 4.5 Frequency and Percentage Distribution of Participants 
by Gross Family Income. 

Gross Family Income n % 

Less than $9,999 

$ 10,000 - $ 19,999 

$20,000 - $29,999 

$30,000 - $39,999 

$40,000 - $49,999 

$50,000 - $59,999 

$60,000 - $69,999 

$70,000 and above 

2 

6 

13 

18 

24 

20 

23 

73 

1.0 

3.1 

7.3 

10.1 

13.4 

11.2 

12.8 

40.8 

Total 179 100.0 

M = $50,000 - $59,999 SD = 1.9 

1 7 missing cases 
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Place of Residence. Participants were residents of six countries from 

three continents. Table 4.7 exhibits the frequency and distribution of 

participants by state of residence. The six participants that resided outside of 

the United States, lived in Canada, the United Kingdom. Switzerland, the 

Netherlands, and Australia. The remainder of the participants resided in 29 

states. The largest group of participants, 51 (26.2%) resided in Texas. Kansas 

was the state of residence for one-fifth (39) of the participants. Discussion with 

respondents revealed that Santa Fe was the primary destination for visitors to 

the museum, while visitors to the other museums were there specifically to go 

to that museum. 

Table 4.6 Frequency and Percentage Distribution of Participants 
by Level of Education. 

Level of Education n % 

Less than 12 years 

Completed high school 

1 -3 years of college 

Complete college 

Some graduate work 

Graduate degree 

Total r95 100.0 

M = completed college SD = 1.5 

1 missing case 

Same and Surrounding States. Table 4.8 shows the frequency and 

distribution of participants who lived in the same and the states surrounding 

the museums they visited. Of the 196 participants, 76 (40.0%) visited the 
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3 

20 

43 

40 

26 

62 

1.5 

10.3 

22.2 

20.6 

13.4 

32.0 
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museum in the state where they reside. Twenty-four (12.3%) of the visitors 

lived in states that border the state containing the museum. During the data 

collection period in Kansas, groups of school children comprised the largest 

groups of visitors. About a third of the participants during those days were 

accompanying the school groups to the museum and other sites in Topeka. 

Table 4.8 Frequency and Percentage Distribution of Participants 
by Same and Surrounding States. 

Same and Surrounding States n % 

Same state 

Surrounding state 

76 

24 

40.0 

12.3 

Total 100 

Miles traveled from Home. The distance traveled by participants to the 

museum is presented in Table 4.9. Participants were asked to indicate how far 

their home was from the museum. The closest recorded distance was one mile 

from home, while the farthest recorded distance was 10,000 miles. Data were 

collapsed into seven categories to facilitate interpretation. The largest group, 

45 (23.0%), traveled from 1,000 to 1,999 miles from home. The second largest 

group, 42 (20.9%), traveled only 1 to 49 miles from home. This was the most 

difficult question on the survey for participants to complete. When visitors 

came from a long distance and flew to the destination, they were less aware of 

the miles they had traveled. 
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Table 4.7 Frequency and Percentage Distribution of Participants 
by State of Residence. 

Place of Residence n % 

States (data collected) 
Kansas 
New Mexico 
Texas 

Neighboring States 
Missouri 
Oklahoma 
Colorado 
Arizona 
Utah 
Louisiana 
Nebraska 

Other States 
California 
Washington DC 
Rorida 
Illinois 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Nevada 
New jersey 
New York 
Ohio 
Pennsylvania 
Tennessee 
Vermont 
Virginia 
Wcishington 
Wisconsin 
Idaho 

Other Countries 
Canada 
United Kingdom 
Switzerland 
Netherlands 
Australia 

1 missing case 

39 
5 

51 

2 
2 
3 
6 
1 
1 
4 

19 
1 
4 
5 
3 
2 
1 
1 
1 
3 

11 
6 
2 
2 
1 
1 
7 
4 
1 

1 
1 
1 
1 
2 

20.0 
2.6 

26.2 

1.0 
1.0 
1.5 
3.1 

.5 

.5 
2.1 

9.7 
.5 

2.1 
2.6 
1.5 
1.0 
.5 
.5 
.5 

1.5 
5.6 
3.1 
1.0 
1.0 
.5 
.5 

3.6 
2.1 

.5 

.5 

.5 

.5 

.5 
1.0 

Total 195 100.0 

7 9 



Description of Purchase Behavior 

The questionnaire solicited information about the purchase behavior of 

the participants. Information was obtained on the number of items purchased, 

intended recipient, age(s) of item recipients, dollars spent, the number and 

relationships of persons accompanying the participant, if this was the initial 

visit to the museum, and categories of items purchased. The questionnaire can 

be found in Appendix A. Tables 4.9 through 4.18 illustrate the frequency and 

percentage distributions of participants according to purchase behavior. 

Table 4.9 Frequency and Percentage Distribution of Participants 
by Miles traveled from Home 

Miles from Home n 

1 - 49 miles 

50 - 99 miles 

100 - 499 miles 

500 - 999 miles 

1,000 - 1,999 miles 

2,000 - 4,999 miles 

5,000 or more miles 

42 

13 

25 

34 

45 

32 

6 

20.9 

6.6 

12.8 

17.3 

23.0 

16.3 

3.1 

Total 196 100.0 

M= 1084.1 SD= 1563.4 

Number of Items Purchased. Table 4.10 presents the frequency and 

distribution of participants by number of items purchased. Participants were 

asked how many items they purchased, with totals ranging from 1 to 27. Data 

were collapsed into four categories for ease of interpretation. The majority of 

participants, 156 (81.7%), purchased between one and five items. Only eight 
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156 

27 

5 

3 

81.7 

14.1 

2.6 

1.6 

participants (4.2%) purchased more than ten items. Participants, who during 

conversation indicated they were teachers, often purchased more items. Their 

purchases were a combination of items for themselves, others and for their 

classes. 

Table 4.10 Frequency and Percentage Distribution of Participants 
by Number of Items Purchased. 

Number of Items N % 

I - 5 items 

5 - 1 0 items 

II - 20 items 

21 or more items 

Total r91 100.0 

M = 3.6 SD= 3.9 
5 missing cases 

Intended Recipient. In Section A, Q3, participants were asked to 

indicate for whom they were purchasing items. Table 4.11 depicts the 

frequency and distribution of participants by intended recipient. Many of the 

items, 43.9% (n = 130), were purchased for themselves. The second largest 

group of recipients, 33.3% (n = 99), were family members. Gift purchases are 

important for tourists (Littrell 8< Anderson, 1995). Over half (56.1 %) of the 

purchases made by participants were as gifts for others. The largest group of 

gift recipients was family members, which coincides with findings that gifts 

purchased on trips were done to reinforce relationships. In addition, many of 

the participants were older and were buying gifts for their children or 

grandchildren. 
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30 

99 

47 

3 

6 

12 

43.9 

33.3 

15.8 

1.0 

2.0 

4.0 

Table 4.11 Frequency and Percentage Distribution of Participants 
by Intended Recipient. 

Purchased for N % 

Self 

Family member 

Friend 

Co-worker 

Neighbor 

Other 

Total 297 100.0 

multiple responses possible 

Age of Gift Recipient. Table 4.12 exhibits the frequency and distribution 

of the age of recipients of gifts purchased by participants. The largest group of 

gift recipients (22.9%) was aged 30 to 49 years. The second largest group of 

gift recipients, 42 (20.9%), was aged 50 to 79 years. These two groups 

accounted for 43.8% of all the gift recipients. Since most of the gifts were 

purchcised for family or friends, it can be surmised from the age range, that 

adult children and friends of a similar age were the intended recipients. 

Dollars Spent. Participants were asked to indicate the amounts of 

money spent in the museum store. Table 4.13 portrays the frequency and 

distribution of participants by dollars spent on purchases in the museum store. 

The largest group of participants, 56 (28.6%), spent from $20.01 to $50.00. 

The second largest group, 51 (26%), of participants spent from $ 1.01 to 

$ 10.00. Nationally, the amount of money spent by tourists averages $ 16.00 
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per day (Water, 1991). These participants spent over that amount, with 28.6% 

spending between $20.01 and $50.00. Since the average income for this 

study was higher than for other tourists groups, a higher level of spending 

could also be anticipated. 

Table 4.12 Frequency and Percentage Distribution of Participants 
by Age of Gift Recipient. 

Age of Gift Recipient n % 

0 - 5 years 

6 - 1 2 years 

1 3 - 1 9 years 

20 - 29 years 

30 - 49 years 

50-79 years 

80 years and older 

28 

38 

20 

22 

46 

42 

5 

13.9 

18.9 

10.0 

10.9 

22.9 

20.9 

2.5 

Total 201 100.0 

multiple responses possible 

Table 4.13 Frequency and Percentage Distribution of Participants 

Dollars Spent 

$ 1.00 or less 

$1.01 -$10 .00 

$10.01 -$20 .00 

$20.01 -$50 .00 

More than 

$50.00 

Total 

M= $10.01 -$20 .00 SD = 

N 

9 

51 

46 

56 

34 

196 

1.163 

% 

4.6 

26.0 

23.5 

28.6 

17.3 

100.0 
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Number Of Persons Accompanying Participant. Table 4.14 displays the 

frequency and distribution of participants by the number of persons who 

accompanied the participant to the museum. Participants were asked to write 

the number of persons who accompanied them on the visit to the museum. 

Responses ranged from none to 75 individuals. Data were collapsed into five 

categories to facilitate interpretation: none, 1 -5 people, 6 -10 people, 11 -20 

people, and 21 or more people. The largest group of participants, 149 

(76.8%), had from one to five persons in their party. Of the participants, 93.8% 

(182) either came by themselves or groups of five or less. The larger groups 

were in Kansas and were groups of school children. 

Table 4.14 Frequency and Percentage Distribution of Participants 
by Number Accompanied. 

Number Accompanied 

None 

1 - 5 people 

6 - 1 0 people 

1 1 - 20 people 

21 or more people 

Total 

M = 3.0 SD = 7.9 

Who Accompanied Partic 

2 missing 

:ipant. Parti 

n 

33 

149 

5 

4 

3 

194 

cases 

ci pants were 

% 

17.0 

76.8 

2.6 

2.1 

1.5 

100.0 

asked to indie 

type of individuals who went with them to the museum. Only three categories 

were included on the questionnaire, friends, family, and both. Three 

participants wrote in "students" or "class." This addition is refiected in Table 

4.1 5 that shows the frequency and distribution of participants by who 

84 

PilJ.lllifliE.1 



accompanied the participant on the museum visit. Of the participants who 

went to the museum with other people, the largest group (56.1 %) was 

accompanied by family members. Family members are important to the 

participants, with the majority either purchcising gifts for or traveling with 

family members. 

Table 4.15 Frequency and Percentage Distribution of Participants 
by Who Accompanied. 

Who Accompanied n % 

No one 

Friends 

Family 

Both 

Students 

Total 187 100.0 

9 missing cases 

First Visit To Museum. Question 9, Section A elicited information on the 

number of times the oarticipant had visited the museum. Table 4.16 presents 

the frequency and distribution of participants on whether this was their first 

visit to the museum. The largest group of participants, 109 (55.9%), were 

visiting the museum for the first time. Some participants mentioned that they 

had originally visited the museum many years ago, as a field trip while in grade 

school. Others said they had enjoyed the visit, and wished they had known 

about the high quality of the museum sooner. 

33 

35 

105 

11 

3 

17.6 

18.7 

56.1 

5.9 

1.6 
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Table 4.16 Frequency and Percentage Distribution of Pcirticipants 
by First Visit to Museum. 

First Visit to Museum 

No 

Yes 

Total 

n 

86 

109 

195 

% 

44.1 

55.9 

100.0 

1 missing case 

Categories of Items Purchased. The questionnciire requested that 

participants indicate all appropriate categories of items purchased in the 

museum store. Table 4.17 depicts the frequency and distribution of the 

number of categories of items purchased by participants. Responses were 

added to determine the number of categories of items purchcised by 

participants. The largest group of participants, 105 (53.6%), made purchases in 

only one category of items. There were 14 categories of items to chose from 

on the questionnaire. 

Table 4.1 7 Frequency and Percentage Distribution of Participants 
by Number of Categories Purchcised. 

Number of Categories 
None 

1 

2 

3 

4 

5 

6 

Total 

n 
4 

105 

50 

20 

12 

2 

3 

196 

2.0 

53.6 

25.5 

10.2 

6.1 

1.0 

1.5 

100.0 
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Table 4.18 illustrates the frequency and distribution of the categories of 

items purchased by participants. The category purchased most by the 

participants was books, 97 (28.4%). The second most frequently purchased 

item. 52 (15.0%), was postcards. Littrell et al. (1994) found that tourists 

interested in history often purchased postcards, printed material such as books, 

crafts, local foods and items for collections. Purchases of crafts and food items 

amounted to 12.9% of items bought by visitors. This corresponds with 

previous findings. 

Participants were asked to write in specific items purchased in the 

following categories: clothing and local products. Clothing items recorded as 

purchased by participants were T-shirts, sunbonnets and moccasins. Local 

products purchased were rocks, golf balls, state flags, lapel pins, Wizard of Oz 

memorabilia, bookmarks, fiour bags, wheat weaving, and incense. Participants 

also wrote down items they purchased that did not fit into an existing 

category: commemorative postage stamps, maps, and historic timelines. In an 

additional category, "items expected to find but did not", participants indicated 

they wanted museum guidebooks and a history book about a specific ranch. 

Description of Customer Satisfaction 

Information on satisfaction with the museum and the museum store was 

solicited from the participants. Twenty-six statements were included in Section 

B of the questionnaire. Participants were asked to rate each statement using a 
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5-point Likert-type scale anchored with "Terrible" at the low end and 

"Delighted" for the high end. Seven statements measured satisfaction with 

Table 4.18 Frequency and Percentage Distribution of Participants 
by Items Purchased. 

Items Purchased 

Postcards 

Stationery 

Toys 

Jewelry 

Craft Items 

Books 

Food Items 

Pottery 

Native American Items 

Christmas Items 

Clothing Items 

Items with Museum Logo 

Music Items 

Home Decorative 

Local Products 

Items Not Found 

Total 

Items 

n 

51 

20 

24 

25 

28 

97 

16 

4 

18 

5 

12 

11 

5 

13 

11 

1 

341 

% 

15.0 

5.9 

7.0 

7.3 

8.2 

28.4 

4.7 

1.2 

5.3 

1.5 

3.5 

3.2 

1.5 

3.8 

3.2 

0.3 

100.0 

multiple responses possible 
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products in the store: selection and variety, price range, uniqueness, fit of item 

with museum theme, fit of items into visitor's collection, quality of 

workmanship, and appealing design. Twelve statements measured satisfaction 

with the museum store: item arrangement, store theme, atmosphere, music, 

physical layout, cleanliness, neatness, spaciousness, appearance, number of 

fellow customers, availability and helpfulness of store staff The final seven 

statements measured these aspects of the museum; availability and helpfulness 

of museum staff, exhibits, physical layout, information about exhibits, time 

spent, and hours of operation. 

Table 4.19 displays the means and standard deviations of each item on 

the product satisfaction scale. Of the seven items on the scale, participants 

scored Q14,"Items fit with the theme of the museum" with the highest 

satisfaction rating of the items on the scale (M = 4.36). The item that received 

the lowest rating (M = 3.80) from the participants was Ql 5, "Items fit into my 

collection." Tables containing the frequency and percentage distributions of 

items on the Product Satisfaction Scale comprise Appendix B. 

The scale item with the widest range of responses (SD = 1.24) dealt with 

the fit of store products into the visitor's collections. Since one of three 

Americans is a collector, the researcher assumed that museum stores would be 

a source for items for those collections (Belk et al., 1988; Engel, Blackwell 8. 

Miniard, 1995). The range of products carried in the stores was wide but very 
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few of the traditional souvenir items such cis thimbles, spoons, or pins were 

carried, so collectors of these items were less satisfied than other visitors. 

Table 4.19 Means and Standard Deviations of the Items on the 
Product Satisfaction Scale. 

Item 

Selection 8< Variety 

Prices 

Uniqueness 

Fit with Museum 

Fit with Collection 

Quality 

Designs 

n 

196 

196 

195 

196 

191 

194 

195 

M 

4.28 

3.82 

4.09 

4.36 

3.80 

4.17 

4.22 

SD 

.71 

.84 

.82 

.84 

1.24 

.94 

.88 

Responses to items on the Store Satisfaction Scale indicated that Q 23, 

"Cleanliness" received the highest satisfaction rating (M = 4.60) of the twelve 

items on the scale. In addition, four other items on the scale rated almost as 

favorably cis cleanliness: atmosphere, neatness, availability, and helpfulness of 

store staff. Q21, "Music in the store" received the lowest rating (M = 3.49) of 

the twelve items. Table 4.20 portrays the means and standard deviations of 

the Store Satisfaction Scale. Appendix B includes tables displaying the 

frequency and percentage distributions of the items on the Store S?tlsfaction 

Scale. 

One of the stores (Kansas) did not sell or play music. Most participants 

responded to that question with neutral statement ratings. The store in Santa 

Fe played music that with fit the theme of the museum and was available for 

purchase. The researcher witnessed several customers ask about and 
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subsequently purchase copies of the music that was being played. In Canyon, 

while there music items available for purchcise, the music played wcis not 

reflective of those items. The sales help played local country and rock stations 

and this store received the most negative comments about music. 

Table 4.20 Means and Standard Deviations of the Items on the Store 
Satisfaction Scale. 

Item 

Item Arrangement 

Store fits Museum 

Atmosphere 

Music 

Store Layout 

Cleanliness 

Neatness 

Spaciousness 

Appearance 

Number of People 

Availability of Staff 

Helpfulness of Staff 

n 

195 

196 

196 

189 

193 

196 

196 

195 

196 

193 

194 

192 

M 

4.28 

4.38 

4.54 

3.49 

4.21 

4.60 

4.57 

4.07 

4.44 

4.19 

4.52 

4.59 

SD 

.78 

.79 

.63 

1.63 

3.01 

.59 

.62 

.93 

.66 

.77 

.69 

.75 

Littrell et al. (1994) also mentioned that tourists were interested in time to 

browse alone as well as informative conversations with store staff. Observations 

made during data collection revealed this to be true. Visitors were interested in 

knowing more about how items in the store related either to the museum or to 

the local area, but were not interested in extended help from the staff. 
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Each sub-scale was subjected to reliability analysis to ascertain internal 

consistency and the results were reported earlier with the description of the 

pilot study. The reliability for the current sample is reported here. Table 4.21 

presents the means, number of items, and reliability coefficients of the scales. 

The seven-item Product Satisfaction Scale had a Cronbach's Alpha of 0.84, with 

a mean of 29.12 and a standard deviation of 3.86. The Store Satisfaction Scale, 

consisting of 12 items, had a Cronbach's Alpha of 0.90, with a mean of 52.21 

and a standard deviation of 6.10. The Total Satisfaction scale, a combination of 

the Product Satisfaction Scale and the Store Satisfaction Scale had a Cronbach's 

Alpha of 0.92, with a mean of 81.34 and a standard deviation of 9.01. 

Table 4.21 Means, Standard Deviations, and Reliability Coefficients of 
Customer Satisfaction, Museum Satisfaction, and Nostalgia 
Proneness of Visitors to History Museum Stores. 

Scale # of Items M SD R 

Product Satisfaction 

Store Satisfaction 

Total satisfaction 

Museum Satisfaction 

Nostalgia Proneness 

7 

12 

19 

7 

8 

29.13 

52.21 

81.34 

30.97 

23.33 

3.86 

6.10 

9.01 

3.44 

5.28 

.84 

.90 

.92 

.83 

.71 

n=196 

Description of Museum Satisfaction 

Table 4.21 describes the means, standard deviations and reliability 

coefficient of the Museum Satisfaction Scale. The final seven statements of the 

Customer Satisfaction Scale measure satisfaction with these aspects of the 

museum: availability and helpfulness of museum staff, exhibits, physical layout. 
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information about exhibits, time spent, and hours of operation. The scale had a 

mean of 30.97, with a standard deviation of 3.44 and a Cronbach's Alpha of 

0.83. 

The scale item that participants rated cis most satisfactory (M = 4.48) wcis 

Q32, "Museum exhibits." Table 4.22 shows the means and standard deviations 

of the Museum Satisfaction Scale. The least satisfactory (M = 4.13) aspect of 

the museum, as measured on the scale was Q39, "Hours of operation." Tables 

containing the frequency and percentage distributions of items on the Museum 

Satisfaction Scale are in Appendix B. 

Many of the visitors to the museum in Kansas came out of the exhibit 

gallery commenting on the high quality of the exhibits. Some commented that 

it was the best museum they had seen since visiting the Smithsonicin Institute 

in Washington DC. In Santa Fe, the gallery area leading into the store had been 

open only a few months and featured artifacts from Central America. It weis the 

most modern section of the museum and received many favorable comments. 

The museum in Canyon had the widest variety of types of exhibits, with the 

windmill exhibit eliciting the most number of favorable comments. 

The most complaints heard about museum operations dealt with the 

hours of operation. Many visitors wanted the museum and especially the store 

to stay open later in the day. All three of the museums were closed by 6pm 

daily, although the museum in Santa Fe had extended hours on Friday 

evenings. 
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Table 4.22 Means and Standard Deviations of the Items on the 
Museum Satisfaction Scale. 

Item n M SD 

Availability of Staff 

Helpfulness of Staff 

Museum Exhibits 

Museum Layout 

Exhibit Information 

Time Spent 

Hours of Operation 

188 

188 

187 

185 

187 

183 

185 

4.36 

4.44 

4.48 

4.33 

4.38 

4.30 

4.13 

.90 

.93 

.84 

.89 

.91 

2.39 

1.16 

Description of Nostalgia Index 

Information on the level of nostalgia proneness was elicited from the 

participants. Section C, Questions 37 through 44 measured nostalgia using the 

short form of Holbrook's Nostalgia Index (1993). Using a 5-point Likert-type 

scale anchored with "Disagree" and "Agree," participants were asked to 

indicate their attitudes about statements concerning the peist. Questions 40, 

41 , 43, and 44 were reversed, so that agreement with the statement indicated 

positive attitudes towards the future, while agreement with questions 37, 38, 

39, and 42 implied a positive attitude towards the past. 

Table 4.23 exhibits the means and standard deviations of the items on 

the Nostalgia Index. Scores ranged from 2.41 to 3.43, showing that the 

participants did not indicate high levels of nostalgia proneness. 

94 

^ 



Table 4.23 Means and Standard Deviations of the Items on the Nostalgia 
Index. 

Item n M SP" 

They don't make 'em like they used to. 

Things used to be better in the old days. 

Products are getting shoddier and shoddier. 

*Technological change will insure a brighter future. 

* History involves a steady improvement in human 

welfare. 

We are experiencing a decline in the quality of life. 

Steady growth in GNP has brought increased human 

happiness. 

* Modern business constantly builds a better 190 3.10 1.18 

tomorrow. 

* Denotes reversed statement 

To assess the reliability and internal consistency of the Nostalgia Index 

for this sample, Cronbach's Alpha was performed. Results indicated an Alpha 

of .71, with a mean of 23.33 and a standard deviation of 5.28. Table 4.23 

presents the means, number of items, and reliability coefficient of the scale. 

190 

190 

190 

191 

191 

191 

189 

3.43 

2.46 

2.94 

2.69 

2.41 

3.10 

3.15 

1.20 

1.24 

1.20 

1.11 

1.13 

2.52 

1.18 

Description of General Life Satisfaction 

Section D, Q47 elicited information concerning the general life 

satisfaction of the participants. Table 4.24 displays the frequency and 

distribution of general satisfaction of the participants. The largest group of 

participants, 106 (54.1%), indicated they were delighted with their life in the 

past week. The majority of participants, 82.2%, were either pleased or 

delighted with their lives during the past week. The mean value was 4.35. 
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Table 4.24 Frequency and Percentage Distribution of Participants 
By General Life Satisfaction. 

Rating n 

No answer 

Terrible 

Disappointed 

No opinion 

Pleased 

Delighted 

3 

2 

3 

27 

55 

106 

1.5 

1.0 

1.5 

13.8 

28.1 

54.1 

Total 196 100.0 

Data Analysis 

Analysis of data was performed using Statistical Packages for the Social 

Sciences (SPSS). Five null hypotheses and a research hypothesis addressing 

customer satisfaction in history museum stores were analyzed. Presentation of 

the findings includes the statistical procedures used, a restatement of the null 

and research hypothesis, and a description of the findings. 

Data were initially screened for accuracy of the data file, incorrect data, 

and missing values. Missing values were replaced with the series mean for all 

continuous variables with 10% or fewer values missing. Data were also 

examined for the assumption of normality. Outliers were determined using 

measures of skewness. When data categories were collapsed to facilitate 

interpretation, outliers were eliminated. The data then met the assumption of 

normality and were analyzed at a .05 level of significance. The 196 usable 
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questionnaires fulfilled the requirements to achieve adequate power given the 

number of variables, the test procedures, and desired effect size. 

Prior to data analysis, the dependent variable, customer satisfaction. Wcis 

transformed into subscales; (a) product satisfaction, (b) store satisfaction, and 

(c) total satisfaction. The transformation was done by computing the sum of 

each variable. The final section of the satisfaction scale, eliciting information on 

satisfaction with the museum was treated independently from the rest of the 

scale. Two of the independent variables, museum satisfaction and nostalgia 

proneness were transformed in the same manner. 

A Spearman's rho correlation was performed on the Product Satisfaction, 

Store Satisfaction, and Total Satisfaction Scales to determine if statistically 

significant relations exist. Table 4.25 depicts the correlation among the three 

scales. Results revealed significant relationships among all the variables. 

The strongest relationship (r = .94) exists between the sub-scale of store 

satisfaction and total satisfaction. The relationship between product 

satisfaction and total satisfaction was the next strongest (T_= .85). The weakest 

relationship (r= .65) of the three, although still quite strong is that of product 

satisfaction to store satisfaction. 

Null Hypothesis 1. No significant relationship will be found between 

customer satisfaction with museum stores and customer purchase behavior. 
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Table 4.25 Spearman's Rho Correlation Coefficient of Product 
Satisfaction. Store Satisfaction, and Total Satisfaction. 

PS SS TS 

PS 

SS 

TS 

1.00 

*.65 

*.85 

1.00 

*.94 1.00 

N 196 196 196 

The Spearman rho correlation coefficient was performed to determine if 

a statistically significant relationship existed between customer satisfaction and 

the purchase behavior of visitors to history museums. A correlation was 

performed on each of the three customer satisfaction scales and eight purchase 

behavior variables: number and types of items purchased, for whom the items 

were purchased, amount of money spent, and who accompanied the visitor on 

the museum and store visit. Correlation results determined one significant 

relationship, therefore, the null hypothesis was rejected. Results are displayed 

in Table 4.26. There was a low, positive relationship (r = . 18) between 

satisfaction with the store and whether this was the participant's first visit to 

the museum. 
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Consumer expectations play a large role in the levels of satisfaction 

experienced (Oliver, 1980). First time visitors to the museums in the study 

experienced greater levels of satisfaction than those who had visited 

previously. Consumers with no expectations will vary in their harshness of 

evaluations, while those with low expectations are more easily satisfied (Olson 

8< Dover, 1976; LaTour &. Peat, 1979). Perhaps first-time visitors had low 

expectations of the overall museum visit, and were pleasantly surprised with 

the quality of the entire experience. This resulted in higher satisfaction ratings 

for the museum as well as the store. 

Repeat visitors have memories and expectations that are more solid and 

that may lead to harsher judgments. The memories of distant visits may have 

altered with time, so that the current reality could never match. For example, 

dinosaur bones that seemed enormous to a small child do not have the same 

appearance to an adult. This could be especially possible, it the earlier visit 

took place while the individual was a child and eaisily awed as opposed to a 

more world-wise adult. In general, persons with no expectations are more 

likely to base satisfaction judgments on performance alone, with no memory or 

expectations to alter the perception of the experience (LaTour &v Peat, 1979). 

Null Hypothesis 2. No significant relationship will be found between 

customer satisfaction with museum stores and demographic variables. 

To determine if a statistically significant relationship existed between 

customer satisfaction and selected demographic variables, Spearman's rho 

correlation coefficient was performed on the data. A correlation was 
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performed on each of the three customer satisfaction scales and the 

demographic variables: gender, age, ethnicity, marital status, gross family 

income, education level, state of residence, and distance of the museum from 

home in miles. 

The null hypothesis was rejected because results from the correlation 

revealed two statistically significant relationships, which are shown in Table 

4.27. Age and state of residence had positive relationships with portions of 

customer satisfaction. Age had a small, positive relationship (r = . 16) to 

satisfaction with products in the museum store. As age increased, so did 

satisfaction with store products. 

While the place of residence of the participant had a small, positive 

relationship (r = . 16) to store satisfaction, neither variable had a statistically 

significant relationship to total store satisfaction. Places were coded in four 

groups: (a) states where data was collected, (b) neighboring states, (c) other 

states in alphabetical order), and (d) other countries. Satisfaction increased 

with increased distance of place of resident from the museum. 

Null Hypothesis 3. No significant relationship will be found between 

customer satisfaction with museum stores and customer satisfaction with 

history museums. 
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Spearman's rho correlation coefficient was performed to determine if a 

statistically significant relationship existed between customer satisfaction and 

museum satisfaction variables. A correlation was performed on each customer 

satisfaction scale and the museum satisfaction scale. The analysis revealed 

relationships between each of the three satisfaction scales and satisfaction with 

the museum, therefore the null hypothesis was rejected. A high, positive 

relationship (r = .52) between museum satisfaction and product satisfaction 

was demonstrated. The correlation coefficient indicated a high, positive 

relationship (r = .59) between museum satisfaction and store satisfaction. 

Correspondingly, there was also a high positive relationship (r = .62) between 

museum satisfaction and total store satisfaction. Table 4.28 summarizes the 

results. 

Purchase experiences are not isolated, they occur within specific 

contexts that will have an influence on the experience (Bubolz, Eicher &< 

Sontag, 1979: Cardoza, 1965). The strong positive relationships between 

satisfaction with the museum and with all aspects of the museum store indicate 

that this is the case. Visitors who were more satisfied with the museum were 

also more satisfied with the total store experience. 

Null Hypothesis 4. No significant relationship will be found between 

customer satisfaction with museum stores and nostalgia proneness. 
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To determine if a statistically significant relationship existed between 

customer satisfaction with history museum stores and nostalgia proneness, 

Spearman's rho correlation coefficient was performed on the data. A 

correlation was performed on the Nostalgia Index and the three satisfaction 

scales. Results from the correlation, portrayed in Table 4.29. revealed that no 

significant relationships existed. Therefore, the null hypothesis was not 

rejected. 

Table 4.28 Spearman's Rho Correlation Coefficient of Measures of 
Customer Satisfaction and Satisfaction with the Museum. 

PS 

SS 

TS 

MS 

N 

PS 

1.00 

*.65 

*.85 

*.52 

196 

SS 

1.00 

*.94 

*.59 

196 

TS 

1.00 

*.62 

196 

MS 

1.00 

196 

* significant at .05 level 
PS - Product Satisfaction 
SS - Store Satisfaction 
TS - Total Satisfaction 
MS - Museum Satisfaction 

In general, consumers with a sense of involvement with a product have 

higher expectations and often, correspondingly higher levels of satisfaction 

(Oliver &< Bearden, 1983; Swan &< Trawick, 1979). Involvement, in the form of 

nostalgia was hypothesized to be related to satisfaction with history museum 

visits. The research did not support this. According to the Nostalgia Index 

(Holbrook &< Schindler, 1996). the sample was not overly nostalgia prone. This 
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may be the case, or the scale may not have measured the type of nostalgia 

experienced by the participants. The scale was initially developed to measure 

personal not simulated nostalgia. It is the most widely used scale, but may not 

have been the most suited for this research. 

Table 4.29 Spearman's Rho Correlation Coefficient of Measures of 
Customer Satisfaction and Nostalgia Proneness. 

PS 

SS 

TS 

Nos. 

N 

PS 

1.00 

*.65 

*.85 

.01 

196 

SS 

1.00 

*.94 

-.01 

196 

TS 

1.00 

.01 

196 

Nos. 

1.00 

196 

* significant at .05 level 
PS - Product Satisfaction 
SS - Store Satisfaction 
TS - Total Satisfaction 
Nos. - Nostalgia Proneness 

Null Hypothesis 5. No significant relationship will be found between 

customer satisfaction with museum stores and general life satisfaction. 

The Spearman rho correlation coefficient was performed to determine if 

a statistically significant relationship existed between customer satisfaction 

with the museum store and general life satisfaction. A correlation was 

performed on each of the three customer satisfaction scales and the general 

life satisfaction responses. The null hypothesis was rejected when the results 

ascertained a significant relationship with all three measures of customer 

satisfaction. The results are displayed in Table 4.30. There was a medium, 
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positive relationship (r = .30) with product satisfaction. The correlation 

coefficient (r = .39) between customer satisfaction and general satisfaction was 

stronger then with product satisfaction. The relationship (r = .39) between total 

satisfaction and general life satisfaction was equal in strength with that of store 

satisfaction. 

Westbrook and Cote (1979) found that persons who experienced high 

levels of general life satisfaction tended to be more satisfied with specific 

experiences, while those who were unhappy with their lives, were more likely 

to be dissatisfied with specific experiences. This study confirmed that finding, 

with the strong relationship between general life satisfaction and satisfaction 

with all areas of museum store satisfaction. 

Table 4.30 Spearman's Rho Correlation Coefficient of Customer 
Satisfaction and General Life Satisfaction. 

PS SS TS GLS 

PS 

SS 

TS 

GLS 

1.00 

*.64 

*.85 

*.29 

1.00 

*.94 

*.38 

1.00 

*.39 1.00 

N 196 196 196 196 

* significant at .01 level 
PS - Product Satisfaction 
SS - Store Satisfaction 
TS - Total Satisfaction 
GLS - General Life Satisfaction 
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Research Hypothesis 

Regression analysis is a multivariate technique that assesses the linear 

relationship between a dependent variable and a set of independent variables 

(Ott, 1993). Five variables were found to be significantly related to customer 

satisfaction with history museum stores: satisfaction with the museum, general 

life satisfaction, age, place of residence, and if the participant was visiting the 

museum for the first time. 

In order for multiple regression to be used, the variables need to meet 

these assumptions: linearity, multicolinearity. singularity, and normality of 

distribution shape (Foster &< Cone, 1993). Linearity was checked using means 

tests between each variable. Two of the variables, age and place of residence, 

did not have linear relationships eind were eliminated. Multicolinearity was 

checked by comparing the correlations between the independent variables. 

While there were some significant relationships between independent 

variables, none were strong enough to be eliminated from the regression 

model. None of the independent variables wcis combinations of each other, so 

the assumption of singularity was met. Scatterplots of each distribution were 

used to check for normality for the variables of museum satisfaction, and 

general life satisfaction. 

The variables used in the regression model were (1) Q 9 , first visit to the 

museum, (2) Q47 , General Life Satisfaction, and (3) Q.30-36. the Museum 

Satisfaction Scale. These variables were found to be significantly related to at 

least one of the measures of customer satisfaction and met the above 
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assumptions. The variable of first visit to the museum was positively correlated 

to store satisfaction. General life satisfaction and satisfaction with the museum 

had positive correlations to all three satisfaction scales. 

Research Hypothesis. Museum Satisfaction, general life satisfaction and 

first visit to the museum, in that order, account for the variability in customer 

satisfaction with history museum stores. 

Forward stepwise regression was used to determine the relative 

importance of the independent variables in accounting for customer 

satisfaction in the dependent variable. Satisfaction with products in the 

museum store was analyzed first. The regression procedure begins with the 

independent variable that has the strongest correlation with the dependent 

variable and adds others in descending order of strength. Independent 

variables may not be added to the model if their addition would not make a 

significant difference in accounting for variance of the dependent variable. 

For the dependent variable of product satisfaction, satisfaction with the 

museum accounted for 25.0% (r = .250) of the variance in product satisfaction. 

The addition of general life satisfaction added 1.7% to the predictive power of 

museum satisfaction. The addition of the third independent variable, 

participants first visit to museum did not meet the criteria and was not added 

to the model. Table 4.31 exhibits the multiple regression model for product 

satisfaction. Therefore, for product satisfaction in history museum stores, 

satisfaction with the museum was the most significant in accounting for the 
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variance in customer satisfaction. General life satisfaction only added a small 

amount in explaining the variance. 

Table 4.31 Multiple Regression Models Of Product Satisfaction. 

Model Variable Adj. R̂  df SJS^ 
1. MS 

Regression 
Residual 
Total 

.250 
1 

194 
195 

66.15 .00 

MS&.GLS 
Regression 
Residual 
Total 

.267 
2 

193 
195 

36.53 .00 

MS - Museum Satisfaction 
GLS - General Life Satisfaction 

The same three independent variables were used in a forward stepwise 

multiple regression model for the dependent variable of store satisfaction. 

Table 4.32 displays the multiple regression model for store satisfaction. Again, 

satisfaction with the museum was the strongest predictor of satisfaction with 

the museum store (r = .312). General life satisfaction contributed an additional 

amount (r = . 1 7) to the explanation of the variance in customer satisfaction. 

The initial visit of the participant did not contribute enough to the model to be 

added. Variance in satisfaction with the museum store can be accounted for by 

museum satisfaction and general life satisfaction, in that order. 
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Table 4.32 Multiple Regression Models of Store Satisfaction. 

Model 
1. 

Variable 
MS 
Regression 
Residual 
Total 

Adj. R̂  
.312 

df 

1 
194 
195 

89.29 

ilSi. 

.00 

2. MS 8. GLS 
Regression 
Residual 
Total 

.361 

MS - Museum Satisfaction 
GLS - General Life Satisfaction 

2 
193 
195 

56.03 .00 

The final forward stepwise regression model used was for the 

dependent variable of total satisfaction. Museum satisfaction accounted for 

35.1 % (i = .351) of the variance in total satisfaction. The addition of general life 

satisfaction increased the total predictive value of the model to 39.5%, an 

increase of 4.4%. Results from the regression model for total satisfaction are in 

Table 4.33. As in the two previous models, the third independent variable, first 

visit to the museum did not meet the criteria to be added to the model. 

Table 4.33 Multiple Regression Models of Total Satisfaction. 

Model Variable Adj. R̂  df llS: 
1. 

2. 

MS 
Regression 
Residual 
Total 

MS&.GLS 
Regression 
Residual 
Total 

.351 

.395 

1 
194 
195 

2 
193 
195 

106.67 

64.66 

.00 

.00 

MS - Museum Satisfaction 
GLS - General Life Satisfaction 
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When the three regression models are considered together, satisfaction 

with the museum is the most important variable in the explanation of customer 

satisfaction with history museum stores. General life satisfaction accounts for a 

significant, although small amount of the variance in customer satisfaction. The 

third variable, the participants initial museum visit; did not add significantly to 

the explanation of customer satisfaction. 

Summary 

The results from analysis of the five null hypotheses provide support that 

significant relationships exist between customer satisfaction in history museum 

stores and four of five variables, demographics, purchase behavior, museum 

satisfaction and general life satisfaction. In regards to demographics, age and 

place of residence were related to customer satisfaction. In the area of 

purchase behavior, only the variable of visiting the museum for the first time 

was significantly related to customer satisfaction. Both satisfaction with the 

museum and general life satisfaction were related to satisfaction with the 

museum store. 

The results from the research hypothesis verify that satisfaction with the 

museum has a greater significance in the explanation of customer satisfaction 

than all other variables. General life satisfaction is the next most significant 

variable in accounting for the variance in customer satisfaction. The remaining 

variables only contributed small amounts to the explanation of customer 

satisfaction with history museum stores. 
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CHAPTER V 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

Satisfying customers is the goal of market driven enterprises. Museums 

and their associated stores, though part of the non-profit segment of the 

economy, have customer satisfaction as part of their mission. Satisfied 

customers purchase more goods as well as providing good word-of-mouth 

advertising. While there has been much research into retail customer 

satisfaction, none has focused on museum visitors. The purpose of this study 

was to investigate the customer satisfaction of visitors with history museum 

stores. The objectives were to investigate whether and to what degree 

relationships exist between the satisfaction of visitors with history museums 

and five selected sets of variables: demographics, purchase behavior, nostalgia, 

museum satisfaction and general life satisfaction. This chapter summarizes the 

research procedures and findings, conclusions, recommendations to history 

museums, and recommendations for future research. 

Summary of Findings 

The sample consisted of 196 participants ranging in age from 19 to 84. 

with a mean age in the category of 50 to 59 years. Over half of the sample 

were female (69.4%), with 62.2% of the respondents married. The sample had 

higher than average levels of education and income. A majority, 88.2%, had 

attended college for at least a year, while 32% had completed graduate 
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degrees. Correspondingly. 40.8% had annual gross incomes of $70,000 or 

more. Participants indicated that 92.3% identified with white or Anglo-

American as their ethnic group. 

Respondents resided in six countries and 29 states, with the largest 

groups living in Texas (26.2%) or Kansas (20.0%). The average distance 

traveled by a participant from home to the museum was 1,084 miles. 

Although one-fifth (20.9%) traveled only from 1 to 49 miles, 32.4 % came from 

1,000 or more miles away. 

The average participant attended the museum with 3 other persons, 

although many (1 7.0%) came by themselves, others came in groups a large as 

75 individuals. Family members were identified as the most common (56.1 %) 

companions for this museum visit. The majority of the participants (55.9%) 

were on their initial visit to the museum. 

The item most purchased by participants (28.4%) was books, while 

postcards were the next most popular item, bought by 15% of the respondents. 

The majority of the participants (53.6%) made purchases in only one category 

of items. However, 81.7% of those surveyed bought from 1 to 5 items. Most 

purchases (56.1 %) were made for others, with family members (33.3%) 

receiving the bulk of the items. The majority of participants (28.6%) spent from 

$20.00 to $50.00 in the museum store. 

The questionnaire elicited information about visitor satisfaction with the 

museum and the museum store. Twenty-six statements allowed the 

participants to indicate levels of satisfaction or dissatisfaction with specific 
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attributes of the museum and the museum store. The statements were split 

into these three sections: (1) product satisfaction, (2) store satisfaction, and (3) 

museum satisfaction. In regards to product satisfaction, participants indicated 

they were most pleased with the fit of store merchandise with the theme of the 

museum. The least satisfying item on the scale was the fit of items to the 

individual's personal collection. 

Store cleanliness was rated as the most satisfactory item concerning the 

store, although store atmosphere, neatness and store staff received almost as 

high scores. The participants indicated that the music played in the store was 

the least satisfactory item on that section of the scale. The exhibits received 

the highest ratings of those statements relating to the museum. The hours of 

operation were viewed as the least satisfactory item on that portion of the 

satisfaction scale. 

Holbrook's Nostalgia Index was used to gauge the level of nostalgia 

proneness of the participants. The scores on the Index indicated that this 

group of individuals was not predominantly nostalgic or non-nostalgic. They 

were however, satisfied with their life in the past week. Responses to the 

general life satisfaction query indicated that over half ^54.1%) were delighted 

with life. 

Summary of Hypotheses 

Five research questions and corresponding null hypotheses were 

analyzed addressing the relationships between customer satisfaction in history 
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museum stores and these five variables: purchase behavior, demographics, 

nostalgia proneness, satisfaction with the museum, and general life satisfaction. 

Based on the statistical analysis four relationships were significant and one was 

not. 

Hypothesis 1. There was a significant relationship between customer 

satisfaction with the museum store and one purchase behavior variable. There 

was a small, positive relationship (r = . 18) between store satisfaction and the 

participant attending the museum for the first time. 

Hypothesis 2. A significant relationship between two demographic 

variables and customer satisfaction was found. A small, positive relationship (r 

= .16) between satisfaction with products in the museum store and age wcis 

indicated by correlation results. In addition, there was a low, positive (r = .16) 

relationship between place of residence and store satisfaction. 

Hypothesis 3. There was a significant relationship found between 

satisfaction with the museum and all aspects of satisfaction with the store. A 

high, positive relationship exists between museum satisfaction and product (r = 

.52) satisfaction, store satisfaction (r = .59) and total satisfaction (r = .62). In 

addition strong relationships were found among all portions of customer 

satisfaction. 

Hypothesis 4. No significant relationship was found between nostalgia 

proneness and customer satisfaction with museum stores. 

Hypothesis 5. A significant relationship was indicated by the correlation 

of general life satisfaction and customer satisfaction. Medium, positive 
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relationships exist between general life satisfaction and product satisfaction (r 

= .30), store satisfaction (r = .39) as well as total satisfaction (r = .39). 

Research hypothesis. A forward stepwise regression model was used to 

determine which of the significant variables was most useful in predicting 

satisfaction with the museum store. The analysis revealed that satisfaction with 

the museum was the strongest predictor for customer satisfaction with 

museum store products (r = .25), the museum store (r = .31) and total customer 

satisfaction (r = .35). The addition of general life satisfaction added small 

additional explanatory information. 

Conclusions 

This study investigated the relationships of several variables to customer 

satisfaction with history museum stores. The most important contributing 

factor to customer satisfaction with the museum store appears to be 

satisfaction with the museum. Other variables that impact customer 

satisfaction are general life satisfaction, age of visitors, place of residence, and 

visiting the museum for the first time. Museum administrators wishing to 

enhance visitor satisfaction and subsequent store sales need to concentrate 

efforts on improving the museum itself. 

Recommendations for Further Study 

The following recommendations for further study are suggested: 
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1. A similar study might be conducted to assess customer satisfaction in 

museum stores for other types of museums. Visitors who attend art, 

science or other museums may have different demographic profiles and 

purchase behaviors. 

2. Further investigation is needed to investigate the effect of nostalgia on 

customer satisfaction in history museums. The development of another 

technique to measure nostalgia more suited to the museum population is 

needed. 
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Visitor Satisfaction 
With the 

IVIuseum Store 

Your time is valuable, so i would like to thank you in 

advance for taking the time to complete this survey. You 

may be assured of complete confidentiality. This survey will 

take approximately 10 minutes to complete. 

Panhandle Plains Museum 
Texas Tech University 
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A. We would like you to participate In an opinion survey on 
museums. There are no wrong or hght answers to these questions. 
Please put check marks by the answers that most closely match your 
opinion. 

1. Did you purchase any merchandise at the store inside the 
museum? 

ves no, 
if no, please go to section B, page 3 

2. How many items did you purchase? 

3. Was your purchase for yourself or for someone else? 
(Please check as many categories as needed.) 

self .family member 

.friend 

_co-worker 

^neighbor 

other 

4. If your purchase was for someone else, what age category would 
that person(s) fit in? 

(Please check all appropriate categories.) 

0 - 5 years 

6 - 1 2 years 

13-19 years 

20 - 29 years 

30 - 49 years 

50 - 79 years 

80 years and older 

5. Approximately how much did you spend on your total purchase? 

$1.00 or less 

$1.01 -$10.00 

$10.01 -$20.00 

$20.01 - $50.00 

more than $50.00 
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6. Which of the following Items did you purchase in this 
museum store? (Please check all appropnate categories.) 

postcards 

stationery 

toys 

jewelry 

craft items 

books 

food items 

pottery 

Native American items 

Christmas items 

clothing such as 

items with museum logo 

music tapes and CD's 

home decorative items 

local products such as _ 

items you expected to find but did not 

7. How mar ' oeople came to the museum with you today? 

8. Are they: 
friends family both 

9. Is this your first visit to this museum? 

/es no, 
if no, how many times have you visited in the past year? 

10. How far is your home from here? 

Miles 
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B. Think about the museum and the store that you were just in. In this 
section you may rate your satisfaction with your experience. Please 
indicate your answer by making check marks on the scale provided. 

For Example: 

Comfort of my shoes 

TERRIBLE 

: V 

DEUGHTED 

Please indicate how you feel about: 

11. Selection and variety of items 

TERRIBLE DEUGHTED 

12. Prices of items 

13. Item uniqueness 

14. Items fit with the theme of the 

museum 

15. Items fit into my collection 

16. Quality of workmanship 

17. Appealing designs 

18. Item arrangement 

19. Store theme fits with museum 

20. Store atmosphere 

21. Music in store 
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Please Indicate how you feel about: 
TERRIBLE DEUGHTED 

22. Physical layout of store 

23. Cleanliness 

24. Neatness 

25. Store was spacious and roomy 

26. Store appearance 

27. Number of people in store 

28. Availability of store staff 

29. Helpfulness of sales staff 

30. Availability of museum staff 

31. Helpfulness of museum staff 

32. Museum exhibits 

33. Physical layout of the museum 

34. Information about exhibits 

35. Time spent in museum 

36. Hours of operation 

131 



mmmmm^^^^^^^m. 

C. Think about your attitudes toward the past and the present. We 
are interested in how strongly you agree or disagree with the 

following statements 
Please indicate your answer by making check marks 

DISAGREE AGREE 

37. They don't make 'em like they 
used to 

38. Things used to be better in the 
old days 

39. Products are getting shoddier 
and shoddier 

40. Technological change will insure 
a brighter future 

41. History involves a steady 
improvement in human welfare 

42. We are experiencing a decline 
in the quality of life 

43. Steady growth in GNP has brought 
increased human happiness 

^4. Modem business constantly builds 
a better tomorow 

D. The remaining questions are about you. They will aid in the 
interpretation of the results of the study. 

45. Your gender: 
female male 

46. You were bom in 19 

47. In general, I would rate this TERRIBLE DEUGHTED 

past week as: : : : : : : 
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48. Your state of residence: 

49. The ethnic group with which you most closely identify: 
White 
Black/African American 

Hispanic/Mexican American 

Native American 

Oriental/Asian American 

Other (please specify) 

50. Your current marital status: 

Married 

Single, never married 

Single, widowed 

Single, divorced 

Single, living with 

significant other 

51. Your gross family income from all sources: 

Less than $9,999 

$10,000-$19,999 

$20,000-.$29,999 

$30,000 - $39,999 

$40,000 - $49,999 

$50,000 - $59,999 

$60,000 - $69,999 

$70,000 and above 

52. The highest level of education you have achieved: 

less than 12 years 

completed high school 

1-3 years of technical, vocational or college 

completed college or university 

some graduate work 

a graduate degree 

Thank you for your time and help. 

If you have any additional comments, please use the back of the booklet 
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If you have any additional comments, please use this 
space. 

Your contribution to this effort is greatly appreciated. 

Texas Tech University 
Department of Merchandising, Environmental 

Design & Consumer Economics 
Lubbock, Texas 
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APPENDIX B 

FREQUENCY AND PERCENTAGE DISTRIBUTIONS OF SATISFACTION SCALES 
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Table B. 1 Ql 1 Frequency and Percentage Distribution of Participants By 
Selection and Variety of Items. 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

n 
— 

— 

30 
81 
85 
— 

196 

% 

— 

— 

15.3 
41.3 
43.4 

— 

100.0 
M = 4.28 SD=.71 

Table B.2 Ql 2 Frequency and Percentage Distribution of Participants By 
Prices of Items. 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

n 
— 

9 
63 
78 
46 
— 

196 

% 

— 

4.6 
32.1 
39.8 
23.5 

— 

100.0 
M = 3.82 SD =.84 

Table B.3 Q 13 Frequency and Percentage Distribution of Participants By 
Uniqueness of Items. 

Rating n /o 

Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

1 
45 
80 
68 

1 

.5 
23.1 
41.0 
34.9 

.5 
196 100.0 

M = 4.09 SD = 82 
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Table B.4 Q 1 4 Frequency and Percentage Distribution of Participants By 
Fit of Item with Theme of Museum 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

n 
— 

4 
14 
75 

101 
2 

% 

— 

2.0 
7.1 

38.3 
51.5 

1.0 
196 100.0 

M = 4.36 SD = 84 

Table B.S Q 1 5 Frequency and Percentage Distribution of Participants By 
Fit of Item with Personal Collection. 

Rating n % 

Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

2 
8 

43 
66 
63 
14 

1.0 
4.1 

21.9 
33.7 
32.1 

7.2 
196 100.0 

M = 3.80 SD = 1.24 

Table B.6 Q 16 Frequency and Percentage Distribution of Participants By 
Quality of Workmanship. 

Rating n % 

Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

1 
29 
80 
80 

6 

.5 
14.8 
40.8 
40.8 

3.0 
196 100.0 

M = 4.17 SD = .94 
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Table B.7 Q 1 7 Frequency and Percentage Distribution of Participants By 
Appealing Designs. 

Rating n 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

4 
17 
92 
79 

4 

2.0 
8.7 

46.9 
40.3 

2.0 
196 100.0 

M = 4.22 SD=.88 

Table B.8 Q 1 8 Frequency and Percentage Distribution of Participants By 
Item Arrangement. 

Rating 
Terrible 
Disappointed 
No opinion 
Ple£ised 
Delighted 
No Answer 

n 

19 
91 
83 

3 

9.7 
46.4 
42.3 

1.5 
196 100.0 

M = 4.28 SD = .78 

Table B.9 Q 19 Frequency cind Percentage Distribution of Participants By 
Fit of Store with Museum Theme. 

Rating n 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

18 
76 

100 
2 

9.2 
38.8 
51.0 

1.0 
196 100.0 

M = 4.38 SD = .79 
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Table B. 10 Q 2 0 Frequency and Percentage Distribution of Participants 
By Store Atmosphere. 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

n 
— 

2 
8 

69 
117 

— 

196 

% 

— 

l .o 
4.1 

35.2 
59.7 

— 

100.0 
M = 4.54 SD = .63 

Table B. 11 Q21 Frequency and Percentage Distribution of Participants 
By the Music in the Store. 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

n 
13 
6 

55 
49 
66 

7 

% 

6.6 
3.1 

29.1 
25.0 
33.7 

3.6 
196 100.0 

M = 3.49 SD = 1.63 

Table B. 12 Q 2 2 Frequency and Percentage Distribution of Participants 
By the Physical Layout of the Store. 

Rating n % 

Terrible 
Disappointed 
No opinion 
Plecised 
Delighted 
No Answer 

1 
3 

40 
89 
58 

3 

.5 
1.5 

20.4 
45.4 
29.6 

2.5 
196 100.0 

M = 4.21 SD = 3.01 
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Table B. 13 Q 2 3 Frequency and Percentage Distribution of Participants 
By Store Cleanliness. 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

n 
— 

1 
8 

59 
128 

— 

196 

% 

— 

.5 
4.1 

30.1 
65.3 

— 

100.0 
M = 4.60 SD = .59 

Table B. 14 Q 2 4 Frequency and Percentage Distribution of Participants 
By Store Neatness. 

Rating n 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

2 
8 

62 
124 

— 

1.0 
4.1 

31.6 
63.3 

196 100.0 
M = 4.57 SD = .62 

Table B.l 5 Q 2 5 Frequency and Percentage Distribution of Participants 
By Store Spaciousness. 

Rating n % 

Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

1 
9 

45 
60 
80 

1 

.5 
4.6 

23.0 
30.6 
40.8 

.5 
196 100.0 

M = 4.07 SD = .93 

140 



Table B.l 6 Q 2 6 Frequency and Percentage Distribution of Participants 
By Store Appearance. 

Rating 
Terrible 
Disappointed 
No opinion 
Plecised 
Delighted 
No Answer 

M = 4.44 SD [= .66 

n 
— 

1 
16 
75 

104 
— 

196 

% 

— 

.5 
8.2 

38.3 
53.1 

— 

100.0 

Table B.l 7 Q 2 7 Frequency and Percentage Distribution of Participants 
By the Number of People in the Store. 

Rating n 
Terrible 
DisappK>inted 
No opinion 
Pleased 
Delighted 
No Answer 

2 
2 

34 
82 
75 

3 

.5 

.5 
17.3 
41.8 
38.3 

1.5 
196 100.0 

M = 4.19 SD = .77 

Table B. 18 Q 28 Frequency and Percentage Distribution of Pcirticipants 
By Availability of Store Staff. 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

n 
1 
1 

13 
60 

119 
2 

.5 

.5 
6.6 

30.6 
60.7 

1.0 
196 100.0 

M = 4.52 SD = .69 
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Table B. 19 Q 2 9 Frequency and Percentage Distribution of Participants 
By Helpfulness of Store Staff. 

Rating n 
Terrible 
Disappointed 
No opinion 
Plecised 
Delighted 
No Answer 

1 
17 
36 

137 
5 

— 

.5 
8.7 

18.4 
69.9 

2.5 
196 100.0 

M = 4.59 SD=.75 

Table B.20 Q 3 0 Frequency and Percentage Distribution of Pcirticipants 
By Availability of Museum Staff. 

Rating n 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

1 
2 

22 
56 

105 
10 

.5 
1.0 

11.2 
28.6 
53.6 

5.1 
196 100.0 

M = 4.36 SD = .90 

Table B.21 Q 31 Frequency and Percentage Distribution of Participants 
By Helpfulness of Museum Staff. 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

M = 4.44 SD = .93 

n 
— 

3 
19 
43 

120 
11 

196 

% 

— 

1.5 
9.7 

21.9 
61.2 

5.6 
100.0 
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Table B.22 Q 3 2 Frequency and Percentage Distribution of Participants 
By Museum Exhibits. 

Rating n 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

12 
59 

113 
12 

6.1 
30.1 
57.7 

6.1 
196 100.0 

M = 4.48 SD = .84 

Table B.23 Q 3 3 Frequency and Percentage Distribution of Participants 
By Physical Layout of the Museum. 

Rating n 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

23 
62 
97 
14 

11.7 
31.6 
49.5 

7.1 
196 100.0 

M = 4.33 SD = .89 

Table B.24 Q 3 4 Frequency and Percentage Distribution of Participants 
By Information about Exhibits. 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

n 
— 

2 
19 
56 

107 
12 

196 

% 

— 

1.0 
9.7 

28.6 
54.6 

6.1 
100.0 

M = 4.38 SD = .91 
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Table B.25 Q 3 5 Frequency and Percentage Distribution of Participants 
By Time Spent in the Museum. 

Rating n % 

Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

1 
29 
74 
78 
13 

.5 
14.8 
37.8 
39.8 

6.6 
196 100.0 

M = 4.30 SD = 2.39 

Table B.26 Q 3 6 Frequency and Percentage Distribution of Participants 
By Hours of Operation. 

Rating 
Terrible 
Disappointed 
No opinion 
Pleased 
Delighted 
No Answer 

M = 4.13 SD= 1.16 

n 

3 
24 
77 
81 
11 

1.5 
12.3 
39.3 
41.3 

5.6 
196 100.0 
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