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Abstract
The article tries to investigate the effects of virtual reality application on customer experience in museum. A case study was applied in order to analyze the
research question. The author finds that virtual reality may provide a valuable
experience with customers as well as cultural management. Data have been
collected only at “Palazzo Ducale” in Venice (Italy), which provide a limited
overview of the topic; however a comparative analysis might be applied to
evaluate the phenomenon in other Country. Virtual reality is a quite new
topic. Only few scholar have been analyzed this phenomenon in relation to
museum. The aim of this study is to enrich the current literature review and
provide some recommendations to public and private practitioners (professionals), providing a diverse prospective of the virtual reality and also strategical actions to improve customers’ experience.
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1. Introduction
The information and the communication technology (ICT) is opportunity for
museums, which can leverage these technologies to “break free” and improve
accessibility and communication of its collections and exhibitions, establishing a
more intense dialogue with the visitor [1]-[6]. ICT enables the expansion of the
customer base, complementing traditional cultural institutions in the performance of their educational duties and learning, through new forms of active and
participatory learning by the community. The present study is focused on a single technology application: Virtual Reality (VR). VR is a computer generated
three-dimensional environment in which the subject or the subjects interact with
each other and with the environment as if they were really in it; it is immersive
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when it is able to create a sense of absorption and “immersion” in digital environment.
The use of a technological application, more or less sophisticated, to assist the
process of a museum visit experience can represent one of the basic elements of
a differentiation strategy. This is fundamental in the current context where competition between cultural institutions and the growing alternative use of free
time, has increasing levels of intensity.
Museums could increase their competitive advantage over their direct competitors by improving the quality of the visiting experience. Moreover, this
choice can be of strategic importance with respect to reputation, in order to improve museum attractiveness, and more general, its ability to relate to its stakeholders.
Obviously, a satisfied visitor can share the experience with other users, thereby increasing the visibility of the museum and its “social” rating. Also, the visitor
is more likely to establish a long-lasting relationship with the museum, continuing beyond the visit through a digital connection. In other words, the museum
can activate loyalty with its audience and this is one of the prerequisites for the
development of the museum’s marketing strategy.
A recent survey on strategies implemented in major museums worldwide with
regard to the digitization process, the use of these instruments and reassessment
of web sites carried out by Axiell in 2016 for the Museums and the Web’s Conference, shows that the use of integrated ICT applications had a significant impact on the public: 48% of the museums has had an increase in physical visits,
50% saw an increase in the number of visits to their website and 82.3% of the
museums has recorded an increase of social media sites visitors.
In summary, the digital communication is important for cultural institutions
as it allows them to: 1) convey additional information support, which is potentially unlimited, not only in the form of text or images, but also in the form of
video or audio files; 2) provide information (for example, view the details of a
work) that are not otherwise available; 3) customize the visitor experience through
the possibilities which the user selects among the information content of its interest (level of detail, format, available time, staff training, etc.); 4) access to the
collections of the cultural institution before, during or after the visit.
This, obviously, has various positive effects for cultural institution: first, ICT
applications improve visiting experiences and the overall enjoyment of user experience; second, they allow to collect data on the visitor’s behavior; third, they
determine a greater cultural institution attraction to younger visitors; fourth,
they encourage the cultural institution to enable partnerships with private enterprises; finally, they allow specific categories of users to visit.
Visitors too will get a number of advantages arising from the use of these
technologies: first, they may access additional information supports in an automatic way, even through their mobile device (BYOD); second, they can benefit
from new learning contexts (real/digital world), which exceed the traditional visit model (passive use) and increase its level of involvement; third, they can de532
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termine more easily and with greater autonomy how to use the time available
within the cultural institution (what to see, what to know, where to go); finally,
they can live the visiting experience in a more funny way, associating culture
with the image of dynamism and modernity. We may conclude that: the artists
create the stories, cultural institutions tell them and technology makes them accessible.
The paper is organized as follow: in Section 2 the theory on experiential marketing in museums is discussed leading to the case study. In Section 3 the methodology is outlined. This is by following Sections 4 and 5 where the result,
discussion and conclusion are presented.

2. Theoretical Framework
Museum visitors are interested in variety experiences, more complex, responding to a mix of expected benefits [7]-[18]. Art, education, leisure, tourism and
entertainment, has considerable influence on the consumption of cultural goods
[19]. The economic business value or specifically enterprise culture, is increasingly linked to the ability to engage user/customer [20]. Pine and Gilmore
worked out a framework that highlights experience different forms depending
on the level of participation of the visitor and the type of relationship and connection that is established between the client and the event. Customer participation can be divided into active and passive, while the type of relationship that is
established with the environment can be divided into absorption or immersion.
In present research, the experiential consumption in museum is positioned in
education stem from the interaction between absorption and active participation, the approach is based on the combination of education and entertainment,
known as edutainment. The edutainment is based on analyzing visiting experience in relation to service provided by technological tools that set up an interactive and active visit. Based on previous consideration the research question
was: What is the influence of the museum digital strategy on visitors experience

and satisfaction?

3. Methodology
This study is the result of a research collaboration undertaken with the App Trippercompany (apptripper.org) and the “Fondazione Musei Civici di Venezia”.
The article reports the case study of BOSCH exhibition, VR immersive experience, implemented by Palazzo Ducale in Venice. The exhibition is inspired
by the work of Bosch “Four Visions Afterlife”, in which visitors can immerse
themselves in afterlife world imagined by the great artist five centuries ago. Such
application will be enriched by a series of original visual and sound experiences
that will project visitors into the fantastic world of the afterlife.
The virtual reality movie involves visitors at the end of the exhibition path. In
order to answer the research question (What is the influence of the museum
digital strategy on visitors experience and satisfaction?) the study adopted qualitative and quantitative approach.
533
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Questionnaire designed by us with App Tripper Company and “FondazioneMusei Civici di Venezia”. The parties analyzed in the questionnaire were:
1) the reasons for the use of technological tools,
2) the level of satisfaction with the adequacy of the information provided,
3) the propensity to repeat the use of information system based on VR technology,
4) finally, a comprehensive assessment of the system used was requested.
There are no questions on socio-demographic information and on familiarity
of technological tools, in accordance with the project’s knowledge objective
(testing museum VR technology application and the evaluation of its effectiveness) a short questionnaire was made in order to assess the level of satisfaction
with the initiative.
Quantitative study (survey data collection and analysis) were collected with
App Tripper Company and “Fondazione Musei Civici di Venezia”. We worked
on 3000 surveys, collected from February 19 to 1 March 2017. The exhibition
period is from February 19 to June 4, 2017, then the collected data are not the
final ones; but the initial results are very positive, so, certainly, they will be better
during “tourist high season” (it will start in May).

4. Results
App Tripper company and Fondazione Musei Civici di Venezia created the application of VR at Palazzo Ducale in Venice. VR immersive experience is inspired by the work of Bosch “Four Visions Afterlife”, in which visitors can immerse themselves in afterlife world imagined by the great artist five centuries
ago. Such application will be enriched by a series of original visual and sound
experiences that will project visitors into the fantastic world of the afterlife.
Actually, there are 2 VR workstations, the virtual tour takes 4 minutes, visitors
interviewed (using VR application) are on average 300 per day.
The results of the interviews are very positive: the level of satisfaction with the
adequacy of the information provided is high; moreover, there is high propensity to repeat the use of information system based on VR technology; finally, interviews give an excellent rating on overall experience. At last the principal reason to use of VR technological is the curiosity, demonstrating, so, some feeling
of visitors with ICT application.
Based on the success of the initiative, the museum manager decided to increase VR work stations (up to four) by the end of March. Moreover in May,
with the start of the “high tourist season”, the stations will be eight.

5. Discussion and Conclusions
The use of a technological application, more or less sophisticated, to assist the
process of a museum visit experience can represent one of the basic elements of
a differentiation strategy. This is fundamental in the current context where
competition between cultural institutions and the growing alternative use of free
time, has increasing levels of intensity.
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Museums could increase their competitive advantage over their direct competitors by improving the quality of the visiting experience. Moreover, this
choice can be of strategic importance with respect to reputation, in order to improve museum attractiveness, and more general, its ability to relate to its stakeholders.
The study results show the importance of creating a museum kit that can entertain and educate at the same time (edutainment), making the exhibition space
not just containers of objects, but places of entertainment, in which, through a
more entrepreneurial approach than in the past, can be achieved fruitful contamination between the cultural sector and the commercial one; combining expertise ranging from historians to marketing experts and multimedia designers.
A “knowledge integration” that becomes crucial to implement new approach
of management of cultural heritage, which means: marketing, culture, knowledge, entertainment, personalization, satisfaction.
Museums presented a variety of audiences in constant evolution, regarding to
which is necessary to identify correct and appropriate ways for dialogue, declining languages and tools of mediation in keeping the objectives of knowledge
dissemination that is given. Museums, to be able to communicate in an appropriate way, must first know how to listen to all their users, even (or especially)
those of a younger age, who often are not attracted by history and art but generally fans of technology, which—if appropriately involved—could ultimately relate to its future visitors.
The main limitation of the present study is attributable to the fact that the results cannot be extended because the data have been collected only at “Palazzo
Ducale”, which provide a limited overview of the topic; however a comparative
analysis might be applied to evaluate the phenomenon in other Country.
Cultural heritage exists to communicate to visitors or, better said, it lives if it
can effectively communicate the knowledge produced over time, as one of its
main functions is its contribution to the cultural development of society. Communication, therefore, is an instrumental action for the generation and spreading of knowledge to visitors and, among those, to tourists. We may conclude
that: the artists create the stories, cultural institutions tell them and technology
makes them accessible.
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