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Abstract

Museum experience has become an important recreational activity in today’s society. This study aims to identify
the factors influencing service quality and visitor experience at the Great Palace Mosaic Museum. To achieve this
objective, the netnographic method was employed. A total of 379 English-language reviews posted on the
TripAdvisor website by visitors to the Great Palace Mosaic Museum were examined with content analysis. First,
line-by-line coding was performed, and then themes were identified using the resulting codes. The results of the
study revealed that visitors’ perceptions of service quality were categorized under tangibles, communication,
responsiveness, consumables, and empathy, while the factors influencing the visitors experience were grouped
under post-experience evaluations, emotions, cognitive, flow, and memorability. Among the service quality
components, tangibles was found to be the most prominent, whereas empathy was the least frequently mentioned
dimension. In the findings regarding visitor experiences, post-experience evaluations and cognitive dimensions
emerged as the most prominent dimensions. Flow and memorability were identified as factors arising within the
museum experience. Present study is one of the first studies to examine visitors’ perceptions of service quality and
their overall experience at a museum that focuses exclusively on mosaics. This study contributes to the
understanding of visitor experience and their service quality perception in museums.
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Miize deneyimleri giintimiiz toplumu igin énemli bir rekreasyonel faaliyet haline gelmistir. Bu ¢alismada Biiyiik
Saray Mozaikleri Miizesi ziyaret¢ilerinin hizmet kalitesi algilarini ve ziyaret¢i deneyimlerini etkileyen faktorleri
ortaya ¢ikarmak amaglanmaktadir. Bu amact gergeklestirmek i¢in netnografi yontemine basvurulmustur. Biiyiik
Saray Mozaikleri Miizesini gezen ziyaretgilerin TripAdvisor web sitesine yiikledikleri, Ingilizce dilinde yazilan,
379 yorum arastirma kapsaminda i¢erik analizi ile incelenmigstir. Oncelikle, satir satir kodlama ile kodlar elde
edilmis sonrasinda ise elde edilen kodlar ile temalar olusturulmustur. Arastirma bulgularina gére ziyaretgilerin

hizmet kalitesi algilarinin fiziksel 6zellikler, iletisim, heveslilik, tiiketilenler ve empati, temalart altinda toplandig,
ziyaret¢i deneyimini etkileyen faktorlerin ise, deneyim sonrasi degerlendirmeler, duygular, bilissel, akis ve
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hatirlanabilirlik temalart altinda toplandigi tespit edilmistir. Hizmet kalitesi bilegenlerinden en ¢ok fiziksel
ozelliklerin on plana ¢iktigi buna karsilik en az deginilen boyutun ise empati oldugu belirlenmistir. Ziyaret¢i
deneyimine iligkin bulgularda ise deneyim sonrasit degerlendirmeler ve bilissel boyutlarin én plana ¢iktigi tespit
edilmistir. Arastirma bulgularinda akis deneyimi ve hatirlanabilir deneyimin miize ziyaretinin temel bilesenleri
arasmnda oldugu ortaya ¢tkmistir. Mevcut ¢calisma mozaik miizesinde, ziyaretcilerinin hizmet kalitesi algilarini ve
ziyaret¢i deneyimlerini inceleyen ilk ¢alismalardan biridir. Bu ¢alisma ile, miize ziyaretgilerinin deneyimlerinin
ve hizmet kalitesi algilarinin anlagilmasina katki saglanmaktadir.

Anahtar Kelimeler: Hizmet kalitesi, miize, miize deneyimi, ziyaret¢i deneyimi, mozaik miizesi
1. Introduction

Museum visits have grown in popularity over the past few decades and have become a recreational
activity in contemporary society. It is estimated that more than a billion people visit a museum every
year (Falk and Dierking, 2016). The number of museums which was 22.000 in 1975 has increased to
approximately 104.000 in 2021 (UNESCO, 2021). The almost fivefold increase in the number of
museums demonstrates that supply in this area has grown significantly in order to meet the demand.

The popularity of museum experience could be used to make museums support the creative economy at
the local and regional level (UNESCO, 2021). Although museums are not profit-oriented, museum
visitors’ spendings benefits local communities by increasing tax revenues and improving employment
(Piekkola, Suojanen & Vainio, 2014). Museums provide significant economic benefits to the regions
they are located in, especially in tourist destinations by creating additional jobs and commercial revenues
(Frey & Meier, 2006). According to Sheppard (2013) museums can increase public benefits and improve
quality of life. It is suggested that museums can ensure economic sustainability of both their own
institutions and the city (Westervelt, 2010). Further, museums can generate greater benefits if they are
perceived as contributors to the city’s economic health and integrated in the urban development
strategies (Westervelt, 2010).

In order to effectively manage the positive effects of museums mentioned above it is necessary to
develop a comprehensive understanding of service quality and visitors’ experience in museums. Several
approaches have been adopted in previous literature to examine museum service quality. Several studies
applied SERVQUAL (Parasuman, Zeithaml & Berry, 1988) to the museum settings (Kowalska &
Ostrega, 2020; Nowaski, 2005). Several other studies attempted to study service quality in the museums
with the help of HISTQUAL which is an adaptation of SERVEQUAL to the historical places and
museums developed by Frochot and Hughes (2000). Also, MUSEQUAL scale was developed by Hsieh
(2010) and Hsieh et al., (2015) to be used in museum experience context. These are all valuable
quantitative empirical studies to understand visitors service quality perceptions in museum context.
However limited number of studies tried to explore service quality perceptions in the context of museum
experience with netnographic method. This study aims to fill this gap by examining visitors’ evaluations
posted on an online platform.

Museums are not merely places where objects are preserved and displayed (UNESCO, 2021). Museum
experience does not only cover the time spent entering and exiting the museum. It starts from the first
moment an individual has the idea to go to and continues long after the visit with the recollection of the
memories (Falk & Dierking, 2016). Museum experiences are reported to enhance psychological well-
being of visitors and other stakeholders (Sveb, Dragija & Jelincic, 2022). Museum experiences also have
educational aspects. Visitors’ understanding and appreciation of cultural, historical, and scientific
context are enhanced through museum education (Todino & Campitiello, 2025). The museum
experience is even considered to be a factor that can lead individuals to self-actualization (Raajpoot,
Koh & Jackson, 2010). From this perspective, museum visits can be said to be not only an economic
activity but also a transformative experience. Thus, museum experience is an important activity that
affects an individual’s personal development.

There are several studies focusing on museums in terms of service quality and museum experience using
quantitative and qualitative methods (e.g. Yilmaz, 2011; Giines et al., 2019; {lhan et al., 20201). Several
studies have examined museum experience in different museums such as experience museums (Kunt,
2025), museums for children (Bozkurt, 2023), archeology museum (Uzun, 2023) using netnography.
However, in depth examination of factors affecting service quality and museum experience through
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visitors’ own narratives in the context of mosaic museums is limited. The purpose of this study is
twofold. First as mentioned above this study aims to explore the factors affecting visitors service quality
perceptions. Second, present study explores the factors affecting visitor experience through visitor
reviews. Furthermore, this study is also one the first to examine the service quality perceptions and the
visitor experience in a museum dedicated solely to mosaics. In light of these views, the following
research question has been formulated.

What are the factors affecting service quality perceptions and visitor experience at the Great Palace
Mosaic Museum?

2. Literature Review
2.1. Museum Experience

The purposes for which museums were founded reflect a range of reasons. Initially established to display
cultural heritage, museums have, over time, come to be used in various fields and for various purposes.
An archeological museum exhibits artifacts uncovered during archeological excavations. These artifacts
can be tools and objects of life in past civilizations. For instance, among the artifacts from the Urartu
civilization, scenes of “funeral feasts” engraved on metal objects provide us with important insights into
the cult of the dead, burial customs, and, consequently, the belief system (Ayman, 2005).

The number of the museums in Tiirkiye was 171 in 2001. By 2025, the number of museums has rapidly
increased to a total of 636, comprising 217 museums affiliated to the Ministry of Culture and Tourism,
18 affiliated with the national palaces, and 401 privately owned museums (TUIK, 2026a). Among these
museums just as there are general-purpose museums, there are also museums that focus on a wide variety
of fields. While ethnographic museums showcase cultural elements of a society’s daily life, culinary
museums are spaces where items used in the kitchens in the past are displayed. Science and technology
museums are venues that showcase scientific instruments, machines and technological advancements,
whereas modern art museums are spaces that feature exhibitions related to art created in recent history.
Today, museums are also opened in very specific fields, for example, the Kars Cheese Museum in Kars,
famous for its various cheeses, which explains cheese-making, or the Oleatrium Museum, themed
around olives and olive oil. Over 61 million visitors have visited museums in Tiirkiye in 2025 (TUIK,
2026Db).

As museum visits have become increasingly popular, studies have been conducted to better understand
the museum visitor experiences. Visitor experience is defined as “an individual’s immediate or ongoing,
subjective and personal response to an activity, setting or event outside of their usual environment.”
(Packer & Ballantyne, 2016). The authors also note that the visitor experience is subjective, influenced
by environment, limited to time and place, and of primary importance to the visitors. Radder and Han
(2015), examined the visitor experiences to three South African museums based on Pine and Gilmore’s
(1998) four experience realms. They identified three experience dimensions namely edutainment,
escapism and aesthetics. Kirchberg and Trondle (2015), investigated the experience of fine art museum
visitors and classified their experience in three kinds of experience which are contemplative, the
enthusing, and, the social experience. A multifaceted model for visitor experiences was suggested by
Packer and Ballantyne (2016). The suggested model consists of ten facets namely physical, sensory,
restorative, introspective, hedonic, emotional, relational, spiritual and cognitive experiences.

2.2. Service Quality

Service quality is defined as “...the overall level of excellence and satisfaction experience by a customer
when interacting with a service provider.” (The Marketing Dictionary, n.d.). Parasuraman et al.
(1985;1988) developed the SERVQUAL model which is one of the most widely used models for
measuring service quality. This approach is based on identifying the difference between customer
expectations and performance perceptions. This initial model consisted of five dimensions namely
tangibles, reliability, responsiveness, assurance and empathy. SERVQUAL has been popularly used in
different areas such as restaurants (Silwal, 2025), hotels (Sharma & Srivastaya, 2018; Gangananda et
al., 2022), and airlines (Aydin & Yildirim, 2012).

SERVPEREF, developed by Cronin and Taylor (1992), is another model to evaluate service quality.
While SERVQUAL is based on the gap between expectations and performances SERVEPERF is based
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on performances. Jain and Gupta (2004) notes that, in addition to being psychometrically reliable, scales
designed to assess service quality must also include features that indicate service deficiencies to
management so that they can take actions to address these deficiencies. They recommend using
SERVPERF over SERVQUAL while determining a firm’s overall service quality and for making quality
comparisons between different industries. Brady et al (2002), also studied to compare both models and
reported the superiority of performance only approach in measuring service quality.

The studies aimed at measuring service quality in most of the service industry utilized both performance
only approach and a gap-based approach. However, it was realized by researchers that service quality is
affected by the context. That is when Frochot and Hughes (2000) developed a scale to measure service
quality context specific to historical houses. The authors argued that although SERVQUAL is a useful
tool to measure service quality it should be adapted to different services. They adapted SERVQUAL
and developed HISTQUAL specific to heritage sites to help managers identify service quality issues.
HISTQUAL consisted of five dimensions namely empathy, communication, consumables,
responsiveness, and tangibles. This scale later was used to measure service quality in several areas
including museums. For example, Markovic et al. (2013), used a modified HISTQUAL scale to explore
visitor’s expectations and perceptions of service quality in Krapina Neanderthal Museum in Croatia.
Chae (2026), added attractiveness to the HISTQUAL’s dimensions to better capture service quality
perceptions of visitors.

MUSEQUAL was adapted from SERVQUAL by Allen (2001, as cited in Hsieh et al., 2015) and
consisted of five dimensions namely tangibles, responsiveness, awareness, communication and
consumables specifically designed for heritage tourists service experience and satisfaction for museums.
Later Hsieh et al. (2015) adapted a new measurement scale to assess service quality perceptions based
on HITOQUAL and MUSEQUAL. This scale also consisted of five dimensions namely tangibility,
responsiveness, empathy, communication and consumables. This scale was utilized by Sert and
Karacaoglu (2018) to measure service quality perceptions of visitors to Anatolian Civilizations Museum.
The five dimensions of MUSEQUAL was confirmed. This scale was also used by Goktas and Ulkii
(2021) to measure service quality in Sanlurfa Archeology and Mosaic Museum and the five-
dimensional structure was confirmed.

Since museums constitute one of the major components of cultural tourism, they are facing intense
competition (Hsieh, 2010). Studies on visitor motivations, perceptions of service quality, and
satisfaction help museum administrators identify the museum’s weaknesses and develop strategies to
address them (Hsieh 2010). That is why a comprehensive understanding of service quality and visitor
experience becomes viable.

3. Methodology

The purpose of this study is to explore the factors affecting service quality and visitors’ experiences in
museums. The Great Palace Mosaic Museum was chosen as the study site due to its historical
importance. The Great Palace Mosaic Museum was established following the excavation of the partially
preserved mosaic floor in the northeastern section of the arcaded courtyard of the Great Palace dating
back to the Byzantine period (Ministry of Culture and Tourism, n.d.). Dated to the reign of Justinian
(525-565), the mosaics of the Great Palace are among the most magnificent landscape depictions to have
survived from late antiquity to the present day (Erarslan, 2014).

A netnographic approach was adapted as a research design. Kozinets (2002), positions netnography as
online ethnography and defines the term as “... a new qualitative research methodology that adapts
ethnographic research techniques to study the cultures and communities that are emerging through
computer-mediated communications.” TripAdvisor has been chosen as a data resource since it is one
of the most popular online platforms where many tourists gather information and share their experiences.
TripAdvisor is the world’s largest travel platform, operating in 49 markets and in 28 languages
(TripAdvisor, n.d.).

The data required for the research were obtained from the TripAdvisor website in March 2026. The
reviews were transferred to a Word document as-is. To ensure linguistic validity in the study only
reviews written in English were included in the analysis. There were 381 reviews written in English
under the Great Palace Mosaic Museum in the Tripadvisor. Two of these reviews were excluded because
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they were posted during a period when the museum was closed and the reviewers did not see the
museum. The study included 379 reviews. Since reviews published on Tripadvisor are publicly
available, ethics committee approval was not required for this study.

3.1. Thematic Structure

Content analysis was used to reveal the codes from the text. First the researcher read the reviews to
perform line by line coding. Then similar codes were grouped under the themes. In determining the
themes, present study drew on the conceptualization in the literature (Frochot & Hughes, 2000;
Parasuman, Zeithaml & Berry, 1988; Hsieh (2010); Hsieh et al., 2015; Csikszentmihalyi, 1975; Packer
& Ballantyne, 2016); Kim et al., 2012; Dirsehan, 2012; Pekarik et al., 1999). The themes and their
conceptualizations are presented in Table 1.

Table 1. Conceptualizations of the themes

Category

Theme

Conceptualization

Reference

Service

Quality

Tangibles

“...the environment of the property....
general upkeep, cleanliness and authenticity
of the property...the attractiveness of the
grounds, the variety of plants and the interior
of the house”

Frochot & Hughes,
(2000)

Communication

“...the quality and detail of the historical
information provided.”

Frochot & Hughes,
(2000)

Responsiveness

“the staff efficiency and the properties' ability
to recognise customer needs... the
availability and willingness of the staff to
welcome, help, inform and take time with
visitors.”

Frochot & Hughes,
(2000)

Consumables

“the side services provided by the property
such as the
restaurant and shop.”

Frochot & Hughes,
(2000)

Empathy

“the willingness of the properties to take into
consideration the needs of children and less
able visitors.

Frochot & Hughes,
(2000)

Museum
Experience

Post-
Experience

“Post  experience dimensions include
learning acquired in museums, customer
satisfaction, repurchase intention, word-of-
mouth recommendation and visit
intensification.”

Dirsehan, (2012)

Emotional

The expressions of affection people show
toward their immediate environment.

Machleit & Eroglu
(2000)

Cognitive

“Gaining information or knowledge” and
enriching understanding

Pekarik et
(1999)

al.,

Restorative

“Escape, relaxation, revitalization,
freedom, liberation, peace and comfort”

rest,

Packer &
Ballantyne (2016)

Flow

“The holistic sensation that people feel when
they act with total involvement”

Csikszentmihalyi,
(1975)

Memorable

“a tourism experience positively
remembered and recalled after the event has
occurred.”

Kim et all., (2012)

4. Findings and Discussion

There are 379 English reviews posted on Tripadvisor about the Great Palace Mosaic Museum between
2010 and 2025. Table 2 shows the frequency statistics of the reviews. The most reviews were posted in
2015, while no reviews were posted in 2024. When examining the ratings users gave for their museum
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experiences, it is seen that the vast majority (82.3%) rated their experiences as “Excellent” or “Good”
while 15 people rated them as “poor” and two as “terrible”. The overall average rating is 4.20, which
indicates user overall satisfaction with the museum. It was found that users’ contribution counts on the
TripAdvisor site among users ranged between 1 and 56,486.

Table 2. Frequency analysis

Year n % Year n %
2010 2 0.5 2022 13 34
2011 7 1.8 2023 3 0.8
2012 18 4.7 2025 1 0.3
2013 62 16.4 Rating

2014 63 16.6 1 2 0.5
2015 87 23.0 2 15 4.0
2016 36 9.5 3 50 13.2
2017 23 6.1 4 150 39.6
2018 26 6.9 5 162 427
2019 21 5.5 Number of contributions

2020 13 34 Minimum 1

2021 4 1.1 Maximum 56,489

Following the frequency analysis, the researcher read the comments three times from beginning to end.
Line-by-line coding was then conducted. During the line-by-line coding process, codes were identified.
A total of 83 codes occurred 1073 times. After the coding process similar codes were grouped under
themes. The themes identified are presented in Table 3. The resulting themes have been grouped under
two main categories: service quality and museum experience.

Table 3. Service quality and visitor experiences

Category Themes n
Tangibles 243
Communication 135

Service Quality Responsiveness 73
Consumables 47

Empathy 13
Post-Experience evaluations 210
Emotional 163
Museum Experience Cognitive 123
Restorative 27

Flow 20

Memorable 19

4.1. Museum Service Quality
4.1.1. Tangibles

The vast majority of visitors come to the museum specifically to see exhibitions and participate in
museum-specific activities such as reading labels, watching videos, listening, observing, and interacting
with exhibits (Falk & Dierking, 2016). The most frequently mentioned theme among the English-
language reviews of the Great Palace Mosaic Museum was tangibles. Visitors addressed this theme in
243 reviews. Tangibles refer to the environment of the museum (Frochot & Hughes, 2000). This
dimension covers the maintenance and cleanliness of the museum, along with the aesthetic appeal of the
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grounds and interior of the museum (Frochot & Hughes, 2000). Some example quotations regarding the
theme of tangibles are as follows.

“But those who choose to visit are treated to a stunning display of mosaics in the Grand Palace of
Constantinople and other rulers of this fabulous city.” (R81)

“Once you find the museum, you will be rewarded with a splendid collection of mosaics, most in situ.”

(R95)

“My wife and I weren't expecting much, but the museum is very well curated and the the very large
mosaic floor from a Roman villa is in surprisingly good condition. There are lovely images of a young
boy driving two geese, as well as a number of scenes of wild animals devouring other wild animals, plus
some magical creatures like Gryphons.” (R165)

4.1.2. Communication

The quality of information about the objects presented in a museum is an important factor affecting
service quality. The second most frequently mentioned theme was communication. The communication
dimension covers written leaflets, adequacy of the information available, and foreign-language leaflets
(Frochot & Hughes, 2000). Effectively conveying the historical context of the objects on display in a
museum depends on the ability to engage and entertain visitors (Rentschler & Gilmore, 2002). This can
be achieved in two ways: either through staff-visitor interaction or, more traditionally, by conveying
information through text or visual aids that contextualize the exhibits (Rentschler & Gilmore, 2002). In
the case of the Great Palace Mosaic Museum, it is evident from the reviews that communication is
effectively conveyed through written and visual means. Staff are not mentioned as contributing to
quality communication in the museum. Two reviewers even mentioned that no guide was needed to
express the quality of information provided by text and visual means.

” Extensive information is provided by a great number of posters attached to the walls: they specify the
location were the mosaic were found, describe the work done for reclaiming and restoring them, and
explain the contents of the mosaics, this information is provided in Turkish, German and English.”

(R77)

“The history of this place is interesting and it's elaborated very well inside the museum so don't worry,
you don't need a guide. But do spend some time to read what this place was once upon a time.” (R78)

“A part from the mosaics itself that are wonderful the museum explain to you everything in wonderful
detail about where the mosaics come from, how they arrived here and, best of all, all the passages
necessary for the restoration and conservation. An absolute gem and therefore unmissable.” (R177)

“The museum does an excellent job of describing and analyzing each surviving mosaic, with copious
information posted in English throughout.” (R344)

4.1.3. Responsiveness

Responsiveness refers to the readiness of the staff and the property (Frochot & Hughes, 2001).
According to HISTQUAL, staff should be helpful, willing to spend time with visitors, make them feel
welcome, and be available when needed. In addition, the number of visitors in the museum at any given
time should be low enough not to cause discomfort to visitors. The property should be organized in such
a way that visitors can explore comfortably without any restrictions (Frochot & Hughes, 2001).
Responsiveness is also evident in the reviews as it has been mentioned frequently (n=73). Essentially,
very few comments regarding staff were found among the codes under the responsiveness theme.
Instead, visitors primarily provided feedback about the crowds at the museum. Surprisingly, it was noted
that despite being in a good location, the Great Palace Mosaic Museum is somewhat off the beaten path
which results in low number of visitors at any given time. Below are some quoted texts from the reviews.

“The staff is composed of young and welcoming people. Enough English is spoken.” (R77)

“I was one of only two or three other people in the museum at the time, so it is definitely not crowded.”
(R8)
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"What is great is that it is not generally crowded so you are not battling with others to view the
displays.” (R142)

4.1.4. Consumables

In today’s museology, in addition to the museum’s primary purpose of exhibiting historical artifacts,
works of art, etc., space is also allocated for various facilities and activities that visitors can enjoy, such
as museum shops and cafeterias. These spaces also emerge as a factor in museum service quality and
are referred to as consumables (Frochot & Hughes, 2000). Consumables emerged as a main theme in
this study, encompassing not only museum shops but the museum admission fee. Consumables are
mentioned in 47 reviews.

“There's an admission charge but you'll feel that you got good value for money and that you're helping
to preserve these treasures for the future.” (R350)

“The entrance fee is minimal, but the excavation work is superb.” (RP317)

” The gift shop is worth exploring and there is an attractive illustrated book on sale for those that wish
to augment their photos.” (R179)

“Also i may to say, very nice souvenirs shop in exit of Museum. I bought some magnets with mosaics
pictures....” (R285)

“It contains old mosaics from the Byzantine era, the museum itself is empty because it is almost hidden
inside the arasta bazaar which is worth a visit as well.” (R256)

4.1.5. Empathy

The least mentioned service quality factor was empathy. The empathy factor encompasses two aspects
(Frochot and Hughes, 2000). The first concerns whether the museum is appropriately organized for
visitors with disabilities. The second concerns whether the museum offers facilities tailored to young
visitors. Below are selected quotes that reflect the theme of empathy.

“Small two-level museum showing some detailed mosaics which children with an artistic leaning would
like.” (R64)

“Be aware there is a ground floor and no elevator.” (R137)
“...there is some stairs but nothing to laborious” (R310)
4.2. Museum Experience

4.2.1. Emotional experiences

Emotions are considered to be an important part of the museum experience (Falk & Dierking, 2016).
Bastiaansen et al. (2019) sought to break down the experience into its core components in the field of
hospitality, tourism, and leisure and proposed that emotions are the fundamental components of the
experiences. In reality, visitors do not describe their museum experiences in a cold and emotionless
way, instead, they incorporate their feelings, attitudes, and beliefs into their accounts (Falk & Dierking,
2016). Therefore, it can be said that experiences become vivid in memory with the help of emotions. In
their study, Chiappa et al. (2014), found that visitors who have positive emotions perceive higher levels
of attractiveness in the museum experience and are more satisfied. It was revealed that emotional
experiences were one of the most frequently mentioned theme. Visitors often expressed
admiration and gratitude.

“What a great little place, well worth a visit. The work and dedication involved in rescuing, conserving
and then displaying these lovely mosaics is astonishing. Some beautiful and historically important
mosaics.” (RS)

“We were the only visitors early in the morning and loved the museum. The mosaics are brilliant. One
of our favorite museum in Istanbul” (R376)

“I did like the detailed pictures shown of the restoration process. It makes one really appreciative of the
hard work the archaeologists had to go through to preserve the mosaics.” (R41)
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4.2.2. Cognitive experiences

While emotions are important determinants of the museum experience, tourists’ emotions are shaped by
their cognitive evaluations of the environments they observe during their trips (Yang et al., 2023).
Cognitive experiences, which cover acquiring new information and expanding one’s understanding, are
also important aspects of the experience museum visitors have during their visit (Pekarik et al., 1999).
Museum visitors engage in a learning experience different from traditional methods, such as memorizing
text from a book (Jeffery-Clay, 1998). There are several reasons why museums are ideal settings for
providing a constructivist learning environment (Jeffery-Clay, 1998). First, museums allow visitors to
move and explore freely, adapting to their own pace. Second, museums encourage visitors to interact
and share with the group. Third, museums involve personal experiences with real objects, rather than
simply memorizing text from a book. Finally, museums provide opportunities for visitors to explore and
expand their cognition. That is why each visitor needs a different amount of time in museums. This
theme is exemplified by the following quotes.

“Because both the technique used is very successful and there are important descriptions about daily
life. It has been understood that the mosaics, which were unearthed in an area of approximately 200m2,
were made of terracotta, limestone and various colored stones of different structures.” (R23)

“We very much enjoyed this site because of the well presented examples of the Byzantine mosaic art
and the glimpse it gave to the size and sophistication of the buildings. The museum is a set of elevated
walkways 10-15 feet above what was once the floor of the palace. The mosaic floors were established
not only to walk on but also as glittering works of art, with scenes of nature as well as gladiators and
every day men and women in over 150 different depictions. I especially liked the scenes from mythology.
Quite extraordinary and highly recommended!” (R126)

“As you walk through this museum, you can imagine how these mosaics appeared throughout the
walkways and walls of the Palace. How splendid the Palace must have been! The many multilingual
explanation blurbs throughout the museum will definitely guide your imagination and explain the
archaeological process to recover these wonders.” (R85)

4.2.3. Restorative experience

According to Attention Restoration Theory, prolonged mental effort leads to a condition known as
directed attention fatigue (Kaplan et al., 1993). It has been suggested that museums may be one of the
environments needed to alleviate this mental fatigue (Kaplan et al., 1993). Research conducted on
visitors of a history museum, an art museum, an aquarium, and a botanic garden revealed that museums
are restorative environments, much like natural environments (Packer & Bond, 2010). Restorative
environments share five factors, namely being away, extent, fascination, compatibility, and esthetic
(Chryslee, 1995). The following comments capture the essence of this theme.

“Beautiful pieces that you can enjoy in peace and quiet, well worth it if you are interested in
archaeological sites ... A great place to escape from the throngs.” (R272)

“I was really pleased not to have missed out on such a stunning sight from antiquity, but astonished by
how quiet the place was (only one other person was wandering around when I visited).” (R231)

>

“The museum was quiet and provided a respite from the crowds we encountered at the Blue Mosque.’

(R208)
4.2.4. Flow experience

Flow experience is considered to be an important aspect of museum experiences. Aykol and Aksatan
(2013), state that flow experience can be acquired during museum visits. Flow is defined as a mental
state in which a person is completely focused on a single task at hand and does not think about anything
unrelated to that task including life’s problems (Csikszentmihalyi, 2008). Flow is “a state of
consciousness that is experienced by individuals who are deeply involved in an enjoyable activity.”
(Kanagasapapathy, 2017). According to Harvey et al. (1998), immersive design techniques in museums
influence visitors’ experiences, including their sense of immersion and psychological flow. Managers
utilize flow experience when designing museum exhibits (Csikzentmihalyi, 2008). The term flow
experience is used since interviewees described their feeling using a metaphor as “a current that carried
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them along effortlessly” (Csikszentmihalyi et al., 2005). Nakamura and Csikszentmihalyi (2009) noted
that the principles of flow experience are being utilized while designing museum exhibits and museum
buildings by some museums such as Los Angeles' Getty Museum. Flow experience emerged as one of
themes in the reviews and is exemplified in following quotes.

“Thought we were just popping in for a brief half hour, but 2 hours later had to be evicted due to closing
time....:) Must go back again.” (R187)

“But a great opportunity to step away from the lines and be carried away by simple, almost innocent
representations of life many centuries ago.” (R268)

“There is something fascinating about mosaics. I don't know what it is but I could stare at them for
hours.” (R336)

4.2.5. Memorable experience

A memorable experience which is one of the core components of tourism experiences is a tourism
experience that individuals recall positively (Kim et al., 2012). Yang and Zhang (2022) found that
museum visitors have memorable tourism experiences. Falk and Dierking (2016), suggested that the
memories derived from museum experiences are vivid and lasting and that these memories are affected
by specific characteristics of both visitors and museums.

“Istanbul has many attractions for those interested in history. While the famous buildings are
undoubtedly significant, do not miss the Mosaic Museum. It has gems which you will enjoy looking at
and remember for a long time. Despite thousands of years having passed, the mosaics have maintained
their color and charm. They tell stories of hunting, feasts, love and nature.” (R142)

“As a museum it is rather simple, just a roof over the flooring, but it will be one of the most peaceful
places you will find in Istanbul.” (R178)

“so much to see in Istanbul, but this should be a must. Roman Mosaics from the 6th century Palace.
Not just pretty patterns the size of a carpet...huge animal and human scenes showing the level of art the
emperors lived with. Close tot he Blue Mosque, cheap, takes no more than an hour...but will live with
you.” (R325)

4.2.6. Post-experience evaluations

Visitors to the museum engage in various behaviors following their visit, such as learning, expressing
satisfaction, recommending the museum, and increasing the frequency of their visits (Dirsehan, 2012).
In the current study, the evaluations made by visitors following their museum experience at the mosaic
museum have been grouped under the theme of post-experience evaluations. This theme includes the
codes of recommendation, revisit, satisfaction, comparison and perceived value. Some example quotes
are provided below.

“If you're interested in Byzantine culture, art or archaeology, you should definitely set aside at least an
hour to visit this magnificent museum, particularly as the entry fee is only €10, which is practically
nothing compared to the ticket costs for some of Istanbul's prime attractions.” (R1)

“I have visited a number of Roman palaces in the UK but have never seen as many ancient mosaics as
in this museum.” (R28)

“I went to this museum because others in my party wanted to go so my expectations were not high.
However, I enjoyed the mosaics more than the more spectacular examples in the Kariye Museum. They
are charming depictions of daily life rather than religious scenes.” (R167)

“This museum is rather small but the exhibited items are none the less worth a visit.” (R141)
5. Conclusion and Recommendations

The number of museums dedicated to specific fields has increased in recent decades, in parallel with
growing popularity of museums. The Great Palace Mosaic Museum is one of the important museums in
Turkiye, as it displays in situ mosaics from the floor of the Byzantine Great Palace. Previous studies
have examined service quality and the visitor experience in museums. However, to the best of authors’

2010



Altiirk, A.V., 2001-2019

knowledge, no study has examined the factors influencing visitors’ experiences in a museum dedicated
solely to mosaics. This study aims to fill this gap in the literature by exploring the factors affecting
visitors’ experiences at the Great Palace Mosaic Museum in Istanbul. To this end, a netnographic
research design was adopted, and comments posted on the TripAdvisor by visitors to the museum were
analyzed.

The results indicate that visitors are generally satisfied with the service quality. An examination of
visitors’ perceptions of service quality reveals that the most frequently mentioned theme is tangibles.
The next most prominent themes were communication and responsiveness followed by consumables. It
was found that empathy was the least frequently mentioned dimension of service quality. Previous
studies have typically been conducted empirically and have aimed to measure visitors’ perceptions of
museum service quality through surveys. A netnographic research design based on online reviews was
employed in this study. Participants are free to upload the key points they wish to emphasize to the
online platform without adherence to a specific format. Consequently, it is not feasible to quantify
participants’ perceptions of service quality in this study. However, an analysis of the frequency of
themes reveals that the subjects deemed most worthy of written discourse by the participants are of
particular significance. For instance, the empathy theme is present in only 13 comments. This factor is
treated as a dimension of service quality in the scale developed by Frochot and Hughes (2000) and has
been used in many studies. This dimension of service quality concerns the opportunities for people with
disabilities to visit the museum and the activities the museum offers for children (Frochot & Hughes,
2000). It has been found that the empathy dimension was not addressed extensively. This may be
because families with children do not visit frequently or do not prefer this museum. On the other hand,
the most frequently cited themes were tangibles and communication. At the mosaic museum, the
physical characteristics of the museum and communication within the museum are among the top
priorities for visitors. Conversely, themes such as responsiveness and consumables have been mentioned
less frequently.

The results reveal that visitors place a high value on the artistic and historical importance of the mosaics
on display. Furthermore, the role of communication in conveying the museum’s importance is
recognized by visitors. It is notable that there is a paucity of comments mentioning staff. It can be posited
that the information leaflets prepared for the mosaics and their restoration process are sufficient for
visitors, thereby reducing the necessity for staff. In fact, there were comments stating explicitly that
there was no need for a guide.

Museum visits are not merely simple activities in which visitors are informed about displayed objects,
but rather a more complex experience (Falk & Dierking, 2016). The study results revealed that museum
experiences at the Great Palace Mosaic Museum consists of six main themes, namely post experience
evaluations, emotional, cognitive, restorative, flow, and memorable experiences. The most frequently
mentioned theme in the museum experience category was post-experience evaluations. Museum
experience does not only encompass the time between entry and exit. It is a process that begins the
moment visitors consider visiting a museum and continues long after the visit (Falk & Dierking, 2016).
Therefore, visitors’ experiences include post-experience evaluations. Post-experience evaluations such
as perceived value, satisfaction, recommendation, and repeat visits were frequently mentioned in
visitors’ comments. Furthermore, online platforms are used by visitors to communicate with other
visitors who have real experiences of the place they are visiting. From this perspective, expressing post-
experience evaluations is considered natural and provides clues about the structure of their experiences.
This study further revealed that emotions are one of the key components of museum experiences.
Museums emerge as spaces that evoke visitors’ emotions (Chieppa et al., 2014). One of the topics most
frequently mentioned in the comments of visitors touring the Great Palace Mosaic Museum was the
emotions they felt. Among these emotions, admiration stood out. In the current study, alongside
admiration for the objects on display in the museum, admiration for the effort expended during the
restoration process that made these objects suitable for display was also frequently expressed. Lastly it
is worth mentioning that both flow experience and memorable experiences are two important
components of museum experiences. Overall, this study contributes to the growing literature on museum
experience by examining the comments visitors made after their experience at the museum.
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5.1. Theoretical Implications

Frochot and Hughes (2000) reported that the tangibles and communication dimensions were the most
important, while the empathy dimension was the least emphasized. The current study supports this
finding. At the Great Palace Mosaic Museum, visitors particularly value the tangibles and
communications dimensions, while empathy is the least mentioned dimension. Similarly, museum
experiences can vary. At the Great Palace Mosaic Museum, the most prominent experience dimensions
are post-experience evaluations, emotions and cognitive experience. The current study found evidence
of participants’ flow and memorable tourism experiences. Based on this, it was concluded that flow
experience and memorable experiences should also be examined in the context of museum visits.

5.2. Practical Implications

Considering visitors’ perceptions of museum’s service quality, it is thought that working on the less-
discussed dimensions would be beneficial. For example, it can be said that the theme of consumables is
given very little attention. Various methods are employed by museums to both improve the experience
and increase the time spent in the museum. A workshop could be organized where visitors can create
their own mosaics after their visit. Since this would also be an activity that attracts the attention of
children, it can be said that visitors would mention it more in their reviews, and therefore more families
with children would be motivated to visit this museum. In addition, one of the most frequently mentioned
shortcomings in the category of communication is the difficulty in finding the museum. This issue could
be improved through better signage and online maps.

5.3. Limitations and Future Research

A limitation of this study is its focus solely on reviews of the Great Palace Mosaic Museum and solely
reviews written in English. Future studies could similarly examine other museums that focus solely on
mosaics (e.g., the Haleplibah¢e Mosaic Museum, the Zeugma Mosaic Museum) and analyze reviews in
other languages as well. This would provide a better understanding of visitor experiences and service
quality at mosaic museums. Furthermore, the study’s reliance on online visitor reviews is another
limitation. Future studies could utilize interviews, focus group discussions, and quantitative data
collection techniques.

References

Aydmn, K., ve Yildirim, S. (2012). Service quality in airline businesses: A research on THY. Kocaeli
Universitesi Sosyal Bilimler Dergisi 2012, 24: 35 — 49. https://izlik.org/JA62HW97PL

Aykol, B., ve Aksatan, M. (2013). Akis teorisinin miize ziyaretlerine uygulanabilirligine dair kavramsal
bir model ve arastirma onerileri. Pazarlama ve Pazarlama Arastirmalar: Dergisi, 6(12), 69-90.
https://izlik.org/JA33KH64CR

Ayman, I. (2005). Urartu bronz kemerleri ve adak levhalari Gizerine betimlenen 6li ziyafeti sahneleri.
Istanbul Universitesi Sosyal Bilimler Enstitiisii, Yaymlanmamis Yiiksek Lisans Tezi), Istanbul.

Bastiaansen M, Lub XD, Mitas O, Jung TH, Ascencao MP, Han D, Moilanen T, Smit B, Strijbosch W
(2019), "Emotions as core building blocks of an experience". International Journal of

Contemporary  Hospitality =~ Management, Vol. 31 No. 2 pp. 651668,
doi: https://doi.org/10.1108/IJCHM-11-2017-0761

Bozkurt, A. K. (2024). Cocuk miizelerine yonelik ziyaretci deneyiminin incelenmesi. GSI Journals Serie
A: Advancements in Tourism Recreation and Sports Sciences, 7(1), 32-47. https://doi.org/
10.53353/atrss. 1350668

Brady, M. K., Cronin Jr, J. J., & Brand, R. R. (2002). Performance-only measurement of service quality:
a replication and extension. Journal of business research,55(1), 17-31. https://doi.org/
10.1016/S0148-2963(00)00171-5

Chae, K. (2026). Service quality and visitor intentions at the National Palace Museum of
Korea. Geojournal of Tourism and Geosites, 64(1), 284-292. 292.
https://doi.org/10.30892/gtg.64125-1676

2012


https://izlik.org/JA62HW97PL
https://izlik.org/JA33KH64CR
https://doi.org/10.1108/IJCHM-11-2017-0761
https://doi.org/10.53353/atrss.1350668
https://doi.org/10.53353/atrss.1350668
https://doi.org/10.1016/S0148-2963(00)00171-5
https://doi.org/10.1016/S0148-2963(00)00171-5
https://doi.org/10.30892/gtg.64125-1676

Altiirk, A.V., 2001-2019

Chiappa G, Andreu L, G. Gallarza & M. (2014), "Emotions and visitors’ satisfaction at a
museum". International Journal of Culture Tourism and Hospitality Research,8 (4) pp. 420—431,
doi: https://doi.org/10.1108/IJCTHR-03-2014-0024

Chryslee, G. J. (1995). Creating Museums That Change People’s Lives: Operationalizing the Notion of
Restorative ~ Environments.  Jouwrnal  of  Museum  Education,  20(1), 17-23.
https://doi.org/10.1080/10598650.1995.11510286

Cronin Jr, J. J., & Taylor, S. A. (1994). SERVPERF versus SERVQUAL: reconciling performance-
based and perceptions-minus-expectations measurement of service quality. Journal of
marketing, 58(1), 125-131. https://doi.org/10.2307/1252256

Csikszentmihalyi, M., (1975) Beyond boredom and anxiety, Jossey-Bass Publishers

Csikszentmihalyi, M., (2008) Flow: The Psychology of Optimal Expereince, Harper Perennial, New
York.

Csikszentmihalyi, M., Abuhamdeh, S., & Nakamura, J. (2005). Flow. In A. J. Elliot & C. S. Dweck
(Eds.), Handbook of competence and motivation (pp. 598—608). Guilford Publications.

Dirsehan, T. (2012). Analyzing museum visitor experiences and post experience dimensions using SEM.
Bogazici Journal, 26(1). http://doi.org/10.21773/boun.26.1.6

Eraslan, S. (2014). Istanbul Biiyiik Saray Mozaikleri’ndeki Grifon Betimlemeleri: Roma Doneminin
Benzer Ornekleriyle Ikonografik ve Sanatsal Iliskisi. Cedrus, 2, 443-451.
https://doi.org/10.13113/CEDRUS.201406470

Falk, J. H., & Dierking, L. D. (2016). The museum experience revisited. Routledge.
https://doi.org/10.4324/9781315417851

Frey, B. S., & Meier, S. (2006). The economics of museums. Handbook of the Economics of Art and
Culture, 1, 1017-1047. https://doi.org/10.1016/S1574-0676(06)01029-5

Frochot, I., & Hughes, H. (2000). HISTOQUAL: The development of a historic houses assessment scale.
Tourism management, 21(2), 157-167. https://doi.org/10.1016/S0261-5177(99)00045-X

Gangananda, A. M. N. M., Bandara, W. M. A. H., Ranatunga, R. A. D. D. N, Pattiyagedara, P. G. S.
S., & Yashodha, G. B. (2022). How Service Quality effects on Guest Satisfaction in Boutique
Hotels: With Special Reference to Central Province. Management Journal for Advanced
Research, 2(5), 6-12. https://doi.org/10.54741/mjar.2.5.2

Goktas, L. S., & Ulkii, A. (2021). Miizedeki hizmet kalitesi algisinin tekrar ziyaret etme ve tavsiye etme
niyeti lzerindeki etkisi. Avrasya Turizm  Arastirmalart  Dergisi, 2(2), 42-53.
https://izlik.org/JA32JB42FD

Glines, E., Pekersen, Y., Alagdz, G., & Sivrikaya, K. K. (2019). Miize ziyaret¢ilerinin hizmet kalitesine
yonelik algilamalari: mevlana miizesi 6rnegi. Akademik Arastirmalar ve Calismalar Dergisi,
11(21), 591-612. https://doi.org/10.20990/kilisiibfakademik.534457

Hsieh, C. M. (2010). Roles of motivations, past experience, perceptions of service quality, value and
satisfaction in museum visitors' loyalty. Michigan State University.
https://doi.org/doi:10.25335/pfag-xs93

Hsieh, C. M., Park, S. H., & Hitchcock, M. (2015). Examining the relationships among motivation,
service quality and loyalty: The case of the National Museum of Natural Science. Asia Pacific
Journal of Tourism Research, 20(supl), 1505-1526. https://doi.org/10.1080/10941665.
2015.1013143

Ilhan, G. O., Tokmak, A., & Aktas, V. (2021). Virtual museum experiences of social studies teacher
candidates. Journal of  International  Museum Education, 3(1), 74-93.
http://dx.doi.org/10.52380/mojet.2022.10.4.259

Jain, S. K., & Gupta, G. (2004). Measuring service quality: SERVQUAL vs. SERVPERF
scales. Vikalpa, 29(2), 25-38. https://doi.org/10.1177/0256090920040203

2013


https://doi.org/10.1108/IJCTHR-03-2014-0024
https://doi.org/10.1080/10598650.1995.11510286
https://doi.org/10.2307/1252256
http://doi.org/10.21773/boun.26.1.6
https://doi.org/10.13113/CEDRUS.201406470
https://doi.org/10.4324/9781315417851
https://doi.org/10.1016/S1574-0676(06)01029-5
https://doi.org/10.1016/S0261-5177(99)00045-X
https://doi.org/10.54741/mjar.2.5.2
https://izlik.org/JA32JB42FD
https://doi.org/10.20990/kilisiibfakademik.534457
https://doi.org/doi:10.25335/pfag-xs93
https://doi.org/10.1080/10941665.2015.1013143
https://doi.org/10.1080/10941665.2015.1013143
http://dx.doi.org/10.52380/mojet.2022.10.4.259
https://doi.org/10.1177/0256090920040203

Altiirk, A.V., 2001-2019

Jeffery-Clay, K. R. (1998). Constructivism in museums: How museums create meaningful learning
environments. Journal of Museum Education, 23(1), 3-7. https://www.jstor.org/stable/
40479108

Kanagasapapathy, G. (2017). Understanding the flow experiences of heritage tourists (Doctoral
dissertation, Bournemouth University).

Kaplan, S., Bardwell, L. V., & Slakter, D. B. (1993). The Restorative Experience as a Museum Benefit.
Journal of Museum Education, 18(3), 15—18. https://doi.org/10.1080/10598650.1993.11510248

Kim, J. H., Ritchie, J. B., & McCormick, B. (2012). Development of a scale to measure memorable
tourism experiences. Journal of Travel research, 51(1), 12-25.
https://doi.org/10.1177/0047287510385467

Kirchberg, V., & Trondle, M. (2015). The museum experience: Mapping the experience of fine
art. Curator: The Museum Journal, 58(2), 169-193. https://doi.org/10.1111/cura.12106

Kowalska, N., & Ostrega, A. (2020). Using SERVQUAL method to assess tourist service quality by the
example of the Silesian Museum established on the post-mining area. Land, 9(9), 333.
https://doi.org/10.3390/1and9090333

Kozinets, R. V. (2002). The field behind the screen: Using netnography for marketing research in online
communities. Journal of marketing research, 39(1), 61-72. https://doi.org/10.1509/jmkr.39.1.
61.18935

Kunt, S. (2025). Efes deneyim miizesi ziyaret¢ilerinin ¢evrim i¢i yorumlarinin incelenmesi: Tripadvisor
ornegi. Karamanoglu Mehmetbey Universitesi Sosyal ve Ekonomik Arastirmalar Dergisi, 27(49),
806-826. https://doi.org/10.18493/kmusekad.1540241

Machleit, K. A., & Eroglu, S. A. (2000). Describing and measuring emotional response to shopping
experience. Journal of business research, 49(2), 101-111. https://doi.org/10.1016/S0148-
2963(99)00007-7

Markovic, S., Raspor Jankovic, S., & Komsié¢, J. (2013). Museum service quality measurement using
the HISTOQUAL model. In 2nd International Scientific Conference Tourism in South East
Europe.

Ministry of Culture and Tourism (n.d.) Great Palace Mosaic Museum, https://muze.gov.tr/muze-
detay?Sectionld=MOZ01&Distld=MOZ

Nakamura, J., & Csikszentmihalyi, M. (2009). Flow Theory and Research. Oxford handbook of positive
psychology, 195-206.

Nowaski, M. M. (2005). Evaluating a museum as a tourist product using the servqual method. Museum
Management and Curatorship. 20, pp. 235 — 250 https://doi.org/10.1016/j.musmancur.2005.03.
002

Packer, J., & Ballantyne, R. (2016). Conceptualizing the visitor experience: A review of literature and
development of a multifaceted model. Visitor Studies, 19(2), 128-143. https://doi.org/10.1080/
10645578.2016.1144023

Packer, J., & Bond, N. (2010). Museums as restorative environments. Curator: The Museum Journal,
53(4), 421-436. https://doi.org/10.1111/j.2151-6952.2010.00044.x

Parasuraman, A. B. L. L., Zeithaml, V. A., & Berry, L. (1988). SERVQUAL: A multiple-item scale for
measuring consumer perceptions of service quality. 1988, 64(1), 12-40.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its
implications for future research. Journal of marketing, 49(4), 41-50.

2014


https://www.jstor.org/stable/40479108
https://www.jstor.org/stable/40479108
https://doi.org/10.1080/10598650.1993.11510248
https://journals.sagepub.com/doi/10.1177/0047287510385467?utm_source=researchgate.net&utm_medium=article
https://doi.org/10.1111/cura.12106
https://doi.org/10.3390/land9090333
https://doi.org/10.1509/jmkr.39.1.61.18935
https://doi.org/10.1509/jmkr.39.1.61.18935
https://doi.org/10.18493/kmusekad.1540241
https://doi.org/10.1016/S0148-2963(99)00007-7
https://doi.org/10.1016/S0148-2963(99)00007-7
https://muze.gov.tr/muze-detay?SectionId=MOZ01&DistId=MOZ
https://muze.gov.tr/muze-detay?SectionId=MOZ01&DistId=MOZ
https://doi.org/10.1016/j.musmancur.2005.03.002
https://doi.org/10.1016/j.musmancur.2005.03.002
https://doi.org/10.1080/10645578.2016.1144023
https://doi.org/10.1080/10645578.2016.1144023
https://doi.org/10.1111/j.2151-6952.2010.00044.x

Altiirk, A.V., 2001-2019

Pekarik, A. J., Doering, Z. D., & Kams, D. A. (1999). Exploring satisfying experiences in
museums. Curator: The Museum Journal, 42(2), 152-173. https://doi.org/10.1111/].2151-
6952.1999.tb01137.x

Piekkola, H., Suojanen, O., & Vainio, A. (2014). Economic impact of museums. Vaasan yliopisto.
https://urn.fi/URN:ISBN:978-952-476-524-4

Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience economy. Harvard Business Review.

Raajpoot, N., Koh, K., & Jackson, A. (2010). Developing a scale to measure service quality: An
exploratory study. International ~ Journal — of  Arts  Management, 54-69.
https://www.jstor.org/stable/41065028

Radder, L., & Han, X. (2015). An examination of the museum experience based on Pine and Gilmore's
experience economy realms. Journal of Applied Business Research, 31(2), 455.

Rentschler, R., & Gilmore, A. (2002). Museums: discovering services marketing. International Journal
of Arts Management, 62-72. https://www.jstor.org/stable/41064777

Sert, A. N., & Karacaoglu, S. (2018). Miizelerdeki hizmet kalitesinin memnuniyet algisi ve tavsiye etme
niyeti iizerindeki etkisi: Anadolu Medeniyetleri Miizesi 6rnegi. Afyon Kocatepe Universitesi
Sosyal Bilimler Dergisi, 20(2), 103-122. https://doi.org/10.32709/akusosbil.417733

Sharma, S., & Srivastava, S. (2018). Relationship between service quality and customer satisfaction in
hotel industry. TRJ Tourism Research Journal, 2(1), 42-49. https://doi.org/10.30647/tr].v2i1.20

Sheppard, S. (2013). Museums in the neighborhood: the local economic impact of museums.
In Handbook of industry studies and economic geography (pp. 191-204). Edward Elgar
Publishing. https://doi.org/10.4337/9781782549000.00014

Silwal, B. (2025). Effects of Service Quality on Guest Satisfaction in Restaurants Business. Journal of
Nepalese Management and Research, 7(1), 164-177. https://doi.org/10.3126/jnmr.v7i1.88986

Sveb Dragija, M., & JelinCi¢, D. A. (2022). Can museums help visitors thrive? Review of studies on
psychological wellbeing in museums. Behavioral Sciences, 12(11), 458.
https://doi.org/10.3390/bs12110458

The Marketing Dictionary (n.d.) Service quality Retrived April 3, 2026, from
https://dictionarymarketing.com/definition/service-quality/

Todino, M. D., & Campitiello, L. (2025). Museum Education. Encyclopedia, 5(1), 3.
https://doi.org/10.3390/encyclopedia5010003

TripAdvisor, (n.d.) About us. https:/tripadvisor.mediaroom.com/tr-about-us

TUIK (2026a) Miize sayilari. https://veriportali.tuik.gov.tr/tr/databrowser/tuik/categories/10/10_1/
10_1_1/TR.DF_MUZE_SAYISI V3.1.0

TUIK (2026b) Miize sayilari. https://veriportali.tuik.gov.tr/tr/databrowser/tuik/categories/10/10_1/
10 1_1/TR.DF_ MUZE_ORENYER_ZYARETCI.1.0

UNESCO, (2021). Muesums Around the World in the Face of COVID-19. https://unesdoc.unesco.
org/ark:/48223/pf0000376729 eng

Uzun, F. V. (2023). Tripadvisor ziyaret¢i yorumlari ile hatay arkeoloji miizesi’nin depremler 6ncesi
durumunun degerlendirilmesi. Nevsehir Haci Bektas Veli Universitesi SBE Dergisi, 13, 18-41.
https://doi.org/10.30783/nevsosbilen.1287780

Westervelt, R. F. (2010). Museums and Urban Revitalization: Regional Museums as Catalysts for
Physical, Economic, and Social Regeneration of Local Communities. Seton Hall University
Dissertations and Theses.

Yang X, Zhang L (2022), "Smart tourism technologies towards memorable experiences for museum
visitors". Tourism Review, 77(4) 1009—1023, doi: https://doi.org/10.1108/TR-02-2022-0060

2015


https://doi.org/10.1111/j.2151-6952.1999.tb01137.x
https://doi.org/10.1111/j.2151-6952.1999.tb01137.x
https://urn.fi/URN:ISBN:978-952-476-524-4
https://www.jstor.org/stable/41065028
https://www.jstor.org/stable/41064777
https://doi.org/10.32709/akusosbil.417733
https://trj.iptrisakti.ac.id/index.php/trj/article/view/20
https://doi.org/10.4337/9781782549000.00014
https://doi.org/10.3126/jnmr.v7i1.88986
https://doi.org/10.3390/bs12110458
https://dictionarymarketing.com/definition/service-quality/
https://doi.org/10.3390/encyclopedia5010003
https://tripadvisor.mediaroom.com/tr-about-us
https://veriportali.tuik.gov.tr/tr/databrowser/tuik/categories/10/10_1/10_1_1/TR,DF_MUZE_SAYISI_V3,1.0
https://veriportali.tuik.gov.tr/tr/databrowser/tuik/categories/10/10_1/10_1_1/TR,DF_MUZE_SAYISI_V3,1.0
https://veriportali.tuik.gov.tr/tr/databrowser/tuik/categories/10/10_1/10_1_1/TR,DF_MUZE_ORENYER_ZYARETCI,1.0
https://veriportali.tuik.gov.tr/tr/databrowser/tuik/categories/10/10_1/10_1_1/TR,DF_MUZE_ORENYER_ZYARETCI,1.0
https://doi.org/10.30783/nevsosbilen.1287780
https://doi.org/10.1108/TR-02-2022-0060

Altiirk, A.V., 2001-2019

Yang, Y., Wang, Z., Shen, H., & Jiang, N. (2023). The Impact of Emotional Experience on Tourists’
Cultural Identity and Behavior in the Cultural Heritage Tourism Context: An Empirical Study on
Dunhuang Mogao Grottoes. Sustainability, 15(11), 8823. https://doi.org/10.3390/sul5118823

Yilmaz, 1. (2011). Miize ziyaretcilerinin hizmet kalitesi algilamalari: Goreme A¢ik Hava Miizesi 6rnegi.
Anatolia: Turizm Arastirmalar: Dergisi, 22(2), 183-193. https://izlik.org/JA75ZK85GA

2016


https://doi.org/10.3390/su15118823
https://izlik.org/JA75ZK85GA

Altiirk, A.V., 2001-2019

Arastirma Makalesi

Exploring factors affecting museum experience: A study on a “Hidden gem” in
Istanbul

Miize Deneyimini Etkileyen Faktorlerin Incelenmesi Istanbul 'daki “Gizli Hazine”
Uzerine Bir Arastirma

A. Vahap ALTURK
Dr. Ogr. Uyesi, Mardin Artuklu Universitesi
Turizm Fakiiltesi
vahapalturk@artuklu.edu.tr
https://orcid.org/0000-0002-7509-4166

Genisletilmis Ozet

Miize ziyaretleri son zamanlarda popiilaritesi artmig, rekreasyonel bir aktivite haline gelmistir. 1975°te
diinyada 22.000 olan miize sayisinin hizli bir sekilde artig gostererek yaklasik olarak bes katina ¢iktigi
belirtilmistir (UNESCO, 2021). Benzer sekilde, Tiirkiye’de miize sayilar1 hizla artmig ve giliniimiizde
18 tanesi milli saraylara bagli, 217 tanesi kiiltiir ve turizm bakanligina bagli 401’1 6zel olmak iizere
toplatma 636 kayith miize bulunmaktadir (TUIK, 2026a). Bu miizeleri 2025 yilinda 61 milyondan fazla
ziyaret¢inin gezdigi belirtilmigtir (TUIK, 2026b). Bu miizeler arasinda arkeoloji ve etnografya gibi
klasik miizelerin yani sira, peynirleriyle iinli olan Kars’ta bulunan Kars Peynir Miizesi veya
Kusadasi’nda bulunan zeytin ve zeytinyagina odaklanan Oleatrium Miizesi gibi nis alanlara odaklan
miizeler de yer almaktadir.

Miize deneyiminin bu sekilde ragbet gdrmeye baslamasi, miizelerin yerel ve bolgesel diizeyde yaratici
ekonominin gelistirilmesine katki sunacak bir enstriiman olarak kullanilabilecegini gostermektedir
(UNESCO, 2021). Miizeler ozellikle turistik destinasyonlarda ek istihdam ve ticari gelir yaratarak,
bulunduklar1 bolgelere nemli ekonomik faydalar saglamaktadir (Frey & Meier, 2006). Miizeler
bulunduklar1 kentin ekonomisine katkida bulunan kurumlar olarak degerlendirilip, kentsel gelisim
stratejilerine dahil edilmeleri halinde hem kendi kurumlarinin hem de kentin ekonomik
stirdiiriilebilirligini saglayabilecegi ve daha fazla fayda yaratabilecegi belirtilmistir (Wstervelt, 2010).

Miizelerin bulunduklart kente yonelik olumlu etkilerinden etkin sekilde faydalanabilmek igin
ziyaretcilerin hizmet kalitesi ve miize deneyimlerinin iyi bir sekilde anlasilmasi ve diizenli olarak
iyilestirilmesi gerekmektedir. Literatiire bakildiginda miizelerde hizmet kalitesi ve ziyaret¢i deneyimi
tizerine odaklanan nicel yontemlerle yapilmis birgok ¢aligma bulunmaktadir (Yilmaz, 2011; Giines et
al., 2019; ilhan et al., 2020). Yapilan ¢alismalar incelendiginde gesitli miizelerde miize deneyimlerini
netnografi yontemiyle inceleyen arastirmalara rastlanmaktadir (Kunt, 2025; Bozkurt, 2023; Uzun,
2023). Ancak mozaik miizelerinde, ziyaretgilerin kendi anlatimlarinda bu iki kavrami etkileyen
faktorlerin derinlemesine incelendigi ¢aligma sayisinin sinirli oldugu goriilmiistiir. Bu calismada miizeyi
gezen ziyaretcilerinin hizmet kalitesi algilarin1 ve ziyaret¢i deneyimlerini etkileyen faktorlerin ortaya
¢ikarilmasi amaglanmaktadir. Mevcut ¢alisma mozaik miizelerinde hizmet kalitesi algilarini ve ziyaretgi
deneyimleri inceleyen ilk ¢alismalardan biridir.

Arastirma tasarimi olarak netnografik bir yaklasim benimsenmistir. Netnografi ¢evrimigi etnografi
olarak konumlandirilmakta ve “Bilgisayar araciligiyla yapilan iletisim yoluyla ortaya ¢ikan kiiltiirleri ve
topluluklar incelemek icin etnografik arastirma tekniklerini uyarlayan yeni bir arastirma yontemi”
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olarak tanimlanmaktadir (Kozinets, 2002:62). Aragtirma igin gerekli veriler, 2026 yili mart ayinda
TripAdvisor web sitesinden alinmistir. TripAdvisor platformunda Biiylik Saray Mozaikleri miizesi
bashg1 altinda Ingilizce yazilmis 381 yorum bulunmaktadir. Bu yorumlardan ikisi, miizenin kapali
oldugu bir donemde yazildig1 ve yorum yapanlar miizeyi gérmedigi i¢in ¢alisma diginda tutulmustur.
Aragtirmaya 379 yorum dahil edilmistir. TripAdvisor platformunda yayinlanan yorumlar halka agik
yorumlar, oldugu i¢in, bu calisma etik kurul onay1 gerektirmemektedir.

TripAdvisor platformunda 2010 ile 2025 yillar1 arasinda Biiyiik saray Mozaikleri Miizesi baslig1 altinda
yazilan 379 yorum bu ¢aligmanin verisini olusturmaktadir. Yapilan frekans analizinde en fazla yorumun
2015 yilinda yapildig1 2024 yilinda ise hi¢ yorum yapilmadig: tespit edilmistir. Kullanicilarin miize
deneyimi i¢in verdigi puanlar incelendiginde biiyiik cogunlugun (%82,3) deneyimlerini miikemmel veya
iyi, 15 kiginin kotii ve iki kiginin ise berbat olarak derecelendirdigi tespit edilmistir. Miizeye yapilan
genel degerlendirme puaninin 4,2 oldugu g6z 6ntinde bulunduruldugunda ziyaretgilerin genel anlamda
miize deneyiminden memnun olduklar1 séylenebilir.

Frekans analizinden sonra sira sira kodlamaya gegilmistir. Yapilan kodlamada 83 kod 1073 kez tekrar
etmistir. Bu kodlar ortak 6zelliklerine gore temalar altinda gruplandirilmistir. Ortaya ¢ikan temalar
hizmet kalitesi ve ziyaret¢i deneyimi olmak iizere iki ana kategoriye ayrilmistir. Temalara karar verirken
literatiirden faydalanilmistir (Frochot & Hughes, 2000; Parasuman, Zeithaml & Berry, 1988; Hsich
2010); Hsieh vd., 2015; Csikszentmihalyi, 2008; Packer & Ballantyne 2016; Kim vd., 2012; Dirsehan,
2012).

Ziyaretcilerin hizmet kalitesine iligkin algilarinin incelenmesinde en sik tekrar edilen temanin fiziksel
ozellikler oldugu tespit edilmistir. Fiziksel 6zellikler temasini iletisim ve heveslilik takip ederken en az
tekrar edilen temanin ise empati oldugu ortaya ¢ikmistir. Empati temasi1 Frochot ve Hughes (2000)
caligmasinda bir hizmet kalitesi boyutu olarak ele alinmis ve bir¢ok ¢alismada kullanilmistir. Hizmet
kalitesinin empati bileseni, engelli bireylerin miizeyi ziyaret etme imkanlar1 ve miizenin ¢ocuklara
sundugu etkinliklerle ilgidir (Frochot & Hughes, 2000). Arastirma bulgularina gore yorumlarda empati
temas1 nadiren goriilmektedir. Bu durum c¢ocuklu ailelerin bu miizeyi sik ziyaret etmemesi veya tercih
etmemesinden kaynaklaniyor olabilir. Ote yandan fiziksel dzellikler ve iletisim temalar1 en sik tekrar
edilen temalar oldugu goriilmiistiir. Mozaik miizesinde miizenin fiziksel 6zellikleri ve miize i¢indeki
iletisim ziyaretgiler icin en 6nemli konular arasindadir.

Aragtirmanin bulgularina gore ziyaretciler miizede sergilenen mozaiklerin sanatsal ve tarihi degerine
bliyllk 6nem vermektedirler. Ayrica, miizenin Onemini aktarirken iletisimin rolini de kabul
etmektedirler. Iletisim temasi altinda personel kodunun ¢ok az gecmesi dikkat ¢ekicidir. Mozaikler ve
restorasyon siireci i¢cin hazirlanan bilgilendirme panolarinin ziyaretgiler icin yeterli oldugu ve
dolayisiyla bu konuda personele ihtiyag duyulmadigi sdylenebilir. Miize ziyaretleri, ziyaretcilerin
sergilenen eserler hakkinda bilgilendirildigi basit etkinlikler olarak degil, daha karmasik bir deneyim
olarak ele alinmasi gerektigi belirtilmistir (Falk & Dierking, 2016). Calisma sonuglarinda, Biiyiik Saray
Mozaikleri Miizesindeki deneyim sonrasi degerlendirmeleri duygusal, bilissel, restoratif akis ve
hatirlanabilir deneyimler olmak iizere miize deneyimlerinin alt1 boyutu ortaya ¢ikarilmistir.

Miize deneyimi kategorisinde en sik tekrar eden temanin deneyim sonrast degerlendirmeler oldugu
gozlemlenmistir. Miize deneyimi, yalnizca giris ile ¢ikis arasindaki siireyi kapsamamakta, ziyaretcilerin
bir miizeyi ziyaret etmeyi diisiindiikleri anda baslayan ve ziyaretten ¢ok sonra devam eden bir siire¢
oldugu belirtilmistir (Falk & Dierking, 2016). Bu nedenle ziyaretgilerin deneyimleri, deneyim sonrasi
degerlendirmeleri de kapsamaktadir. Ziyaretciler, yorumlarinda algilanan deger, memnuniyet, tavsiye
etme ve tekrar ziyaret gibi deneyim sonrast degerlendirmelerde bulunmuslardir. Caligmada ayrica
duygulanimlarin miize deneyiminin temel bilesenlerinden biri oldugunu ortaya konulmustur. Miizeler
ziyaretcilerin duygularini harekete geciren mekanlar olarak 6ne ¢ikmaktadir (Chieppa vd., 2014). Biiyiik
Saray Mozaik Miizesini gezen ziyaretgilerin yorumlarinda en sik tekrar edilen konulardan biri, deneyim
sirasinda hissedilen duygulardir. Bu duygular arasinda hayranlik 6ne ¢ikmistir. Bu ¢alismada, miizede
sergilenen nesnelere (mozaiklere) duyulan hayranligin yan sira, bu nesnelerin sergilenmeye uygun hale
gelmesindeki restorasyon surecine harcanan ¢abaya duyulan hayranlik da 6n plana ¢iktig1 goriilmiistiir.
Son olarak, akig deneyimi ve hatirlanabilir deneyiminin miize deneyiminin iki 6nemli bilesenini
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olusturdugu degerlendirilmektedir. Genel olarak bu ¢aligma ziyaretgilerin miize deneyimlerinden sonra
yaptiklar1 yorumlar1 inceleyerek, miize deneyimi literatiiriine katkida bulunmaktadir.

Caligma kapsaminda teorik ve pratik ¢ikarimlar yapilabilir. Tarihi binalarda hizmet kalitesi agisindan
fiziksel 6zellikler ve iletisim boyutlarinin en 6nemli boyutlar oldugu, buna karsilik empati boyutunun
ise en az vurgulanan boyut oldugu belirtilmistir (Frochot ve Hughes, 2000). Mevcut ¢alismada bu
bulguyu desteklenmektedir. Biiyiik Saray Mozaikleri Miizesi ziyaretcileri hizmet kalitesi bilesenlerin
arasinda en fazla fiziksel 6zellikler ve iletisime 6nem verdigi goriiliirken, en az degindikleri temanin ise
empati oldugu gozlemlenmistir. Biiyiik Saray Mozaikleri Miizesinde ziyaret sonras1 degerlendirmeler,
duygulanimlar ve bilissel deneyim ziyaret¢i deneyiminin en sik tekrar edilen bilesenlerini
olusturmaktadir. Mevcut ¢alismada akis deneyimi ve hatirlanabilir turizm deneyiminin miize ziyaretleri
baglaminda incelenmesi gerektigi sonucuna varilmistir.

Ziyaretgilerin miize hizmet kalitesine iliskin algilar1 g6z 6niine alindiginda daha az tekrar edilen boyutlar
iizerinde odaklanilmas1 gerektigi sdylenebilir. Ornegin, tiiketilenler bilesenine ¢ok az ilgi gosterildigi
tespit edilmigtir. Miizelerde hem ziyaret deneyimini iyilestirmek hem de miizede gegcirilen siireyi
uzatmak i¢in c¢esitli etkinlikleri kullanilmaktadir. Ziyaretcilerin miize gezisinin ardindan kendi
mozaiklerini olusturabilecekleri bir atdlye ¢alismasi ziyaretgilerin deneyimlerine katkida bulunabilecegi
sOylenebilir. Akis deneyiminin ve hatirlanabilir turizm deneyimlerinin boyutlar1 g6z 6niinde alindiginda
bu sekilde diizenlenecek olan bir etkinligin katkis1 olacagi ve deneyimi zenginlestirecegi
degerlendirilmektedir. Atdlye calismasi ¢ocuklarin da ilgisini ¢eken bir etkinlik olabileceginden,
ziyaretcilerin yorumlarinda konuyu daha fazla dile getirecekleri ve dolayisiyla gocuklu ailelerin miizeyi
ziyaretlerinde daha ¢ok motive olacagi sdylenebilir. Ote yandan iletisim boyutu altinda en sik tekrar
edilen eksikliklerden bir tanesi miizeyi bulmanin zorlugudur. Bu, daha iyi ydnlendirme tabelalar1 ve
cevrimici haritalar araciliiyla ¢oziilebilecegi degerlendirilmektedir.
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