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Museum tourism, as a branch of cultural tourism, plays a significant role in the transmission of
knowledge, the enhancement of cultural recreation, and the promotion of intercultural
understanding. In recent years, aligned with the changing expectations of visitors, museums
have been shifting toward an experience-oriented approach. Within the framework of the
“experience economy,” today’s visitors seek meaningful, multisensory, and participatory
experiences. This transformation has led museums to evolve from purely exhibition-oriented
spaces into interactive environments where visitors actively contribute to the creation of their
own experiences. In particular, concepts such as co-creation, multisensory interaction, and
storytelling play a key role in enhancing the visitor experience, encouraging engagement, and
increasing satisfaction and loyalty. This study, focusing on the National Museum of Iran,
investigates the impact of three key components of the experience economy—education,
entertainment, and aesthetics—on visitor satisfaction. It further analyzes the role of satisfaction
in repeat visitation and word-of-mouth recommendations. The research is quantitative in nature,
and data was collected using a questionnaire. The data were analyzed using PLS software. The
results indicate that, except for one hypothesis (the impact of repeat visitation on word-of-
mouth), all other hypotheses were supported (i.e., the impact of education on satisfaction;
satisfaction on repeat visitation; satisfaction on word-of-mouth; aesthetics on satisfaction; and
entertainment on satisfaction). In conclusion, several suggestions are offered to enhance the
visitor experience at the National Museum of Iran, such as improving spatial layout, using audio
guides with engaging voices, and providing multisensory experiences including visual, tactile,
and olfactory effects.
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1. Introduction

In recent years, cultural tourism has emerged as one of the most dynamic sectors within the tourism industry,
playing a vital role in the economic, social and cultural development of societies. This field, with its focus on
visiting historical, artistic, and cultural sites, not only contributes to education and leisure but also enhances
intercultural understanding. Within this scope, museum tourism, as a specialized branch of cultural tourism,
arouses curiosity about past civilizations by attracting both domestic and international visitors. Museums are no
longer merely repositories of historical artifacts; rather, with the transformation in service delivery methods, they
have evolved into interactive and experience-oriented spaces. The concept of the experience economy, introduced
by Pine and Gilmore (1998), emphasizes creating memorable, meaningful, and emotional experiences for visitors.
Unlike the traditional focus on goods and services, this approach generates value through personal experiences.

The experience economy in museums is a response to the changing expectations of modern audiences who
seek participatory, immersive, and personalized experiences. The key components of this economy include
education, entertainment, esthetics, and escapism. These elements are applied in museums through innovative
technologies, multi-sensory exhibitions, and creative storytelling. Falk and Dierking’s (2016) contextual model of
learning indicates that museum experiences are shaped by personal, social, and physical factors. Co-creation of
experience, where visitors transform from passive consumers into active participants, is achieved through tools
such as workshops, virtual reality, and customizable tours. By combining co-creation with multi-sensory
interactions (visual, auditory, tactile, and olfactory), museums can create immersive and lasting experiences that
not only enhance the perceived value of the visit but also increase engagement and visitor support. This approach
can be effectively applied in museums such as the National Museum of Iran.

The National Museum of Iran, established in 1937 and divided into two separate buildings in 1996, is one of
the country’s most prestigious museums. With its unique collection of historical and archaeological artifacts, it
attracts thousands of visitors annually and holds significant potential for national and international branding. This
research investigates the role of the experience economy components (education, entertainment, and esthetics) on
visitor satisfaction, as well as the influence of satisfaction on revisit intention and recommendation to others.

2. Literature Review

The experience economy is a relatively new concept in marketing and consumer behavior, focusing on creating
personal and meaningful experiences. Pine and Gilmore (1998) introduced this concept as a stage beyond goods
and services, where value is created through memorable experiences. Its four main dimensions include
entertainment (pleasure and excitement), education (interactive transfer of knowledge), escapism (escape from
daily routines), and esthetics (visual and emotional appeal). One area with high potential for utilizing the principles
of experiential economics is the tourism industry, particularly in the form of museums. In the context of museums,
this perspective has transformed them from traditional exhibition spaces into interactive and participatory
environments. This transformation gave rise to the “new museology” movement, which emphasizes technology,
interaction, and storytelling. In this path, tools such as augmented reality, mobile applications, and digital displays
are employed to enhance satisfaction and loyalty. Examples include visual immersion projects and interactive
applications at the British Museum, designed to personalize the visitor experience. Museums that adopt the
principles of the experience economy not only improve visitor satisfaction and loyalty but can also access new
financial resources through ticket sales, special services, merchandise, and hosting events. Importantly, they must
address the cultural, psychological, and social needs of visitors, aiming to create positive, inspiring, and
meaningful memories.

Visitor satisfaction is a multidimensional concept that arises from the comparison between pre-visit
expectations and actual experiences. It plays a crucial role in creating a competitive advantage for museums and
is shaped by three dimensions: cognitive, emotional, and experiential. The cognitive dimension relates to
perceptions of content quality, information accuracy, and the integration of education with entertainment. The
emotional dimension emphasizes esthetic appreciation and emotional connections with the exhibits. The
experiential dimension involves artistic engagement and multi-sensory interactions, often enhanced through
technology. The interaction of these dimensions ultimately determines visitors’ overall satisfaction. Repeat
visitation in tourism refers to the tendency of individuals to return to a destination they have previously
experienced. In the museum context, this behavior is influenced by both cognitive and emotional factors. Cognitive
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factors include satisfaction with previous visits, learning outcomes, information quality, and physical aspects of
the museum such as design and exhibits. Emotional factors, such as pleasure, excitement, empathy, and
interactions with staff—play a particularly significant role in fostering the intention to revisit. Additionally,
sociocultural elements, including recommendations from friends and family as well as ease of access, affect this
decision. Prior research indicates that cognitive factors influence emotional responses, which in turn shape revisit
intentions, with staff empathy and responsiveness emerging as the strongest predictors of repeat visits.

Recommendation behavior in tourism refers to sharing personal experiences and suggesting destinations such
as museums, often through online platforms. These recommendations, especially in the form of electronic word-
of-mouth, have a substantial impact on the decision-making of prospective visitors. The quality of personal
experience is the most decisive factor influencing the willingness to recommend: the more positive the experience,
the stronger the likelihood of recommendation. Moreover, individual motivations such as helping others or gaining
social recognition, along with personal knowledge, awareness and the intensity of emotions derived from the
experience, also influence this behavior. Furthermore, advanced technologies, particularly artificial intelligence,
can make the recommendation process more targeted and personalized by analyzing individual preferences and
interests. Overall, applying the principles of experience economy in designing museum services not only increases
satisfaction, repeat visits, and recommendations to others, but also provides a way to enhance the position of
museums in the competitive cultural tourism landscape.

3. Methodology

This study is descriptive—analytical and applied, grounded in a positivist philosophy. The strategy is survey based
and the method is quantitative. The research timeframe was from October 2023 to March 2026.Validity was
confirmed by experts and reliability was confirmed with a Cronbach’s alpha above 0.7. The statistical population
included all visitors to the National Museum of Iran (approximately 60,000 annually). Using Cochran’s formula,
384 questionnaires were distributed and analyzed through accessible sampling. The constructs were measured
based on Sirker and Anwar (2022): education (4 items), esthetics (3 items), entertainment (2 items), satisfaction
(3 items), revisit (3 items), and recommendation (3 items). Analysis was conducted with SmartPLS software.
Reliability was examined using Cronbach’s alpha and composite reliability. Convergent validity was assessed with
AVE, and discriminant validity was tested using the Fornell-Larcker criterion and HTMT. The hypotheses were
assessed using bootstrapping and blindfolding. These methods validated the measurement and structural model’s
reliability.

4. Result

Demographic analysis showed that 67.3% of the respondents were male and 32.7% were female. The largest age
group was 20-30 years (41%), and the most common level of education was a bachelor’s degree (56.58%).
Descriptive statistics, including mean, standard deviation, skewness, and kurtosis, were examined. With the
exception of a few items, the mean values were above the midpoint, indicating relative agreement among
participants. To assess data normality, skewness and kurtosis values were analyzed, all of which fell within the
acceptable ranges (skewness between —3 and +3; kurtosis between -5 and +5). Therefore, the data were considered
normally distributed.

The research measurement model was assessed in terms of factor loadings, reliability, and validity. All items
had factor loadings above 0.5, confirming acceptable construct validity. Reliability, tested using Cronbach’s alpha
and composite reliability, yielded values above 0.7, indicating strong internal consistency. Convergent validity
was confirmed with average variance extracted (AVE) values exceeding 0.5. Discriminant validity was established
through the Fornell-Larcker criterion and the Heterotrait-Monotrait Ratio (HTMT), both of which indicated no
problematic collinearity between constructs.

The structural model and research hypotheses were tested using bootstrapping. This approach enabled the
estimation of t-statistics and the evaluation of the significance of the hypothesized relationships. Path coefficients
(B), significance levels (t-values), coefficients of determination (R2), and predictive relevance indices (Q?) were
analyzed. The results showed that the experience economy components—education, entertainment, and
esthetics—had positive and significant effects on visitor satisfaction at the National Museum of Iran. Furthermore,
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satisfaction significantly influenced both revisit intention and recommendation behavior. However, the path from
revisit intention to recommendation was not significant, suggesting that repeated visits do not necessarily increase
the likelihood of recommending the museum to others.

The coefficients of determination (R?) indicated predictive accuracy for the dependent variables as follows:
satisfaction (0.672), revisit intention (0.418), and recommendation (0.381). According to Henseler et al. (2009),
these values reflect an acceptable level of explanatory power. Similarly, the Q2 indices confirmed predictive
relevance, with the highest value for satisfaction (0.424), followed by recommendation (0.272), and revisit
intention (0.232).Overall, these findings confirm that the experience economy plays a crucial role in fostering
visitor loyalty, willingness to revisit, and positive word-of-mouth by enhancing satisfaction, although repeat
visitation alone does not significantly strengthen recommendation behavior.

5. Conclusion

This study investigated the role of experience economy components in shaping visitor satisfaction at the National
Museum of Iran and examined their influence on post-visit behaviors. The findings demonstrate that education,
esthetics, and entertainment significantly enhance visitor satisfaction, which in turn fosters repeat visitation and
word-of-mouth recommendations. However, repeat visitation does not directly affect recommendation, possibly
due to experiential saturation. In terms of education, challenges include the absence of audio guides, limited
suitability of content for different age groups, and a lack of coherent layout. The esthetic dimension is undermined
by inadequate lighting and inappropriate color schemes, while entertainment is weakened by the scarcity of
interactive elements. Additional constraints relate to the high cost of advanced technologies, potential conflicts
with educational objectives, and the difficulty of addressing diverse visitor needs. To address these issues, the
study proposes several strategies: redesigning educational content for various age groups, optimizing explanatory
texts, incorporating interactive technologies, enhancing guide training, improving spatial organization, enriching
esthetic elements, rotating exhibits, producing artistic audio content, and piloting the implementation of the
experience economy framework. Overall, this research highlights the central role of experiential learning in
museums and offers practical strategies to enhance the performance of the National Museum of Iran. Future studies
could adopt qualitative or comparative approaches to gain deeper insights into the dynamics of visitor experience
and satisfaction.
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