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UCINAK ISKUSTVENIH CIMBENIKA POSJETITELJA NA ZADOVOLJSTVO
INAMJERU PONASANJA: STUDIJA SLUCAJA MUZEJA AUTOHTONE
KULTURE DON BOSCO U SHILLONGU

EFFECT OF VISITORS’ EXPERIENTIAL FACTORS ON SATISFACTION
AND BEHAVIOURAL INTENTION: CASE STUDY ON DON BOSCO
INDIGENOUS CULTURE MUSEUM, SHILLONG

SAZETAK: Ovo istraZivanje bavi se sloZenom dinamikom iskustvenih faktora posjetitelja, zado-
voljstva i namjera ponaSanja u kontekstu Muzeja autohtone kulture Don Bosco u gradu Shillongu u
indijskoj drzavi Meghalaya. Rezultati istraZivanja otkrivaju da iskustveni faktor smirenost pozitivno
utjee na zadovoljstvo podvlaceéi vaznost mirnog okoliSa i razli¢itih kulturnih eksponata. S druge
strane, ukljucenost i obogacenje pojavljuju se kao snazni prediktori kako povecanog zadovoljstva tako
i ve¢e namjere ponasanja. Cimbenik ukljucenost naglagava vrijednost interaktivne angaZiranosti medu
posjetiteljima, ¢ime se stvaraju jedinstveni zajednicki doZivljaji i povecava zadovoljstvo posjetitelja,
dok obogacenje istiCe ulogu muzeja u obrazovanju posjetitelja o kulturi i potice buduce ukljucivanje.
Zanimljivo je da ¢imbenik odvojenost ne utjece znacajno na zadovoljstvo ili namjeru ponasanja. Isto
tako, u istraZivanju se utvrduje srediSnja uloga zadovoljstva u utjecanju na namjeru ponasanja, a §to je
sukladno navodima u prethodnim studijama. Ovo istraZivanje ogranic¢eno je nedostatkom razmatranja
vanjskih ¢imbenika, poput marketinskih inicijativa, kulturnih dogadaja i ekonomskih uvjeta koji mogu
utjecati na doZivljaj i namjere ponaSanja kod posjetitelja.

KLJUCNE RIJECI: iskustveni &imbenici, zadovoljstvo, namjere ponaSanja, muzej, ukljuenost
posjetitelja

ABSTRACT: This study delves into the complex dynamics between visitors’ experiential factors,
satisfaction, and behavioural intentions in the context of the Don Bosco Indigenous Culture Museum
in Shillong, Meghalaya. The results uncover that the experiential factor ‘serenity’ has a positive effect
on satisfaction, underscoring the importance of a tranquil environment and diverse cultural exhibits.
In contrast, ‘involvement’ and ‘enrichment’ emerge as strong predictors of both increased satisfaction
and greater behavioural intention. ‘Involvement’ highlights the value of interactive engagement among
visitors, creating unique and shared experiences that enhance satisfaction, while ‘enrichment’ empha-
sizes the museum’s role in educating visitors about culture, and motivating future engagement. Sur-
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prisingly, ‘seclusion’ does not significantly impact satisfaction or behavioural intention. Additionally,
the study establishes the pivotal role of satisfaction in influencing behavioural intention, aligning with
prior research. The present study is constrained by a lack of consideration for external factors, such as
marketing initiatives, cultural events, and economic conditions, which may exert influence on visitor

experiences and behavioural intentions.

KEY WORDS: Experiential factors, satisfaction, behavioural intention, museum, visitor engage-

ment

1. UVOD

U proteklih nekoliko desetljeca u razlici-
tim poslovnim sektorima primjetan je ista-
knuti rast iskustvene ekonomije. Niti muzeji,
kao sastavni dijelovi kulturnog krajolika,
nisu izbjegli ovaj transformativni trend. Na-
pose kulturni sektor obiluje brojnim sred-
stvima za stvaranje sveobuhvatnih dozivljaja,
posebice onih koji zaokupljaju osjetila vida
(npr. vizualne umjetnosti, film, dizajn) i slu-
ha (npr. glazba i zvukovi) (Pine IT i Gilmore,
1998; Jelinci¢ i Jelinci¢, 2021). Dozivljaji su
nadasve bitni jer privlace posjetitelje muzeja,
ostavljajuci trajne utiske na njihova sjecanja
na posjecenu ustanovu i potencijalno utjecu
na njihovu lojalnost. Oblikovanje muzejskog
doZivljaja za razlicitu i vrlo razboritu publiku
predstavlja ogroman izazov buduci da su do-
Zivljaji u svojoj srzi subjektivni i da se nalaze
samo u svijesti pojedinca (Pine II i Gilmore,
1998). Do sada su djelotvorna nacela obliko-
vanja doZivljaja naglaSavala vaZnost tragala
za odredenom temom i koriStenjem osjetil-
nih podrazaja za privlacenje posjetitelja. To
uklju¢ivanje moze se dogoditi na emotivnoj,
fizickoj, intelektualnoj pa ¢ak i duhovnoj ra-
zini, a njegov intenzitet moze imati duboko
snazan uc¢inak. Vizualni i akusticki signali
sveprisutni su alati u oblikovanju doZivljaja,
mnogi se uobi¢ajeno koriste. Od iznimne je
vaznosti razumijevanje nacina na koji se ti
pojedini signali mogu upotrijebiti za obli-
kovanje univerzalno poticajnih doZivljaja sa
Zeljenim u¢inkom na Sirok raspon posjetite-
lja (Jelin¢i¢ i Jelin¢i¢, 2021). IstraZivanja li-
terature u podrucju turizma pokazala su da
i na zadovoljstvo turista i na njihove namjere

1. INTRODUCTION

Over the past two decades, a conspicuous
surge in the prominence of the experience
economy has been observed across various
business sectors. Museums, as integral com-
ponents of the cultural landscape, are no
exception to this transformative trend. No-
tably, the cultural sector possesses a wealth
of tools for crafting immersive experiences,
particularly harnessing the sensory aspects
of sight (e.g., visual arts, film, design) and
hearing (e.g., music and sounds) (Pine II and
Gilmore, 1998; Jelinc¢i¢ and JelinCié, 2021).
Experiences hold paramount importance as
they captivate museum visitors, leaving a
lasting imprint on their memory of the vis-
ited institution and potentially influencing
their loyalty. Designing a museum experi-
ence for a diverse and discerning audience
presents a formidable challenge, as experi-
ences are inherently subjective and reside
solely within the individual’s mind (Pine II
and Gilmore, 1998). Successful principles of
experience design thus far have underscored
the importance of honing in on a specific
theme and deploying sensory stimuli to cap-
tivate visitors. This engagement can occur on
emotional, physical, intellectual, or spiritual
levels, and its intensity may be profoundly
impactful. Visual and acoustic cues are ubig-
uitous tools in experience design, and several
are routinely employed. Understanding how
to harness the individual cues is paramount
for museums aiming to design universal-
ly compelling experiences with the desired
impact on a broad cross-section of visitors
(Jelin¢i¢ and Jelinci¢, 2021). Research in the
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za ponovni posjet destinaciji utjecu njihove
ocjene razlicitih atributa destinacije. Zado-
voljstvo posjetitelja s razli¢itim aspektima
destinacije Cesto je predmet analiza ocjene
njezine uspjesnosti (Alegre i Garau, 2010;
Alegre i Cladera, 2006; Baker i Crompton,
2000). Nadalje, u studijama o lojalnosti
destinaciji isti¢e se da je zadovoljstvo tu-
rista u odnosu na prosle posjete najvazniji
¢imbenik u donosenju odluke o povratku u
istu destinaciju (Alegre i Garau, 2010; Ale-
gre i Cladera, 2006; Yoon i Uysal, 2005).
Nezaboravni turisticki doZivljaji nude po-
jedincima mogucénost izgradnje svog iden-
titeta, poboljSanja kadrovskih kompetencija
i realizacije Zeljenih teZnji (Mehmetoglu i
Engen, 2011). Percepcijska iskustva dopri-
nose kreiranju smislenih osobnih narativa
i dugotrajnih sjecanja (Gretzel et al., 2006;
Larsen, 2007). Za posjetitelje turisticki do-
zivljaj ima znacajnu osobnu vrijednost koja
pruza zadovoljstvo i ugodne emocije. Ove
emotivne reakcije imaju temeljnu ulogu
o oblikovanju ponaSanja nakon putovanja
koje ukljucuje ¢imbenike kao Sto su zado-
voljstvo, namjera preporuke, prosudbe stava
te izbor (Gnoth, 1997).

Ipak, postoji neslaganje oko utjecaja za-
bave i zadovoljstva na namjere ponaSanja
nakon povratka s puta (Ma et al., 2017). U
nekim istrazivanjima razonoda se smatra
krajnjim oblikom zadovoljstva, koja moZe-
bitno namece nelinearni u€inak na namjere
ponasanja (Keiningham i Vavra, 2001; Rust i
Oliver, 2000). S druge strane, neki istrazivaci
tvrde da razonoda polucuje izravan u¢inak na
namjere usporedno s uc¢inkom zadovoljstva,
S$to je razlika od samo velikog zadovoljstva
(Finn, 2012; Alexander, 2010). Te razlike i
sloZenosti pokazuju na potrebu za detaljni-
jim razlikovanjem izmedu dva koncepta, §to
jasno rasvjetljuje izrazite uzro¢ne podloge i
njihove ucinke na namjere ponaSanja.

S obzirom na postojeca neslaganja izra-
Zena u literaturi o odnosu izmedu zabave i
zadovoljstva te njihovom utjecaju na namje-
re ponasanja, u ovom istrazivanju nastoji se

realm of tourism literature has demonstrated
that both overall tourist satisfaction and their
intent to revisit a destination are influenced by
their assessment of the destination attributes.
Visitor satisfaction with different facets of a
destination is frequently analysed to assess its
performance (Alegre and Garau, 2010; Alegre
and Cladera, 2006; Baker and Crompton,
2000). Besides, studies on destination loyalty
highlight that a tourist’s satisfaction with past
visits is a pivotal factor in their decision to re-
turn to a destination (Alegre and Garau, 2010;
Alegre and Cladera, 2006; Yoon and Uysal,
2005). Memorable tourism experiences offer
individuals opportunities to construct their
identity, enhance personal competencies, and
realize cherished aspirations (Mehmetoglu
and Engen, 2011). Participatory experienc-
es contribute to the creation of meaningful
personal narratives and enduring memories
(Gretzel et al., 2006; Larsen, 2007). For holi-
daymakers, the tourism experience holds sub-
stantial personal value, evoking satisfaction
and pleasurable emotions that play a founda-
tional role in shaping post-consumption be-
haviours, including factors like satisfaction,
intention to recommend, attitude judgments,
and choice (Gnoth, 1997).

Nevertheless, a lack of consensus exists
regarding the impact of amusement and sat-
isfaction on post-experience behavioural in-
tentions (Ma et al., 2017). Some studies treat
amusement as an extreme form of satisfaction,
possibly exerting a non-linear effect on be-
havioural intentions (Keiningham and Vavra,
2001; Rust and Oliver, 2000). Conversely, oth-
ers argue that amusement exerts a direct effect
on intentions parallel to the effect of satisfac-
tion, thereby distinguishing it from a mere
extreme of satisfaction (Finn, 2012; Alexan-
der, 2010). These disparities and complexities
underscore the necessity for a more nuanced
differentiation between the two concepts, elu-
cidating distinct causal underpinnings and ef-
fects on behavioural intentions.

Given the existing discrepancies in lit-
erature regarding the relationship between
amusement and satisfaction and their impact
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posti¢i nijansirano razumijevanje analizom
nacina na koji te emocije neponovljivo dopri-
nose namjerama ponasanja posjetitelja nakon
Sto su se vratili s putovanja.

Muzeji imaju jedinstvenu ulogu u drus-
tvu bududi da djeluju kao kulturni centri
u dijeljenju znanja, Cuvari povijesnih per-
spektiva i sakupljaci podataka o razli¢itim
civilizacijama. U njihovim arhivama pohra-
njene su iznimne zbirke predmeta, artefaka-
ta, umjetnickih djela i kulturnih eksponata
koje posjetiteljima nude jedinstvene prigode
za stjecanje znanja i razonodu. Znacaj mu-
zeja u obrazovanju posjetitelja o proslosti,
sada$njosti i buduénosti prirodnog okoliSa
naglasili su Falk i Dierking (2018). Osim §to
pruZaju moguénost stjecanja novih znanja,
muzeji znatno doprinose ocuvanju kultur-
ne bastine i unaprjedivanja drustvene ko-
hezije. Njihovo sloZeno znacenje istiCe se
u dijeljenju informacija i tradicije kao i u
privlacnosti kako posjetiteljima tako i lo-
kalnim stanovnicima (Trinh i Ryan, 2013;
Calinao i Lin, 2017). Obrazovni i zabavni
dozivljaji zajednice produbljuju se muzej-
skim turizmom koji promovira uvaZavanje
i poznavanje razlicitih kultura. Iznimno
vazno je razumjeti da doZivljaji posjetitelja
imaju znacajan utjecaj na uspjeh muzejskih
izlaganja (Falk i Dierking, 2016). Muzeji
turistima pruZaju jedinstveno okruZenje
u kojem mogu uroniti u svjetove povijesti,
umjetnosti i kulture, a iskustva koje posje-
titelji doZive u muzejima znacajni su i kori-
sni za njihovu uspjesnost. Prema Dogan et
al. (2019), ljudi posje¢uju muzeje ne samo
zato da nauce viSe nego i da se opuste i po-
bjegnu od napetosti svakodnevnog Zivota.
K tomu, posjetitelji ¢esto gledaju muzeje
kroz prizmu svojih osobnih kulturnih i ge-
ografskih kultura te tako stvaraju snaZan
osjecaj mjesta i povezanosti. S vremenom,
muzeji su prestali biti samo orijentirani na
svoje osnovne teme, nego su stavili posjeti-
telje u centar svog pristupa. Ovakav pomak
paradigme upucuje na potrebu istraZivanja
usmjerenih na doZivljaje posjetitelja, zado-

on behavioural intentions, this study aims to
provide a nuanced understanding by examin-
ing how these emotions uniquely contribute
to the post-experience behavioural intentions
of museum visitors.

A unique role in society is played by
museums, which act as cultural centres for
knowledge sharing, the preservation of his-
torical perspectives, and the gathering of
data on various civilizations. These archives
house distinctive collections of items, arte-
facts, works of art, and cultural expressions,
providing visitors with unique opportuni-
ties for education and amusement. The im-
portance of museums in educating visitors
about the past, present, and future of the
natural environment is emphasized by Falk
and Dierking (2018). In addition to provid-
ing an educational purpose, museums make
substantial contributions to the preservation
of cultural heritage and the advancement of
social cohesion. Their complex importance
is highlighted by the sharing of information
and tradition as well as their attractiveness
to visitors and locals (Trinh and Ryan, 2013;
Calinao and Lin, 2017). The community’s
educational and leisure experiences are fur-
ther improved through museum tourism,
which promotes appreciation for and knowl-
edge of different cultures. It is important to
understand that visitor experiences have a
significant impact on the success of museum
displays (Falk and Dierking, 2016). Muse-
ums provide tourists with unique settings for
immersion in the worlds of history, arts and
culture, and experiences that are significant
and practical to their success. According to
Dilek et al. (2019), people go to museums not
just to learn more but also to relax and escape
from the strains of everyday life. Moreover,
visitors frequently view museums through
the prism of their personal cultural and geo-
graphic histories, creating a strong sense of
place and connection. With time, museums
have moved from being purely task-ori-
ented, towards a more visitor-centred ap-
proach. This paradigm shift emphasises the
necessity of researching visitor experiences,
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voljstva i ciljeve ponaSanja kako bi se stvo-
rila prakti¢na rjeSenja za njihovo intenziv-
nije angaziranje i zadovoljstva.

2. TEORIJSKA PODLOGA
2.1. Dozivljaj

Podrucje turizma i ugostiteljstva svje-
dodi velikom porastu zanimanja za istrazi-
vanje viSestrukih dimenzija koje ¢ine kva-
litetu doZivljaja za turiste. Pine i Gilmore
(1998) prvi su poceli temeljna istraZivanja
u tom podrucju, definiraju¢i dimenzije ra-
zonode, estetike, obrazovanja i bijega od
stvarnosti kao sastavnice kvalitete dozivlja-
ja. Na ovaj pionirski rad nadovezali su se
istrazivaci kao $to su Hung et al. (2016), Xu
i Chan (2010) i Binkhorst (2007), doprino-
seéi nijansiranom razumijevanju slozenih
detalja na kojima se temelji holisticka per-
cepcija dozivljaja turista.

Bijeg od stvarnosti, kao Sto su zamislili
Pine i Gilmore (1998), utjelovljuje dubinsku
¢eznju za oslobadanjem od jednoli¢nosti sva-
kodnevnog Zivota. Taj osjecaj, planirani bijeg
od stvarnosti, sazima Zelju turista da se od-
voje od svakodnevnih odgovornosti i urone
u podrucje koje nudi preporod i pomladuje
duSu. Taj iskonski instinkt za bijegom od
stvarnosti potvrdili su Xu i Chan (2010),
pokazavsi da turisti gravitiraju prema atrak-
cijama koje nude predah od svakodnevne
monotonije i tako potvrdili osnovni znacaj
bijega od stvarnosti za odredivanje kvalite-
te dozivljaja. Sastavni dio domene kvalitete
doZivljaja je ideja duSevnog mira koja potje-
¢e od intrinzicke ljudske potrage za mirom
i sigurno$éu. Xu i Chan (2010) tvrde da se
psiholoska i fizicka potreba za odmorom i
sigurnos$cu ispreplecu te tako poti¢u osjecaj
mirnoée kod turista. Sve to naglasava te-
meljnu ulogu destinacija i atrakcija, a to je
osiguranje atmosfere koja donosi mir u dusi,
¢ime se obogacuje sveukupna kvaliteta turi-
stickog dozivljaja. Glavna dimenzija koju su
osvijetlili Ali et al. (2016) jest ukljucenost

contentment, and behavioural objectives to
create practical solutions for boosting their
engagement and happiness.

2. THEORETICAL BACKGROUND
2.1. Experience

The realm of tourism and hospitality has
witnessed a surge of interest in exploring the
multifaceted dimensions that constitute the
quality of experiences for tourists. Pine and
Gilmore (1998) are credited with pioneering
a foundational study in this field, delineating
the dimensions of entertainment, aesthetics,
education, and escapism as constituents of
experience quality. Building upon this semi-
nal work, subsequent scholars such as Hung
et al. (2016); Xu and Chan (2010); and Bink-
horst (2007), have contributed to a nuanced
comprehension of the intricacies that under-
lie the holistic perception of tourist experi-
ences.

Escape, as envisaged by Pine and Gilm-
ore (1998), embodies a profound yearning
for liberation from the humdrum of routine
existence. This sensation, termed escapism,
encapsulates the desire of tourists to detach
themselves from mundane responsibilities
and immerse in a realm that rejuvenates the
spirit. This primal instinct for escapism is af-
firmed by Xu and Chan (2010), who assert
that tourists gravitate towards attractions
that provide a respite from everyday monot-
ony, thus reaffirming the foundational sig-
nificance of escape in defining experience
quality. Integral to the domain of experience
quality is the notion of peace of mind, which
emanates from the intrinsic human pursuit
of serenity and safety. Xu and Chan (2010)
advocate that the psychological and physical
need for relaxation and security intertwine to
foster a sense of tranquillity amongst tour-
ists. This underlines the pivotal role played
by destinations and attractions in offering an
environment conducive to achieving peace
of mind, thereby enhancing the overall qual-
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koja se definira kao Zelja turista da bude ci-
nitelj i aktivni sudionik u kreiranju svog su-
sreta s atrakcijama. Ova dimenzija pojacava
iskustvenu vrijednost kojom turisti teZze ka
kontroliranju i utjecanju na rezultate svojeg
angazmana. Nadalje, personalizacija kao
posljedica tog uklju¢ivanja postaje snazan
element pomocu kojega turisti pretendiraju
oblikovati jedinstvene i ,,krojene” doZivljaje
koji zajedno titraju s njihovim osobnim prefe-
rencijama i teZnjama. Prepoznavanje, prema
Xuu i Chanu (2010), daje turistima osjecaj
afirmacije i poStovanja za vrijeme njihovih
interakcija s atrakcijama. Ovaj aspekt izaziva
osjecaje povjerenja i vaznosti kao i poveca-
nja kvalitete dozivljaja. Simbiotski odnos iz-
medu priznanja i bijega od stvarnosti postaje
ocigledan kako priznanje poklonjeno turisti-
ma poti¢e njihovo odvajanje od svakodnev-
nice i uranjanje u iskustvenu okolinu. Jedan
je aspekt od najvece vaZnosti u raspravi o
turistickom dozivljaju, a to je ucenje koje je
blisko povezano s dimenzijama ukljucenosti
i personalizacije. Kao §to su istakli Chang et
al. (2014), turisti u interakcijama s atrakcija-
ma teZe sakupljanju znanja i vjeStina, a pri
tome se priklanjaju obrazovnom doZivljaju
kako su objasnili Pine i Gilmore (1998). To
obrazovno ukljucivanje ne samo da povecava
iskustvenu vrijednost nego i ovlasc¢uje za pri-
mjenu novostecenih znanja, ¢ineci taj susret
pretvorbenim i obogacujuc¢im (Suhartanto et
al.2020).

Odnos izmedu kvalitete doZivljaja i nje-
govog posljedi¢nog utjecaja na ponasanja
turista nakon konzumacije turisticke usluge
privuklo je znatnu paZnju u krugovima tu-
ristiCkih istraZivaca. Ova veza srediSnja je
odrednica namjera turista za ponovne posje-
te, Sto dokazuju Chen i Chen (2010) dodje-
ljujudi istaknutu ulogu turistickog doZivljaja
u utjecaju na naknadna ponaSanja, posebice
na namjeru za ponovnim posjetom atrakciji.
Kasnija znanstvena propitivanja, kao $to su
zapisali Chang er al. (2014), potkrijepila su
ovu tvrdnju te su ucvrstila glavne veze izme-
du kvalitete doZivljaja i namjere ponovnog

ity of the tourist experience. A cardinal di-
mension elucidated by Ali et al. (2016), is
‘involvement’, which delineates the tourists’
desire for agency and active participation
in shaping their encounter with attractions.
This dimension amplifies the experiential
value as tourists seek to exert control and
influence over the outcome of their engage-
ment. Besides, personalization, an offshoot
of involvement, emerges as a potent element
wherein tourists aspire to craft a unique and
tailored experience that resonates with their
individual preferences and aspirations. Rec-
ognition (Xu and Chan 2010) imparts a sense
of affirmation and esteem to tourists during
their interaction with attractions. This facet
engenders feelings of confidence and im-
portance, elevating the perceived quality of
the experience. The symbiotic relationship
between recognition and escapism becomes
evident, as the recognition bestowed upon
tourists bolsters their detachment from the
quotidian, bolstering their immersion in the
experiential milieu. Learning is an aspect of
the paramount importance in the discourse
on tourist experience quality, which closely
relates to the dimensions of involvement and
personalization. Tourists (Chang ef al. (2014)
seek to glean knowledge and skills from their
interactions with attractions — thus echoing
Pine and Gilmore’s educational experience
(1998), which augments the experiential val-
ue and empowers them to apply acquired
insights rendering the encounter transforma-
tive and enriching (Suhartanto et al., 2020).

The relationship between experience qual-
ity and its consequential impact on tourists’
post-consumption behaviours has garnered
significant attention within the realm of tour-
ism research. This nexus serves as a pivotal
determinant of tourist revisit intentions, with
Chen and Chen (2010) establishing the salient
role of tourist experience in influencing sub-
sequent behaviours, particularly the intention
to revisit attractions. Subsequent scholarly in-
quiries, as evidenced by Chang et al. (2014),
have fortified this assertion, consolidating
the pivotal linkage between experience qual-
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posjeta. U skladu s temeljnim djelima autora
Chena i Chena (2010) te Changa et al. (2014),
znanstveni doprinosi kasnijih autora (Ali et
al; 2018 i Dodds i Jolliffe; 2016) isticu po-
zitivihu medusobnu interakciju doZivljaja tu-
rista s atrakcijom i razine zadovoljstva koje
proistjecu iz tih interakcija. Ovo stjeciSte
potvrduje stanoviSte da veca kvaliteta doZiv-
ljaja postiZe vrhunac na visokim razinama
zadovoljstva turista, a taj je princip u sugla-
sju s uspostavljenim teoretskim okvirima
poput Teorije (ne)potvrde ocekivanja (Oliver,
1980).

Nuzna posljedica zadovoljstva turista
snazna je odrednica lojalnosti koja se ostva-
ruje u shodnom rezultatu isprepletenih di-
namika doZivljaja kvalitete i zadovoljstva
(Cong, 2016). Ovi znanstveni modeli loj-
alnosti imaju temeljno nacelo da pozitivni
dozivljaji generiraju ne samo duboki osjecaj
zadovoljstva, nego poticu i sklonost kontinui-
ranoj naklonosti, ¢ime se prolazni turisti pre-
tvaraju u ¢vrste zagovaratelje atrakcije ili de-
stinacije. Intrinzi¢ni sklad izmedu kvalitete
doZivljaja, zadovoljstva i lojalnosti odraZava
simbioticko napredovanje sa svakom fazom
koja postaje osnova za sljedecu fazu.

2.2. Dozivljaj muzeja

Prema Tsiropoulou er al., (2016), do-
Zivljaj posjete muzeju u kontekstu turizma
sloZen je i jedinstven. Isticuci da bi muzeji
trebali pruzati jedinstvena iskustva kojima
se maksimizira zadovoljstvo turista, Bodndr
(2019) naglasava znacaj doZivljaja posjetite-
lja u Sirem turistickom poslovanju. U svom
temeljnom istrazivanju Pine i Gilmore (1999)
istiCu transformirajuéi utjecaj jedinstvenih
susreta te time postavljaju temelje za detalj-
no istrazivanje odnosa izmedu iskustvenih
znaCajki 1 zadovoljstva posjetitelja muzeja
te tvrde da je stvaranje posebnih i izvanred-
nih doZivljaja bitno za povecanje zadovolj-
stva posjetitelja. Ova se ideja moZe shvatiti
kao znacaj poticanja smislenih interakcija s
izloScima i slikama u kontekstu muzejskog

ity and revisit intentions. In consonance with
the seminal works of Chen and Chen (2010)
and Chang et al. (2014), subsequent scholarly
contributions by Ali et al. (2018) and Dodds
and Jolliffe (2016) underscore the positive in-
terplay between tourists’ experience with an
attraction and their ensuing satisfaction levels.
This confluence substantiates the notion that
heightened experience quality culminates in
elevated levels of tourist satisfaction, a tenet
that resonates with the established theoretical
frameworks like the Expectancy-Disconfir-
mation Theory (Oliver, 1980).

The corollary of tourist satisfaction, a po-
tent determinant of loyalty, materializes as a
consequential outcome of the interwoven dy-
namics of experience quality and satisfaction
(Cong, 2016). These scholars’ loyalty models
postulate that favourable experiences engender
not only a profound sense of satisfaction but
also elicit a proclivity for continued patronage,
transforming transient tourists into steadfast
advocates of an attraction or a destination. The
intrinsic harmony between experience quality,
satisfaction, and loyalty mirrors a symbiotic
progression, with each stage substantiating the
foundation for the subsequent one.

2.2. Museum Experience

The experience of visiting a museum is
a complex and unique trip when it comes to
tourism (Tsiropoulou et al., 2016). Bodnar
(2019), underlining the necessity for museums
to provide unique experiences that maximize
tourist pleasure, has highlighted the signifi-
cance of this visitor experience in the broad-
er tourism business. The foundational study
by Pine and Gilmore (1999) emphasises the
transforming impact of singular encounters,
laying the groundwork for a thorough investi-
gation of the relationship between experiential
characteristics and museum visitor satisfac-
tion, and stating that creating distinctive and
outstanding experiences are essential for rais-
ing visitor’s satisfaction. This idea translates
into the importance of fostering meaningful
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turizma. Uz poticanje interesa i tajnovitosti,
ovaj kontakt kod posjetitelja pobuduje osje-
¢aje povezanosti i zadovoljstva. Prebensen i
Foss (2011) isti¢u dinamic¢nu osobinu onih
muzejskih prostora koji postupno povecéava-
ju svoje interakcijske i aktivne strane. Po-
tencijal za povedanje doZivljaja posjetitelja
raste s povecavanjem atmosfere Zivosti i an-
gaziranosti u muzejima.

Pojava ekonomije dozivljaja pokrenula
je promjenu paradigme u nizu gospodarskih
promjena je prisilila muzejsko osoblje na pri-
lagodbu u planiranju prema stalno promjenji-
vim i nepredvidivim potrebama posjetitelja
(Bodnar, 2019). Glavno je stvoriti uvjete koji
omogucavaju stjecanje nezaboravnih i traj-
nih doZivljaja. Mahdzar et al. (2017) tvrde da
ti susreti imaju presudnu ulogu u odlucivanju
o buduéem ponasanju turista kao i o trenut-
nom zadovoljstvu, Sto svjedoc¢i o njihovom
dugoro¢nom utjecaju.

Ostvarenje smislenih kontakata igra zna-
¢ajnu ulogu u dozivljaju posjetitelja muzeja.
Transformativni potencijal tih doZivljaja u
kojima gosti istraZuju nove aspekte razumi-
jevanja i percepcije naglaSena je kod Kottle-
ra (1997). Lindberg et al. (2014) navode da
ovi susreti proistjeCu iz stalnih interakcija,
posebice u drustvenim, kulturalnim i fizic-
kim okolinama. Takoder je vazno istaknuti i
¢injenicu da ljudi sudjeluju u stvaranju ovih
doZzivljaja te se tako dodatno naglaSava ko-
liko je ova pojava dinamicna (Alsos et al.,
2014). Vaznost aktivne interakcije posje-
titelja s okoliSem tijekom stvaranja vaznih
i dugotrajnih sjecanja naglaSava i Jantzen
(2013).

2.3. Zadovoljstvo i namjera ponasanja

Zadovoljstvo potroSaca i namjere pona-
Sanja osnovni su elementi koji izravno utje-
¢u na uspjeh i odrZivost turistickih lokacija i
atrakcija u neprekidno promjenjivom svijetu
ugostiteljstva i turizma. Pojam zadovoljstva
kao osnovnog myjerila ipak je usko ispreple-

interactions with artefacts and paintings in
the context of museum tourism. In addition
to arousing interest and mystery, this contact
makes visitors feel connected and content.
Prebensen and Foss (2011), highlight the dy-
namic character of museum spaces by gradu-
ally including interaction and activity aspects.
The potential for enhancing the visitor experi-
ence increases as museums adopt a more live-
ly and engaging atmosphere.

The emergence of the experience econo-
my has sparked a paradigm change across a
number of industries, including the field of
museums. This change has forced museum
personnel to adapt their plans to the chang-
ing and erratic needs of visitors (Bodnar,
2019). The key is to create conditions that
make it possible to have experiences that
are memorable and enduring. According to
Mahdzar et al. (2017), these encounters play
a crucial role in determining future tourist
behaviour as well as present visitor pleasure,
demonstrating their long-lasting influence.

The sphere of meaningful contacts plays a
crucial role in the museum visitor experience.
The transformative potential of such experi-
ences, in which guests explore new spheres of
comprehension and perception, is emphasized
by Kotler and Kotler (1999). Lindberg et al.
(2014) claim that these encounters result from
ongoing interactions in particular social, cul-
tural, and physical environments. The fact that
people play a part in shaping these experiences
only emphasizes how dynamic this phenome-
non is (Alsos et al., 2014). The importance of
visitors actively interacting with the environ-
ment in creating significant and long-lasting
memories is emphasized by Jantzen (2013).

2.3. Satisfaction and Behavioural
Intention

Customer satisfaction and behavioural
intention are essential elements that directly
affect the success and sustainability of tourist
sites and attractions in the changing world of
hospitality and tourism. The idea of satisfac-
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ten s nacelima kvalitete proizvoda u podruc-
ju marketinga. Ona je posebice naglaSena
u temeljnom udzbeniku Kotlera i Kellera
(2006). Kvalitetni dozivljaji koji poticu za-
dovoljstvo i povecavaju moguénosti pozitiv-
nih namjera ponasanja, Sto ukljucuje kako
ponovnu kupovinu tako i usmene preporu-
ke, takoder su potvrdene (Lee et al., 2020).
Dozivljaj ispunjen dobrim raspoloZenjem
i uZitkom u turizmu vodi ka zadovoljstvu
posjetitelja (Oliver, 2014). Damanik i Yusuf
(2022) smatraju da na osjecaj zadovoljstva
kod posjetitelja u iznimno velikoj mjeri utje-
¢u percipirana vrijednost, dok upravljanje
posjetiteljima 1 ispunjenje obecanja imaju
znatno manji utjecaj. Ispitivanja provedena
u talijanskim tematskim parkovima i umjet-
nickim muzejima (Vesci et al., 2020; Lee et
al., 2020) pokazala su na osjecaj ushita kod
posjetitelja i povoljno utjeCu na estetske in-
terakcije, bijeg od stvarnosti i obrazovne do-
Zivljaje. SloZzena mreza doZivljaja posjetitelja
obuhvaca Siroki raspon afiniteta pocevsi od
dokoli¢arenja i kognitivne stimulacije do Zu-
strih potraga za indirektnim doZivljajima i
duboke sinteze muzejskih susreta sa svakod-
nevnim zivotom. Wallace (2016) je detaljno
objasnio ovo opsezno obzorje.

U nekoliko istraZivanja mjereno je zado-
voljstvo posjetitelja u odredenim turistickim
odredistima. Preko et al. (2020) proveli su
istraZivanje u Nacionalnom muzeju Gane i
dosli do zakljucka da na zadovoljstvo posje-
titelja pozitivno utjece doZzivljaj posjetitelja.
Abdul et al. (2019) otkrili su, nakon Sto su
promatrali Cetiri domene doZivljaja u turis-
tickom okruZenju, da je bijeg od stvarnosti
najvise utjecao na zelju posjetitelja za ponov-
ni posjet. Studija doZivljaja i iskustava posje-
titelja u juZno korejskim kasinima, koju su
proveli Shim ef al. (2017), otkrila je da zaba-
va dominira ekonomskim sektorima. Istra-
zivanja drugih autora (Gamal ez al., 2023;
Piancatelli ef al., 2021) empirijski su dokaza-
la da dijelovi ambijenta imaju stvaran utjecaj
na iskustveno putovanje posjetitelja u okviru
muzejskog prostora. Posljedi¢no tomu, nije
¢udno $to snaZan dojam prethodi ponasanju

tion, a fundamental metric, is still closely en-
twined with the principles of product quality
within the field of marketing. This idea was
highlighted in the foundational discourse
proposed by Kotler and Keller, (2006). Qual-
ity experiences that encourage satisfaction
and increase the possibility of positive be-
havioural intentions, including repurchas-
ing and word-of-mouth referrals, have been
emphasized (Lee et al., 2020). A satisfying
and enjoyable experience in the tourism en-
vironment leads to visitor satisfaction (Oli-
ver, 2014). According to Damanik and Yusuf
(2022), visitor happiness is highly influenced
by perceived value and anticipation, whereas
visitor management and contentment have
a much smaller role. Studies done in Italian
theme parks and art museums (Vesci et al.,
2020; Lee et al., 2020) have shown that aes-
thetic interactions, escape, and educational
experiences all have a beneficial impact on
visitor pleasure. The complex network of
visitor experience, encompassing a range of
inclinations ranging from leisure activities
and cognitive stimulation to the passionate
pursuit of mediated experiences and the pro-
found synthesis of museum encounters with
everyday life, Wallace (2016) exploration
precisely elucidates this expansive view.

A number of studies have been done to
measure visitor satisfaction in particular
tourism environments. Preko er al. (2020)
conducted research at the Ghana National
Museum and found that visitor satisfaction is
positively impacted by the visitor experience.
In a tourist setting, Abdul ef al. (2019) looked
at four experience domains and discovered
that escapism had the greatest impact on visi-
tors’ willingness to return. Shim ez al.’s (2017)
study of the visitor experiences in South Kore-
an casinos revealed that entertainment domi-
nated the experience economy sectors. The in-
vestigative efforts by Gamal et al. (2023) and
Piancatelli et al. (2021) provide empirical ev-
idence that the components of the atmosphere
exert real impact over the visitor’s experi-
ential journey within the museum grounds.
This powerful influence consequently ripples
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egipatskih turista i uvelike utje¢e na njihove
Zelje 1 namjere da Cesto posjecuju muzeje.

U podrudju istraZivanja muzeja, eminen-
tna izucavanja koja su proveli Brida et al.
(2012), Chan (2009) i Dirsehan (2012) isti-
¢u najvazniju ulogu koju iskustveni elementi
poput neceg novog, kognitivne akvizicije,
organoleptiCke uronjenosti i rekreacijske
nagrade imaju u stimuliranju sveobuhvat-
nih visokih razina zadovoljstva posjetitelja.
IstraZivanja ovih varijabli unutar odredenih
turistickih situacija pojasnjavaju pitanja kako
razliciti aspekti doZivljaja/iskustva utjecu na
zadovoljstvo posjetitelja i njihovu namjeru
ponasanja. Talijanski muzeji umjetnosti ista-
knuli su tri dimenzije doZivljaja: estetsku,
eskapisticku i obrazovnu (Vesci et al., 2020),
dok su posjetitelji tematskih parkova izrazi-
li zadovoljstvo uglavnom zbog obrazovnih
i estetskih interakcija (Lee et al., 2020). U
juZnoafrickim muzejima glavni ¢imbenik
kako zadovoljstva tako i namjere ponasanja
postao je spoj obrazovanja i zabave (Radder
i Han, 2015). Ve¢ istaknuto trojstvo dimen-
zija koje obuhvadaju estetsku privlacnost,
eskapisticke tendencije i neobi¢nu motivaci-
ju za tzv. obrazovanje u pokretu, u domeni
talijanskih umjetnickih institucija. Kao Sto
je pokazalo empirijsko istraZivanje u okvi-
ru akademske nadgradnje autora Vesci et al.
(2020), te dimenzije u krucijalnoj prekretnici
polucuju posrednicki utjecaj na diseminaciju
namjera ponaSanja putem usmene predaje.
Ukljucenost razlic¢itih demografskih skupina
pokazala se kao glavni ¢imbenik u raspravi
o angazirajuem potencijalu muzeja, a to je
ilustrirano primjerima obitelji s malom dje-
com. Eardley ef al. (2018) i Hyun et al. (2018)
tvrde da to zahtijeva istan¢ano dizajniranje
okoli$nih ambijenata i mudra estetska rjese-
nja kako bi se vjesto zadovoljile generacijske
i drustvene potrebe.

U prethodnim istraZivanjima pomnije
se proucavaju isprepleteni odnosi izmedu
zadovoljstva i motivacijskih osnova za po-
zitivnu usmenu predaju. Harrison i Shaw
(2004) te Dirsehan (2012) objavili su ino-
vativne studije o turistima i ustvrdili da su

through behavioural precursors, critically in-
fluencing Egyptian tourists’ volitional intent
to make frequent trips to museums.

In the field of museum studies, eminent
scholarship, such as that provided by Brida et
al. (2012), Chan (2009), and Dirsehan (2012),
emphasises the crucial role that experiential
elements like novelty, cognitive acquisition,
sensory immersion, and recreational gratifi-
cation play in fostering the overall echelons
of visitor satisfaction. It becomes clearer how
different experience aspects affect visitor sat-
isfaction and behavioural intention through
investigation of these variables within partic-
ular tourist contexts. Italian art museums indi-
cated three experience dimensions: aesthetic,
escapism, and education (Vesci et al., 2020),
whereas theme park visitors reported feeling
satisfied mostly as a result of their educational
and aesthetic interactions (Lee et al.,2020). In
South African museums, edutainment has be-
come a key factor in both satisfaction and be-
havioural intention (Radder and Han, 2015).
The prominent trichotomy of dimensions,
including aesthetic attractiveness, escapist
inclinations, and the peculiar ‘edumotion’
drive, protrudes within the ambit of Italian
art institutions. As demonstrated by empirical
study in the scholarly superstructure of Ves-
ci et al. (2020), these dimensions in a crucial
turn produce a mediating influence upon the
dissemination of Word-of-Mouth (WOM)
behavioural inclinations. In the conversation
on museum engagement, inclusivity with re-
gard to different demographies, exemplified
by families with young children, emerges as
a crucial factor. According to Eardley et al.
(2018) and Hyun et al. (2018), this mandate
calls for the arrangement of subtle environ-
mental ambiences as well as wise aesthetic ar-
rangements, skilfully alleviating generational
and societal requirements.

In keeping with earlier studies, a closer
look is taken at the entangled relationship
between satisfaction and the driving foun-
dations of positive WOM. According to
ground-breaking studies by Harrison and
Shaw (2004) and Dirsehan (2012), custom-
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oni koji su pokazali velike sklonosti za tra-
Zenje zadovoljstva skloni pretvarati svoje
potencijalne namjere u djela, posebice za
ponovne posjete i komuniciranje oduSev-
ljenih preporuka. U istraZivanju McLeana
(2012), gdje je komponenta ponaSanja na-
kon konzumacije, tendencija potencijalnih
djelovanja, poput ponovljenih posjeta i
Sirenje pozitivnih usmenih preporuka, ne-
odvojiva je od utjecaja vizure iz pozitivnih
osjetilnih susreta.

2.4. Podrudje istrazivanja

Shillong je slikovit grad koji privlaci ve-
liki broj posjetitelja i putnika svake godine.
Postoje brojni razlozi zaSto turisti iz cijeloga
svijeta Zele posjetiti taj grad, ali najpopular-
niji razlog su atraktivni muzeji. Shillong ima
ukupno Sest muzeja: tri muzeja umjetnosti,
dva povijesna muzeja i jedan prirodoslovni
muzej:

e Muzej autohtone kulture Don Bosco
e Muzej zra¢nih snaga
e Muzej entomologije Wankhar

e Drzavni
Sangma

muzej kapetan Williamson

e Muzej nosoroga
e Etnoloski muzej Ever Living

Izbor Muzeja autohtone kulture Don Bos-
€O za ovo istrazivanje prvenstveno se zasni-
va na njegovom statusu kao najposjecenijeg
muzeja. Na primjeru tog muzeja ova studija
ima namjeru dokuciti dublje razumijevanje
dozivljaja i zadovoljstva posjetitelja.

Muzej autohtone kulture Don Bosco u
Shillongu ilustrira bogato kulturno i povije-
sno nasljede ove regije. Ovo istraZivanje ima
za cilj istraZiti utjecaj iskustvenih ¢imbeni-
ka kod posjetitelja na njihovo zadovoljstvo i
namjere ponasanja. U okviru ugostiteljstva i
turizma, u ovoj studiji jasno je pokazana zna-
¢ajnost doZivljaja posjetitelja i zadovoljstva u
odredivanju namjera ponaSanja. Ako dobro
razumiju razli¢ite dimenzije doZivljaja po-

ers with high satisfaction propensities have
a favourable tendency to turn their latent
intentions into actions, particularly repeat
business and enthusiastic recommenda-
tions. In McLean (2012), research addition, a
post-purchase behaviour component is intro-
duced, where the tendency for potential ac-
tions, such as return visits and the spread of
positive word-of-mouth recommendations, is
inextricably influenced by the lens of posi-
tive sensory encounters.

2.4. Study Area

Shillong is a picturesque city that attracts
a large number of visitors and travelers each
year. There are numerous reasons why tour-
ists from all over the world want to visit the
city, but the most popular is the city’s attrac-
tive museums. Shillong has three art muse-
ums, two history museums, and one natural
history museum, for a total of six museums:

e The Don Bosco Indigenous Culture

e Air Force Museum

e Wankhar Entomology Museum

e Capt.Williamson Sangma State Museum
e Rhino Museum

e Ever Living Museum

The selection of the Don Bosco Indige-
nous Culture Museum for this study was pri-
marily based on its status as the most visited
museum. On the example of this museum, the
study aims to gain a deeper understanding of
the experience and the satisfaction of visitors.

The Don Bosco Indigenous Culture Mu-
seum in Shillong exemplifies the region’s
rich cultural and historical heritage. This
research aims to explore the influence of
visitors’ experiential factors on their satis-
faction and behavioural intentions. Drawing
inspiration from the hospitality and tourist
sectors, the significance of visitor experience
and satisfaction in determining behavioural
intentions becomes evident. By scrutinising
various visitor experience dimensions and
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sjetitelja i njihovog utjecaja na zadovoljstvo i
namjere ponasanja, turistic¢ki djelatnici mogu
za svoje posjetitelje kreirati nezaboravna i
ugodna iskustva.

3. METODOLOGIJA

IstraZivanje je provedeno u Muzeju autoh-
tone kulture Don Bosco u Shillongu u drza-
vi Meghalaya na temu doZivljaja i iskustava
posjetitelja muzeja, njihovog zadovoljstva i
namjera ponasanja koristec¢i upitnik sa skala-
ma od pet stupnjeva za Cetiri glavna odjeljka.
U odjeljcima Demografski profil i DoZivljaji
posjetitelja muzeja sudionici su bili zamolje-
ni ocijeniti svoja iskustva birajuci izmedu pet
ponudenih odgovora od ,,Uop¢e se ne slazem
do ,,Potpuno se slazem; zatim su u odjeljku
Zadovoljstvo odgovarali u rasponu od ,,Vrlo
nezadovoljan/na“ do ,,Vrlo zadovoljan/na“; a u
dijelu Namjera ponasanja ocjene su varirale
od ,,Vrlo nevjerojatno® do ,,Vrlo vjerojatno®.

U studiji je primijenjena tehnika namjer-
nih uzoraka. Uzorkovana populacija sasto-
jala se od posjetitelja muzeja, a odabrano je
260 posjetitelja. Podaci u studiji prikupljeni
su putem strukturirane ankete. Anketa je
podijeljena posjetiteljima muzeja u vrijeme
izlaska iz prostorija muzeja. Odluka da se
podaci skupljaju na licu mjesta dala je po-
vratnu informaciju od sudionika u stvarnom
vremenu, §to je povecalo to¢nost i pouzda-
nost odgovora. Prikupljeni podaci analizira-
ni su pomocu statistiCkog softwarea SPSS.

Studija ima namjeru istraziti u¢inak do-
Zivljaja posijetitelja na zadovoljstvo i namjeru
ponasanja. Hipoteze u odnosu na cilj su obli-
kovane su na sljede¢i nacin:

HI: Postoji znaCajno pozitivan utjecaj
smirenosti na zadovoljstvo.

H2: Postoji znaCajno pozitivan utjecaj
ukljucenosti na zadovoljstvo.

H3: Postoji znacajno pozitivan utjecaj od-
vojenosti na zadovoljstvo.

H4: Postoji znacajno pozitivan utjecaj
obogacenja na zadovoljstvo.

their impact on satisfaction and behavioural
intentions, tourism professionals can craft
memorable and gratifying experiences for
their visitors.

3. METHODOLOGY

The study was conducted at the Don Bo-
sco Indigenous Culture Museum, Shillong,
Meghalaya, and aims to investigate museum
visitors’ experiences, satisfaction, and be-
havioural intention using a five-point rating
scale questionnaire as a research instrument.
It comprises four main sections: The Demo-
graphics Profile and Museum Visitors’ Ex-
periences where the participants were asked
to rate their experiences in five stages rang-
ing from “Strongly Disagree” to “Strongly
Agree,” then the Satisfaction section offered
a range of answers from “Very Dissatis-
fied” to “Very Satisfied,” and finally in be-
havioural Intention the scale spanned from
“Very Unlikely” to “Very Likely.”

A purposive sampling technique was em-
ployed in this study. The sampling population
consisted of museum visitors, and a sample
size of 260 visitors was selected. Data for this
study were collected through a structured sur-
vey. The survey was administered to museum
visitors during their exit from the museum
premises. The choice of on-site data collection
allowed for real-time feedback from partici-
pants, enhancing the accuracy and reliability
of responses. The collected data were ana-
lyzed using the statistical software SPSS.

The study seeks to investigate the effect
of visitors’ experience on satisfaction and be-
havioural intention. The hypotheses related
to the objective are formulated as follows

HI: There is a significantly positive im-
pact of ‘serenity’ on ‘satisfaction’

H2: There is a significantly positive im-
pact of ‘involvement’ on ‘satisfaction’

H3: There is a significantly positive im-
pact of ‘seclusion’ on ‘satisfaction’

H4: There is a significantly positive im-
pact of ‘enrichment’ on ‘satisfaction’
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HS: Postoji znacajno pozitivan utjecaj
smirenosti na namjeru ponasanja.

H6: Postoji znacajno pozitivan utjecaj
ukljucenosti na namjeru ponasanja.

H7: Postoji znacajno pozitivan utjecaj od-
vojenosti na namjere ponasanja.

HS8: Postoji znacajno pozitivan utjecaj
obogacenja na namjeru ponasanja.

HO: Postoji znacajno pozitivan utjecaj za-
dovoljstva na namjeru ponasanja.

4. ANALIZA PODATAKA

Analiticki okvir obuhvacdao je seriju me-
todoloskih postupaka, pocevsi s primjenom
deskriptivne statistike i eksploratorne faktor-
ske analize. Nakon toga je istraZivacka pu-
tanja produZena primjenom linearne i mul-
tiple linearne regresijske analize kako bi se
ispunio cilj iskustvenih susreta posjetitelja i,
posljedi¢no tomu, njihovih posljedica na za-
dovoljstvo i namjere ponasanja.

4.1. Demografski profil

Tablica 1 ilustrira sveobuhvatan pregled
demografskog sastava posjetitelja muzeja
Don Bosco. Analiza distribucije prema spolu
otkriva da Zene ¢ine znatnu vecéinu sa 63,8 %
(116 ispitanica), dok muskarci imaju kompa-
rativno manji udio s 36,2 % (94 ispitanika).
U pogledu dobne distribucije, u studiji pre-
vladavaju ispitanici i ispitanice unutar dobne
skupine do 25 godina i oni uklju€uju znacaj-
nih 43,1 % (112) od njihovog broja sudioni-
ka. Nasuprot tome, najmanji udio ima dobna
skupina izmedu 31-35 godina sa skromnih
9,6 % (25) ispitanica i ispitanika.

S obzirom na obrazovanje ispitanika i is-
pitanica, znacajan dio njih, tj. 52,3 % (136)
ima diplomu poslijediplomskog studija. Ispi-
tivanjem dinamike pratnje za vrijeme posje-
ta muzeju vrijedno je istaknuti da je znatan
udio od 41,9 % (109) posjetitelja i posjetitelji-

H5: There is a significantly positive im-
pact of ‘serenity’ on ‘behavioural intention’

H6: There is a significantly positive impact
of ‘involvement’ on ‘behavioural intention’

H7: There is a significantly positive im-
pact of ‘seclusion’ on ‘behavioural intention’

H&: There is a significantly positive impact
of ‘enrichment’ on ‘behavioural intention’

HO: There is a significantly positive impact
of ‘satisfaction” on ‘behavioural intention’

4. DATA ANALYSIS

The analytical framework encompassed
a sequence of methodological procedures,
commencing with the application of descrip-
tive statistics and exploratory factor analysis
(EFA). Subsequently, the investigative trajec-
tory extended to encompass linear and mul-
tiple linear regression analysis to fulfil the
objective of visitors’ experiential encounters
and their consequential effects on both satis-
faction and behavioural intentions.

4.1. Demographic profile

Table 1 illustrates a comprehensive
overview of the demographic composition
of visitors to the Don Bosco museum. The
analysis reveals gender distribution, where-
in females constitute a substantial majority
at 63.8 % (116), while males account for a
comparatively smaller portion at 36.2 % (94).
In terms of age distribution, the study notes a
predominant presence of respondents within
the age bracket of up to 25 years, encompass-
ing a significant 43.1 % (112) of the total par-
ticipants. Conversely, the age group of 31-35
years represents the lowest proportion with a
modest 9.6 % (25) representation.

Turning our attention to the educational
background of the respondents, a substantial
52.3 % (136) report holding a Post Gradu-
ate Education qualification. Examining the
dynamics of companionship during museum
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ca odabralo istraZivati muzej u drustvu rod-
bine, $to isti¢e drustvenu prirodu muzejskog
doZivljaja. S druge strane, mali dio od samo
6,2 % (16) odlucio se na obilazak muzeja bez
pratnje te tako pokazao da daje prednost sa-
mostalnom istraZivanju.

Istrazujuéi dalje zanimanja ispitanika,
pokazalo se da se znatan postotak 46,2 %
(120) njih predstavio kao studenti te su tako
formirali dominantan segment ukupnog bro-
ja sudionika. Ova premocna brojnost stude-
nata sukladna je s podatkom da je skoro 5,9
% (148) sudionika bilo neudano, odnosno
neoZzenjeno, Sto je tipi¢no za njihova Zivotna
razdoblja i prioritete.

Zaklju¢no, ovaj mnogoznacni demograf-
ski profil posjetitelja i posjetiteljica muzeja
Don Bosco potvrduje zanimljiv rodni ne-
sklad, razlicitu starosnu zastupljenost, obra-
zovna postignuca, preferiranu pratnju i kate-
gorije zanimanja, ¢cime je obogaceno nase ra-
zumijevanje privlacnosti muzeja raznolikim
segmentima stanovnistva.

visits, it is noteworthy that a notable 41.9 %
(109) of the visitors chose to explore the mu-
seum accompanied by their relatives, high-
lighting the social nature of the museum ex-
perience. On the other hand, a minor fraction
of 6.2 % (16) embarked on the museum tour
in a solitary fashion, reflecting a preference
for independent exploration.

Delving further into the occupational af-
filiations of the respondents, a substantial 46.2
% (120) identify as students, forming the pre-
dominant segment of the participant pool. This
overwhelming presence of students correlates
with a consequential observation that nearly
56.9 % (148) of the respondents are unmarried,
indicative of their stage in life and priorities.

In conclusion, the multifaceted demo-
graphic profile of Don Bosco Museum vis-
itors underscores intriguing gender dispari-
ties, diverse age representations, educational
attainments, companionship preferences, and
vocational categorizations, thereby enriching
our understanding of the museum’s appeal
across varying segments of the population.

Tablica 1: Demografski profil

Stavka Frekvencija Postotak
Rod Muski 94 36,2
Zenski 166 638
Dob Do 25 god 112 43,1
26-30 35 13,5
31-35 25 9,6
35-40 30 11,5
40 i vise 58 223
Obrazovna kvalifikacija Do srednje $kole 45 17,3
PredD 68 26,2
PostD 136 523
Doktorat 11 4.2
Putna pratnja Sam 16 6,2
Rodbina 109 419
Prijatelji 98 37,7
Turisticka grupa 37 142
Zanimanje Studenti/ice 120 46,2
Zaposleni/ice na pladi 77 29,6
Samozaposleni/ice 30 11,5
Ostali 33 12,7
Bracni status OZenjeni/udate 112 43,1
NeoZenjeni/neudate 148 569
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Table 1: Demographic profile

Items Frequency Percent

Gender Male 94 36.2
Female 166 63.8

Age Up to 25 yrs 112 43.1
26-30 35 13.5

31-35 25 9.6

35-40 30 11.5

40 above 58 22.3

Educational Qualification Up to High School 45 17.3
UG 68 26.2

PG 136 523

PhD 11 42

Travel Party Alone 16 6.2
Relatives 109 419

Friends 98 37.7

Tour Group 37 142

Occupation Student 120 46.2
Salary Class 77 29.6

Self Employed 30 11.5

Others 33 12.7

Marital Status Married 112 43.1
Unmarried 148 56.9

5. REZULTATI 5. RESULTS

5.1. Eksploratorna faktorska analiza

Kako bi se istaknuli sredisnji iskustveni
¢imbenici koji upravljaju doZivljajima po-
sjetitelja muzeja Don Bosco, primijenjena
je faktorska analiza glavnih komponenti uz
rotaciju Varimax. Statisticka evaluacija pri-
kladnosti podataka izmjerena je pomocu
mjere Kaiser-Meyer-Olkin (KMO), §to je
rezultiralo zadovoljavaju¢om vrijednoséu od
0,93. U skladu s postavljenim kriterijem, vri-
jednost testa KMO od 0,5 ili viSe ukazuje na
prikladnost podataka za primjenu faktorske
analize.

Nadalje, medusobna povezanost medu
varijablama bila je statisticki znacajna. Utvr-
dena je testom p-value koji je polucio vrijed-
nost od 0,000 i time naglasio znacajnost an-
kete. Vrijednost p koja je manja od uobicaje-

5.1. Exploratory Factor Analysis

To emphasize the pivotal experiential
factors that govern the visitors’ experience
visiting the Don Bosco museum, a principal
component factor analysis was employed,
coupled with Varimax rotation. The statisti-
cal evaluation of the data’s appropriateness
was gauged through the Kaiser-Meyer-Olkin
(KMO) measure, resulting in a commend-
able value of 0.93. Conforming to the es-
tablished criterion, a KMO test value of 0.5
or higher is indicative of data suitability for
factor analysis.

Moreover, the statistical significance of
the interrelation among the variables was as-
sessed using the p-value, which yielded a val-
ue of 0.000—underscoring its significance.
This value falling below the conventional
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nog praga 0,05 dokazuje statisticki znacajan
odnos izmedu varijabli kao §to je prikazano
na Tablici 2.

Tablica 2: KMO i Bartlettov test

Kaiser-Meyer-Olkinova mjera 0,930
prikladnosti uzorkovanja
Bartlettov test Priblizan 3686,584
sferi¢nosti hi-kvadrat
Df 276
Sig. 0,000

U selekcijskom postupku razmatrani su
faktori Cije su svojstvene vrijednosti vece od
1. Ishodi s detaljnim opisima 22 iskustve-
na faktora prikazani su na Tablici 3. Ovi su
faktori kombinirani u posebne klastere koji
vode akcije posjetitelja, a zovu se smirenost,
ukljucenost, odvojenost i obogacenje. Izme-
du te Cetiri temeljne iskustvene dimenzije
smirenost se isti¢e kao glavni razlog za po-
sjet Muzeju autohtone kulture Don Bosco.
Upravo ova dimenzija pokazuje svojstvenu
vrijednost 10,58 i zapravo objasnjava 44,11%
promatrane varijance.

threshold of 0.05 attests to the presence of a
statistically meaningful relationship between
the variables, as outlined in Table 2.

Table 2: KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of 0.930
Sampling Adequacy.
Bartlett’s Test of | Approx. 3686.584
Sphericity Chi-Square
df 276
Sig. 0.000

The factors possessing eigenvalues ex-
ceeding 1 were considered in the selection
process. The outcomes detailing the 22 expe-
riential factors are presented in Table 3. They
combine into distinct experiential clusters
guiding the actions of the visitors, denomi-
nated ‘serenity’, ‘involvement’, ‘seclusion’,
and ‘enrichment’. Of the four key experien-
tial dimensions, ‘serenity’ emerges as the
pivotal encounter for visitors partaking in
the Don Bosco museum, manifesting an ei-
genvalue of 10.58 and accounting for 44.11%
of the observed variance.

Tablica 3: Popis analize iskustvenih faktora

Faktori Sred. Opterecenje Svojst. Varianca | Pouzdanost
vrd. vrd.

Smirenost 10,58 44,11 0,93
Osjecaj mirnoce u okruZenju 4,00 0,542

Lijep i ugodan fizicki prostor 4,09 0,706

Interakcija sa zadivljujuéim izloScima 422 0,748

Vrednovanje i prihvacanje razlicitih 440 0,769

kulturnih izrazaja

Ugodan unutrasnji ambijent 431 0,760

Zaboravio/la sam na posao i obaveze 3,95 0,512

Sam boravak ovdje je bio vrlo ugodan 4,20 0,613

Ukljucenost 1,85 7,73 0,88
Interakcija s drugim posjetiteljima muzeja | 3,60 0,730

Postizanje fizicke relaksacije 3,73 0,715

Dozivljaj emotivne stimulacije 3,82 0,688

UZivanje u dokolici i razonodi 3,97 0,636

Susret s jedinstvenim i neobi¢nim trenucima | 3,64 0,548

Pretvaranje u drugu osobu u muzeju 348 0,617
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Faktori Sred. Opterecenje Svojst. Varianca | Pouzdanost
vrd. vrd.
Odvojenost 1,56 6,49 0,84
Izbjegavanje interakcije s drugim 333 0,714
posjetiteljima
Bijeg od stvarnosti 3,55 0,712
Distanciranje od prenapucenog okruzenja | 3,66 0,831
Bijeg od druStveno stresnog okruZenja 3,88 0,720
Obogacenje 1,03 4,27 0,80
Poticanje znatiZelje 3,96 0,683
ProSirenje znanja 4,30 0,754
Unaprjedenje filozofije Zivljenja 3,95 0,630
Dijeljenje doZivljaja s obitelji i prijateljima | 4,20 0,648
Oplemenjenje bogatstva znanja 4,32 0,545
Table 3: List of EFA on the Experiential Factors
Factors Mean | Loading Eigen Variance | Reliability
value
Serenity 10.58 44.11 0.93
Feeling at peace with my surroundings 4.00 0.542
Nice and enjoyable physical space 4.09 0.706
Engaging with captivating displays 4.22 0.748
Valuing and embracing diverse cultural 440 0.769
expressions
Pleasing interior ambiance 4.31 0.760
I forgot about work and responsibility 3.95 0.512
Just being here was very pleasant 4.20 0.613
Involvement 1.85 7.73 0.88
Engage with fellow museum-goers 3.60 0.730
Attain physical relaxation 3.73 0.715
Experience emotional stimulation 3.82 0.688
Enjoy leisure and amusement 397 0.636
Encounter unique and unconventional 3.64 0.548
moments
Assume an alternate persona within the 3.48 0.617
museum
Seclusion 1.56 6.49 0.84
Avoid interaction with others 3.33 0.714
Escape from reality 3.55 0.712
Distance oneself from crowded 3.66 0.831
environments
Get away from a social stressful 3.88 0.720
environment
Enrichment 1.03 4.27 0.80
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Factors Mean | Loading Eigen Variance | Reliability
value

Stimulate my curiosity 3.96 0.683

Increase knowledge 4.30 0.754

Enhance my philosophy of living 3.95 0.630

Share my experience with family and 4.20 0.648

friends

Visiting the museum enriched my wealth | 4.32 0.545

of knowledge

Tablica 4 prikazuje srednje vrijednosti
i intenzitet variranja zadovoljstva i namjere
ponasanja kod posjetitelja muzeja. Sve sred-
nje vrijednosti su vece od 3,5, $to znaci da
su posjetitelji opéenito prilicno zadovoljni
svojim doZivljajima i da ¢e ga vjerojatno
preporuciti drugima. To znaci da posjetitelji
napustaju muzej s osjeajem zadovoljstva i
pozitivno razmisljaju o ponovnom posjetu ili
da ¢e ga preporuciti prijateljima.

Table 4 displays the average values and
how much the satisfaction and behavioural
intention of the museum’s visitors vary. All
the mean values are higher than 3.5 show-
ing that visitors are generally quite happy
with their experience and are likely to rec-
ommend it to others. In other words, people
are leaving the museum feeling satisfied and
thinking positively about coming back or
telling their friends about it.

Tablica 4: Deskriptivna statistika

Zadovoljstvo Srednja vrijednost | Standardna devijacija
Zadovoljan/a sam posjetom muzeju 4,39 0.81
Novac koji sam potroSio/la na posjet muzeju u 4,26 0,93
potpunosti je opravdan
Vrlo sam zadovoljan/a s osobljem i korisni¢kom 4,24 0,91
uslugom u muzeju
Zadovoljan/a sam kako su povijest i kultura 4,28 0,99
ispri¢ani u muzeju
Osjecam zadovoljstvo zbog posjeta muzeju 4,13 1,04
Namjera ponasanja
Mogao/la bih ponovno posjetiti muzej u skoroj 3,97 1,09
buducénosti
Razmotrio/la bih posjetiti muzej sljedece godine 3,72 1,17
Mislim da bih preporucio/la prijateljima i 444 0,75
rodacima posjet ovom muzeju
Rekao/la bih pozitivne stvari o ovom muzeju 4,56 0,58
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Table 4: Descriptive Statistics

Satisfaction Mean SD
I am satisfied visiting the museum 4.39 0.81
Money spent by me for visiting the museum is fully 426 093
justified

I am satisfied with the staff and customer service at 424 091
the museum

I am happy with the history and culture 4.28 0.99
communicated in the museum

I feel happy attending the museum 4.13 1.04
Behavioural Intention

I would consider visiting the museum again in the 397 1.09
near future

I would consider visiting the museum next year 3.72 1.17
I would recommend my friends relatives to visit this 444 0.75
museum

I would say positive things about this museum 4.56 0.58

5.2. Rezultati iskustva dozivljaja
posjetitelja na njihovo
zadovoljstvo

Provedena je regresija zavisne varijable
(zadovoljstvo) s prediktorskim varijablama
smirenosti, ukljucenost, odvojenosti i obo-
gacenja. Nezavisne varijable (smirenost,
ukljucenost 1 obogacenje) znacajno pred-
vidaju zadovoljstvo, ali to ne vrijedi za od-
vojenost, F (4. 254) = 59,783, p < 0,001, Sto
ukazuje na to da ta tri faktora imaju znacajno
pozitivan utjecaj na zadovoljstvo. Osim toga,
R?= 485 pokazuje da ovaj model objasnjava
48,5% varijance zadovoljstvo.

Zatim su koeficijenti procijenjeni kako
bi se utvrdio utjecaj svakog faktora prema
kriterijskoj varijabli (zadovoljstvo). U HI1
provjeravalo se je li utjecaj smirenosti na
zadovoljstvo zna€ajan i pozitivan. Dobiveni
rezultati pokazuju da smirenost ima znaca-
jan i pozitivan utjecaj na zadovoljstvo (B
= 0,246, t = 3,149, p = 0,002). Stoga je Hl
potvrdena. H2 ocjenjuje ima li ukljucenost
znacajno pozitivan utjecaj na zadovoljstvo.
Rezultati su pokazali da wukljucenost ima
znacajno pozitivan utjecaj na zadovoljstvo
(B =0,163, t = 2,631, p = 0,009) pa je po-

5.2. Results of the Visitors’
Experience on Satisfaction

The dependent variable (satisfaction) was
regressed on predicting variables of ‘seren-
ity’, ‘involvement, ‘seclusion’ and ‘enrich-
ment’. The independent variables (‘serenity’,
‘involvement’ and ‘enrichment’) significant-
ly predict ‘satisfaction’, except for ‘seclusion’,
F 4,254) =59.783, p < .001, which indicates
that the three factors have a significantly
positive impact on ‘satisfaction’. Moreover,
the R?2=.485 depicts that the model explains
48.5% of the variance in ‘satisfaction’.

Additionally, coefficients were further
assessed to ascertain the influence of each
of the factors on the criterion variable (‘sat-
isfaction’). H1 evaluated whether ‘serenity’
significantly and positively affects ‘satis-
faction’. The results revealed that ‘sereni-
ty’ has a significant and positive impact on
‘satisfaction” (B = .246, t = 3.149, p = .002),
which supported H1. H2 evaluates whether
‘involvement’ has a significantly positive im-
pact on ‘satisfaction’. The results showed that
‘involvement’ has a significantly positive im-
pact on ‘satisfaction” (B = .163,t=2.631,p =
.009) supporting H2. H3 evaluated whether
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sljedi¢no tomu H2 potvrdena. H3 procjenjuje
utje¢e li odvojenost znaajno pozitivno na
zadovoljstvo, a rezultati su pokazali da u tom
slu¢aju odvojenost nema znacajnog utjecaja
na zadovoljstvo (B = -0,31, t = -0,643, p =
-0,127), §to je utjecalo na Cinjenicu da time
H3 nije potvrdena. U okviru H4 ispitivalo se
ima li obogacenje znacajno pozitivan utje-
caj na zadovoljstvo. Rezultati su pokazali da
obogacenje ima znaajno pozitivan utjecaj
na zadovoljstvo (B = 0462, t = 5,828, p =
0,001), te je ovime potvrdena H4. Svi su gore
spomenuti rezultati vidljivi u Tablici 5.

‘seclusion’ has a significantly positive impact
on ‘satisfaction’. The results showed that ‘se-
clusion’ had no significant impact on ‘satis-
faction’ (B =-.031,t = -.643, p = -.127) and
did not support H3. H4 evaluated whether
‘enrichment’ had a significantly positive im-
pact on ‘satisfaction’. The results show that
‘enrichment’ had a significantly positive im-
pact on ‘satisfaction’ (B = 462, t = 5.828, p
=.001). and H4 was supported. All the above
mentioned results are presented in Table 5.

Tablica 5: Rezultati hipoteza

Hipoteza | Regresijski ponderi B T P-vrijednost Rezultati
HI SMI ---> ZAD 0,246 3,149 0,002* Potvrdena
H2 UKLJ --->ZAD 0,163 2,631 0,009%* Potvrdena
H3 ODV --->ZAD -0,031 -0,643 -0,127 Nepotvrdena
H4 OBO --->ZAD 0,462 5,828 0,001* Potvrdena
R 0,485
F (4.254) 59,783
Biljeska.*p<0,05. SMI: smirenost, UKLIJ: ukljucenost, ODV: odvojenost, OBO: obogacenje, ZAD:
zadovoljstvo

Table 5: Hypotheses Results
Hypothesis | Regression Weights B T P-value Results
H1 SER ---> SAT 246 3.149 002* Supported
H2 INV ---> SAT .163 2.631 .009* Supported
H3 SEC ---> SAT -.031 -.643 -127 Not Supported
H4 ENR ---> SAT 462 5.828 001* Supported
R A85
F (4,254) 59.783

Satisfaction

Note. *p<0.05. SER: Serenity, INV: Involvement, SEC: Seclusion, ENR: Enrichment, SAT:

5.3. Rezultati iskustva posjetitelja na
namjeru ponaSanja

Provedena je regresijska analiza zavisne
varijable (namjera ponasanja) s obzirom na
prediktorne varijable smirenost, ukljucenost,
odvojenostiobogacenje. Nezavisne varijable
(ukljucenost i obogacenje) znacajno predvi-
daju namjeru ponasanja, dok to nije slucaj

5.3. Results of the visitors Experience
on Behavioural Intention

The dependent variable (‘behavioural
intention’) was regressed on predicting vari-
ables of ‘serenity’, ‘involvement’, ‘seclusion’,
and ‘enrichment’. The independent variables
(‘involvement’ and ‘enrichment’) significant-
ly predict ‘behavioural intention’, whereas,
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kod smirenosti i odvojenosti, F (4, 254) =
24,616, p < = 0,001, $to znaci da samo dva
faktora imaju pozitivan utjecaj na namjeru
ponasanja. Stovise, R2=0,279 pokazuje da
model tumaci 27,9% od ukupne varijance u
varijabli namjere ponasanja.

Zatim su koeficijenti testirani za utvrdi-
vanje utjecaja svakog faktora na kriterijsku
varijablu (namjera ponasanja). U HS ispituje
se utjeCe li smirenost zna€ajno i pozitivno na
namjeru ponasanja. Rezultati su otkrili da
smirenost nema znacajan utjecaj na namjeru
ponasanja (B = 0,156, t = 1,75, p = 0,062)
pa HS nije potvrdena. H6 provjerava ima li
ukljucenost znacajno pozitivan utjecaj na
namjeru ponaSanja. Rezultati pokazuju da
ukljucenost ima znacajno pozitivan utjecaj
na namjeru ponasanja (B = 0,175, t = 2,657,
p =0,008) i stoga je H6 potvrdena. H7 testira
ima li odvojenost znaCajno pozitivan utjecaj
na namjeru ponasanja. Rezultati pokazuju
da odvojenost nema znacajan utjecaj na na-
mjeru ponasanja (B =-0,071,t=-1,367,p =
-0,173) pa H7 nije potvrdena. H8 ocjenjuje
ima li obogacenje znaCajno pozitivan utjecaj
na namjeru ponasanja. Rezultati pokazuju
da obogacenje ima znacajan utjecaj na na-
mjeru ponasanja (B = 0,299, t = 3,544, p =
0,001) pa je stoga H8 potvrdena. Svi navede-
ni rezultati prikazani su u Tablici 6.

‘serenity’ and ‘seclusion’ do not, F (4, 254)
=24.616, p < .001, which indicates that only
the two factors have a significantly positive
impact on ‘behavioural intention’. More-
over, the R?=.279 depicts that the model
explains 27.9% of the total in the variance
‘behavioural intention’.

Additionally, coefficients were further as-
sessed to ascertain the influence of each factor
on the criterion variable (‘behavioural inten-
tion’). HS evaluates whether ‘serenity’ sig-
nificantly and positively affects ‘behavioural
intention’. The results revealed that ‘serenity’
had no significant impact on ‘behavioural
intention’ (B = .156, t = 1.875, p = .062) and
rejected HS5. H6 evaluated whether ‘involve-
ment’ had a significantly positive impact on
‘behavioural intention’. The results showed
that involvement had a significantly positive
impact on ‘behavioural intention’ (B = .175, t
=2.657,p = .008) and supported H6. H7 eval-
uated whether ‘seclusion” had a significantly
positive impact on ‘behavioural intention’, and
the results (B =-.071,t=-1.367,p =-.173) did
not support H7 showing significant impact
of ‘seclusion’ on ‘behavioural intention’. H8
evaluated whether ‘enrichment’ had a signifi-
cantly positive impact on ‘behavioural inten-
tion’ and the results (B = .299, t =3.544,p =
.001) supported the hypothesis. All mentioned
results are presented in Table 6.

Tablica 6: Rezultati hipoteza

Hipoteza Regresijski ponderi B T P-vrijed20. Rezultati

H5 SMI ---> NP 0,156 1,875 0,062 Nije potvrdena
H6 UKLJ ---> NP 0,175 2,657 0,008* Potvrdena

H7 ODV ---> NP -0,071 -1,367 -0,173 Nije potvrdena

HS8 OBO ---> NP 0,229 3,544 0,001%* Potvrdena

R 279

F (4,254) 24,616

Biljeska. *p<0,05. SMI: smirenost, UKLIJ: ukljucenost, ODV: odvojenost, OBO: obogacenje, BI:
namjera ponasanja
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Table 6: Hypotheses Results

Hypothesis | Regression Weights B T P-value Results

H5 SER ---> BI 156 1.875 062 Not Supported

H6 INV ---> BI 175 2.657 008* Supported

H7 SEC ---> BI -.071 -1.367 -173 Not Supported

H8 ENR ---> BI 229 3.544 001* Supported

R 279

F (4,254) 24.616

Note. *p<0.05. SER: Serenity, INV: Involvement, SEC: Seclusion, ENR: Enrichment, BI: Behavioural
intention

5.4. Rezultati utjecaja zadovoljstva
posjetitelja na namjeru ponasanja

Provedena je regresijska analiza zavisne
varijable (namjera ponasanja) s obzirom
na prediktornu varijablu zadovoljstvo po-
sjetitelja. Nezavisna varijabla (zadovoljstvo)
znacajno utjeCe na namjeru ponaSanja, F
(1,258) = 150.073, p < 0,001, $to ukazuje
na to da ti faktori imaju znaajno pozitivan
utjecaj na namjeru ponasanja. Stovise, R?=
0,368 otkriva da model argumentira 36,8%
varijance namjere ponasanja.

Zatim je slijedila analiza koeficijenata
kako bi se utvrdio utjecaj faktora na kriterij-
sku varijablu (namjera ponasanja). H9 pro-
cjenjuje utjece li zadovoljstvo znacajno i po-
zitivno na namjeru ponaSanja. Rezultati su
otkrili da je utjecaj zadovoljstva na namjeru
ponaSanja znacajan (B = 1,848, t = 9,594, p
=0,001), ¢ime je ta hipoteza potvrdena. Re-
zultati su izloZeni u Tablici 7.

5.4. Results of the Impact of Visitors’
Satisfaction on Behavioural
Intention

The dependent variable (‘behavioural
intention’) was regressed on the predicting
variable ‘satisfaction’ of visitors. The inde-
pendent variable (‘satisfaction’) significantly
predicts ‘behavioural intention’, F (1, 258) =
150.073, p < .001, which indicates that the
factors have a significantly positive impact
on ‘behavioural Intention’. Moreover, the R?
=.368 depicts that the model explains 36.8%
of the variance in ‘behavioural intention’.

Coefficients were further assessed to as-
certain the influence of the factors on the cri-
terion variable (‘behavioural intention’). H9
evaluated whether ‘satisfaction’ significantly
and positively affected ‘behavioural inten-
tion’. The results (B = 1.848,t=9.594,p =
.001) revealed a significant impact of ‘satis-
faction’ on ‘behavioural intention® and sup-
ported H9 (Table 7).

Tablica 7: Rezultati hipoteza

Hipoteza Regresijski ponderi B T P-vrijed. Rezultati
H5 SAT ---> BI 1,848 9,594 0,001* Potvrdena
R 0,368

F (1.258) 150,073

Biljeska. ¥*p<0,05 ZAD: zadovoljstvo, NP: namjera ponasanja
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Table 7: Hypotheses Results

Hypothesis | Regression Weights B T P-value Results
H5 SAT ---> BI 1.848 9.594 001* Supported
R .368

F (1,258) 150.073

Note. *p<0.05. SAT: Satisfaction, BI: Behavioural intention

6. RASPRAVA

Detaljnim ispitivanjem pomocu analize
glavnih komponenti i faktorske analize odre-
dene su iskustvene komponente koje navode
posjetitelje na posjet muzeju Don Bosco u
Shillongu, Meghalaya. Rezultat faktorske
analize ukazao je na odredene elemente:
najviSe je to bio faktor smirenost, koji se
pokazao kao najsnaznije iskustvo vezano za
posjetu muzeju. Ovaj rezultat odrazava osje-
¢aj koji su izrazili posjetitelji koji su odabrali
muzej zbog smirenog ambijenta, ugodnog
okoliSa i zanimljive prezentacije razliCitih
kultura. Slijedio je faktor nazvan ukljuce-
nost kao drugi najutjecajniji motivator po-
sjete. Naime, ovaj faktor sublimira duboko
uranjajuéu prirodu muzejskog doZivljaja, Sto
odrazava aktivno ukljucivanje posjetitelja u
interakciju s izlocima i prikazima. Cimbe-
nici odvojenost i obogacenje, pratili su isti
trend i time jo§ viSe ojacali sveukupnu sli-
ku motivacija posjetitelja. Ovi su rezultati u
skladu s prethodno objavljenom literaturom
(Suhartanto, 2020; Bodnar, 2019; Ali et al.,
2016; Chang et al., 2014; Prebensen i Foss,
2011; Xu i Chan, 2010).

SloZeni odnosi izmedu iskustvenih zna-
Cajki posjetitelja, povezanih sa zadovolj-
stvom 1 namjerama ponasanja detaljno su
ispitani pomocu okvira multiple linearne
regresije. Rezultati ove dubinske analize po-
kazali su zanimljive korelacije izmedu tih
varijabli te tako unaprijedili razumijevanje
dinamike angaZzmana posjetitelja u ambijen-
tu muzeja.

Rezultati pokazuju razli¢ite obrasce utje-
caja. Ponajprije se kao glavni faktor koji
odreduje zadovoljstvo posjetitelja istiCe od-

6. DISCUSSION

A thorough investigation employing
principal component and factor analyses was
performed to identify the experiential con-
stituents propelling visitors to explore the
Don Bosco Indigenous Culture Museum in
Shillong, Meghalaya. The outcome of the
factor analysis spotlighted distinct elements.
Foremost among these was the ‘serenity’
factor, emerging as the most potent experi-
ence for museum visitation, which echoes
the visitors’ sentiment who emphasized their
inclination towards the museum due to its
tranquil ambiance, pleasing surroundings,
and the captivating presentation of diverse
cultures. The subsequent factor, termed ‘in-
volvement’, manifested as the second most
influential driver of visitation as it encapsu-
lates the immersive nature of the museum
experience, reflecting visitors’ active engage-
ment with the exhibits. ‘Seclusion’ and ‘en-
richment’, followed suit further enhancing
the comprehensive picture of visitors’ moti-
vations. The findings match the previous lit-
erature (Suhartanto 2020; Bodnar 2019; Ali
et al., 2016; Chang et al., 2014; Prebensen
and Foss, 2011; Xu and Chan, 2010).

The intricate relationships of visitors’
experiential characteristics associated with
‘satisfaction’, and their ‘behavioural inten-
tions’ were thoroughly examined using a
framework of multiple linear regression. The
findings of this in-depth analysis elucidate
interesting correlations of the variables and
advance the insight into the dynamics of vis-
itor engagement in a museum setting.

The results show diverse influence pat-
terns. Notably, ‘serenity’ emerges as the key
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vojenost. Taj blagotvorni ucinak pokazuje
da bitna uloga smirenog i estetski ugodnog
muzejskog okruZenja u sklopu s vibrantnim
i raznolikim kulturnim prikazima doprino-
si povecanju razine zadovoljstva posjetitelja
(Gamal et al. 2023; Piancatelli et. al., 2021;
Vesci et al., 2020; Radder i Han, 2015; Brida
etal.,2012; Chan, 2009; Dirsehan, 2012; Ko-
tler i Keller, 2006). Zanimljivo je primijetiti
da, dok smirenost poveéava razine zadovolj-
stva, njezin utjecaj na namjere ponasanja
posjetitelja nisu posebno znacajne, §to nije u
skladu s rezultatima drugih autora (Gamal et
al., 2023; Piancatelli et. al., 2021). Ovako ra-
zliciti ucinci otkrivaju brojne nacine na koje
ova dimenzija utjee na navedene razicite as-
pekte odgovora posjetitelja.

Nasuprot tomu, ukljucenost i obogace-
nje Cini se da su jaki i statisti¢ki znacajni
prediktori, jer imaju znacajan utjecaj kako
na zadovoljstvo tako i na namjere pona-
Sanja. Faktor ukljucenost naglaSava vri-
jednost aktivnog sudjelovanja muzejskih
posjetitelja Sto ima za posljedicu pamtljive
interakcije i zajednicke doZivljaje koji poja-
Cavaju osjecaje odmora i uZivanja (Gamal et
al., 2023). Osim $to i aspekt obogacenosti
pomaze stjecanju viSe kulturnih inoforma-
cija, on je takoder i nalin dijeljenja istog
znanja medu prijateljima i obitelji (Eardley
et al., 2018; Hyun et al., 2018). Ovaj kom-
binirani rezultat podupire funkciju muzeja
kao ucinkovite obrazovne institucije koja
potice zadovoljstvo i Zelju za prenoSenjem
kulturnog razumijevanja.

Takoder ociti nedostatak statisticki zna-
¢ajnog pozitivnog utjecaja komponente odvo-
Jjenosti na zadovoljstvo 1 namjeru ponasSanja
istice slozeno uzajamno djelovanje izmedu
preferencija posjetitelja i inherentne dinami-
ke muzejskog okruZenja punog ljudi. Naime,
njegova je snaga utjecanja na zadovoljstvo i
buduée namjere ograni¢ena nemoguénoséu
nalaZenja osame u napucenim ambijentima.
Ovi se rezultati ne slaZu s prethodnom studi-
jom (Wallace, 2016).

factor in determining visitor ‘satisfaction’.
This beneficial effect emphasizes the crucial
role that serene and aesthetically pleasant
museum surroundings, together with the vi-
brant and diverse cultural displays, contrib-
ute to raising visitors’ levels of satisfaction
(Gamal et al., 2023; Piancatelli et. al., 2021,
Vesci et al., 2020; Radder and Han, 2015;
Brida et al., 2012; Chan, 2009; Dirsehan,
2012; Kotler and Keller, 2006). It is interest-
ing that while ‘serenity’ does increase ‘satis-
faction’, its impact on visitors’ ‘behavioural
intentions’ is not particularly significant,
which does not comply with the findings of
(Gamal et al. 2023; Piancatelli et. al., 2021).
This difference in effects exposes numerous
ways through which this dimension influenc-
es these various aspects of visitor response.

In contrast, ‘involvement’ and ‘enrich-
ment’ appear as strong and statistically sig-
nificant predictors, having a considerable
impact on both satisfaction and behavioural
intention. ‘Involvement’ emphasizes the val-
ue of engaging actively with other museum
visitors, resulting in memorable interactions
and shared experiences that improve leisure
and enjoyment (Gamal ez al. 2023). Similar
to how the experiential aspect of ‘enrich-
ment’ aids in acquiring greater cultural in-
formation and acts as a means of sharing
knowledge with friends and family (Eardley
etal.,2018; Hyun et al., 2018). The combined
result supports museums’ function as effec-
tive educational venues that encourage both
satisfaction and desire to impart cultural un-
derstanding.

Additionally, the obvious lack of a statis-
tically significant positive impact from the
‘seclusion’ component on both ‘satisfaction’
and ‘behavioural intention’ highlights the
complicated interplay between visitor prefer-
ences and the inherent dynamics of the busy
museum environment. Its power to influence
contentment or future intentions is limited by
the inability to find solitude in busy settings.
These results do not comply with the study of
Wallace (2016).
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Na kraju ovog detaljnog istraZivanja
obradena je linearna regresija kako bi se
odredio utjecaj zadovoljstva na namjeru
ponasanja. Rezultat snazno potvrduje bitnu
ulogu koju zadovoljstvo posjetitelja igra u
njegovoj/njezinoj odluci o namjerama po-
nasanja (Daskalaki et al., 2020; Vesci et
al., 2020; Dirsehan, 2012; McLean, 2012;
Harrison i Shaw, 2004). Ovaj relevantan
zakljuCak naglaSava klju¢nu ulogu koju za-
dovoljstvo posjetitelja igra u njihovom na-
vodenju i naklonosti ka stalnoj interakciji u
muzejskom okruZenju.

Svi rezultati nude opseznu sliku me-
dusobno povezanih procesa koji utjecu na
zadovoljstvo, dozivljaje i namjere ponasa-
nja posjetitelja u kontekstu muzeja. Nasa
saznanja o razli¢itim motivima i afinitetima
koji usmjeravaju posjete muzejima i anga-
Zman obogacena su sloZenim uzajamnim
djelovanjem iskustvenih kvaliteta i njiho-
vim posljedicama na zadovoljstvo i namjere
ponasanja.

7. ZAKLJUCAK

U kontekstu Muzeja autohtone kulture
Don Bosco u Shillongu, Meghalaya, u ovoj
studiji istrazivalo se sloZzeno medusobno dje-
lovanje izmedu iskustvenih elemenata posje-
titelja, njihovog zadovoljstva i namjera po-
nasanja. Studija je pojasnila sloZena uzaja-
mna djelovanja koja utjecu na posjetiteljevu
ukljucenost i preferencije tijekom detaljnog
istrazivanja u kojem je provedena multipla
linearna regresija.

Rezultati su istaknuli jedinstvene dopri-
nose mnogobrojnih iskustvenih elemenata za
odluke posjetitelja u odgovorima. Posebice
se kao glavni motiv zadovoljstva istaknula
varijabla smirenje, koja podrazumijeva vri-
jednosti mirnih ambijenata i smirujucih kul-
turnih izlozbi. Unato¢ zanemarivom ucinku
na namjeru ponasanja, ova dimenzija dodaje
posebnu dinamiku sloZenom odnosu izmedu
doZivljaja 1 namjere ponaSanja. Paralelno s

To conclude this thorough investigation,
a linear regression was carried out to de-
termine the impact of ‘satisfaction’ on ‘be-
havioural intention’. The outcome strongly
supports the substantive role that visitor ‘sat-
isfaction’ plays in determining visitors’ ‘be-
havioural intentions’ (Daskalaki et al., 2020;
Vesci et al., 2020; Dirsehan, 2012; McLean,
2012; Harrison and Shaw, 2004). This im-
portant conclusion emphasizes the crucial
part that visitor contentment plays as a pre-
lude to their propensity for persistent inter-
action in the museum environment.

Together, these findings offer a compre-
hensive picture of the interconnected pro-
cesses influencing visitor satisfaction, expe-
riences, and behavioural intentions within
the context of museums. Our understanding
of the varied drives and inclinations that
direct museum visiting and engagement is
advanced by the complex interaction of ex-
periential qualities and their cascading con-
sequences on satisfaction and behavioural
intentions.

7. CONCLUSION

In the context of the Don Bosco Indige-
nous Culture Museum in Shillong, Megha-
laya, this study examined the complex inter-
play between visitors’ experience elements,
their satisfaction, and their behavioural
intentions. The study clarified the complex
interactions influencing visitor involvement
and preferences through a thorough investi-
gation utilizing multiple linear regression.

The results highlighted the unique con-
tributions of numerous experiential elements
in determining visitor responses. Notably,
‘serenity’ — that refers to the value of calm
settings and appealing cultural displays—
emerged as a major driver of satisfaction.
Although it had a negligible effect on be-
havioural intention, this dimension adds a
special dynamic to the complex relationship
between experiences and behavioural inten-
tion. Parallel to each other, the ‘involvement’
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njima, dimenzije ukljucenosti i obogaceno-
sti pokazale su se uc¢inkovitima u odnosu na
zadovoljstvo 1 namjeru ponaSanja. Uklju-
cenost je naglasila vaznost sudjelovanja u
interakciji 1 poticala posebne doZivljaje ko-
jima se povecavalo zadovoljstvo i odmjerena
participacija. S druge strane, obogacenje je
otkrilo funkciju muzeja kao mirnog mje-
sta za razmiSljanje, Sto je polucilo znacajan
utjecaj na motivaciju posjetitelja da podijele
novostecene ideje i poticaj da steknu kultur-
ne obavijesti. Takoder, neznaCajan utjecaj
odvojenosti na namjeru ponasanja i zado-
voljstvo pokazao je teSkoce koje proizlaze
iz prenapucenih situacija gdje su druStvene
interakcije neupitne i odvracaju od potrage
za osobnim povlacenjem u osamu. Veliki
utjecaj zadovoljstva na namjeru ponasanja
ukazivao je na jedan bitan zakljucak. To na-
glasava srediS$nji rezultat ove studije: zado-
voljstvo posjetitelja najvazniji je preduvjet
odrzavanja njihove ukljucenosti te objasnja-
va sloZenu vezu izmedu kvalitete iskustva i
daljnje namjere.

Rezultati ove studije donose nove spozna-
je o mnogim varijablama koje utjecu na na-
¢in interakcije izmedu posjetitelja i Muzeja
autohtone kulture Don Bosco. Op§iran okvir
za razumijevanje motiva i Zelja koje utjecu na
interakcije posjetitelja dobiven je slozenim
odnosima izmedu iskustvenih dimenzija za-
dovoljstva i namjera ponasanja. Ova studija
nudi vazne uvide u dinamiku interakcije pre-
ferencija posjetitelja i obrazaca ukljucenosti
u kontekstima kulturnih nasljeda te istovre-
meno olakSava razvijanje metoda jacanja do-
Zivljaja posjete muzejima.

8. OGRANICENJA 1 BUDUCA
ISTRAZIVANJA

Ova je studija ograni¢ena nedostatkom
proucavanja vanjskih faktora, poput mar-
ketinskih inicijativa, kulturnih dogadanja,
i ekonomskih uvjeta, koji mogu utjecati na
iskustva posjetitelja i njihove namjere pona-
Sanja. Daljnja istraZivanja mogla bi poluciti

and ‘enrichment’ dimensions showed signif-
icant effects on satisfaction and behavioural
intention. ‘Involvement’ emphasized the im-
portance of engaging in interactions, encour-
aging special experiences that boost content-
ment and unhurried participation. On the oth-
er hand, ‘enrichment’ revealed the museum’s
function as a haven for thought, which had a
substantial impact on people’s motivation to
share newly discovered ideas and their drive
to acquire cultural information. Furthermore,
the insignificant impact of ‘seclusion’ on be-
havioural intention and satisfaction highlight-
ed the difficulties created by congested situa-
tions, where social interactions are unavoid-
able and discourage the pursuit of personal
retreat. The strong impact of satisfaction on
behavioural intention led to an essential con-
clusion. This underlines the study’s central
finding that visitor satisfaction is a crucial pre-
requisite to sustained engagement and sheds
light on the complex link between experience
quality and subsequent intent.

The findings of this study add to our
knowledge of the many variables that in-
fluence how visitors interact with the Don
Bosco Indigenous Culture Museum. A com-
prehensive framework for understanding the
drives and inclinations influencing visitor
interactions is provided by the complex rela-
tionship of experiencing dimensions of satis-
faction and behavioural intention. This study
offers important insights into the dynamic
interaction of visitor preferences and engage-
ment patterns in cultural heritage contexts,
assisting in developing ways of boosting the
museum visitation experience.

8. LIMITATION AND FUTURE
RESEARCH

The present study is constrained by a lack
of consideration for external factors, such as
marketing initiatives, cultural events, and
economic conditions, which may exert influ-
ence on visitor experiences and behavioural
intentions. Subsequent investigations may
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korist provodenjem komparativnih studija u
razli¢itim vrstama muzeja i kulturnih insti-
tucija kako bi se razlucile potencijalne vari-
jacije u utjecaju uo€enih iskustvenih ¢imbe-
nika kako na zadovoljstvo tako i na namjere
ponasanja.
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