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Abstrak    

Penelitian ini membahas tentang minat berkunjung ke museum dengan fokus pada pengaruh citra 

destinasi dan pengalaman museum terhadap minat berkunjung. Dalam penelitian ini, peneliti 

menggunakan metode kuantitatif yang menggunakan kuesioner sebagai alat utama untuk 

mengumpulkan data penelitian. Hasil penelitian menunjukkan bahwa citra destinasi memiliki 

pengaruh yang positif dan signifikan terhadap minat berkunjung kembali, serta pengalaman museum 

memiliki pengaruh yang positif terhadap minat berkunjung kembali. Penelitian ini diharapkan dapat 

memberikan kontribusi pada strategi pengembangan yang lebih efektif untuk meningkatkan minat 

berkunjung ke museum dan meningkatkan kesadaran terhadap masyarakat budaya dan sejarah.   

Kata Kunci: Intention to Visit, Museum, Image Destination     

  

Abstract  

This research discusses interest in visiting museums with a focus on the influence of destination image 

and museum experience on interest in visiting. In this research, researchers used quantitative methods 

which used questionnaires as the main tool for collecting research data. The research results show 

that destination image has a positive and significant influence on interest in returning to visit, and 

museum experience has a positive influence on interest in returning to visit. It is hoped that this 

research can contribute to a more effective development strategy to increase interest in visiting 

museums and increase awareness of cultural and historical communities.  

Keywords: Visit Intention, Museum, Destination Image 

 

 

 

INTRODUCTION  

Museums as a vehicle for historical and 

cultural education have become an integral part 

in developing public awareness and appreciation 

of the nation's cultural heritage. In recent years, 

interest in visiting museums has become an 

interesting subject of research, especially in the 

context of increasing public awareness and 

appreciation of culture and history. This research 

aims to understand and analyze the factors that 

influence interest in visiting museums, as well as 

offering strategies to increase this interest. 

Research on interest in visiting museums shows 

several interesting phenomena. First, museums 

store a lot of interesting knowledge and history, 

public interest in visiting them is still relatively 

low. This can be seen from the number of 

visitors to the museum which is still far 

compared to other tourist attractions. There are 

several possible causes, such as lack of 

promotion, less attractive museum collections, 

or less strategic location of the museum.  

Previous research on interest in visiting 

museums generally focuses on demographic and 

psychological factors of visitors, such as age, 

education and income. However, there are still 

many research gaps that have not been explored, 

such as the influence of external factors such as 

social media and museum promotional strategies 

on visiting interest, as well as research in 
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developing countries such as Indonesia which 

has a different context and culture from 

developed countries. In several previous studies, 

it has been known that destination image has a 

significant influence on tourists' interest in 

visiting museums. Apart from that, the museum 

experience was also found to have a positive 

influence on tourists' interest in returning to the 

museum. However, there are still many other 

aspects that need to be understood and explained 

to increase interest in visiting museums, such as 

how the younger generation such as Gen Z takes 

the initiative to visit museums. 

This research uses a theoretical approach 

that combines several theories, such as the 

Theory of Planned Behavior to explain how 

factors such as attitudes, subjective norms, and 

self-control of behavior influence interest in 

visiting, the Diffusion of Innovation Theory to 

understand how information about museums is 

spread and adopted by the public, and Marketing 

Theory to analyze museum promotional 

strategies and how this can increase interest in 

visiting. This research offers uniqueness and 

novelty by analyzing the influence of destination 

image on interest in visiting museums from the 

perspective of the younger generation, such as 

Gen Z, which has not been done by many 

previous researchers. 

LITERATURE REVIEW 

a. Visit Intention 

Visit intention can generally be defined as 

a person's desire or intention to visit a tourist 

destination. In the tourism context, intention to 

visit is influenced by various factors, including 

travel motivation, destination image, and culture 

(Anita and Lestari, 2020) These factors influence 

how individuals perceive a destination and 

whether they will revisit it or not. In several 

studies, intention to visit is also associated with 

satisfaction felt by tourists after visiting a 

destination, as well as positive experiences that 

can increase intention to visit (Lily Anita and 

Sukma Lestari, 2013).  According to experts 

Ajzen (2002), intention is assumed to be a factor 

that motivates or influences a person's behavior. 

Thus, intention reflects a person's willingness to 

adopt or imitate a thing or behavior as well as the 

amount of effort they make to actually start 

doing that thing or behavior (Muhammad 

Ridwan, 2020).  Ryu in Yung and Chih (2017), 

who explains that intention to visit again is 

broadly defined as tourism activities experienced 

by tourists and has 3 dimensions of intention to 

visit again, namely: Visiting Again, Planning to 

Visit, and Wanting to Visit Again 

(ZainuddinKhiar, 2015). Febriani (2015) In 

several studies, visit intention is considered as an 

indication of a person's readiness to carry out a 

certain behavior which is considered a direct 

antecedent of that behavior (Yoon and 

Plangmarn, 2017).  

Previous research that used the variable x 

regarding interest in visiting museums: Research 

by Nurfa, Sadat, and Sari (2022) studied the 

influence of destination image and tourist 

satisfaction on revisit intention through tourist 

satisfaction as a mediating variable. The X 

variables used are destination image and tourist 

satisfaction, while the Y variable is revisit 

intention. In research on interest in visiting 

museums, the theory used in this research is the 

Theory of Planned Behavior (TPB). This theory 

states that a person's behavior is influenced by 

their intention to do it, which is determined by 

three main factors: the individual's attitude 

toward the behavior, subjective norms 

(perceptions of relevant social norms), and 

perceived behavioral control (perceptions of the 

ability to control the behavior). In the context of 

intentions to visit museums, the TPB is used to 

understand how a person's attitudes toward 

museums, social norms regarding museum 

visits, and perceptions of control over those 

visits influence their intentions to visit museums. 

This helps researchers to understand the 

psychological factors that influence a person's 

decision to visit a museum and can be used to 

design more effective marketing strategies and 

museum program development (Dwiandini AP , 

2021).  
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b. Travel Intention 

Travel intention is a person's tendency or 

intention to travel within a certain time. It 

reflects an individual's level of desire or 

motivation to travel, which can be influenced by 

factors such as vacation needs, cultural 

exploration, or business goals. Other definitions 

of travel intention put forward by experts 

include: Travel Intention can be defined as a 

person's tendency or intention to travel within a 

certain time (Chen & Chen, 2022). Travel 

Intention can be interpreted as the level of an 

individual's desire or motivation to travel, which 

is influenced by factors such as holiday needs, 

cultural exploration, or business goals. Travel 

Intention also refers to a person's mental attitude 

or readiness to travel, which can be influenced 

by factors. external factors such as ticket prices, 

accommodation facilities, or internal factors 

such as personal interests and holiday needs 

(Wang & Zhang, 2020). Previous research 

related to travel intention conducted by Abdullah 

(2018) examined the influence of price 

perceptions and service quality on intentions to 

travel, the object of the research being domestic 

tourists in Malaysia. The dimensions of the 

Travel Intention variable in this research include 

the intention to travel for a holiday in the near 

future, the desire to visit a particular destination 

and readiness to plan a trip (Sukesi and Hadi, 

2012). 

The travel intention variable can be 

divided into several dimensions including: 

Motivation is the main reason that influences a 

person's decision to travel. Motivation can be a 

desire to experience a new culture, seek 

experience, or seek entertainment. Involvement 

is a dimension that influences a person's decision 

to travel. Involvement can be a desire to 

participate in activities, experience culture, or 

seek experience. Connectedness with other 

people is a dimension that influences a person's 

decision to travel (Brida, Meleddu and Pulina, 

2012). Relatedness can be in the form of a desire 

to share experiences with other people, find 

friends, or seek shared experiences. Assurance is 

a dimension that influences a person's decision 

to travel. Assurance can be the desire to have a 

guarantee of security, comfort, or certainty. 

Based on the results of previous research, several 

studies have found the influence of travel 

intention variables on visit intention. Based on 

the results of previous research, several studies 

have found the influence of tourism intention 

variables on intention to visit. In several studies, 

travel intentions were found to have a significant 

relationship with visit intentions. For example, in 

research using a behavioral theory model 

adapted from Fishbein and Ajzen, it was found 

that attitudes and subjective norms had a 

significant influence on travel intentions, which 

then influenced visit intentions (Ronasih and 

Widhiastuti, 2021). 

Based on the description above, we 

compiled the research hypothesis as follows: 

H1: Travel Intention has a positive effect on Visit 

Intention, where the higher a person's Travel 

Intention, the more likely they are to have 

the intention to visit a particular destination. 

c. Destination Image 

Destination image can generally be 

defined as the perceptions, ideas and impressions 

that tourists have about a destination. This 

perception can come from various sources, 

including experience, information and 

imagination, and can have a significant influence 

on tourists' decisions to visit a destination 

(Yadindrima, Subagiyo and Wicaksono, 2021). 

According to experts (Copper At all in Sunaryo 

2013) Destination image is one part of 

Indonesian tourism development. The scope of 

components of a tourism destination includes 

tourist objects and attractions, accessibility, 

amenities (tourism supporting facilities), 

supporting facilities, and institutions (Pustaka, 

Pemikiran and Hipotesis, 2018). According to 

(Kotler and Keller 2009) image is a number of 

beliefs, ideas and impressions held by a person 

about an object. Meanwhile, the image contained 

in a tourist destination is known as destination 

image (Dina Andiani ASK, 2019) . Meanwhile 
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(Nagashima, 1970) added that a country's image 

is the image, reputation, perception held by 

entrepreneurs and consumers of a country which 

is formed by variables such as representative 

products, characteristics of a country, economic 

and political background, history and culture 

(Trisna, David and Saputra, 2015). The 

development of literature on country image and 

tourism destination image has developed 

separately, where country image is discussed in 

business and marketing journals while tourism 

destination image is discussed in special tourism 

journals (Administrasi and Brawijaya, 2018). 

Previous research on visit intention 

variables has been carried out on several research 

objects, such as Houng et al. (2015) which 

focuses on three elements of assistance to 

measure the intention of a visit. Shen (2009) 

studied intention as an indication of a person's 

readiness to carry out a behavior. Bo H. Ferns & 

Andrew Walls (2012) focused on factors that 

influence visit intentions, including destination 

image, destination awareness, destination 

quality, and destination loyalty. Destination 

image can be divided into several dimensions, 

namely: Cognitive Image: This is an image 

related to information (Anggraeni and Astini, 

2020). and knowledge about a tourist 

destination, Affective Image: Is an image related 

to the emotions and feelings that arise when 

someone thinks about a tourist destination, 

Cultural Dimensions: Is an image related to the 

culture and values associated with a tourist 

destination, Perceived Benefits: It is a belief 

about the benefits obtained from a tourist 

destination, including value, comfort, pleasure, 

and availability. Based on the results of previous 

research, several studies have found the 

influence of the destination image variable on 

visit intention, research by Fadiryana and Chan 

(2020) found that the destination image variable 

and satisfaction are factors considered by tourists 

in making decisions to visit again. Other 

research, such as that conducted by Redita et al. 

(2017), also found that destination image will 

influence tourist satisfaction (Noviana, Achmad 

and Wahyuni, 2022). 

Based on the description above, we 

developed the research hypothesis as follows: 

H1: Destination Image has a positive influence 

on tourists' decisions to visit a destination. 

d. Cultural 

Culture is a way of life that is developed 

and shared by a group of people, and passed 

down from generation to generation. Culture is 

formed from various complex elements, 

including religious systems, politics, customs, 

tools, language, buildings, clothing and works of 

art. Culture influences many aspects of human 

life (Syakhrani and Kamil, 2022)As time goes 

by, culture becomes complex, abstract, and 

broad in human civilization (Wright, 2017). 

According to experts EB Taylor, Primitive 

Culture, 1871 Culture is a whole that includes 

knowledge, belief, art, morals, law, customs, as 

well as other abilities and habits acquired by 

humans as members of society (Setyawardani., 

2012). Ki Hajar Dewantara said that culture 

means the fruit of human wisdom which is the 

result of human struggle against two strong 

influences, namely time and nature which are 

proof of the glory of human life to overcome 

various obstacles and difficulties in life and 

livelihood in order to achieve safety and 

happiness which at birth is orderly and peaceful. 

(Nimas, 2019). Robert H Lowie Culture is 

everything that an individual obtains from 

society, including beliefs, customs, artistic 

norms, eating habits, skills that are acquired not 

from his own creativity but are a legacy of the 

past obtained through formal or informal 

education (Hervilia, Dhini and Munifa, 2016). 

Previous research that used culture as a 

variable: Research by Bochner in Samovar, 

Porter, and McDaniel (2010) entitled 

"Communication Across Culture" studied the 

experience of communication with direct 

interpersonal contact with people from different 

cultural backgrounds and how individuals 

reacted. against culture shock, (Pakishlina M. H., 
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2013). Research by Royani (2007) entitled 

"Analysis of the Social Dynamics of the Onan 

Sipahutar Traditional Market, Sipahutar District, 

North Tapanuli Regency (Social Function of 

Traditional Markets in Community Life)" 

studied the function of traditional markets in 

community life and how traditional markets 

influence community culture. The following are 

several cultural dimensions that can be divided: 

Power Distance: This dimension measures the 

extent to which society accepts and estimates 

that power is distributed unequally in institutions 

and organizations (Uncertainty Avoidance): This 

dimension measures the level of society's 

tolerance for uncertainty or instability. Societies 

that have a high level of uncertainty tend to have 

strict rules and regulations and are afraid of 

change (Wibowo, Sazali and Kresnamurti R. P., 

2016). They show great respect for tradition and 

have a focus on achieving rapid results, 

Individual vs. Individual Orientation. Groupism 

(Individualism vs. Collectivism): This 

dimension measures society's orientation 

towards individuals or groups. Individualistic 

societies tend to prioritize individual interests 

and have a high sense of autonomy. On the other 

hand, collectivist societies tend to prioritize 

group interests and have a high sense of 

solidarity, Short Term Orientation vs. Long Term 

Orientation. Long Term (Long-term Orientation 

vs. Short-term Orientation): This dimension 

measures people's orientation towards the future 

or the past. People who have a long-term 

orientation tend to focus on virtues related to the 

future and have a high sense of awareness of 

long-term consequences (Wibowo, Nurdiani and 

Nuh, 2021). In contrast, people who have a short-

term orientation tend to focus on virtues related 

to the past and have a low sense of awareness of 

long-term consequences (Neslon, Revyani and 

Setyawan, 2022). In previous research, the 

results of the influence of culture or X on 

intention to visit or Y were not explicitly found 

in the research examples presented. These 

studies focus more on the influence of other 

variables such as authenticity, interpersonal 

justice, prior experience, and involvement on 

revisit intention, as well as the influence of 

electronic word of mouth, destination image, and 

tourist attitude on revisit intention and visit 

intention. Therefore, no specific results can be 

presented regarding the influence of culture or X 

on intention to visit or Y based on the research 

presented (Nuh, Munir and Muhibban, 2023).  

Based on the description above, we 

developed the following research hypothesis: 

H1: Culture has a significant influence on 

intention to visit. This hypothesis is based 

on the theory that culture influences 

human behavior and that visiting 

intentions are part of the behavior that 

influences culture. 

e. Country Image 

Country Image is the overall perception 

that shapes consumer behavior regarding the 

origin of a product from a particular country 

based on previous perceptions about the 

strengths and weaknesses of the country's 

marketing production. Country Image itself is 

defined as the overall descriptive, inferential, 

and informational belief of a person towards a 

particular country (Kurniasari, M, 2020).  

According to (Roth and Romeo, 1992) defining 

country image is the same as country of origin. 

In other words, country image is "the overall 

perception that shapes consumer behavior 

regarding the origin of a product from a 

particular country based on previous perceptions 

about the strengths and weaknesses of the 

country's marketing production (Kurniasari, M, 

2020). Meanwhile, according to Kotler and 

Keller (2012) country image is A person's mental 

associations and beliefs about a product are 

triggered by the product's original country 

(Nayumi and Sitinjak, 2020).  then Keith Dinnie 

(2008) said: "Country image is a complex mental 

representation of a country's identity and 

reputation, which reflects the perception of the 

international community. towards diverse 

aspects such as culture, politics, economics and 

lifestyle " (Area, 2020).  



 

 

 

 

 

 

Page | 35   

https://journalversa.com/s/index.php/ime Vol. 6 No. 3 Juli 2024 

Previous research on country image 

variables has been carried out on several research 

objects. Some examples of such research are: 

Research by Kogut and Singh (1988): They 

examined how a country's image affects foreign 

investment. They found that a positive country 

image increases investor confidence and 

increases the likelihood of foreign investment. 

Research by Doh and Hahn (2005): They 

examined how country image influences 

business decisions. They found that a positive 

country image increases business people's 

confidence and increases the likelihood of more 

business decisions. Research by Yaprak and 

Karabati (2008): They examined how country 

image influences consumer behavior. They 

found that a positive country image increased 

brand awareness and increased the likelihood of 

a purchase decision. The country image variable 

can be divided into several dimensions, 

including: General Country Attitudes (GCA): 

Overall beliefs, ideas and impressions of a 

particular country as a result of consumer 

evaluation of their perceptions of the strengths 

and weaknesses of that country. Aggregate 

Product Country Image (APCI): Overall 

cognitive feelings associated with products from 

a particular country or impression of the overall 

quality of products originating from a particular 

country. Specific Product Country Image 

(SPCI): Overall cognitive feelings associated 

with specific products from a particular country 

(Nurhidayah, 2020).  

Based on the description above, we 

developed the research hypothesis as follows:  

H1: CI has a positive effect on purchasing 

decisions. This hypothesis is based on the 

theory that CI shapes consumer behavior 

regarding the origin of a product from a 

certain country. 

f. Price Effect 

Price Effect is the influence of price 

changes on consumer behavior. In several 

studies, the Price Effect can be seen as the 

influence of price on: Perception of Quality: 

Lower prices can increase perceptions of product 

quality, thereby increasing purchasing decisions, 

Purchase Intentions: Lower prices can increase 

purchase intentions, because consumers feel that 

the product is better. cheaper and more worth 

buying, Purchasing Behavior: Lower prices can 

increase impulse buying behavior, because 

consumers feel that the product is cheaper and 

more worth buying, Purchasing Decisions: 

Lower prices can increase purchasing decisions, 

because consumers feel that the product cheaper 

and more worth buying (Kevin, 2021).  

According to experts Kotler (2001), the 

definition of price is the amount of money 

charged for a product or service. This means that 

price is the amount of value that consumers must 

pay to own or gain benefits from a product or 

service, whereas according to (William J. 

Stanton 1989): "Price effects" are the impact of 

price on sales, profits and brand image. This 

includes how price changes can influence 

consumer perceptions of product quality and 

relative advantage compared to competitors 

(Gunarsih and Tamengkel, 2021). Then 

according to (Kotler et al. 2009): "Price effects" 

are the result of price decisions on consumer 

perceived value, perceived quality, and business 

profitability. This includes the direct and indirect 

effects of price changes on consumer behavior 

and brand competitive position (Ahmad et 

al.2021).   

Research related to Price has been carried 

out by several researchers and the research 

objects were varied. The following are two 

previous studies that used prices as a variable: 

Research by Nuroh Rohmatin (2020): They 

examined the price discount variable as a factor 

that influences purchasing decisions. The 

research results show that the price discount 

variable influences purchasing decisions (Price 

et al. , 2022). Della Ruslimah Sari and Ihwan 

Faisal (2018): They researched the effect of Price 

Discount on impulse buying at Giant Ekstra, 

Banjar Regency. The research results show that 

Price Discounts do not have a positive and 
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significant effect on impulse buying in Giant 

Ekstra Banjar, Gumilang and Nurcahya Regency 

(2016): The following are several dimensions of 

price effects that can be divided: Price 

Affordability: Price conformity with product 

quality and benefits offered ( Atmojo, Saraswati 

and Telkom, 2020).  Estimated Price and 

Quality: Estimated price and quality of the 

products offered (Antara et al. , 2012) . Price 

suitability to product benefits: Price suitability to 

the benefits offered by the product, Reference 

Price: Reference price that individuals consider 

when comparing products or brands. Based on 

previous research, several relevant results related 

to the influence of price effects on visit intention 

are: Silpia Marsela Sapitri (2023): This research 

found that there is an influence of price 

perceptions and tourist satisfaction on the 

intention to visit again at Padma Hotel Bandung. 

The results of the research show that price 

perception and tourist satisfaction influence the 

intention to visit again, with a value contribution 

of 59.1%, (Submitted et al. , 2023) , Wuryandari 

(2014): This research found that the Perceived 

Price variable has the greatest influence on visit 

intention. . The results of this research prove that 

Perceived Price has a positive and significant 

effect on visit intention (Ohanian, 2014),  Anita 

Maulina, Rayhan Altair Waskito, and Budiana 

Ruslan (2022): This research found that 

Perceived Price has a positive and significant 

effect on revisit intention through perceived 

value . The results of this research prove that 

Perceived Price has a positive and significant 

effect on revisit intention through perceived 

value (Maulina, Waskito and Ruslan, 2022), 

Oryz Agnu Dian Wulandari, Agus Suroso, and 

Refius Pradipta Setyanto (2022): This research 

found that destination image, Price perception 

and tourist satisfaction influence visitor loyalty 

in Owabong through satisfaction as a mediating 

variable. The results of this research prove that 

destination image, price perception, and tourist 

satisfaction influence visitor loyalty in Owabong 

through satisfaction as a mediating variable 

(Ekonomi et al., 2019). 

Based on the description above, we 

developed the following research hypothesis: 

H1: Perceived Price has a significant positive 

effect on Visit Intention  

 

RESEARCH METHOD 

This study used quantitative research 

methods. For the data analysis, the researchers 

assessed the reliability and validity of the 

measures. Sürücü and Maslakci (2020) and 

Roberts and Priest (2006) offer 

recommendations for assessing reliability, 

including considering item loading and 

composite reliability. Item loading is assessed to 

determine the strength of each item's association 

with the corresponding construction. The 

reliability of composites, which measures 

internal consistency, is also investigated. Fornell 

and Larcker's approach was used to examine the 

validity of the discriminant, which involves 

examining the correlation between the square 

roots of the extracted mean variance (AVE) for 

various constructs. The researchers used 

Cronbach's alpha, rho_A, composite reliability, 

and mean variance (AVE) to assess the reliability 

and validity of measurement instruments. (1981)     

Data Collection 

The population of this research is all those 

interested in visiting museums in Indonesia. The 

sample of 212 respondents was taken 

proportionally. Data collection took place from 

March to April 2024 using a thick questionnaire 

to measure the variables of customer intention to 

visit, destination image, culture, museum image 

and perceived value. The measurement scale 
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uses a six-point Likert scale ranging from 

strongly disagree to strongly agree. 

These elements are derived from several 

investigations, including using SmartPLS 3.0 

software. The researcher analyzed the data once 

it was gathered in order to verify its validity, 

reliability, and research hypothesis. 

  

RESULTS AND DISCUSSION 

Results of reliability and validity analysis 

of several tourism-related constructs. The 

constructs include country image, culture, 

destination image, price influence, travel 

intention, and visit intention. The table shows 

two main categories: Construct Reliability (CR) 

and Average Variance Extracted (AVE). The 

Construct Reliability (CR) value shows the 

internal consistency of each construct. Higher 

values indicate that each item in the construct 

has a higher correlation with the construct itself, 

thus strengthening its reliability. In this table, the 

CR value of each construct is relatively high, 

with the highest value in "Intention to Visit" 

(0.930) and the lowest value in "Intention to 

Travel" (0.854). The Average Variance 

Extracted (AVE) value shows how large the data 

variance can be. predicted by each construct. 

Higher values indicate that the construct can 

explain more of the variance in the data. In this 

table, the AVE value for each construct is also 

relatively high, with the highest value being 

"Intention to Visit" (0.816) and the lowest value 

being "Intention to Travel" (0.661). 

 

Results of discriminant validity analysis 

for several tourism-related constructs, including 

country image, culture, destination image, price 

influence, travel intention, and visit intention. In 

this analysis, the discriminant validity value 

shows how big the correlation is between each 

construct and other constructs. A higher value 

indicates that the construct has a lower 

correlation with other constructs, thus 

strengthening its validity. From this table, it can 

be seen that the discriminant validity value for 

each construct is relatively high. For example, 

the values for “Country Image” (0.893) and 

“Visiting Intention” (0.904) indicate that each 

construct has a very low correlation with the 

other construct, thus strengthening their validity. 

Lower values, such as “Culture” (0.658) and 

“Travel Intentions” (0.661), still show relatively 

low correlations with other constructs, but do 

not reach the very low levels of “Country 

Image” and “Visiting Intentions”. 
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Figure 1Calculation algorithm 

Outer Loadings displays the results of 

factor analysis of the variables examined in this 

research. (CI): This variable has a high 

correlation coefficient with the country image 

factor, with coefficient values above 0.8 for all 

items. High T statistic value and very small p 

value (5.68434E-14) significant (CUL): This 

variable also has a high correlation coefficient 

with cultural factors, with coefficient values 

above 0.8 for all items. The high T statistic value 

and very small p value (5.68434E-14) are 

significant. (DI): This variable has a high 

correlation coefficient with the goal image 

factor, with coefficient values above 0.8 for all 

items. The high T statistic value and very small 

p value (5.68434E-14) are significant. (PRI): 

This variable has a high correlation coefficient 

with the price effect factor, with coefficient 

values above 0.8 for all items. The high T 

statistic value and very small p value (5.68434E-

14) are significant. (TI): This variable has a high 

correlation coefficient with the traveltention 

factor, with coefficient values above 0.8 for all 

items. The high T statistic value and very small 

p value (5.68434E-14) are significant. (VI): This 

variable has a high correlation coefficient with 

the intention to visit factor, with coefficient 

values above 0.8 for all items. The high T 

statistic value and very small p value (5.68434E-

14) are significant. In synthesis, this table shows 

that all the variables studied have a significant 

influence on interest in visiting museums, with 

country image, culture, destination image, price 

influence, travel intention, and visit intention 

each having a high correlation coefficient with 

the related factors. 

 

Country Image has a relatively small 

influence on Visit Intention, with a path 

coefficient value of 0.053 which is not 

significant. On the other hand, Cultural has a 

greater and more significant influence on Visit 

Intention, with a path coefficient value of 0.153. 

Destination Image and Price Effect have a 

relatively small and insignificant influence on 

Visit Intention, with path coefficient values of 

0.055 and 0.041 respectively. However, Travel 

Intention has a very significant influence on 

Visit Intention, with a path coefficient value of 

0.561 which is very significant. In synthesis, the 

Specific indirect effects table shows that 
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Cultural has the most significant influence on 

Visit Intention, while Country Image, 

Destination Image, and Price Effect have 

relatively small and insignificant influences. 

 

CONCLUSION AND SUGGESTIONS 

Conclusion 

The results of the research above can be 

concluded that interest in visiting museums is an 

important research subject in increasing public 

awareness and appreciation of cultural and 

historical heritage. This research highlights 

several factors that influence interest in visiting 

museums, such as museum image, cultural 

aspects and local history. Apart from that, there 

are findings that external factors such as social 

media and museum promotional strategies also 

play a role in increasing interest in visiting. The 

research hypothesis shows that culture and 

country image have a significant influence on 

intentions to visit museums. Effective marketing 

strategies, good communication with the public, 

offering relevant content, accessibility, and 

competitive prices are important factors in 

increasing interest in visiting museums. 

Although this research provides valuable 

insights, there are limitations such as focusing on 

interest in visiting museums without considering 

other factors that may influence interest in 

visiting. Therefore, the study supports directions 

for future research that expand the factors 

considered and improve sampling for more 

accurate results. Thus, this research makes an 

important contribution to understanding interest 

in visiting museums and offers relevant 

theoretical and managerial implications for 

increasing interest in visiting and awareness of 

cultural and historical heritage. 

Suggestion 

This study has several limitations that need 

to be noted. One limitation is that this research 

only focuses on interest in visiting museums and 

does not consider other factors that can influence 

interest in visiting, such as demographic and 

psychographic factors. Apart from that, this 

research also has limitations in terms of 

sampling, because it only uses a limited sample 

and does not represent the entire population. In 

synthesis, this research offers several directions 

for future research. One direction is to consider 

other factors that can influence interest in 

visiting, such as demographic and psychographic 

factors. Additionally, this research also offers 

directions for improving sampling and 

expanding the population studied. Thus, this 

research can provide a greater and more accurate 

contribution to understanding interest in visiting 

museums. 
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