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ABSTRACT

The purpose of this paper is to examine the impact of a museum’s website design on visitors’ intentions.
Three hypotheses were set which assume that the design of a museum website has a positive influence on
the intention of visitors to return to the website, to personally visit the museum, and to recommend the
website to their friends and relatives. To achieve the purpose of the research, empirical research was carried
out. The respondents evaluated the websites of 145 Croatian museums and responded to questions which
indicate their intention of revisiting the website, personally visiting the museums and recommending the
website to other people. The hypotheses are tested and confirmed using the partial least squares structural
equation modelling (PLS-SEM). This research confirmed the perception of the website design to be a sig-
nificant predictor of visitors’ intentions regarding website revisits and of visiting the museums personally.
Research results have also confirmed a significant and positive impact of visitors” assessment of a museum
website and their intentions to recommend the website to others. The results of this research contribute
to the theory and practice. Interpretation and generalization of the findings should be taken with caution
because this study used a convenient sample of university students, which does not represent the entire
population of museum website users. The research model represents a novelty in the current research
studies, since it contains a new dimension “Overall impression” which has the most effect on the positive
evaluation of the website.
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1. Introduction

The goal of any museum is to preserve its collection
and modernize its presentation, in order to preserve
unique monuments and civilizational wealth for the
coming generations and, at the same time, to en-
courage the interest of potential visitors. According
to Kirezli (2011: 173), museums are a special form of
non-profit organizations in the service sector which
establish a linkage between nations’ cultural herit-
age and modern life. In addition, Pallud and Straub
(2014: 361) pointed out that these institutions qual-
ify as experiential settings because they offer their
visitors several social and experiential benefits, such
as life enrichment, avenues for interactions, enjoy-
ment, and learning experiences.

Over time, the role of museums has changed sig-
nificantly. Nowadays, museums “serve the functions
of collection, research and exhibition, as well as
education and recreation” (Sheng, Chen, 2012: 53),
while in the past, museums were mainly focused
on their collections, hence research and exhibi-
tions were their most important activities (Pallud,
Straub, 2014: 361). Today, museums act as specific
mediators of culture (Gajski et al., 2011: 5) consti-
tuting a part of a wider cultural and entertainment
environment, which is ruled by highly discerning
visitors who seek an immersive experience. In or-
der to utilize their potential, museums have to act
in a way that will encourage the interest of active
and curious visitors. This has emphasized the need
to accept marketing as a survival tool and to make
it into a link between museums and visitors (Kom-
arac, 2014: 199). By monitoring visitors’ changing
needs for high-quality cultural offerings, based on
highly set professional and scientific standards and
monitoring overall museum production, museum
marketers have to adjust the placement of cultural
products to potential customers by continuously
adapting and improving the quality of communica-
tions and public relations.

According to Kotler et al. (2008), museums should
turn to marketing in order to increase audiences,
build relationships with stakeholders, and embrace
the latest technology in communication with the
market. Powerful means to communicate with and
reach vast audiences are websites, which provide
useful services to the public by communicating mu-
seum programs, exhibitions, fees, hours, directions
and services. Nowadays, every museum should cre-

ate its own website. Namely, museums contain rich
sources of material in their collections and there is
a particular interest in making this material avail-
able to a wide audience. According to Pallas and
Economides (2008: 45), online museums are using
some tools in order to be seen not only as guardians
of information, but as part of a wider exchange. In
particular, these Internet tools, such as online semi-
nars, online tours, chat forums, e-shops, survey/
polls, e-talks, extend the function of the museum
website so that it is not regarded only as a catalogue
of knowledge. Accordingly, most museum experts
accept the unique opportunities that websites of-
fer for attracting people to their museums (Hume,
Mills, 2011: 276).

Although well-designed museum websites should
induce behaviour and inspire revisits and physi-
cal visits to the museums, extant research has not
documented this phenomenon at a satisfactory
level. Furthermore, a complete absence of evidence
is noticeable in the area of researching the website
visitors’ intentions to recommend the website to
other people. Recent research in professional and
scientific marketing literature has positioned the
website as a very effective means of communicating,
focusing mainly on its functional tasks. However, a
knowledge gap occurs in the absence of systematic
research of causal relationships between the mu-
seum website design, the intentions to revisit the
website and the intentions of personally visiting the
museum, while the connection between website
visits and website recommendations to other peo-
ple has not been explored to any sufficient extent.
Therefore, the aim of this paper is to address the fol-
lowing research questions:

1. Does the museum website design encourage re-
visits to the website?

2.Does the museum website design encourage
physical visits to the museum?

3. How does assessment of the museum website de-
sign affect the intention of visitors to recommend
the website to their friends and relatives?

This paper is divided into five main parts. After the
introduction, the second part gives a literature re-
view regarding the issue of web-based marketing
in a museum context as well as a systematic review
of main website features. Next, the methodology of
the primary research is explained, followed by the
results of the research. Synthesis of the results is
given in the conclusion.
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2. Literature review

For a long time museums were considered to belong
to culture in the most classic sense (Mencarelli et
al, 2010: 332), However, a gradual shift has been
made from the functional definition, where muse-
ums were object-based and focused on acquisition,
conservation, communication and exhibition of art,
to the purposive definition, which is people-based
(Rentschler, Hede, 2007: 9). The shift was supported
and promoted by the International Council of Mu-
seums (ICOM)}, which defines a museum as “a non-
profit, permanent institution in the service of soci-
ety and its development, open to the public, which
acquires, conserves, researches, communicates
and exhibits the tangible and intangible heritage
of humanity and its environment for the purposes
of education, study and enjoyment” (International
Council of Museums [ICOM], 2015). Today’s muse-
ums have a tripartite role: as agents of social change,
as focal points of cultural activity, and as reposito-
ries of heritage and knowledge (Chhabra, 2010: 310-
313). Many museums have become places open to
a diverse audience, as they have adjusted their ac-
tivities to visitors’ needs, wants and expectations
(Komarac, 2014: 211). This was done out of the need
of maintaining a competitive edge (Lin, 2009: 106),
given the increased levels of competition.

Attracting a wide audience and increasing visitation,
in addition to understanding visitor expectations,
requires the identification of possibilities, mostly
focused on the ways of presenting the exhibitions
in a more attractive way. In other words, museums
should be market-oriented and implement a mar-
keting concept which will provide a framework for
effective communication with the environment and
for efficient information collection and processing,
in order to serve customers in the best way and to
fulfil the public interest at the same time.

Museum marketing is a dynamic and complex field,
which many museum professionals have found to
be essential for a museum’s existence. The connec-
tion between museums and marketing began in
the late 1970s (Komarac et al., 2014: 106), but the
term “museum marketing” was considered a “dirty
word” for a long time (Komarac, 2014: 203). Indeed,
what many in museums feared was that, by intro-
ducing marketing, “art would suffer in the hands of
the market” (Rentschler, Hede, 2007: 12). However,
over the past decade the term “marketing” has ac-

quired an important place in the agendas of those
who are engaged in the management of art and cul-
tural institutions (Lagier, De Barnier, 2013: 2) so the
bond between museums and marketing is becom-
ing stronger. According to Tobelem (1997: 341-344),
the introduction of marketing into museums can be
attributed to four factors whose relative importance
depends on the country and the nature of each in-
stitution: the growth of museums, the question of
financing, the competitive environment and the
need to know the visitors better. Implementation of
a marketing concept into museum practice will re-
sult in “the high degree of satisfaction manifested by
visitors who then become the best advocates for the
institution, spreading its reputation through word
of mouth information” (Tobelem, 1997: 344).

Marketing has gradually become an important el-
ement in attracting new visitors. Thus, contem-
porary museums are using promotion and differ-
ent channels of communication for this purpose.
Certainly, one of these frequently used and highly
efficient communication channels is the Internet,
used by a constantly growing number and variety of
people. Therefore, most museums have established
a presence on the Internet by creating their web-
sites. As a platform, the website is the central and
the most important part of the modern virtual en-
vironment (Duki¢ et al., 2013: 429). Museum web-
sites, which Kotler (2008) highlights as a “significant
means for reaching vast audiences and which serve
to inform, educate, and encourage online visitors
to participate in museum life”} present a significant
communication tool in cultural tourism. Websites
have many advantages such as “convenience and ef-
ficiency; travellers can obtain information, compare
costs, and make reservations easily if online access
is available” (Kim et al., 2009: 53). That is the reason
why “companies are now paying close attention to
their websites, and have become aware that hav-
ing a website gives them the opportunity to easily
reach potential customers, and by giving accurate
and factual information, gain the trust of custom-
ers” (Aplar et al., 2010: 32).

In the last twenty years, research and studies have
generated different approaches and models for the
assessment of the quality and efficiency of official
websites (Bilos et al., 2014: 51). Although there are
several factors affecting the development of a high-
quality website, the basic guidelines when struc-
turing, designing and managing a quality website
should be the customers’ wishes and requirements
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(Loncari¢ et al,, 2010: 350). High-quality Internet
sites will attract more attention, contacts, and vis-
its from consumers by implying that their products
are of high quality. In addition, when consumers are
satisfied with a high-quality Internet site, they are
stimulated to active and positive word-of-mouth
communication for the site (Yoo, Donthu, 2001: 32).
To fulfil this task, management and marketing per-
sonnel must determine what the customers actually
want from their visit, and then use their resources
efficiently by targeting the right market. However,
Pallas and Economides (2008: 46) find that web de-
velopments are often undertaken with limited re-
sources in terms of time, knowledge and money and
so consequently, many museum sites lack useful fea-
tures. These limiting factors result in the fact that a
large number of museum websites are created in the
form of ordinary “electronic brochures” (De Silva,
2003: 55) containing information such as: visiting
hours, entrance fees, a brief history of the museum,
upcoming exhibitions and special events, addresses
and telephone numbers, maps to the museum and
images of exhibits with a textual description. In this
summarized form, these websites do not meet the
expectations of visitors. It is obvious that the con-
tent and the way the website content is presented
affect the formation of visitors’ impressions of the
website as well as of the museum itself. That is why
a museum’s website has to be a dynamic entity in or-
der to keep up with the evolution of technology and
attract a constantly growing number of users who
will return to the website. Consideration should be
given to a wide variety of people in order to satisfy
their expectations. Lazarinis et al. (2008: 17) point
out that well-designed and user-adaptable websites
improve business promotion as they attract more
e-visitors. Castaneda et al. (2007) also proved that
attitudes toward a website are a strong predictor of
intentions to revisit the website. One can assume
that, if the websites are well designed, have interac-
tive elements and updated information, they will at-
tract the interest of potential physical visitors, who
will, possibly, recommend the website to friends
and relatives.

Academic research into museum visitors, their
motivation for visiting, and their expectations and
satisfaction has been extensive, but there is insuf-
ficient evidence indicating that website content and
design have an impact on the behaviour and inten-
tions of potential and actual visitors. Kravchyna and
Hastings (2002) investigated the moment in time

the user visited the website and have come up with
significant statistics. In the study sample of 124 mu-
seum website visitors, 57% users visited the website
before and after their physical visit, 23% users visit-
ed the site before their physical visit, 13% visited the
site even if they didn’t go to the museum, and only
7% visited it after their physical visit. These statistics
can be significant as they provide an indication of
visitors’ behaviour. However, the question remains
whether the museum websites encourage physical
visits to museums, taking into account the content
and the design of the websites.

If museums wish to use websites for the purpose of
cultural heritage presentation and attracting visi-
tors, it is crucial that they focus their attention on
the availability, functionality and content of the
websites. In order to deeply understand the expec-
tations of visitors and predict their behaviour, it is
necessary to determine the kinds of information
that visitors expect on the website, and what kind
of oversights should be avoided. Vergo et al. (2001)
give four of the biggest frustrations that users find
with museum websites: inaccessibility of the full
content of the museum, not finding the sought-
for information, inability to access the schedule,
inability to ask questions from the curators. As
preferred website content, a survey conducted by
Kravchyna and Hastings (2002: 11) revealed the
various information needs of the online visitors.
“Finding information on recent exhibitions” (68%)
proved to be the most important reason for visit-
ing the museum website, followed by “searching
museum collections” (63%). “Information needs
over special events in the museum” (60%) took third
place in the ranking of information needs. Pallas
and Economides (2008) highlight the content of the
museum’s site, which includes all information about
its exhibits and artists, as a fundamental dimension.
Furthermore, “multilingualism, dynamic and thus
frequently updated content, e-mail communica-
tion and searching capabilities are crucial options
of websites” (Lazarinis et al., 2008: 17). For that rea-
son, much attention should be given to the website
content so that they remain informative and visually
appealing.

Although there are several previous studies on mu-
seum websites, mostly focused on functional tasks,
(Lazarinis et al., 2008; Pallas, Economides, 2008;
Hume, Mills, 2011) and revisiting the websites
(Castaneda et al., 2007; Pallud, Straub, 2014), the
impact of website design on intended behaviour has
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not been sufficiently explored. Zhang et al. (2000)
provided an emerging theoretical framework to
distinguish between the website features that sat-
isfy users from those features that dissatisfy users.
In their study, subjects were asked to classify cer-
tain features into satisfiers and dissatisfiers, which
showed support for the framework. Von Dran and
Zhang (2000) approached the issue from a different
angle. They applied a marketing model to the web
environment by focusing on users’ different quality
expectations. Again, the empirical data showed that
the model can be used to distinguish the features
that meet users’ basic, performance, and excitement
quality needs. Both studies imply that the specific
web domain or the purpose of a website impacts
what users think about the features as satisfiers/dis-
satisfiers or how they meet different quality needs.
In their further research, Zhang et al. (2000) used
an inductive thematic analysis approach to exam-
ine user perceptions of the importance of website
design features in six different website domains:
Financial, E-Commerce, Entertainment, Education,
Government, and Medical.

Figure 1 Research model

WEBSITE DESIGN
EVALUATION

CONTENT

MADE FOR THE MEDIUM

The results indicate the most important clusters
of features for each of the six domains: navigation,
completeness/comprehensiveness of information,
site technical features, currency/timeliness/update,
accuracy and readability/comprehension/clarity.
The influence of website design on user reactions
was also investigated by Flavian et al. (2006). They
studied the reactions of Internet users and found
that highly usable websites are positively related to
trust and loyalty. Schaupp et al. (2006) examined
the influence of different success measures on in-
tentions to reuse a website. Their results indicated
that the design characteristics of a website, such as
information quality, perceived effectiveness, system
quality and social influence, significantly affect user
satisfaction with the website. Zhang et al. (2011)
showed that highly usable websites positively in-
fluence online relationship quality. More recently,
Pallud and Straub (2014: 367) also asseverated that
“well designed websites do indeed induce visitors
to return to the website and arouse their interest
to visit the museum.” In their research (2014: 362),
to assess website design, they relied on the concep-
tualization of usability developed by Agarwal and
Venkatesh (2002) and adapted from the Microsoft
Usability Guidelines (MUG).

INTENTION
TOWARD
WEBSITE

INTENTION
TOWARD

AESTETICS

OVERALL IMPRESSION

Source: Authors

MUSEUM

INTENTION
TOWARD
RECOMMENDATION
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This conceptualization uses five categories: content,
ease of use, promotion, made for the medium and
emotion. Furthermore, Pallud and Straub examined
a new variable that has been overlooked in many
MUG conceptualizations, namely, the aesthetics of
websites. Their research results indicated that aes-
thetics is the single most important variable that in-
fluences user experience. They also established that
well-designed websites induce visitors to return to
the website. However, the study did not prove that
attitudes towards websites affect the intention to
visit the museum. Following the example of Pallud
and Straub (2014) and taking into consideration the
results of other previous studies, the research model
(Figure 1) of this paper is formulated and three hy-
potheses are set:

H1: A positive assessment of a museums’ website
design positively affects the intention of visitors to
return to the website.

H2: A positive assessment of a museums’ website
design positively affects the intention of visitors to
personally visit the museum.

H3: A positive assessment of a museums’ website
design positively affects the intention of visitors to
recommend the website to friends and relatives.

The central part of the model represents the con-
struct of “Website design evaluation’, which is
presented as a second-order construct, while the
first-order construct consists of four dimensions.
Apart from “the content,” “made for the medium”
and “aesthetics” as significant criteria for website
design evaluation (Pallud, Straub, 2014), the model
of this research contains a new dimension, “over-
all impression” which encompasses two variables
(promotion and ease of use) identified in previous
research (Pallud, Straub, 2014) and one new vari-
able, relating to the website experience. The model
also contains three dependent variables: “Intention
toward website”, “Intention toward museum” and
“Intention toward recommendation”. The following
section describes the methods applied in the paper.

3. Methodology

The object of analysis were museums listed in the
official list of museums, galleries and collections in
Croatia (Museum Documentation Centre)2 Out of
217 museums, galleries and collections only 145
(66.8%) were relevant for this research. These are

museums that have their own websites.

The survey method was applied to answer the re-
search questions and a questionnaire was designed
to gather empirical data. While there are numerous
previous studies on museum website evaluation
(Olsina Santos, 1999; Pallas, Economides, 2008; De
Silva, 2003), there is no comprehensive mechanism
for systematically assessing all components of a
museum’s website (Pallas, Economides, 2008: 46).
In this paper the respondents’ opinions about the
features of a museum website were examined ac-
cording to previous research (Agarwal, Venkatesh,
2002; Pallud, Straub, 2014). The respondents were
offered eleven items that refer to the following di-
mensions: “Content” (items 1-3), “Made for the
media” (items 4-6), “Aesthetics” (items 7 and 8),
“Website experience” (item 9 - new variable), “Ease
of use” (item 10) and “Promotion” (item 11). Given
that the dimensions of “Website experience’, “Ease
of use” and “Promotion” were measured using only
one variable, these statements were combined to
form the single dimension “Overall impression”
Besides that, respondents were offered three state-
ments referring to the intention of their behaviour
(items 11-13). Constructs and measurement items
are shown in Table 1. Respondents evaluated their
agreement with statements on a five-point Likert-
type scale, ranging from 1 “strongly disagree” to 5
“strongly agree”

The research was performed in May 2014. The re-
spondents were university students enrolled in the
second year of the ‘Marketing’ curriculum and pos-
sessing excellent Internet usage skills. Females ac-
counted for one-third of the total number of stu-
dents. Although the sample is not representative,
this sampling frame can be considered as relevant
because museums are targeting young people to
broaden their audience (Pallud, Straub, 2014; Kot-
ler, 2001). Besides that, online customers are young-
er and better educated than other customers, which
makes student samples closer to the target popula-
tion (McKnight et al., 2002). Each student was as-
signed a museum and asked to assess the museum’s
website and to respond to questions aimed at evalu-
ating website design and determining behavioural
intentions. Students evaluated the websites of all
145 museums and responded to questions which
related to the website features and their intention of
revisiting the website, personally visiting the muse-
um and recommending the website to their friends
and relatives.
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The hypotheses formulated were tested using the
Partial Least Squares Structural Equations Model-
ling (PLS-SEM) method. PLS-SEM is effective when
working with small samples, with data that devi-
ates from normal distribution, or “when the goal is
predicting key target constructs or identifying key
‘driver’ constructs” (Hair et al., 2014: 19). Because
PLS-Path Modelling has also been described as an
important research tool in social sciences, especial-
ly for satisfaction studies (Mateos-Aparicio, 2011),
and appropriate when handling formative measures
and single-item constructs (Hair et al., 2014: 15),
we assessed the method as being applicable to this
paper. Results of the research are presented below.

4. Research results
4.1 Results of descriptive statistics

Descriptive statistics were computed using IBM
SPSS Statistics 23, while the other data analyses
were performed with Smart PLS 2.0. The results of
the descriptive statistics are shown in Table 1.

The descriptive analysis results of the perception of
the Croatian museum websites are disappointing.
Out of the eleven characteristics, seven were rated
below average (the average value is less than three).

Table 1 Constructs, measurement items and
results of descriptive analysis (N=145)

CONSTRUCTS ITEMS CODE MEAN SD
1. The website offers content that is relevant to WEBL 3.49 1015
the core audience. : :
CONTENT 2. The; website uses mgdia appropriately and WEB2 286 1176
effectively to communicate the content.
3. The website provides current and timely
information. WEB3 3.63 1.135
4. The website offers you the opportunity to be a WEB4 234 1216
part of an online group or community. ’ ’
MADE-FOR-THE- 5. The website can treat you as a unique person
MEDIA and respond to your specific needs. WEB5 275 1.134
6. The website reflects the most current trend(s) WEB6 2.69 1211
and provides the most current information. ’ ’
7.1find that the design of the website looks WEB7 311 1167
pleasant. ) :
AESTHETICS
8.1find the design of the website to be creative. WEBS 282 1.229
9. The website provides a unique experience. WEB9 241 1127
10. The website is well structured and organized. | WEB10 3.19 1.282
OVERALL IMPRESSION 11. If I saw an advertisement of this website
on the Internet or other related media (e.g.
newspaper, TV), I would be stimulated to go to WEBI1 2.58 1.194
this website.
INTENTION TOWARD | 12. Given the chance, I intend to return to the
WEBSITE website of this museum. ITw1 1.82 1.005
INTENTION TOWARD | 13. Given the opportunity, I intend to visit the
MUSEUM physical museumn. ITM1 2.59 1.228
INTENTION TOWARD 14. 1 liked th ‘s websi b that I
RECOMMENDATION | 141 iked the museum's website so much that 1 | jpp; 1.77 0.943
TO ERIENDS will share my experience with friends and family.

Source: Authors
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The opportunity to be a part of an online group or
community received the lowest average score of
2.34 (SD=1.216). The item “The website provides
current and timely information” achieved the high-
est average value (M=3.63, SD=1.135). Respond-
ents believe that websites offer content that is rel-
evant to the core audience (M=3.63, SD=1.015) but
they are not creative (M=2.82, SD=1.229). There-
fore, it is not surprising that the respondents gave
extremely low ratings to the intentions to return

to the website of the museum (M=1.82, SD=1.005)
and to recommend the website to friends and
family (M=1.77, SD=0.943). They are slightly more
optimistic in expressing their intention to visit the
museums in spite of their bad websites (M=2.59,
SD=1.228).

4.2 Hypotheses testing

The second part of analysis involved hypotheses
testing. The hypotheses were tested using the Par-
tial Least Squares Structural Equations Modelling
(PLS-SEM) method. Data analysis was performed

CONTENT

i ~..0,169

0,43

WEBS
05
.

WEB7

0,652 il
)
WEBS

IMPRES

Source: Authors

with SmartPLS 2.0 which can easily handle reflec-
tive and formative measurement models and single-
item constructs (Hair et al., 2014: 15). An evalua-
tion of PLS-SEM results includes an evaluation of
the measurement model followed by an evaluation
of the structural model.

The measurement model specifies the relation-
ship between constructs and measures (Diamanto-
poulos et al., 2008). There are two types of meas-
urement models: reflective and formative. Since a
reflective measure dictates that all indicator items
are caused by the same construct, formative meas-
urement models are based on the assumption that
the indicators cause the construct (Hair et al,,
2014: 43). Diamantopoulos and Winklhofer (2001)
highlighted several characteristics of the formative
measurement models that distinguish them from
the reflective measurement model: 1) the indicators
characterize a set of distinct causes which are not
interchangeable as each indicator captures a spe-
cific aspect of the construct’s domain;

Figure 2 PLS-SEM model with indicator weights
and structural coefficients
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Table 2 VIFs, weights, t values and loadings of the first-order formative indicators

INDICATORS VIE WEIGHT T VALUE LOADING
WEB1 2.094 0.321 4.118 0.703
WEB2 2.538 0.391 5.663 0.723
WEB3 2.718 0.457 6.148 0.788
WEB4 2.036 0.169 2.892 0.645
WEB5 2.235 0.433 6.285 0.779
WEB6 2.945 0.554 8.610 0.830
WEB7 3.967 0.652 7.436 0.813
WEBS 2.962 0.405 4.358 0.767
WEB9 3.289 0.489 12.315 0.839
WEB10 3.322 0.453 10.167 0.827
WEB11 2.355 0.194 4.705 0.774

Source: Authors

2) formative indicators might correlate positively
or negatively or lack any correlation; 3) formative
indicators have no individual measurement error
terms, that is, they are assumed to be error-free;
4) a formative measurement model, in isolation,
is under-identified and, therefore, cannot be esti-
mated. Since the items determine the content of the
construct and represent different dimensions of the
formative construct, they cannot be deleted without
theoretical justification (Petter, et al., 2007). Given
that the museum website designs in this study were
evaluated based on statements relating to various
website features, the measurement model is consid-
ered to be formative.

In many studies, constructs are often conceptual-
ized and subsequently operationalized as multidi-
mensional entities. In this case, it is necessary to
distinguish between (at least) two levels of analy-
sis, that is, one level relating manifest indicators to
(first-order) dimensions, and a second level relating
the individual dimensions to the (second-order)
latent construct (Diamantopoulos et al., 2008). As
illustrated by the conceptual model (Figure 1), the
central part of model consists of the latent con-
struct “Website design evaluation” (WEBEV). We
conceptualize it as a second-order factor with four
first-order formative dimensions: content, made-
for-the-media, aesthetics and overall experience. In
addition, the other three constructs (ITW, ITM and
ITR) have only one indicator which is acceptable
for PLS-SEM (Hair et al., 2014: 15). The PLS path
model is displayed in Figure 2.

Different statistical tests can be performed to de-
cide whether an indicator should be included in the
formative construct or not, including convergent
validity, assessing the degree of multicollinearity
and assessing indicators’ weights as well as load-
ings (Diamantopoulos et al., 2008; Hair et al., 2014,
Rabaa’i, Gable, 2012). The results of the performed
analysis are presented in Table 2.

“Convergent validity detects if the measures for
a construct are more correlated with one another
than with measures of another construct” (Petter
et al., 2007: 641). All variables used in this research
significantly correlate with their corresponding con-
struct which is a sufficient condition for convergent
validity (Pallud, Straub, 2014). To examine the col-
linearity between indicators we used the variance
inflation factor (VIF) statistics. It is obvious that
multicollinearity is not a concern since all VIFs are
lower than 5 (Hair et al., 2014: 132). To assess the
formative indicators’ weights, a bootstrap analysis
was performed with 5000 subsamples. It is shown
that all £ values are above 2.57, which indicates the
significance of their weights (p < .01). These results
give support for retaining all indicators.

Following the repeated indicators approach (Hair
et al.,, 2014: 230-231) the second-order construct
was formulated. As seen in Figure 2, paths to the
second-order construct (WEBEV) represent the
contribution of the first-order constructs. Table 3
represents the results of the second-order formative
model evaluation.
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Table 3 VIFs, path coefficients, t values and loadings of the second-order formative indicators

WEBSITE

PATH

DESIGN EVALU-
ATION INDICA-
TORS

CONTENT
(CONTENT)

MADE-FOR-THE-
MEDIA (MEDIA)

AESTHETICS
(AEST)

OVERALL
IMPRESSION
(IMPRES)

VIF

2.760
3.106

2.562

3.804

Source: Authors

It is shown that all second-order formative indica-
tors have significant (p<0.01) path weights. Also,
second-order formative indicators show high
loadings (zero-order bivariate correlations) on the
website design evaluation construct. The dimen-
sion “Overall impression” (IMPRES) (path coef-
ficient=0.348, t=22.125) has the greatest effect on
website design evaluation as a second-order forma-
tive construct, while the dimension “Aesthetics”
(AEST) (path coefficient=0.207, t=13.771) has the
least effect.

After evaluation of the first- and second-order
measurement models we assessed the structural
model. Evaluation of the structural model includes
size and significance of path coefficients and calcu-
lation of coefficient of determination (R?). The as-
sessment of the structural model starts with path
coefficient estimate followed by the bootstrapping
routine. The results are shown in Table 4.

COEFFICIENT

T VALUE LOADING

0.275 18.535 0.869

0.284 18.010 0.906

0.207 13.771 0.840

0.348 22.125

0.935

As can be seen, all relationships are statistically sig-
nificant. In relation to hypothesis H1, the results
show that WEBEV significantly and positively in-
fluences ITW (path coefficient=0.643, t=15.368,
p<0.001). This finding supports H. Further,
WEBEV positively influences ITM (path coeffi-
cient=0.560, t=10.481, p<0.001) which confirms H,.
Also, WEBEYV significantly and positively influences
ITR (path coefficient=0.604, t=13.087, p<0.001)
which supports H,. Additionally, we examined the
R? values of the endogenous latent variable. The ob-
tained value of ITW (0.414), ITM (0.314) and ITR
(0.365) can be considered close to moderate (Hair et
al., 2014: 175). Therefore, one can conclude that the
perception of the website characteristics has a sig-
nificant impact on the respondents’ intention to re-
visit the websites and to visit the existing museum,
with the possibility of recommending the website to
friends and family.

Table 4 Significance testing of the structural model path coefficients

PATH
PATH COEEFICIENT T VALUE P VALUE HYPOTHESIS
WEBEV R ITW 0.643 15.368 0.000* | Supported
WEBEV KITM 0.560 10.481 0.000* | Supported
WEBEV R ITR 0.604 13.087 0.000* | Supported
* p<0.01

Source: Authors
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5. Discussion and conclusion

The aim of this study was to establish the relation-
ship between the perception of the website design
and intention to revisit the website and to visit the
museums personally. The causal link between the
assessment of website design and intention of visi-
tors to recommend the website to friends and rela-
tives was also investigated at the same time.

The results of the empirical research show an un-
satisfactory level of web marketing implementation
in Croatian museums. Respondents who evalu-
ated websites expressed their perception of the
website characteristics and gave them very low
ratings. Although they consider that the websites
offer content that is relevant to the core audience
and provide current and timely information, they
find them uncreative. In particular, one can point
out that the websites are not interactive and do not
offer opportunities for online society inclusion to
visitors. This is a result of poor implementation of
social networks. Prior research also showed that
visitors would welcome the ability to interact with a
museum’s site (Pallas, Economides, 2008). Not sur-
prisingly, the respondents do not want to re-review
the website but are a little bit more optimistic in
expressing their intention to visit the museum per-
sonally.

This study has found that overall impression of us-
ers about a website has the most effect on the posi-
tive evaluation of the website, which is an important
conclusion of this paper. Unlike the reference study
by Pallud and Straub (2014), aesthetics had the least
influence on website evaluation. Furthermore, this
research confirmed the perception of the website
design to be a significant predictor of museum
website revisits (H,). This is in accordance with the
findings in a prior study carried out by Pallud and
Straub (2014) who found out that a well-designed
website induces visitors to return to the website and
arouses their interest to visit the museum. Also, the
research confirmed the perception of the website
characteristics to be a significant predictor of visit-
ing the museum personally (H,). This is a significant
finding which proves that new technologies are im-
portant for museum practice and that websites are
an essential tool for attracting new visitors, espe-
cially young people who are familiar with new tech-
nologies. However, this finding is opposite to what
was found in a recent study by Pallud and Straub

(2014) who showed that attitudes toward the web-
site did not influence intention to visit the physical
museum but was mediated by intentions to visit
the website. Hence, further research on this topic
is required. Research results have also confirmed a
significant and positive impact of visitors’ assess-
ment of the museum website and their intention to
recommend the website to other people (H3). This
is a significant contribution of this study, taking into
account the lack of evidence in the research of this
phenomenon. However, more thorough research
should be conducted on this topic.

This study clearly indicates that Croatian museums
have not made use of all the possibilities for the ap-
plication of web marketing in contemporary cir-
cumstances when social contacts are moved to the
virtual world. The question is, why this is so? One
can only assume that the museum managers are not
aware of the importance of marketing in museums
and of implementing new technologies in museum
practice. However, previous research conducted in
Croatia showed that marketing is positively per-
ceived among museum marketing managers and
museum directors, despite their view according to
which marketing is not always applicable in muse-
ums (Komarac et al., 2014; Komarac, 2014). There-
fore, the answer to this question may be found in
one of the future studies.

The limitation of this study is seen in the fact that it
was conducted on a non-representative sample and,
therefore, the results of the study cannot be general-
ized. The websites were evaluated by students who
may have slightly different criteria than other audi-
ences (such as children or the elderly who do not
review websites before deciding to visit museums).
However, if we take into account the fact that in the
future the target audience will be the current gener-
ation of young people, museums must be prepared
for a future that is already here. Therefore, this study
provides museum managers with a basis for a bet-
ter understanding of consumer behaviour and the
role of web marketing in contemporary museum
practice.
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UTJECAJ PERCEPCIJE DIZAJNA MREZNOG SJEDISTA MUZEJA
NA NAMJERE PONASANJA POSJETITELJA

SAZETAK

Ovim radom nastoji se istraziti utjecaj percepcije dizajna mreznoga sjedi$ta muzeja na namjere ponasanja
posjetitelja. Postavljene su tri hipoteze koje pretpostavljaju da dizajn mreznog sjedi$ta muzeja utjeCe na
namjere ponovnoga posjeta mreznom sjedistu, na namjere osobnoga posjeta muzeja te na namjere pre-
poruke mreznog sjedi$ta prijateljima i rodbini. U cilju dokazivanja postavljenih hipoteza provedeno je em-
pirijsko istrazivanje. Ispitanici su ocjenjivali mrezna sjedista 145 muzeja u Hrvatskoj i odgovorili na pitanja
koja ukazuju na njihovu namjeru ponovnoga posjeta mreznom sjedistu, osobnog posjeta muzeju, te pre-
poruke mreznog sjedista drugima. Hipoteze su testirane i potvrdene primjenom strukturalnog modeliranja
pomocu parcijalne regresije metodom najmanjih kvadrata (PLS-SEM). Potvrdeno je da je percepcija di-
zajna mreznog sjediSta znacajan prediktor ponasanja posjetitelja u pogledu ponovnoga posjeta mreznoj
stranici te osobnoga posjeta muzeju. Rezultati istrazivanja takoder su potvrdili znacajan i pozitivan utjecaj
procjene mreznog sjedi$ta na namjeru preporuke mreznog sjedista drugima. Interpretacija i generalizacija
rezultata treba biti uzeta u obzir s oprezom jer je istrazivanje provedeno na prigodnom uzorku sveucili$nih
studenata koji ne predstavljaju cjelokupnu populaciju korisnika mrezne stranica muzeja. Istrazivac¢ki model
predstavlja novost u dosadasnjim istrazivackim studijama, budu¢i da sadrzi novu dimenziju ,Op¢i dojam*
koja ima najve(i utjecaj na pozitivnu evaluaciju mreznog sjedista.

Kljucne rijeci: marketing muzeja, mrezni marketing, mrezno sjediste, PLS
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