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Abstract
Museums play a significant role in heritage tourism worldwide and they have gradually acquired visitor-based roles instead of 
only museum-based roles. This study therefore examined the level of visitors' satisfaction at Owo National Commission for 
Museums and Monuments in Ondo State. Factors that influence the visitors' satisfaction were also examined. Random sampling 
technique was used to select the respondents in the study area. Data were collected using 100 well-structured questionnaires 
which were administered on the visitors to the Museum. The results of the study indicated that 51% of the respondents were 
females while 49% were males. About 53% were residents outside Owo community. It was revealed that 81% of the respondents 
heard about the museum through oral communication with previous visitors, while 71% of them were first time visitors. 
Findings showed that 41% of the respondents were highly satisfied with their experience, 48% were satisfied; 2% and 9% were 
unsatisfied and highly unsatisfied respectively.  Findings further showed that 45.0% and 20.0% of the visitors perceived the 
promptness in attending to visitors as good and very good, respectively. The rich history of museum items was perceived to be 
good and very good by 43.0% and 33.0% of the respondents, respectively. In addition, the efficient display of museum items was 
rated as good by 48.0% and very good by 33.0 % of the visitors. Acquiring more items for exhibitions so as to increase the 
varieties of items displayed was recommended to increase visitors' satisfying experience.
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Introduction
A museum is an institution which collects, documents, 
preserves and interprets material evidence and associated 
information for the public benefit. It acquires, conserves, 
researches, communicates and exhibits, for purposes of 
study, education and enjoyment, material evidence of people 
and their environment (Jin, 2002). 

Victors' satisfaction has been conceptualised as a cognitive 
appraisal of the degree to which a product or service 
performs relative to a subjective standard (Williams and 
Backman, 2002). For the case of museum, if visitors 
perceived a leisure service's attributes to be high quality, 
they are likely to experience higher levels of overall 
satisfaction with the service. Furthermore, the stronger the 
psychological benefits the visitors obtain from their visits, 
the more positive attitude they are likely to have towards 
overall service quality. Once visitors form overall 
perceptions towards the service quality and towards the 
overall satisfaction, they will be able to influence the future 
behavioural intentions. For example, if a visitor's level of 
overall satisfaction is high, the person is likely to 
disseminate positive-word-of-mouth about the attraction to 
family or friends and might visit it again in the future (Shu et 
al., 2002). Understanding tourist satisfaction is of utmost 
importance for the tourism industry, especially because of its 
effect on the industry's future economy (Petrick, 2004). 
Satisfied tourists tend to communicate their positive 
experience to others (word of mouth) and they tend to buy 

the product repeatedly (re-buy) (Barsky, 1992; Beeho and 
Prentice, 1997; Kozak and Rimmington, 2000). The major 
concern then is what makes tourists satisfied or the important 
constructs should be considered when analysing tourist 
satisfaction? Tourists' satisfaction with a trip or a destination 
is a result of many aspects, such as their perception of 
product elements experienced as well as their expectations 
before and during the trip. This tendency of rational 
behaviour illustrates that there are relationships between 
motives for travelling, choices made and satisfaction. 

According to the Committee of Audience Research and 
Evaluation in the American Association of Museums (2009), 
visitor studies use a systematic approach, including 
knowledge related to on-site and potential visitors, which is 
used to assist museums with planning and executing public 
related activities.  Housen (2002) suggested three 
dimensions to acquire visitor knowledge which include 
learning visitors' demographic data, attitudinal information, 
and developmental situations and varied factors. Jin (2002) 
urged museum professionals to focus on the psychographic 
characteristics of both current and potential visitors and 
particularly their values, attitudes, perceptions, interests, 
expectations, satisfactions.

With increased levels of competition in the tourism industry, 
it is becoming more important for museum managers to 
identify the variables that will enhance the attraction and 
retention of museum visitors. Research has shown that 
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satisfaction is an important predictor of intention to revisit 
(Bowen, 2002). However, regardless of growing pressure to 
become more competitive and self-reliant, museums, 
particularly in the public sector, have been slow in 
subscribing to the idea of customer orientation (Cossons, 
1991). Despite museums attracting increasing attention 
from tourism marketers, they are still less competitive than 
other tourism sectors due to lack of financial support and 
marketing research, and due to inefficient management 
(Hou, 2009). 

There is dearth of information and research study on visitor's 
satisfaction with museum. Therefore, knowing visitors' 
satisfaction with the museum will be of a great importance to 
the tourism market. The aim of the study was to determine 
tourists' satisfaction with their visit to Owo national museum 
and monument and to achieve this, the demographic 
characteristics, the level of satisfaction with their experience 
as well as the factors influencing their satisfaction were 
investigated. The results obtained will assist museum 
marketers to better understand their customers, and design 
experiences that match their expectations according to Yue 
Hou (2009). 

Materials and Methods
Study Area
This study was carried out at the National Museum and 
Monument in Owo, Ondo State Nigeria (Figure 1). Owo 
Local Government Area lies on latitude 7°11' of the equator 

0and longitude 50  35' of the Greenwich meridian. Owo is 
bounded on the East by Ose local government area, on the 
west by Akure South Local Government Area and on the 
south by Edo State. Owo is situated on 48 kilometre East of 
Akure, the state capital and 400 kilometre North of Lagos 
state in Nigeria (Ileoje, 1978).  The study area lies within the 
tropical climate belt. The temperature is relatively high 
throughout the year (about 27.50°C - 32°C). The rainfall is 
equally high throughout the year (about 1600mm - 
2000mm). 

Figure 1: Map of Ondo state showing the study location (Owo town)
Source: Google Maps

Method of Data Dnalyses
Descriptive statistics (percentages, frequency tables and 
charts were used to analyse the data obtained. 

Results and Discussion             
Socio- demographic Characteristics of 
Respondents
The results of the study, as presented in Table 1, indicated that 
51% of the respondents were females and 49% were males 
implying that there were more female visitors than the male 
visitors to the museum. This is consistent with findings of 
Sheng and Chen (2012) who reported 54.82% female visitors 
to the National Museum of History in Taiwan. More than half 
(51%) of the visitors were between the age of 18-29. This 
shows that majority of visitors were youths who are curious 
and adventurous and ready to learn more about their cultural 
heritage. This finding agrees with Packer and Ballantyne 
(2002) who discovered in his study at three different 
museums that majority were youths with majority of them 
citing learning and discovery as reasons for their visit.  From 
this table, 34% were students which may be as a result of 
student visiting the museum on educational tours and for 
research purposes (study area). The result also indicated that 
53% of the visitors were from outside Owo town and the 
remaining 47% from within Owo town. This is an indication 
that the museum is well recognised among those outside the 
town. The museum is also been patronised by those from 
other States of Nigeria. 

The results obtained revealed that the major medium of 
awareness about the museum among the visitors was by oral 
communication (81%) from previous visitors to the museum 
with the least medium of awareness being the television with 
3%. Also, 71% of the visitors were first timers, with 40% of 
them visiting as independent visitors while 38% came as part 
of an educational group. This finding on visitors' group is 
however inconsistent with the observation of Zhang and 
Marcussen (2007) in Denmark who reported that 76.5% of 
the visitors to museum came in groups this difference may be 
attributed to the fact that the museum in Denmark is of a 
national standard unlike the Owo  Museum which is smaller .

Method of Data Collection
The data for this study was collected with the use of structured 
questionnaires as well as secondary data. The questionnaire 
was administered on randomly selected 100 visitors to the 
museum based on encounter within the period of study as well 
as willingness of the visitors to participate in the study by 
answering the questionnaires. The questionnaire was design 
to collect information on the demographic characteristics of 
the visitors, their perception of satisfaction with the services 
of the museum and their willingness to visit again, Visitors' 
perception of satisfaction was measured using, satisfied, 
highly satisfied, unsatisfied and highly unsatisfied while 
perception was rated as very good, good and poor.  
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VARIABLES  FREQUENCY  PERCENTAGE (%)  

AGE   
18-29 51 51 

30-39 27 27 

40-49 13 13 

50-59 7 7 

Above 60 2 2  
GENDER    
Male

 
49

 
49

 

female                        51 51  

OCCUPATION    

Student 34 34 

Researcher 15 15 

civil servant 33 33 

Artist 7 7 

Trader 9 9 

Unemployed 2 2 

Visitors’ residence    

within Owo 47 47 

Outside Owo 53 53 
 
MEDIUM OF AWAR ENESS   

word of mouth 81 81 

Radio 12 12 

Brochure 4 4 

Television 3 3 

      

   

FIRST TIME OF VISIT    

Yes  71 71 

No 29 29 

NUMBER OF VISITS   

Once 71 71 

Twice 25 25 

more than twice 4 4 

Group Characteristics   

An individual 40 40 

A tour group 5 5 

Family 17 17 

an educational group 26 26 

a research group 12 12 

Table 1: Socio-demographic characteristics of the Respondents (N=100)
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Visitors' Perception of Museum Experience
Figure 2 revealed that 45% of the visitors found the efficient 
display of items in the museum to be good while 20% and 
35% found the display to be very good and poor, 
respectively. In the area of promptness in attending to 
visitors, the responses indicated that 43% of the visitors had a 
good perception of this service, while 33% of the visitors 
found this service to be very good and 24% reported that the 
services was poor. The major factor perceived to have 
contributed to the satisfying experience of the visitors was 
the attractiveness of the museum (building and 
environment). The perception of about 48% of the 
respondents was that the buildings and environment are 
good, 33% indicated that they are very good and 19% 
claimed that they are poor. The second factor is the varieties 
of items which include, artefacts, textiles, carvings, simple 

Figure 2: Visitors' perception of museum experience
Figure 3 revealed that 48% of the respondents were satisfied with their experience at the museum, 41% were highly satisfied, 
9% were highly unsatisfied and 2% were unsatisfied with their experience.  This result agrees with the findings of You (2009) 
who reported in his investigation of visitors satisfaction with Port Elizabeth Heritage Museum that majority of the visitors were 
satisfied with their experience at the museum.

Figure 3: Visitors' satisfaction with experience at Owo museum and monument

farm tools used in the olden days, different vessels and 
bronze heads on display in the museum. The proportion of 
the respondents that agreed that the varieties of items on 
display are good is 31%, 21% claimed that they are very 
good and the highest proportion, (48%) have the perception 
that they are poor. The rich history of the museum was 
perceived by 33% of the respondents as good, 50% 
perceived it as very good and 17% as poor. These results 
agreed with the findings of Huo and Miller (2007) that the 
overall satisfaction of museum is based on perceptions about 
the attributes of the museum such as facilities, services, the 
museum environment and staff. These results indicated that 
improvement in all the factors could contribute to an 
increased positive perception and satisfaction as reported by 
Dhankar and Singh (2014) in their research work in Sri 
Krishna museum in Kurushetra. 
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Conclusion
Museums are important attractions for tourists and visitors. 
To encourage high visitation to the museum, it is important to 
ensure that visitors are satisfied with their visit experiences. 
The results revealed the variations in the perception of the 
museum experience. It is important to improve on the less 
satisfying factors especially in the area of varieties of items on 
display as well as the efficiency of display. Although the 
results shows that the visitors were satisfied with their visit, 
but this did not really reflect in the number of second or repeat  
visit to the museum. The relevant stakeholders and 
Management need to re-emphasise visitors' satisfaction by 
paying attention to the satisfaction factors used in this study. 
Steps should be taken to acquire more items for display so as 
to ensure rich varieties for visitors. Efforts should also be 
made to study and emulate international display of items so as 
to improve efficiency. 
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