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ABSTRACT 

This study aimed to identify the determinant of the visitor experience in Islamic 

Arts Museum Malaysia. Many researchers have looked at the visitor motivations and 

experience in the different context of tourism industry. Unique and memorable 

experience is crucial for the long-term in order to sustain the business of tourism sector, 

especially in the museum context as certain people still have the stigma that museum 

is boring. However, this research will investigate the relation between five experience 

attributes that relate to museum visitor experience. Five different attributes of 

experience include sensory, affective, intellectual, behavioral, and social context. In 

order to investigate the attributes of experience, qualitative content analysis approach 

has been applied in this research. The data were collected from 509 online reviews in 

TripAdvisor and only English language reviews have been selected in a period of one-

year duration. The online reviews of Islamic Arts Museum Malaysia contain 93.7% 

positive review and just 2.8% negative reviews while the balance 3.5% is neutral 

reviews. Apart from that, the additional attributes have been found that makes the total 

of six attributes of experience in Islamic Arts Museum Malaysia which are sensory, 

affective, intellectual, behavioral, social, and ancillary attribute. Each attribute 

contains an element that supports the attributes of experience. This research provides 

insightful data on museum visitor experience that can be utilized by Islamic Arts 

Museum Malaysia and other museum management to enhance their services. 
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ABSTRAK 

Tujuan kajian ini adalah untuk mengenalpasti penentu pengalaman pengunjung 

di Muzium Seni Islam Malaysia. Banyak kajian telah dijalankan yang menyentuh 

aspek motivasi pengunjung dan pengalaman dalam konteks yang berbeza dalam 

industri pelancongan. Pengalaman yang unik dan tidak dapat dilupakan adalah penting 

untuk jangka panjang untuk mengekalkan perniagaan sektor pelancongan terutama 

dalam konteks muzium kerana sesetengah sifat masyarakat yang masih mempunyai 

stigma bahawa muzium itu membosankan. Walau bagaimanapun, kajian ini akan 

mengkaji hubungan antara lima sifat pengalaman yang berkaitan dengan pengalaman 

pengunjung muzium. Lima sifat pengalaman yang berbeza termasuk konteks deria, 

afektif, intelektual, tingkah laku, dan sosial. Kajian ini menggunakan pendekatan 

kandungan analisis secara kualitatif. Data dikumpul dari 509 ulasan dalam talian di 

TripAdvisor dan hanya ulasan bahasa Inggeris sahaja yang dipilih dalam tempoh satu 

tahun. Dapatan kajian menunjukkan Muzium Kesenian Islam Malaysia mengandungi 

93.7% ulasan positif dan hanya 2.8% ulasan negatif manakala baki 3.5% adalah ulasan 

neutral. Selain itu, terdapat penemuan sifat pengalaman yang baru dan menjadikannya 

enam iaitu sifat deria, afektif, intelektual, tingkah laku, sosial dan sampingan. Setiap 

sifat mengandungi unsur yang menyokong sifat-sifat pengalaman. Penyelidikan yang 

dijalankan dapat membantu pihak  Muzium Kesenian Islam Malaysia dan pengurusan 

muzium lain untuk meningkatkan perkhidmatan mereka kerana telah mengenap pasti 

sifat yg diperlukan dari segi pengalaman pengunjung. 
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CHAPTER 1 

 

 

 

INTRODUCTION 

1.1 Introduction 

This thesis looks at the determinant of visitor experience in Islamic Arts 

Museum Malaysia.  This chapter provides an introduction, background of study, and 

overview of museum related tourism in Malaysia.  Also, problem statement will be 

outlined followed by research question and eventually the research objective will be 

formed. Lastly, conceptual framework, scope of study and significant of the study will 

also be discussed. 

1.2 Background of the Study 

The purpose of this study is to identify the determinants of visitor experience 

in Islamic Arts Museum Malaysia based on the reviews in TripAdvisor. Therefore, this 

study explores the experience of visitors in Islamic Arts Museum Malaysia determined 

by dimensions of experience.  

As for now, experience is a key to innovation for current business as the 

consumer has become more sophisticated and it is essential to deliver memorable 
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customer experience in order to create superior value and competitive advantage 

(Voss, 2014). According to Yalowithz (2002), visitor nowadays has different 

expectation compared decades ago. Thus, it is a difficult to achieve the visitor 

satisfaction in the museum. However, in order to let visitor leave feeling more satisfied 

after visiting museum, the visitor attention and time directed in museum should meet 

or exceed their expectation (Raed and Bahauddin, 2011). Furthermore, Colbert (2003) 

mentions that visitors’ experience becomes an opportunity to further expand the 

visitors’ understanding and learning.  

The traditional mission of museum is to collect, preserve, exhibit and 

encourage appreciation and knowledge of the past but it becomes beyond that as 

museum becoming a place to offer a wide range of services that inspire visitor in more 

welcoming and friendly environment (Brida et. Al., 2016). In order to enhance the 

satisfaction of visitor, it is crucial to analyse visitors’ behaviour, experience, and their 

commitment to the cultural site as each segment of demand bring different 

expectations from the services offered at site (Chan, 2009; Youngs et.al., 2014).  

Nowadays, consumer-generated online reviews are becoming a trend because 

of the development of internet. Internet becomes a platform for consumer to share their 

experience and for some to seek review and Tripadvisor is one of the websites that can 

cater that. The website assists consumers in posting and sharing their travel-related 

comments, opinions, and personal experiences, which then serve as information for 

others. The determinant of visitor experience may help the museum marketer to 

enhance their service and to know how to manage the museum activities in the future. 

Despite all this, there is limited research focus on the determinant of museum visitor 

experience in Malaysia. Hence, this research was carried out to contribute to filling 

this gap. 
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1.3 Overview of Tourism in Malaysia 

Tourism is the leading and largest industry in the world today. From the global 

perspective, this sector has been recognised as the main important services industry in 

the world. Tourism is a potential matter in term of social, environmental and economic 

levels of many governments agenda. The global spread of industrialised and developed 

states have produced economic and employment benefits in many related sectors - 

from construction to agriculture or telecommunication (UNWTO Tourism Highlights, 

2013). Malaysia also one of the countries that use tourism as the contributor to generate 

more income to a nation. 

The tourism industry in Malaysia offers numerous tourism products such as 

agro tourism, eco-tourism, health tourism, golfing, education tourism, food outlet, 

diving, homestay experience, island and beaches, wellness & spa, shopping, sail & 

cruise, adventure attraction and cultural attraction. Tourism industry in one of the 

major contributor factor in Malaysia. Tourism sector in Malaysia in the year 2016 

shows a strong performance from 25.7 million arrivals in 2015 to 26.7 million in 2016. 

Tourism Malaysia has been targeting the year 2020 to get 36 million tourist arrival 

with RM168 billion revenue of tourist receipt. Parallel with that, tourist receipt in 2016 

also shows an increase of RM13 billion reaching RM82.1 billion of tourist receipt in 

2016.  Thus, according to Deputy Minister of Tourism and Culture (MOTAC), Datuk 

Mas Ermieyati, tourism industry maintain as the third largest contributor to the 

country’s economy in 2016 (The Star, 2017) and this can be shown in the GNI value 

as in the Figure 1.1. According to the National Transformation Programme Annual 

Report 2016, tourism sector contributing to RM73.7 billion in GNI, driven by the 

Shopping, Ecotourism, Cruise and Business Events focus areas which continued to 

grow during the year with the effort of MOTAC in facilitating the tourism NKEA. 
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Figure 1.1 GNI value Malaysia according to NKEA sector 

Source: National Transformation Programme Annual Report 2016 

Apart from that, the tourism industry continues to build on Malaysia’s 

prominence as an internationally-renowned tourist destination by focusing on new 

opportunities for growth. The country continued to gain recognition and was named 

Asia’s Leading Destination at the World Travel Awards 2016 and the No. 1 Muslim-

friendly Destination by MasterCard-Crescent Rating 2016. Not only that, in the year 

2016 Malaysia also received recognition such as Best Asian City Destination and Best 

Asian Culinary Destination by the Travvy Awards (travAlliancemedia). Additionally, 

Kuala Lumpur was listed among the Top 5 destinations in Expedia UK’s list of the 
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world’s 25 best shopping cities, while Ipoh was named in Lonely Planet’s Top 10 Best 

in Asia for 2016 list (National Transformation Programme Annual Report 2016). 

In 2016, MOTAC held a Tourism & Culture Lab 2.0 (Lab 2.0) aimed to expand 

the area of focus rather than reviewing the existing tourism initiatives under the 

National Transformation Programme. The NKEA undertook the Lab 2.0, identifying 

culture, arts, heritage and crafts as well as birding, diving and homestays as new areas 

to be developed. At the same time, the ecotourism cluster and cruise industry continued 

to provide strong avenues for growth. The assessment of existing and new focus area 

under the Tourism NKEA consists of 71 initiatives across 12 Focus Area were 

proposed as in Figure 1.2: 

 

Figure 1.2 Tourism & Culture Lab 2.0 Focus Areas 

Source:  National Transformation Programme Annual Report 2016 

The inclusion of culture, arts & heritage and crafts represents an opportunity 

for Malaysia to hit into the inherent strengths of its cultural diversity and is aimed at 
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supplementing efforts already undertaken by MOTAC. According to Norhasimah, 

Tarmiji, & Azizul (2014), cultural heritage tourism has emerged as a new trend in 

tourism industry. This can be proved by the increasing number of tourist who seeks 

culture, adventure, history, archaeology and interaction with local people (Chourasia, 

2012). According to Chourasia (2012), cultural heritage can be defined as travelling to 

experience the places and activities that authentically represent the stories and people 

of the past and present.  

In this research context, history, culture and arts are represented in the form of 

museum. Museum operation is a part of cultural heritage. Kuala Lumpur is the capital 

city of Malaysia and even though it is a city that offers vibrant tourism activities but it 

still does not lack in heritage and objects of value. Lonely Planet mention that in Kuala 

Lumpur, tourist can learn all about the city’s history and its cultures by visiting 

museum and cultural centres of Kuala Lumpur. At some of these you will fawn over 

the beauty of Islamic art, in others see the finest of textiles and at others dive back 

through the eons to learn of Malaysia’s prehistoric past. The TripAdvisor has listed 48 

museum that can be visited in Kuala Lumpur and Islamic Arts Museum Malaysia is in 

number one ranking (TripAdvisor, 2017) and this same goes in Lonely Planet as this 

museum ranking at the top museum to be visited in Kuala Lumpur (Lonely Planet, 

2017). 

For the year 2016, the Islamic Arts Museum Malaysia (IAMM) has been 

announced as the winner from top 10 museums in Malaysia and top 25 museums in 

Asia by the TripAdvisor. According to TripAdvisor reviews for the year 2016, the first 

top 10 museums in Malaysia has been awarded to IAMM, followed by Pinang 

Peranakan Museum and Baba & Nyonya Heritage Museum in Melaka. For top 

museums in Asia, the Museum of Qin Terra-cotta Warriors and Horses honoured with 

the 1st, and IAMM in 8th between National Palace Museum in Taipei in 7th and Hong 

Kong Museum of History in 9th positions (IAMM Newsletter, 2016). This shows that 

Islamic Arts Museum Malaysia have been receiving the top 10 museums in Asia for 

three consecutive years from 2014 and show an improvement from 10th place in 2014 
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and 2015 to 8th in 2016. Thus, this research will solely focus on this museum as it is a 

benchmark of the excellent museum in Malaysia. 

Thus, this research analyses the attributes of visitor experience in the museum 

as it will help to offer a better experience for visitor of museum in the future. 

Accordingly, a museum is known to be an important pillar for tourism attraction 

because of their historical attraction and the association of cultural heritage. Museum 

has been recognised by World Tourism Organization (2016) as that contribute 

important economic and cultural value to the host destination. This is because museum 

shapes community identities, fosters respect and tolerance among people, and has 

become a key tourism asset, creating distinctive differences between destinations 

because of the content of the museum itself. 

1.4 Problem Statement 

The initial establishment of museum in Malaysia was started in 1883 by the 

British in Taiping, Perak and the first museum in Malaysia is called as Perak Museum. 

The main function of all museums in Malaysia as mentioned by Taha (2008) is to 

defend the national uniqueness and the heritage of the country. According to Raed and 

Bahauddin (2011), there are over 50 museums in Malaysia that are managed by the 

federal and state government. However, there are also cases where a museum is under 

the management of a private entity. The success of the tourism industry in the country, 

locally, and internationally have been contributed by the museums in Malaysia as 

mentioned by Taha (2008). As for now, Raed and Bahauddin (2011) states that the 

good examples of the support and contribution to the successful museum in Malaysia 

are the national museum, the rice museum and the Islamic Arts Museum Malaysia. 

One of the greatest challenges museums face today is to attract new visitors, 

especially in the face of increasing competition in the culture and leisure market. 

According to Dirsehan & Yalçin, museums often concerned with collection and 
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research than visitor-orientation even though we are currently in the 20th century 

(2011). The core issue faced by the museum industry in Malaysia is on how to 

strengthen the national unity with all the multi-cultural and the multi-racial society of 

Malaysia as mentioned by Raed and Bahauddin (2011). Malaysia government still 

considers the museums as semi-academic and educational institutions (Rahah Haji 

Hasan 2006; Taha 2008). In addition to that, Taha (2008) through Minister of Culture, 

Arts and Heritage, Datuk Seri Utama Dr Rais Yatim mentioned that our museum in a 

need of comprehensive development especially in the areas of exhibition concept and 

design, lighting, displays, and the use of interactive technologies in order to attract 

visitor. 

According to American Association of Museum, (2012), museums are having 

a hard time due to increased competition and lack of funds due to a reduction in 

government support and this scenario is similar to museums in Malaysia. Not to 

mention that especially young visitors have the stigma that museums are boring. Thus, 

some of the museums nowadays have shifted from product orientation to consumer 

orientation in order to serve better services. As mentioned by Sheng and Chen (2012), 

museum in modern times serve the functions of collection, research and exhibition, as 

well as education and recreation. However, the awareness of Malaysian visiting 

museums particularly in heritage museum less compare to other countries as reported 

by Shafie (2013). In addition, visitors’ satisfaction has been discussed widely in many 

articles (Boulding, Kalra et al. 1993; Bordass 1996; Oliver 1996; Brock 2007; Black 

2008; Bolton 2010; Brock University Team 2010), but until now there is limited 

agreement about the determinant variables that affected the visitors’ satisfaction (Rojas 

and Camarero 2007) especially in term of museum visitor. In terms of visitor studies, 

the focus is often the educational role of museums and the learning outcome of 

museum visits while ignoring other aspects of the museum experience (Lehn, 2006).  

Museum is important tourism attraction that needs to be focus due to their 

historical and cultural value. There is evidence that tourism and museum related to 

each other as museum visitor are mainly tourist as mention by Kotler & Kotler (2008). 

Likewise, Hu & Ritchie (1993) mentioned that museums have found to impact the 

attractiveness of a destination and the visitors’ vacation experience.  Furthermore, 
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more studies are focusing on visitor-related motivations and experience in tourism 

industry but limited in the museum related experience and this should remain as one 

of the important elements that need to be explored. Thus, this research purpose is to 

investigate elements associated with museum experiences in Islamic Arts Museum 

Malaysia through the online review of TripAdvisor. 

As for today, many visitors shares their experiences through the use of social 

media websites. TripAdvisor is the most popular and frequently used by tourist to share 

their experience as the site makes it possible for a user to share reviews, videos, photo, 

and have a conversation with other people. According to Xiang and Gretzel (2010) on 

the role of social media in online travel search, research results indicated that most 

tourists in the U.S. use social media to collect information about the destinations to 

which they plan to travel.  

1.5 Research Question 

 This study will evaluate and find out the study problem or issue that been 

studied. Therefore, it focuses on the following questions  

1. What are the attributes of visitor experience in the museum context? 

2. What are the most influential attributes towards visitor experience in the 

museum context? 
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1.6 Research Objective 

The aim of this research is to examine the visitor experience in Islamic Arts 

Museum Malaysia. Thus, the objective of the research is as follows: 

1. To identify attributes of visitor experience in the museum context. 

2. To discuss the most influential attributes towards visitor experience in the 

museum context. 

1.7 Conceptual Framework 

To analyse the visitor experience in Islamic Arts Museum Malaysia, online 

reviews assessment is needed. The visitor experience is being analysed using the five 

attributes of experience based on Dirserhan (2012) which are sensory, affective, 

intellectual, behavioural, and social. Data of visitor experience will be collected using 

the online review's assessment. In this context, primary data will be collected from 

TripAdvisor and qualitative content analysis will be conducted. Thus, this research 

adapt the visitor experience attributes in order to determine the most influential 

attributes towards visitor experience in the museum context. 
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Figure 1.1 Conceptual Framework  

 

1.8 Scope of Study 

 The scope of the study is to identify the elements associated with museum 

experiences in Islamic Arts of Museum through the online review of Tripadvisor. 

Thus, research only focus on the online review of Tripadvisor. 
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1.9 Significance of the Study 

This study offers significant contributions for the tourism industry, especially 

for the academic and practical perspective:  

1.9.1 Academic Perspective 

First and foremost, this research contributes to the academicians as this 

research will add more information regarding the museum visitor experience. This 

research will broaden the information of experience especially the element towards 

museum experience among visitors. 

In addition, student especially in the field of tourism may enhance their 

knowledge regarding the museum industry and the tourism experience by referring to 

this research. This may also help them to further explore this topic in the future. 

1.9.2 Practical Perspective 

For the practical perspective, the study identified the element of visitor 

experience in the museum, thus providing practitioners in tourism industry especially 

for the museum management to actually seek information in order to offer their best 

services to the visitor. This can be a tool to develop their marketing strategies as well. 
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Besides, this research will enrich the knowledge of the visitor and also the 

community about the museum experience that they encounter or might encounter in 

the near future. 

1.10 Structure of the Thesis 

 This thesis consists of five chapters. Each chapter represent as (i) Introduction, 

(ii) Literature Review, (iii) Research Methodology, (iv) Analysis and Findings, and 

(v) Discussion and Conclusion.   

 The first chapter sets the framework for this research by providing a 

introduction and background of the study. The overview of tourism in Malaysia is also 

discussed in order to relate with this research. From that, the problem statement and 

research questions is formulated that lead to research objective, and finally explains 

how this study is significance.  

 The second chapter discusses the literature relevant to the museum context 

which include definition of museum, museum services, visitor experience, role of 

social networks, and also online travel reviews concept. 

 The third chapter explains the research design, research approach, site area, the 

sampling size, data collection, qualitative content analysis method, and the coding 

process. This chapter explain the methodology of the research. 

 The fourth chapter is analysis and findings. It include background of museum 

review, taxonomy of review, and also attributes of experience. It presented in a 

narrative form in order to highlight the online reviews assessment. 
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 The fifth chapter discuss the summary of finding according to the research 

objective. It also consist of contribution of the study and presents its limitations, and 

provides recommendations for future studies as a conclusion. 

 

Figure 1.3 Structure of the thesis 

 

• Provides a brief explanation of research 
background and problem. Research qustions 
and objectives, siginifance of study ans 
scope are presented in this chapter.

Chapter 1

• This chapter focuses on reviewing the 
literature related to research background. 
The conceptual framework is being 
constructed in this chapter.

Chapter 2

• This chapter includes research design, 
research approach, site area, sampling size, 
data collection, qualitative content analysis, 
and the coding process.

Chapter 3

• The fourth chapter represent the findings of 
the research. It include background of 
museum review, taxonomy of review, and 
also attributes of experience. 

Chapter 4

• The final chapter presents discussion on the 
finding and it shows how it relates with 
literature. Limitation and recommendation 
for future studies are also presented in this 
chapter.

Chapter 5



102 

 

 

REFERENCES 

Aho, S.K. (2001). Towards a General Theory of Touristic Experiences: Modeling 

 Experience Process in Tourism. Tourism Review 56(3/4): 33-37. 

Alba, J., & Chattopadhyay, A., (1986). Salience Effects in Brand Recall. Journal of 

 Marketing Research. 23(4): 363–369. 

Aliaga, M. and Gunderson, B. (2005). Interactive Statistics. (3rd ed.). Upper Saddle 

 River, N. J.: Pearson Education, Inc. 

Alison, J. McIntosh. (2007). Into the Tourist’s Mind: Understanding the Value of the 

 Heritage Experience. The heritage tourist experience 2: 235-258).   

Aljahdali, M. (2016). Exploring TripAdvisor Online Reviews : The Case of George 

 Eastman Museum Exploring TripAdvisor Online Reviews : The Case of 

 George Eastman Museum. Msc. Thesis. Rochester Institute of Technology, 

 New York. 

American Association of Museums. (2012). TrendWatch2012: Museums and the 

 pulse of the future. Retrieved November 29, 2017 from ww.aam-

 us.org/docs/center-for-the futureofmuseums/2012_trends_watch_final.pdf 

 ?sfvrn0 

Arnould, E. J., & Price, L. L. (1993). River magic: Extraordinary experience and the 

 extended service encounter. Journal of Consumer Research. 20(1): 24–45. 

Arnould, E. J., Price, L. L., & Tierney, P. (1998). Communicative staging of the 

 wilderness servicescape. The Service Industries Journal. 18(3): 90–115. 

Arnould, E.J. & Thompson, C.J. (2005). Consumer Culture Theory (Cct): Twenty 

 Years Of Research. Journal of Consumer Research. 31: 868-882. 

Auld, C. & Case, A. (1997). Social exchange processes in leisure and non-leisure 

 settings: a review and exploratory investigation. Journal of Leisure Research. 

 (29): 183–200. 

Aziz, H. (1995). Understanding Attacks on Tourists in Egypt. Tourism Management. 

 16 (2): 9-16. 

Beith, M. (2004). Living like locals. (Atlantic edition). 



103 

 

Berry, L.L., Carbone; L.P., and Haeckel, S.H. (2002). Managing the Total Customer 

 Experience. MIT Sloan Management Review. 43(3): 1-6. 

Bitgood, S. (1993). Social Influences on the Visitor Museum Experience. Visitor 

 Behavior. 8(3): 4-5. 

Black, G. (2005). Engaging Museum: Developing Museums for Visitors Involvement. 

 New York, Routledge. 

Blackshaw, P., & Nazzaro, M. (2006). Consumer-generated media (CGM) 101: 

 Word-of-mouth in the age of the web-fortified consumer. New York: Nielsen 

 BuzzMetrics 

Bolton, S. (2010). The Task Force on Museums and First Peoples, a Decade Later: A 

 Case Study of the McCord Museum of Canadian History. 22-32. 

Boulding, W., Kalra. (1993). A Dynamic Process of Service Quality: From 

 Expectations to Behavioral Intentions. Journal of Marketing Research. 30(1): 

 7-27. 

Brakus, J.J., Schmitt, B.H., and Zarantonello, L. (2009). Brand Experience: What is 

 It? How is It Measured? Does It Affect Loyalty?.  Journal of Marketing. 73: 

 52-68. 

Brock (2007). Pedestrian Circulation. Brock University Campus Plan, Brock 

 University. 

Brock University Team (2010). Pedestrian Circulation. Brock University Campus 

 Plan. 7(2): 9-14. 

Burns, A.C. and Bush, R. F. (2003). Marketing Research: Online Research 

 Application. (4th ed.). New Jersey: Pearson Education International 

Chan, J.K. (2009). The consumption of museum service experiences: benefits and 

 value of museum experiences. Journal of Hospitality Marketing & 

 Management. 18(2-3): 173-196. 

Chang, E. (2006). Interactive Experiences and Contextual Learning in Museums. 

 Studies in Art Education. 47(2): 170-186. 

Chisnall, Peter (2001). Marketing Research. Berkshire: McGraw-Hill 

Chourasia, B., Chourasia, A. (2012). Prospects of Heritage Tourism Management in 

 Bokaro of Jharkhand. VSRD Int. J. of Bus. and Manage. Research. 2(10).  

Colbert, F. (2003), Entrepreneurship and leadership in marketing the arts. 

 International Journal of Arts Management. 6(1): 30-39. 

Crouch, D., Aronsson, L., & Wahlstrom, L. (2004). Tourist encounters. In S. 

 Williams (Ed.). Tourism. Critical concepts in the social sciences 2: (pp. 278-

 295). London, New York: Routledge. 



104 

 

Cutler, S. Q., & Carmichael, B. A. (2010). The dimensions of the tourist experience. 

 In M. Morgan, P. Lugosi & J. R. B. Ritchie (Eds.), The tourism and leisure 

 experience: Consumer and managerial perspectives (pp. 3-26). Bristol, 

 Buffalo, Toronto: Channel View Publications. 

Decrop, A. (2006). Vacation Decision-Making, Wallingford, CABI-Publishing 

Del Chiappa, G., Ladu, G. Meleddu, M. and Pulina, M. (2013). Investigating the 

 degree of visitors’ satisfaction in a museum. Anatolia: An International 

 Journal. 24(1): 52-62. 

Dellarocas, C. (2003). The Digitization of Word of Mouth: Promise and Challenges 

 of Online Feedback Mechanisms. Management Science. 49(10): 1407-1424. 

Department of Museum Malaysia. Museum definition. Retrieved 21 October, 2017 

 from www.jmm.gov.my/en 

Dirsehan, T., & Yalçin, A. M. (2011). Comparison between Holistic Museum 

 Visitors and Utilitarian Museum Visitors. International Journal of Marketing 

 Studies. 3(4): 78–94. https://doi.org/10.5539/ijms.v3n4p78 

Dirserhan, T. (2012). Analyzing Museum Visitor Experiences and Post Experience 

 Dimensions Using SEM. Boğaziçi Journal Review of Social, Economic and 

 Administrative Studies. 26(1): 103-125. 

Shafie. (2012). Sambutan Hari Muzium Peringkat Antarabangsa di Selangor. 

 Department of Museums Malaysia 

Ek, R., Larsen, J., Hornskov, S. & Mansfeldt, O. (2008). A dynamic framework of 

 tourist experiences: space-time and performances in the experience economy. 

 Scandinavian Journal of Hospitality & Tourism. 8(2): 122-140 

Ellis, G. D., and Rossman, J. R. (2008). Creating Value for Participants through 

 Experience Staging: Parks, Recreation, and Tourism in the Experience 

 Industry. Journal of Park and Recreation Administration. 26(4): 1-20. 

Falk, J. H., & Dierking, L. D. (2012). Museum Experience Revisited. Walnut Creek, 

 US: Left Coast Press. 

Falk, J. H., & Storksdieck, M. (2010). Science learning in a leisure setting. Journal 

 of Research in Science Teaching. 47(2): 194–212. 

Falk, J.H. and Dierking, L.D. (1992). The Museum Experience. Washington, DC: 

 Howells House. 

Fogelman-Soulie, F., and Herault, J.eds., (1989) Neurocomputing—Algorithms, 

 Architectures and Applications, NATO ASI Series F68, Berlin: Springer-

 Verlag. 

Gainer, B., & Padanyi, P. (2002). Applying the marketing concept to cultural 

 organisations: an empirical study of the relationship between market 

http://www.jmm.gov.my/en


105 

 

 orientation and performance. International Journal of Nonprofit and 

 Voluntary Sector Marketing. 7(2): 182–193. 

George, R. (2004). Marketing South African Tourism and Hospitality, 2 nd ed, 

 Oxford, Oxford University Press 

Giacomo Del Chiappa, Luisa Andreu, Martina G. Gallarza. (2014). Emotions and 

 visitors’ satisfaction at a museum. International Journal of Culture, Tourism 

 and Hospitality Research. 8(4): 420-431. doi: 10.1108/IJCTHR-03-2014-

 0024 

Goulding, C. (2001). Romancing the Past: Heritage Visiting and the Nostalgic 

 Consumer. Psychology & Marketing. 18(6): 565-592. 

Graneheim, U. ., Lundman, B., Umeå universitet, Institutionen för omvårdnad, & 

 Medicinska Fakulteten. (2004). Qualitative content analysis in nursing 

 research: concepts, procedures and measures to achieve trustworthiness. 

 Nurse Education Today. 24(2): 105–112. 

Gretzel, U., & Yoo, K. H., (2008). Use and impact of online travel reviews.  

Gretzel,U., Yoo, K.H., and Purifoy, M. (2007). Online Travel Review Study: Role 

 and Impact of Online Travel Review. Retrieved on December 3, 2017, from 

 http://www.tripadvisor.com/pdfs/OnlineTravelReviewReport.pdf 

Hennig-Thurau, T., Gwinner, K.P., Walsh, G., and Gremler, D.D. (2004). Electronic 

 Word of-Mouth via Consumer-Opinion Platforms: What Motivates 

 Consumers to Articulate Themselves on the Internet?. Journal of Interactive 

 Marketing.18(1): 38–52. 

Hoeffler, S., & Ariely, D., (1999). Constructing stable preferences: a look into 

 dimensions of  experience and their impact on preference stability. Journal of 

 Consumer Psychology. 8(2): 113–139. 

Högström, C., Rosner, M., and Gustafsson, A. (2010). How to Create Attractive and 

 Unique Customer Experiences: An Application of Kano’s Theory of 

 Attractive  Quality to Recreational Tourism. Marketing Intelligence and 

 Planning. 28(4): 385-402. 

Holsti, O. (1969). Content Analysis for the Social Sciences and Humanities. 

 Addison-Wesley, Reading, Massachussetts. 

Howes, D. (ed.) (2005) Empire of the senses: the sensual culture reader. BERG, UK. 

Hsieh, H.-F., & Shannon, S. (2005). Three Approaches to Qualitative Content 

 Analysis. Qualitative Health Research. 15(9): 1277–1288 

Hultén, B., Broweus, N., and Dijk, M. (2009) Sensory Marketing. Palgrave 

 Macmillan, London. 



106 

 

Hume, M. (2011). How do we keep them coming? Examining museum experiences 

 using a services marketing paradigm. Journal of Nonprofit & Public Sector 

 Marketing. 23(1): 71-94. 

Hwang, Y. H., Gretzel, U., Xiang, Z., & Fesenmaier, D. R. (2006). Information 

 search  for travel decisions. In D. R. Fesenmaier, K. Wöber, & H. Werthner 

 (Eds.), Destination recommendation systems: Behavioural foundations and 

 applications (pp. 3–29). Wallingford, UK: CABI. 

IAMM Newsletter. (2016). Director’s Remarks. Issue 17: Oct-Dec 2016. Islamic 

 Arts Museum Malaysia. 

ICOM. (2007). Museum Definition. Retrieved December 30, 2017 from 

 http://icom.museum/the-vision/museum-definition/ 

Jeacle, I., & Carter, C. (2011). In TripAdvisor we trust: Rankings, calculative 

 regimes and abstract systems. Accounting, Organizations and Society. 36(4): 

 293-309. 

Johnson, B. and Christensen, L. (2010). Educational Research: Quantitative, 

 Qualitative, and Mixed Approaches. (4th ed.). California, U.S.: Sage 

 Publication. 

Juan Gabriel Brida, Marta Meleddu, Manuela Pulina. (2016).Understanding museum 

 visitors’ experience: a comparative study. Journal of Cultural Heritage 

 Management and Sustainable Development. 6(1): 47-71. 

 doi:10.1108/JCHMSD-07-2015-0025 

Karljin, J. (2008). The Future of Museums: The Development of Museum of Modern 

 Art in the Netherlands. Erasmus University Rotterdam. 

Kim, S.-M., Pantel, P., Chklovski, T., and Pennacchiotti, M. (2006). Automatically 

 assessing review helpfulness. In Proceedings of the 2006 Conference on 

 Empirical Methods in Natural Language Processing, EMNLP ’06, pages 423–

 430, Stroudsburg, PA, USA. Association for Computational Linguistics. 

Kirezli, O. (2011). Museum Marketing: Shift from traditional to experiential 

 marketing. International Journal of Management Cases. 13(4): 173-184. 

Komarac, Tanja; Ozretić Došen, Đurđana; Škare, V. (2014). Museum marketing and 

 virtual museums in 21st century : Can museums survive without it ? 5th 

 EMAC  Regional Conference-Marketing Theory Challenges in Emerging 

 Markets. https://doi.org/10.13140/2.1.1403.7769 

Kotler, N. and Kotler, P. (2000). Can Museums be All Things to All People?: 

 Missions, Goals and Marketing’s Role. Museum Management and 

 Curatorship. 18(3): 271-287. 

Kotler, N. G., Kotler, P., & Kotler, W. I. (2008). Museum marketing and strategy: 

 designing missions, building audiences, generating revenue and resources 

 (2nd ed.). San Francisco: Jossey-Bass. 



107 

 

Krishna, A. (ed.) (2010) Sensory Marketing. Routledge, New York. 

Lehn, D.V. (2006). Embodying Experience. European Journal of Marketing. 40(11-

 12): 1340-1359. 

Leung, D., Law, R., van Hoof, H., & Buhalis, D. (2013). Social media in tourism and 

 hospitality: A literature review. Journal of Travel & Tourism Management. 

 30(1-2): 3-22. 

Litvin, S.W., Goldsmith, R.E., and Pan, B. (2008). Electronic Word-of-Mouth in 

 Hospitality and Tourism Management. Tourism Management. 29(3): 458-

 468. 

Liu, W. C. (2008). Visitor study and operational development of museums. 

 Museology Quarterly. 22(3): 21–37. 

Lonely Planet. (2018). Kuala Lumpur’s Best Museums and Galleries. Retrieved 

 January 6, 2018 from https://www.lonelyplanet.com/malaysia/kuala-

 lumpur/things-to-do/kuala-lumpur-s-best-museums-and-galleries 

Lucas, D. R. (2010). Being: Your happiness, pleasure, and contentment. Plymouth: 

 Hayden- McNeil 

Malhotra N. K. (2009). Basic Marketing Research: A Decision-Making Approach. 

 (3rd ed.). U. S. A.: Pearson Prentice Hall. 

Malhotra, N.K. & Birks, D.F. (1999). Marketing Research. An Applied Approach. 

 UK: Prentice 

March, R. G., & Woodside, A. G. (2005). Tourism Behavior: Travelers’ Decisions 

 and Actions. CABI Publishing, Cambridge. 

Mason, J. (2002). Qualitative Researching (2nd ed.). London: SAGE Publications 

 Ltd. 

Maunier, C., & Camelis, C. (2013). Toward an identification of elements 

 contributing to satisfaction with the tourism experience. Journal of  Vacation 

 Marketing. 19(19): 19-39. 

Mauri, A. G. and Minazzi, R. (2013). Web Reviews Influence on Expectations and 

 Purchasing Intentions of Hotel Potential Customers. International Journal of 

 Hospitality Management. 34: 99-107. 

McCarthy J. and Ciolfi, L. (2008). Place as Dialogue: Understanding and Supporting 

 he Museum Experience. International Journal of Heritage Studies. 14(3): 

 247-267. 

McLean, F. (1997). Marketing the Museum. (first edition) London, New York: 

 Routledge 

Milman, A. (2009). Evaluating the guest experience at theme parks: an empirical 

 investigation of key attributes. International Journal of Tourism Research. 

 11(4): 373–387. 

https://www.lonelyplanet.com/malaysia/kuala-
https://www.lonelyplanet.com/malaysia/kuala-


108 

 

Moscardo, G. (2009). Understanding tourist experience through mindfulness theory. 

 In Kozak, M, & Decrop, A. (Eds.) Handbook of Tourist Behavior (pp.99-

 115). Routledge 

Mossberg, L. (2007) A Marketing Approach to the Tourist Experience. Scandinavian 

 Journal of Hospitality and Tourism. 7(1): 59-74 

Murray, N., Foley, A. & Lynch, P. (2010). Understanding the Tourist Experience 

 Concept. Retrieved November 21, 2017 from 

 http://repository.wit.ie/1543/1/F%C3%81ILTE_GO_SL%C3%81INTE_UND

 ERSTANDING_THE_TOURIST_EXPERIENCE_ 

National Transformation Programme Annual Report 2016. (2016). Retrieved 

 December 25, 2017,  from https://www.pemandu.gov.my/assets/publications 

 /annualreports/NTP_AR2016_ENG.pdf 

Nedungadi, P. (1990). Recall and consumer consideration sets: influencing choice 

 without altering brand evaluations. Journal of Consumer Research. 17(3): 

 263-276. 

Ngai, E. W., Tao, S. S., & Moon, K. K. (2015). Social media research: Theories, 

 constructs, and conceptual frameworks. International Journal of Information 

 Management. 35(1): 33–44. 

O’Connor, P. (2008). User-generated content and travel: A case study on 

 Tripadvisor.com. Information and communication technologies in tourism. 

 47-58. 

Oh, H., Fiore, A.M., and Jeoung, M. (2007). Measuring Experience Economy 

 Concepts: Tourism Applications. Journal of Travel Research. 46: 119-132. 

Oliver (1996). A Behavioral Perspective on the Consumer. Boston, Mass., Irwin- Me 

 Graw-Hill. 

Ooi, C. S. 2003. Crafting Tourism Experiences: Managing the Attention Product. 

 12th Nordic Symposium on Tourism and Hospitality Research.  

Otto, J. E. & Ritchie, J. R. B. (1996). The Service Experience in Tourism. Tourism 

 Management. 17 (3): 165-74. 

Pan, B., & Fesenmaier, D. R. (2006). Online information search: vacation planning 

 process. Annals of Tourism Research. 33(3): 809–832. 

Pan, B., MacLaurin, T., and Crotts, J. (2007). Travel Blogs and the Implications for 

 Destination Marketing. Journal of Travel Research. 46 (1): 35-45. 

Parahoo, K. (1997). Nursing Research: Principles, Process, Issues. (1st ed.). 

 London: Macmillan. 

Pearce, P. L. (1984). Tourist-guide interaction. Annals of Tourism Research. 11(1): 

 129–146. 

http://repository.wit.ie/1543/1/F%C3%81ILTE_GO_SL%C3%81INTE_UND
http://repository.wit.ie/1543/1/F%C3%81ILTE_GO_SL%C3%81INTE_UND
https://www.pemandu.gov.my/assets/publications


109 

 

Petkus, E. (2004). Enhancing the application of experiential marketing in the arts. 

 International Journal of Nonprofit and Voluntary Sector Marketing. 9(1): 49-

 56. 

Pine, J. B., Gilmore, J. H. (1998). Welcome to the experience economy. Harvard 

 Business Review. 76(4): 97-105. 

Pine, J., & Gilmore, J. H. (1999). The experience economy: Work is theater and 

 every business a stage. Boston, MA: HBS Press. 

Polit, D. F., Beck, C. T., Hungler, B. P. (2001). Essentials of Nursing Research: 

 Methods, Appraisal, and Utilisation. (5th ed.). Philadelphia: Lippincott. 

Priester, J., Nayakankuppam, D., Fleming, M., & Godek, J., 2004. The ASC model: 

 the influence of attitudes and attitude strength on consideration and choice. 

 Journal of Consumer Research. 30(4): 574–587.  

Roberts, J., & Lattin, J., (1991). Development and testing of a model of consideration 

 set composition. Journal of Marketing Research. 28(4): 429–440. 

Rojas, C. d. and C. Camarero (2007). Visitors' experience, mood and satisfaction in a 

 heritage context: evidence from an interpretation center. Tourism 

 Management. 29 (3): 525-537. 

Ryan, C. (1991). Recreational Tourism: A Social Science Approach. London:

 Routledge 

Ryan, C. and I. Glendon (1998). Application of Leisure Motivation Scale to Tourism. 

 Annals of Tourism Research. 25(1): 169-184. 

Schmitt, B., and Simonson, A. (1997) Marketing Aesthetics: The strategic 

 Management of Brands, Identity, and Image. The Free Press, New York. 

Sekaran, U. and Bougie, R., (2010). Research methods for Business: A skill building 

 approach. John Wiley & Sons Ltd. 

Selstad, L. (2007). The Social Anthropology of the Tourist Experience. Exploring the 

 Middle Road. Scandinavian Journal of Tourism and Hospitality. 7 (1): 19-33. 

Sheng, C.W. and Chen, M.C. (2012). A study of experience expectations of museum 

 visitors. Tourism Management. 33(1): 53-60. 

Simon, L., & Rob, L. (2015). Content Analysis of TripAdvisor Reviews on 

 Restaurants: A Case Study of Macau. Retrieved November 23, 2017 from 

 http://agrilife.org/ertr/files/2015/02/SP03_ReviewSession_Lei.pdf 

Sin, A. L. (2015). A Content Analysis on Online Travel Review of Malaysia’s Hotel 

 in Tripadvisor. Universiti Teknologi Malaysia. 

Stempel, G.H. (1989). Content analysis. In G.H.Stempel and B.H.Westley (Eds) 

 Research methods in mass communications, Englewood Cliffs NJ: Prentice-

 Hall 



110 

 

Stewart, E. J., Hayward, B. M., & Devlin, P. J. (1998). The ‘‘Place’’ of 

 interpretation:  A new approach to the evaluation of interpretation. Tourism 

 Management.  19(3): 257–266. 

Taha, D. D. A. H. (2008). Museums In Malaysia: Challenges And Development. 

 Kuala  Lumpur, Department of Museums, Malaysia. 

The Star. (2017). Retrieved December 25, 2017, from 

 https://www.thestar.com.my/business/business-news/2017/09/26/tourism-

 sector-to-remain-third-largest-contributor-to-economy/ 

TripAdvisor. (2018). Museums in Kuala Lumpur. Retrieved January 6, 2018 from 

 https://www.tripadvisor.com.my/Attractions-g298570-Activities-c49-

 Kuala_Lumpur_Wilayah_Persekutuan.html 

Tronvoll,B. (2011). Negative emotions and their effect on customer complaint 

 behavior. Journal of Service Management. 22(1): 111 – 134. 

Tryfos, P. (1996). Sampling methods for applied research: text and cases. New York: 

 Wiley. 

Tucker, R.B. (1991). Ten Driving Forces of Dynamic Change. Executive Excellence. 

 8(3): 16. 

Tung, V. W. S., & Ritchie, J. R. B. (2011). Exploring the essence of memorable 

 tourism experiences. Annals of Tourism Research. 38(4): 1367–1386. 

Tussyadiah, I., & Fesenmaier, D. R., (2009). Mediating tourist experiences: access to 

 places via shared videos. Annals of Tourism Research. 36(1), 24–40. 

UNESCO. (2017). Museums. Retrieved December 26, 2017 from United Nations 

 Educational Scientific and Cultural Organization:http://en.unesco.org/themes/ 

 museums 

United Nations. (2010). International Recommendations for Tourism Statistics 2008 

 (First). New York: United Nation Publication. 

UNWTO. (2015). Retrieved December 8, 2017, from 

 http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/pdf/unwto_highlights14_e

 n_hr_0.pdf 

Urry, J. (1990). The Tourist Gaze: Leisure and travel in contemporary societies. 

 London: Sage. 

Veal, A. (2006). In A. J. Veal, Research Methods for Leisure and Tourism. Prentice 

 Hall. 

Vermeulen, I. E., & Seegers, D. (2008). Tried and tested: the impact of online hotel 

 reviews on consumer consideration. Tourism Management. 30(1): 123–127. 

Voss, C. (2014). Trends in the Experience and Service Economy The Experience 

 Profit Cycle Chris Voss Senior Fellow Advanced Institute of Management 

 Research  

https://www.thestar.com.my/business/business-news/2017/09/26/tourism-
https://www.thestar.com.my/business/business-news/2017/09/26/tourism-
https://www.tripadvisor.com.my/Attractions-g298570-Activities-c49-
https://www.tripadvisor.com.my/Attractions-g298570-Activities-c49-
http://en.unesco.org/themes/
http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/pdf/unwto_highlights14_e
http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/pdf/unwto_highlights14_e


111 

 

Walls, A. R., & Wang, Y. (2011). Experiential consumption and destination 

 marketing. In Y. Wang & A. Pizam (Eds.), Destination Marketing and 

 Management. Theories and Applications (pp. 82-98). Wallingford: CABI. 

Weber. R.P. (1985). Basic content analysis, New Delhi: Sage 

Welman, C., Kruger, F. & Mitchell, B. (2009). Research Methodology. 3rd ed. Cape 

 Town: Oxford University Press. 342 p. 

Werthner, H., & Klein, S., (1999). Information technology and tourism: A 

 challenging relationship. Vienna: Springer. 

Westbrook, R. A. (1987). Product/Consumption-Based Affective Responses and Post 

 Purchase Processes. Journal of Marketing Research. 24(3): 258–270. 

World Tourism Organization. (2016). Museums. Retrieved December 26, 2017 from 

 United  Nations Educational Scientific and Cultural 

 Organization:http://en.unesco.org /themes/museums 

Xiang, Z., & Gretzel, U. (2010). Role of social media in online travel information 

 search. Tourism Management. 31(2): 179–188. 

Youngs, M., Burrow, S. and Diment, P. (2014). Evaluating origins: how an 

 exhibition is experienced by visitors. Retrieved December 2, 2017 from 

 www.museum-id.com/idea- detail.asp?id¼18 

Yucelt, U. (2000). Marketing Museums: An Empirical Investigation among Museum 

 Visitors. Journal of Nonprofit and Public Sector Marketing. 8(3): 3-13. 

 

 

http://www.museum-id.com/idea-



