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Abstract 

The museum is a permanent institution and does not seek profit. In the 
last two decades, museums have experienced a paradigm shift, from 
being oriented towards collections, becoming oriented towards visitors. 
Museums are required to provide the best service to attract visitors from 
an educational and recreational perspective. An aspect that needs to be 
considered in the context of changes in museum management is the 
need for marketing. So that the museum can be known to the public and 
become an alternative place for tourists to spend their free time. 
Marketing strategy is delivering products to visitors, so that the 
marketing carried out is able to attract visitors to visit the museum. 
Museums must be able to present themselves with creative packaging 
so that the visiting public does not conclude that the museum is not a 
place to display objects or culture that is dead (frozen culture). 
Museums must show that what they exhibit is closely related to actual 
life today. Therefore, it is necessary to have an appropriate and targeted 
marketing strategy in order to attract tourists to want to visit. The 
marketing strategy carried out must pay attention to the strengths and 
weaknesses of the Museum. The marketing strategy that will be 
determined is two-sided, namely online and offline. 
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INTRODUCTION 

Everyone definitely experiences boredom caused by daily routine and 

work. Therefore, they need recreation to relieve boredom. Recreation carried 

out with the family is seen as having many benefits, both for the individual and 

for the family. For individuals, recreation is useful for spending time away from 

work demands (Kotler, N. G., et al, 2008), while for families, family recreation 

is a means used to strengthen family ties and as a means of children's 

education. 

There are so many types of tourist attractions that are options for 

recreation, one of which is museums. Based on Government Regulation no. 66 

of 2015 concerning Museums, "Museums are institutions whose function is to 

protect, develop, utilize collections and communicate them to the public." 
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Museum collections include cultural heritage objects, cultural heritage 

buildings and/or cultural heritage structures and/or non-cultural heritage 

which are material evidence of cultural products and/or natural materials and 

the environment which have important value for history, science, education, 

religion, culture. , technology, and/or tourism (Government Regulation No. 66 

of 2015 concerning Museums article 1 paragraphs 1 and 3). Museums can not 

only be a means of entertainment for the public, but can also be a place to 

learn more about history and increase knowledge (Geissler, G. L., et al, 2006). 

The existence of a museum is a place that can also provide pleasant 

feelings. Through educational and historical tourism, museums have become 

quite an important part. Through museum visits, people, especially the 

younger generation, can learn and experience lessons from previous events. 

The view of some people that museums are not good is one of the reasons 

museums are not the main destination for tourism (Forrest, R, 2014). If we 

look deeper, many people do not know about the existence of museums and 

do not understand the benefits they will get from visiting museums. 

Visitors are an important human resource for museums, without 

visitors the museum is just a storage warehouse for collection objects (Brida, 

J. G., et al, 2016). The low number of visitors shows that tourist interest in 

visiting the museum is still very low. Museums must be able to present 

themselves with creative packaging so that the visiting public does not 

conclude that the museum is not a place to display objects or culture that is 

dead (frozen culture). Museums must show that what they exhibit is closely 

related to actual life today. Therefore, it is necessary to have an appropriate 

and targeted marketing strategy in order to attract tourists to want to visit. 

The marketing strategy carried out must pay attention to the strengths and 

weaknesses of the Museum. 

The marketing strategy that will be determined is two-sided, namely 

online and offline. This aims to reach all levels of society. Even though online 

strategies are very capable of reaching more people, in fact offline strategies 

are still really needed by the community (Nechita, F, 2014). Because through 

an offline strategy, people will actually feel the existence of the museum. 

 

RESEARCH METHOD 

The study in this research is qualitative with literature. The literature 

study research method is a research approach that involves the analysis and 

synthesis of information from various literature sources that are relevant to a 

particular research topic. Documents taken from literature research are 
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journals, books and references related to the discussion you want to research 

(Earley, M.A. 2014; Snyder, H. 2019). 

 

RESULT AND DISCUSSION 

Interested in Returning 

According to Shadily (in Mokhtar, M. F., & Kasim, A, 2011) thei word 

"inteire ist" comeis from thei Einglish language i inteire ist = atte intion, nameily thei 

teinde incy to beihave i in a way that is dire icteid towards ce irtain activitieis, 

obje icts, activitieis or eixpe irie ince is. Inteire ist is reilateid to inteintionality, name ily 

dire iction and guidance i as an important sign for all lifei pheinomeina. This 

teinde incy varie is in inteinsity in eiach individual.” 

In this reise iarch, thei theiory of re ipurchase i inteire ist can be i use id as a 

re ife ire ince i for inteire ist in rei-visiting a muse ium, be icause i inteire ist in rei-visiting a 

muse ium is the i same i as inteire ist in re i-purchasing a muse ium e intrance i ticke it. 

Purchase i inteire ist is a consume ir's e incourage ime int to make i a purchase i or thei 

urge i a pe irson has to makei a re ipe iat purchase i. 

Re ipurchase i inteire ist is a consumeir's eincourage ime int to makei a 

purchase i or the i urge i a pe irson has to make i a re ipe iat purchase i. Re ipurchase i 

inteire ist is part of purchasing be ihavior wheire i in thei conteixt of re ipurchase i 

inteire ist theire i is thei conceipt of loyalty (Cotteir, K. N., e it al, 2022). Apart from 

that, Forneill stateid that satisfie id consume irs or custome irs will make i re ipe iat 

visits in thei future i and te ill otheir pe ioplei about thei se irvice is theiy havei 

e ixpe irie ince id. 

Johnson (1998) said that thei information proceiss and satisfaction 

componeints togeitheir will bei an important eileime int in thei re ipurchase i cycle i. 

Ze iithalm eit al (1996) e imphasize i thei importance i of meiasuring custome ir 

re ipurchase i inte intion (future i inteintion) to find out thei de isire is of custome irs 

who reimain loyal / abandon a product / se irvice i (Chein, K. T. N, 2015). 

 

Tourism Image 

According to (Heirbig and Mile iwicz, 1993) in Camprubí, R., e it al (2008) 

Image i is an award obtaineid by a company be icause i of thei advantage is that 

e ixist in thei company, such as the i capabilitie is posse isse id by the i company, so 

that thei company will continuei to be i able i to deive ilop himseilf to continuei to bei 

able i to cre iatei ne iw things to fulfill consume ir neie ids. 

According to Dobni and Zinkhan (1990), thei de ifinition of brand image i is 

thei rational and eimotional peirce iption of a particular brand. Brand image i 

arise is base id on consume ir confideincei in a particular brand, both functionally 
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and symbolically. Apart from that, Park and Sinivasan (1994) stateid that in 

orde ir to undeirstand brand image i be itteir, you should pay atte intion to thei 

unique i characte iristics of a product. A good brand image i is thei main thing for 

de iteirmining thei targe it marke it, e istablishing product positioning and 

e ixplaining marke it re isponse i (Gre iave is, N., & Skinneir, H, 2010). 

According to Low and Lamb in Martins, M (2015) indicators of brand 

image i include i: Frie indly/unfrieindly (e iasily re icognizeid by consumeirs), 

modeirn/outdateid (having mode ils that are i up to date i or not outdateid), 

use iful/not (can bei use id with good or use iful), popular/unpopular (familiar in 

thei minds of consumeirs), ge intlei/harsh (having a smooth/not rough product 

teixture i, artificial/natural (authe inticity of supporting componeints or shapei). 

Similar to Keilleir, thei factors that form a brand image i are i thei type i of 

brand association, thei be ineifits of thei brand association, thei stre ingth of thei 

brand association, including: frie indly/unfrie indly (eiasily re icognizeid by 

consumeirs), mode irn/outdateid (having mode ils that are i up to datei/not 

outdateid), use iful /not (can bei use id weill/be ineificial), popular/unpopular 

(familiar in thei minds of consumeirs), ge intlei/harsh (has a smooth/not rough 

product te ixture i), artificial/natural (authe inticity of supporting compone ints or 

shape i). According to Keilleir, thei dime insions of corporatei image i that can 

e iffe ictive ily influeincei brand e iquity consist of: Product attributeis, be ine ifits and 

ge ineiral be ihavior; Pe iople and relationships; Values and programs; Company 

credibility (Mudzanani, T. E, 2017). 

 

Tourist attraction 

According to Spillane (Hu, W., & Wall, G, 2005), tourism attractions are 

things that attract the attention of tourists that a tourist destination has. With 

five important elements in a tourist attraction, namely: (1) Attraction or things 

that attract the attention of tourists, (2) Facilities / facilities needed, (3) 

Infrastructure / infrastructure of the tourist attraction, (4) Transportation or 

services - transportation services, and (5) Hospitality or friendliness, 

willingness to receive guests. Meanwhile, according to Karyono (1997), a 

tourist destination has an attraction. Apart from having tourist objects and 

attractions, it must also have three conditions of attraction, namely: (1) there 

is something to see, (2) there is something that can be done (something to 

do), (3) there is something that can be bought (something to buy). 

A, Yoeti in his book "Introduction to Tourism Science" states that 

tourist attraction or "tourist attraction", a term that is more often used, is 

everything that becomes an attraction for people to visit a particular area, 
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whereas according to Nyoman S. Pendit in his book "Tourism Science" defines 

tourist attractions as anything that is worth visiting and seeing (Jufeng, X. U., 

& Xinhui, R. E. N, 2014). 

According to Coopeir e it al (in Frisch, T, 2016) be ifore i a de istination is 

introduceid and sold, it must first eixaminei thei four main aspe icts that it must 

have i, nameily: attraction (attractions), acce issibilitie is (acce issibility), ame initie is 

(facilitie is), anciliary (supporting facilitie is) . 

1. Attraction 

Attractions are i thei main product in a de istination. According to 

Karyono (1997) attractions or tourist attractions are i re ilate id to what to seie i 

and what to do. What tourists can se ie i and do at the i de istination. 

Attractions can be i in thei form of natural be iauty and unique ine iss, local 

community culture i, historical building re imains, as we ill as artificial 

attractions such as game is and e inteirtainmeint facilitie is. An attraction must 

have i high diffe ire intiation valuei. 

2. Acce issibilitie is  

Acce issibility is thei meians and infrastructure i to ge it to a deistination. 

Road acce iss, availability of transportation facilitie is and road signs are i 

important aspe icts for a deistination. For individual tourists, public 

transportation is veiry important beicause i most of theim arrange i the iir own 

trips without a trave il age int, so theiy are i ve iry de ipe inde int on public facilitie is 

and facilitie is. 

3. Ame inity 

According to Sunaryo (2013) ameinitieis are i basic facilitie is such as 

transportation roads, accommodation and tourism information ce inteirs 

which function so that visiting tourists fe ie il comfortablei. Howe iveir, 

according to Sugiama (2011), ame initie is are i all supporting facilitie is use id to 

me ie it thei neie ids of tourists whein carrying out tourist activitieis at a tourist 

de istination, such as accommodation facilitie is, food and drink provideirs, 

e inteirtainmeint and shopping ve inueis. 

4. Ancilliary (jasa pe indukung) 

Sugiama (2011) state is that supporting se irvice is includei thei eixiste ince i 

of various organizations that facilitatei and eincourage i thei deive ilopmeint and 

marke iting of a tourist deistination. Thei organizations involveid in this casei 

are i thei gove irnme int and tourism associations. 
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Museum Marketing 

Ve iry rapid change is in time is havei influe inceid thei de iveilopme int of 

muse iums in thei world. In thei We ist, since i thei 1970s, ne iw muse iums have i be ie in 

born, known as thei muse ium boom. From 1991 to 1996, thei numbeir of 

muse iums incre iase id by 30%, but thei numbe ir of visitors only increiase id by 

around 5% in Geirmany. A similar thing happe ineid in Eingland, Deinmark and 

Australia at almost thei same i timei theire i was a de iclinei in thei numbe ir of visits 

to museiums. Compe itition beitweie in muse iums for visitors is ine ivitablei 

(Re intschleir, R., & He ide i, A. M, 2009). 

Apart from be iing a challe inge i, this situation is ve iry worrying be icause i on 

thei onei hand theire i is an incre iase i in inve istmeint in thei muse ium se ictor but on 

thei otheir hand this increiase i is not matcheid by an incre iase i in thei numbe ir of 

visits. On thei otheir hand, visitors' e ixpe ictations of thei quality of museium 

se irvice is are i incre iasing, e ispe icially as an alteirnativei place i for theim to speind 

theiir fre ie i timei (Kotleir, N. G., e it al, 2008). Compe itition in geitting poteintial 

visitors doeis not only comei from fe illow muse iums but also from otheir facilitie is 

that offe ir einteirtainme int such as shopping ce inteirs (malls) or eivein sporting 

e iveints at various ve inueis (Re intschleir, R, 2007). 

Compe itition is a driving rocke it for marke iting in thei busine iss world. 

Compe itition can bei a thre iat as we ill as a challe inge i for an organization to bei 

succe issful and survive i, the ire ifore i it is veiry important to anticipatei compe itition 

to avoid thre iats that can comei at any timei. Muse iums teind to pay leiss 

atteintion to compeitition issue is, both from dire ict compe ititors among 

muse iums and indire ict compeititors (otheir forms of e inteirtainme int 

busine isse is). It is quite difficult to convince museums to compete and win the 

competition, because basically museums were founded to fill the needs of 

society that cannot be met by other fields in serving society (Komarac, T., et 

al, 2017). Not only that, museums also complement and expand the business 

activities of other institutions, not to compete. However, the political, 

economic and social situation has changed a lot which requires an orientation 

towards increasing competitiveness, this must be responded to by museums. 

Apart from these conditions, the museum paradigm itself has moved 

from its original orientation from collections (collection oriented) towards an 

orientation that cares more about visitors (visitor oriented). The impact that 

was felt then was the development of the role of museums, not only as places 

to collect and care for collections, but as a means of learning and 

entertainment for the public. The existence of a museum depends on the 

collection it has. Collection care and interpretation are fundamental functions 
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for a museum. But these activities must be able to provide benefits to society, 

both for learning and entertainment (Geissler, G. L., et al, 2006). 

Marketing is a relatively new area of practice in museums. Initially, 

according to Kotler and Levy (in Sandell, R., & Janes, R. R, 2007) museum 

marketing was an extension of the concept of marketing that exists in the 

business world. The government's role is expected to be able to encourage 

museums to carry out museum marketing activities by improving service 

quality. 

Just as in the world of education and health where patients and 

students pay money to get services, so should museums. However, the policy 

of making visiting fees free at several museums has become a kind of tradition 

so the issue of collecting fees is still a matter of debate. Curators often view 

the commercial function of museums as something embarrassing and can 

reduce the museum's prestige (Sandell, R., & Janes, R. R, 2007). 

The condition that occurs in museums is financial difficulties in carrying 

out the management of the organization. Funders, private and government, 

demand accountability for the funds that have been invested. One way to see 

accountability is through a marketing approach by encouraging museums to 

be i more i accountable i. In addition, eifforts are i be iing made i to increiase i thei 

ability of muse ium manage irs so that theiy havei orie intation and eixpe irtise i in thei 

fie ild of marke iting. Muse ium marke iting is a form of social re isponsibility for 

muse iums by e ixpanding acce iss, not only by incre iasing thei numbe ir of visits but 

also by e ixpanding marke it share i (Kupe ic, V., e it al, 2020). 

Marke iting is de ifineid by Kotleir and Kotleir as an eixchange i proce iss 

be itweie in seie ike irs of neie ide id products and seirvice is (consume irs) and provide irs 

of theise i products and se irvice is (produce irs). Anotheir de ifinition put forward by 

Love ilock and Weiinbe irg (in Ame inta, C, 2010): 

 

“Marke iting is thei manage ime int function that most eixplicitly links an 

organization to its eixte irnal einvironme int, not only to its curre int and 

prospe ictive i customeirs, but also to its funding sourceis and otheir re ileivant 

constitueincie is.” 
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A morei spe icific de ifinition of markeiting for muse iums was pre ise inteid by Le iwis 

in McLe ian (2003), 

 

“Marke iting is thei manage ime int proce iss which confirm thei mission of a 

muse ium or galle iry and is thein re isponsible i for thei e ifficie int ide intification, 

anticipation and satisfaction of its use irs.” 

 

What neie ids to be i undeirline id from this stateime int is thei importance i of 

mission for a muse ium, and marke iting is a ste ip to support thei muse ium's 

mission, with thei aim of knowing thei public's ne ie ids which will leiad to the iir 

satisfaction. So thei marke iting carrie id out by a muse ium must be i in line i with its 

mission. Theire i are i four basic conceipts of marke iting, nameily eixchange i, 

marke it se igme intation, marke iting that combineis various teichnique is (thei 

marke iting mix), and compe itition. Among theise i four basic conce ipts, e ixchangei 

is consideire id thei most essential part of marketing activities because this 

exchange involves transactions between two parties, namely consumers and 

producers. The exchange must provide benefits for both parties involved. One 

of the fundamental mistakes in museum marketing is the popular marketing 

expression that the buyer is king (Mudzanani, T. E, 2017). In marketing at 

museums, museums and visitors should stand on the same level. So museums 

need to be careful in serving visitors because not all visitors' wishes must be 

fulfilled by the museum. 

Segmentation is of great benefit to museums for marketing, especially 

if the museum has goals that concern the general public. Ideally, museums 

should be able to reach all groups, but in practice, museum program policies 

must be made to focus on specific targets. Dividing visitors into various 

criteria is a logical solution, to ensure that all the resources and efforts made 

by the museum can be more focused and do not spread everywhere (Gürel, E., 

& Kavak, B, 2010). 

Marketing does not exist alone but must involve tools to implement 

marketing strategies. These devices become a transaction link between 

museum institutions and their visitors. In English, this device is known as 4P, 

namely product, price, place and promotion. Product means something that is 

offered; price means the price that must be paid, both the amount and the 

method of payment, place is related to the existence of the product being 

offered, for example when, where and how the product reaches consumers, 

and finally promotion, namely the activity of conveying messages to potential 

consumers, including by means of what message is conveyed? This device is 
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known as the marketing mix, which is a combination of various marketing 

elements (McLEAN, F., & O'neill, M, 2009). Basically, this principle i is useid to 

bre iak down an offe iring into se ive iral componeints to make i strate igic de icisions. 

Deicisions in onei e ile imeint can only bei made i by combining thei otheir e ileime ints. 

Compe itition has beicome i a driving force i for marke iting in thei busine iss 

world. Compe itition can bei a thre iat as we ill as a challe inge i for companie is to be i 

succe issful and survive i, the ire ifore i it is veiry important to anticipatei compe itition 

in orde ir to avoid threiats that can come i at any time i (Siu, N. Y. M., e it al, 2013). 

Muse iums te ind to pay leiss atte intion to compe itition issue is, both from direict 

compe ititors among museiums and indire ict compeititors (otheir forms of 

e inteirtainmeint busine isse is). It is quite i difficult to convincei muse iums to 

compe itei and win thei compeitition, beicause i basically muse iums we ire i founde id 

to fill thei neie ids of socie ity that cannot be i me it by otheir fie ilds in se irving 

socie ity. Not only that, muse iums also comple imeint and e ixpand the i busine iss 

activitieis of otheir institutions, not to compeitei. Howe iveir, thei political, 

e iconomic and social situation has change id a lot which reiquire is an orie intation 

towards incre iasing compe ititiveineiss, this must be i re isponde id to by museiums. 

Thei starting point for a marke iting program starts from unde irstanding 

community neie ids. Only by studying and unde irstanding pe ioplei's ne ie ids, 

muse iums will be i able i to de ive ilop theimse ilveis to provide i appropriate i se irvice is 

so as to provide i satisfaction to visitors. To find out thei marke it share i, marke it 

analysis and marke it re ise iarch are i ne ie ide id. Marke it analysis and marke it re ise iarch 

neie id to be i carrie id out by both muse iums that will be i e istablisheid and e ixisting 

oneis. Marke it analysis can he ilp muse iums ge it quantitativei data about thei 

marke it, whilei qualitative i data is obtaine id with marke it re iseiarch. Marke it 

re ise iarch must be i carrie id out continuously to obtain data for deiveiloping 

muse ium se irvice is to suit public ne ieids (Hume i, M, 2011). 

Marke it analysis and re ise iarch can bei carrie id out by museiums, and can 

ce irtainly bei carrie id out by muse iums as long as theire i is thei will. Theise i two 

things will reially heilp thei muse ium in ide intifying its visitors, for e ixample i who 

thei muse ium visitors are i, the iir re iasons for visiting, and what theiy ne ie id. Apart 

from that, you will also know why peiople i don't want to visit museiums. 

 

Museum Marketing Strategy 

Marketing strategies really utilize internet technology to maximize the 

dissemination of information to the wider community and must continue to be 

updated frequently. It was noted from the data obtained in the field that 

there was 1 internet blog site, 1 Instagram account and 1 Facebook account 
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that discussed the existence of the museum but there had been no data 

updates for quite a long time (Triarchi, E, 2019). 

With the use of marketing function information systems related to 

planning, promotion and sales as well as customer-focused product 

development based on the use of internet technology, two-way transactions 

will occur between the organization and customers (Kotler, N. G., Kotler, P., & 

Kotler, W. I, 2008). 

So there needs to be activities to update data for internet media. Apart 

from that, don't forget about direct face-to-face activities or services. Because 

of the need for direct interaction with consumers, in this case visitors are felt 

to be very necessary to continue to maintain visitor loyalty. Further research 

that can be developed is an event development strategy that can be carried 

out to make the museum more attractive by holding events every month. 

The industrial era 4.0 is a new era, where the economic industry clearly 

influences all aspects of human life, where the use of technology can increase 

sales (Cornellia, A. H., et al, 2017). People's needs and desires also often 

change along with existing changes. In the world of marketing, the conditions 

of Industry 4.0 clearly have a huge impact. 

Public demands are also increasing regarding the need for product or 

company information that they need to know about. Today's society really 

hopes that they can find out all the information they need immediately in just 

a short time and in an easy way. This also includes their tourism activities. 

There is no escaping information about the existence of museum tourism 

which can be a positive alternative for their tourism activities (Wang, M. C., & 

Lin, J. Q. P, 2018). 

Marketing strategies are very necessary in increasing consumer 

attraction which will increase sales. From a series of information obtained 

from the public, it seems that people do not know about the existence of 

museums nearby. The public lacks understanding of the existence of the 

museum, because the management is lacking in promoting it. With a 

marketing mix using technology, it will be easier to promote at low costs 

(Shih, T. Y, 2015). 

 

CONCLUSION 

Marketing is a relatively new area of practice in museums. Initially, 

museum marketing was an extension of the concept of marketing in the 

business world. The government's role is expected to be able to encourage 

museums to carry out museum marketing activities by improving service 
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quality. A paradigm shift towards museums which were initially oriented 

towards visitors needs attention. This paradigm change, of course, must be 

accompanied by changes in museum manage ime int. So far, almost all muse iums 

throughout Indoneisia have i neiveir done i any marke iting at all. This must bei 

undeirstood beicause i ge ine irally muse ium manage irs are i still influeinceid by thei 

old paradigm that muse iums must be i visite id, so marke iting thei muse ium is not 

important. Howeiveir, now thei situation has changeid, muse iologists and many 

teixtbooks discuss the i importancei of muse ium marke iting. An aspe ict that 

neie ids to bei consideire id in thei conteixt of changeis in muse ium manage ime int is 

thei neie id for marke iting. So that thei muse ium can be i known to thei public and 

be icome i an alteirnativei place i for tourists to speind theiir fre ie i time i. Marke iting 

strate igy is deilive iring products to visitors, so that thei marke iting carrie id out is 

able i to attract visitors to visit thei muse ium. 
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