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ABSTRACT 
 

Recently, museum management in Indonesia use social media for creating the museum profiles and sharing 
information about the exhibitions, services, museum activities, and collections. However, the research on 
the phenomenon of applying social media marketing to museums has been investigated by international 
researchers, but has never been done by researchers in Indonesia. This study has a focus on testing whether 
the Museum Facebook Fan Page User Experience is a mediator or moderator variable between user 
motivations and user expectations of intention to use Facebook Museum Fan page and whether the online 
community involvement moderates the relation between the Facebook Fan Page usage intention to the visit 
museum intention. The research design is the quantitative approach. Data was collected using a 
questionnaire distributed to followers of the museum Facebook Fan Page in Indonesia. The researchers was 
randomly select the museum Facebook Fan Page and online cultural community Facebook groups in 
Indonesia. The sample size was 270 respondents. The data analysis is the Structural Equation Modeling 
analysis method using AMOS Ver. 22. In this study, eight hypotheses are accepted and one hypothesis is 
rejected. The r2 of the Facebook Fan Page usage intention is 0.446, it means that the variable can be 
explained by user expectations, user motivations, and Facebook Fan Page User Experience. The r2 of the 
visit museum intention is 0.350, it means that the variable can be explained by the Facebook Fan Page User 
Experience and online community involvement. The contribution of this research is to contribute the 
Facebook Adoption model that accommodates the Facebook Fan Page usage experience and the online 
community involvement for marketing and cultural education in the Museum industry in Indonesia. 

Keywords: Facebook Fan Page User Experience, User Motivations, User Expectations, Online 
Community Involvement, the Facebook Fan Page Usage Intention, the Visit Museum Intention. 

 
1. INTRODUCTION  
 

According to Digitalbuzz, there are 2.3 billion 
users actively use social media sites and 1.9 billion 
users access it using  mobile gadget in the world[1]. 
Facebook has the vast active users in the world. 
Seventy-nine million users in Indonesia access the 
media social for 2.9 hours of the day. We infer that 
social media such as Google+, Twitter, Facebook, 
and others are essential for company strategies, 
products, and services. The new marketing era had 
begun when social media as a medium for the 
improvement of products and services management. 
With social media, customer become a focus of the 
organization and innovative tools for marketing 
division to engage with their customers.  

The idea of utilizing cultural heritage as a 
heritage tourism destination products has begun 
since 1990, where the primary goal is how to 

provide new tourist experience when visiting a 
heritage site [2]. In the context of the creative 
industry, museums are one of the cultural tourist 
destinations [3]. The development of the cultural 
tourism sector requires a combination of marketing 
and management of cultural heritage. The challenge 
is how to find a balance between the principles of 
cultural heritage management that focus on 
conservation and visitor satisfaction [2]. Utilization 
of museums to strengthen ideology, economy, 
culture, social, defense, politics and security in 
realizing national goals [4]. Law No. 5 of 2017 
concerning the Promotion of Culture regulates how 
the processing of cultural assets as products to 
improve the welfare of the community while 
maintaining the value of nobility and wisdom of 
these assets. 

 Based on the previous research findings, 
this research examine the determinant factors that 
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influence the intention to visit museum. The authors 
develop the conceptual model by integrating the 
technology acceptance model, user and gratification 
theory, and strategic experiential marketing for 
exploring the online museum visitor behavior. The 
research objectives are examine whether Museum 
Facebook Fan Page User Experience in is a 
mediator or moderator variable between user 
motivations and user expectations of intention to 
use Museum Facebook Fan page; whether the 
online community involvement moderates the 
Facebook Fan Page usage intention to the museum 
visit intention. 

The research objectives in this study are: 

1. To examine the relationship between the 
user motivations and the Facebook Fan Page user 
experience.  

2. To examine the relationship between the 
user motivations and the Facebook Fan Page usage 
intention. 

3. To examine the relationship between the 
user expectations and the Facebook Fan Page user 
experience. 

4. To examine the relationship between the 
user expectations and the Facebook Fan Page Usage 
Intention. 

5. To examine the relationship between of the 
Facebook Fan Page user experience and the 
Facebook Fan Page Usage Intention. 

6. To examine the moderating effect of the 
online community involvement on the relationship 
between the Facebook Fan Page User Experience 
and the Facebook Fan Page Usage Intention. 

7. To examine the relationship between the 
Facebook Fan Page Usage Intention and the Visit 
Museum Intention. 

8. To examine the moderating effect of the 
experience of using Facebook Fan Page on the 
relationship between the user motivations and the 
Facebook Fan Page usage intention. 

9. To examine the moderating effect of the 
experience of using Facebook Fan Page on the 
relationship between the user expectations and the 
Facebook Fan Page Usage Intention. 

 
2. RELATED WORK 
 
Several studies on the satisfaction of museum 
visitors in Indonesia have been conducted at the 
National Museums, the Bank of Indonesia museum, 

and the museum of Fine Art and Ceramic [1], 
Wildlife Museum [2], Museum of Ranggowarsito 
[3], Museum of Sepuluh Nopember [4], Health 
Museum of Dr. Adhyatma [5], Geology Museum 
[6], Museum of the Asian-African Conference [7], 
Museum Sri Baduga [8], and Museum Kartini [9]. 
It can be concluded that museum managers are 
aware of the importance of service quality, product 
quality, facilities, price, promotion, and location to 
the museum visitors satisfaction [1], [2], [4], [6], 
[8]–[10]. 
The recent development of social media and the 
complexity of visitor behavior over the past few 
decades, museum managers in Indonesia have been 
forced to change their roles and relationships to 
visitors. There is a paradigm shift from 
management focuses on objects towards visitor-
focused management [4], [5], [10], [11]. The 
government develop strategies and provide budgets 
for museums revitalization, mandatory museum 
visit programs, mass media publications, and 
edutainment programs to attract public interest in 
visiting museums [2], [12]–[14]. The impact of the 
program was a significant increase in museum 
visitors  from 2012 to 2014 amounting to 
23,409,086 or 192% [13]. This achievement needs 
to be accompanied by an increase in the quality of 
museum visitors. 
Recently, museum management in Indonesia use 
social media for creating the museum profiles and 
sharing information about the exhibitions, services, 
museum activities, and collections. The 
development of information technology is a catalyst 
for organizational change and innovation in a 
museum, digitalization of museums needs to be 
well understood by users, managers of museums, 
communities, and the government so that they can 
work proactively and collaboratively [15]. In the 
digital era, the responsibilities of managers in 
acquiring, preservation, research, and holding 
cultural exhibitions remain essential, but they must 
shift in the digital world [16]. Klimpel stated that 
museum managers need to digitize their collection, 
develop metadata standardization, and disseminate 
it to the public through internet media[16]. Visitors 
to museums tend to share their experiences of 
visiting museums through social media such as 
blogs [17]–[19], Facebook [20]–[22], Flikr [23], 
and Instagram [22], [24], [25]. The attachment and 
credibility of content produced by other visitors are 
one of the factors that influence the decision of 
prospective museum visitors in planning their visit 
to the museum [26]. The application of barcode in 
the  exhibition at the museum, visitors can find 
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information about the exhibition and provide 
comments on the exhibition [27]. 
Several previous studies on social media 
technology adoption in museums have been 
conducted at the Gothenburg Natural History 
Museum [24], 315 museums in America [20], and 
the Museum of London [28]. Managers who 
provide more time on social media can increase 
public awareness so that the majority of museums 
allocate 1 or 2 employees to manage social media 
for 45 minutes every day[20]. The use of Facebook 
is seen as the most effective communication 
medium because it can reach new and broader 
users, while Twitter is seen as the most effective 
communication medium after Facebook because of 
speed [20], [28], [29]. The use of Instagram to 
share the experience of visitors while visiting 
museums to the broader community through 
creative multimedia by giving visitors the freedom 
to capture exhibitions, collections, and activities, 
then edit the photos and provide hashtags [24], 
[25]. 
Museum managers can use social media technology 
as an online brochure. With the help of social 
media technology, the museum can be present or 
accessed online by prospective visitors from 
various locations to find critical information in 
preparing for physical visits [30]. Museum 
managers can re-engineer products and services, 
then present them through social media to motivate 
visitors to visit the museum in the future. Museum 
managers must develop a strategy on how to use 
internet and social media services to achieve social 
and economic targets. The use of social media 
without the right strategy will give a modern 
impression, but this will have negative 
consequences for museum managers  [31]. Social 
media is one of the domains of marketing 
opportunities that are quite interesting in inviting 
businesses to get involved in internet-based 
marketing. Businesses increasingly recognize the 
potential role of social media as a marketing 
instrument and as a tool for observing and 
analyzing user behavior. Also, social media can be 
used by businesses to connect with customers, 
contribute to customer learning, and get input from 
customers. Social media is an essential tool for 
prospective visitors where social media plays a vital 
role in the decision-making process. 
Previous research that examined the relationship 
between Facebook Fan Page user experience and 
the Facebook Fan Page Usage Intention has been 
carried out in the tourism industry [30], [32]–[34]. 
The research method used in the four studies is 
quantitative research with the Structural Equation 

Model analysis method where the sample used is 
above 400 respondents. Bilgihan et al.  designed a 
study to investigate the determinant factors of the 
intention to share information by utilizing a social 
media platform in the United States[30]. The 
findings showed that tourist consumption behavior 
affected by ease of use perception and trust in 
integrity. Casaló et al.  designed a study to 
investigate the determinant factors that influenced 
the intentions to use the suggestions from 
Minube.com, LonelyPlanet, and Trivago in 
Spain[34]. The intention to use the suggestion was 
affected by the trust of users that posted advice in 
the online community website. Attitude toward the 
online community website was directly affected by 
the trust in the content and perceptions of usability. 
Kang & Schuett designed a study to implement the 
conceptual framework for studying the tourist 
social media experience when visiting the United 
States[32]. The success of the intention to share 
their travel experiences is influenced by social 
media usage, perceptions of enjoyment, and social 
media experiences. Leung & Bai  designed a study 
to examine the tourist social media behavior when 
visiting the hotel in the United States. The findings 
showed that the intention to revisit was affected by 
social media[33]. 

 
3. METHODS 

This study uses a quantitative or positivist 
approach to observe relationships between 
variables. In this study using a survey method to 
obtain data, facts, or information, where each 
research variable can be described and its influence 
is known between one variable with another 
variable. 

The hypotheses were tested using multivariate 
analysis (Structural Equation Modeling). To fulfill 
the design of this study, the study was conducted in 
a descriptive and explosive manner. The study was 
conducted on people who are users of museum 
social media in Indonesia. The data used in this 
study are expected to represent the overall behavior 
of museum social media usage among users. This 
research was conducted from October 2016 - July 
2017. 
In this study there are two independent variables 
namely user motivations (MP) and user 
expectations (EP). The indicators of user 
motivation was adopted from the previous studies 
[35]–[38]. The indicators of user expectation was 
adopted from the previous studies [30], [35], [39]–
[41]. Two moderating variables, namely the 
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Facebook Fan Page user experience (PPFF) and 
online community involvement (PKO). The 
indicators of the Facebook Fan Page user 
experience was adopted from the previous studies 
[40], [42], [43]. The indicators of the online 
community involvement was adopted from the 
previous studies   [44]–[47]. Two mediator 
variables are the Facebook Fan Page user 
experience (PPFF) and Facebook Fan Page usage 
intention (IF). The indicators of the Facebook Fan 
Page usage intention was adopted from the previous 
studies [40], [42], [43].One dependent variable is 
the Visit Museum Intention. The indicators of the 
visit museum intention was adopted from the 
previous studies [2], [20], [38], [43], [44]. 

Data sources in this study were obtained through 
two sources, namely: primary data and secondary 
data. Primary data is collected and obtained from 
social media users who have become fans or friends 
on social media managed by museum managers. 
The data used in this study are expected to present 
the overall behavior of the use of museum social 
media in Indonesia. 

The primary data collection techniques and 
secondary data in this study were surveys by 
distributing questionnaires and observations. The 
researcher will make an electronic questionnaire 
with the help of Google Forms and this research 
survey will be conducted from January 2017 to 
March 2017 through online media such as 
Facebook and Whatsapp. The researcher 
periodically sends invitations to prospective 
respondents online to fill out questionnaires. 
Distribution of online questionnaires using 
Facebook groups museum or Indonesian culture 
lovers, wall Facebook researchers, fan page 
museums, and Facebook museum accounts. The 
observations made in this study were the patterns of 
behavior of social media users in museums in 
Indonesia. This activity is carried out through 
observation of the activities of the museum's social 
media managers, such as in the form of information 
dissemination, activities, collections and news and 
interactions with posts on museum social media in 

Indonesia. Observation instruments using Ms. 
Excel 2016 to record how management of social 
media by museum managers. The data were 
analyzed using Amos 20.0. 

The population of this study is the Museum 
Facebook Fan Page users in Indonesia. Since the 
number of population of this study were difficult to 
determine, it is difficult to random the Facebook 
users. In order to get the best results to represent the 
study, the researchers gather museum Facebook 
Fan Page and online cultural community groups 
information. The researchers used random sampling 
to select the museum Facebook Fan Page and 
online cultural community Facebook groups for 
questionnaire distribution. The subjects of this 
study were individuals who were known to have 
been followers of museum social media in 
Indonesia. The sample size in this study were 270 
respondents. 

Samples taken in the study were obtained 
through a screening process. Researchers believe 
that someone who decides to follow the museum's 
social media is someone who has an interest in the 
history and culture of Indonesia. The sample 
selection process is carried out to meet the 
following criteria: the sample is taken only by 
museum social media users in Indonesia, the age of 
the respondent is at least 13 years, social media 
users must specify at least one museum fan page 
followed, and geographical location (domicile or 
work location) in the territory of Indonesia. 
4. RESULTS AND DISCUSSIONS 
The table 1 shows that the user motivations variable 
consists of five indicators that have a factor loading 
value of ≥ 0.5. This shows all indicators of user 
motivations is valid. It can be concluded that 
convergent validity has been achieved. The 
construct reliability value of the user's motivations 
is 0.712, this value indicates that the motivations 
construct of the user is reliable. The variance 
extracted value of user motivations is 0.338, the 
value indicates that the indicator has a higher error 
rate. 

Tabel 1 Validity and Reliability of User Motivations 
Indicator Factor 

Loading 
Variance 
Extracted 

Construct 
Reliability 

Express ideas or opinions 0.631 

0.338 0.712 
Communicate with fellow social media users 0.653 
Find friends who share your interests 0.540 
Relaxation and pleasure in accessing content about the museum 0.565 
Satisfaction and pride in accessing content about the museum 0.507 
Source: Author analysis, 2018 
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The table 2 shows that the user 
expectations variable consists of nine indicators 
which have a factor loading value of ≥ 0.5. This 
shows all indicators of user expectations is valid. It 
can be concluded that convergent validity has been 
achieved. The value of construct expectations of the 

user is 0.847, this value indicates that the construct 
of user expectations is reliable. The variance 
extracted value of user expectations is 0.383, the 
value indicates that the indicator has a higher error 
rate. 

Table 2 Validity And Reliability Of User Expectations 
Indicators Factor 

Loading 
Variance 
Extracted 

Construct 
Reliability 

Accurate content. 0.704 

0.383 0.847 

Latest content. 0.740 
Relevant content. 0.651 
Use the message us feature. 0.576 
Use of event features. 0.552 
Use the profile information feature. 0.584 
The ease of finding museum information through Facebook. 0.593 
Ease in meeting information needs through Facebook. 0.558 
Helps meet information needs quickly through Facebook. 0.584 

Source: Author analysis, 2018 
The table 3 shows that the online 

community involvement variable consists of three 
indicators that have a value of factor loading ≥ 0.5. 
This shows the indicators of the online community 
involvement is valid. It can be concluded that 
convergent validity has been achieved. The 
construct reliability of the online community 

involvement is 0.909, this value indicates that the 
construct of the online community involvement is 
reliable. The variance extracted value of the online 
community involvement is 0.768, this value 
indicates that the online community involvement 
construct is valid. 

Table 3 Validity And Reliability Of The Online Community Involvement 
Indicators Factor 

Loading 
Variance 
Extracted 

Construct 
Reliability 

Members feel membership in the Facebook group. 0.887 
0.768 0.909 Members feel ownership in the Facebook group. 0.919 

Members feel an attachment to the Facebook group. 0.821 
Source: Author analysis, 2018 

The table 4 shows that the Facebook Fan 
Page user experience variable consists of five 
indicators that have a value of factor loading ≥ 0.5. 
This shows the indicators of the Facebook Fan Page 
user experience is valid. It can be concluded that 
convergent validity has been achieved.  The 
construct reliability of the Facebook Fan Page user 

experience is 0.753, the value indicates that the 
construct of the Facebook Fan Page user experience 
is reliable. The variance extracted value of 
Facebook Fan Page user experience is 0.380, this 
value indicates that the indicator has a higher error 
rate. 

Table 4 Validity And Reliability Of The Facebook Fan Page User Experience 
Indicators Factor 

Loading 
Variance 
Extracted 

Construct 
Reliability 

Make friends and discuss with fellow cultural lovers. 0.714 

0.380 0.753 
Connect with fellow cultural lovers. 0.608 
Increase knowledge. 0.548 
Interested in accessing content about the museum. 0.627 
Like content. 0.573 
Source: Author analysis, 2018 

The table 5 shows that the Facebook Fan 
Page usage intention consists of four indicators that 
have a factor loading value ≥ 0.5. This shows the 
indicators of the Facebook Fan Page usage 
intention is valid. It can be concluded that 
convergent validity has been achieved. The 

construct reliability value of the Facebook Fan Page 
usage intention is 0.728, the value indicates that the 
construct of the Facebook Fan Page usage intention 
is reliable. The variance extracted value of 
Facebook Fan Page usage intention is 0.401, this 
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value indicates that the indicator has a higher error 
rate. 

 

 
Table 5  Validity And Reliability Of The Facebook Fan Page Usage Intention 

Indicators Factor 
Loading 

Variance 
Extracted 

Construct 
Reliability 

Search for information about the museum. 0.636 

0.401 0.728 
Consider the recommendations of other members. 0.586 
Share experiences visiting museums. 0.644 
Return to visiting Facebook Fan Page. 0.665 
Source: Author analysis, 2018 
The table 6 shows that the visit museum intention 
consists of three indicators that have a factor 
loading value ≥ 0.5. This shows the indicators of 
the visit museum intention is valid. It can be 
concluded that convergent validity has been 
achieved. The construct reliability value is the visit 

museum intention is 0.778, the value indicates that 
the construct of the visit museum intention is 
reliable. The value of variance extracted the visit 
museum intention is 0.541, the value indicates that 
the construct of the visit museum intention is valid. 

Table 6  Validity And Reliability Of The Visit Museum Intention 
Indicator Factor 

Loading 
Variance 
Extracted 

Construct 
Reliability 

Strengthen the decision to visit the museum after learning about 
museum activities on Facebook. 

0.719 

0.541 0.778 
Want to visit the museum after learning about museum activities 
on Facebook. 

0.819 

Want to visit the museum regularly after accessing information 
about the museum through Facebook 

0.659 

Source: Author analysis, 2018 
Based on the results of data processing 

using AMOS, we tested the proposed hypotheses. 
Hypothesis testing uses the value of t-value with a 
significance level of 0.05. The t-value in the AMOS 

program is a Critical Ratio (C.R.), if the Critical 
Ratio (C.R.) value is 1.967 or the probability value 
(P)) 0.05 then H0 is rejected (the research 
hypothesis is accepted). 

 
Figure 1 The Structure Model Results From Amos 
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The figure 1 is the result of a structural 
model from Amos, there are 8 significant paths and 
1 path that is not significant. The R2 of Facebook 
Fan Page usage experience is 0.396. This means 
that 39.6 percent of the Facebook Fan Page usage 
experience can be explained by user expectations 
and user motivations, while 60.4 percent is 
explained by other. The r2 of Facebook Fan Page 
usage intention is 0.446. This means that 44.6 

percent of Facebook Fan Page usage intention can 
be explained by user expectations, user motivations 
and Facebook Fan Page usage experience, while 
55.4 percent is explained by other. The r2 of visit 
museum intention is 0.350. This means that 35 
percent of the visit museum intention can be 
explained by the Facebook Fan Page usage 
intention and the online community involvement, 
while 65 percent is explained by other factors. 

Table 7. Regression Weights: (Group Number 1 – Default Model) 

Hypothesis Estimate S.E. C.R. P Explanation 

H-1 0.400 0.055 7.316 *** H-1 Accepted, Significant 
H-2 0.059 0.058 1.020 0.308 H-2 Rejected 
H-3 0.325 0.055 5.948 *** H-3 Accepted, Significant 
H-4 0.159 0.057 2.809 0.005 H-4 Accepted, Significant 
H-5 0.516 0.059 8.705 *** H-5 Accepted, Significant 
H-6 -0.129 0.037 -3.470 *** H-6 Accepted, Significant 
H-7 0.526 0.047 11.240 *** H-7 Accepted, Significant 
H-8 0.120 0.036 3.352 0.003 H-8 Accepted, Significant 
H-9 -0.071 0.031 -2.296 0.022 H-9 Accepted, Significant 

Source: Author analysis, 2018 
Table 7 is the summary of hypotheses test 

result. Based on the results of the first hypothesis 
test, it shows that there is a significant and positive 
influence between the users motivation and the 
Facebook Fan Page usage experience. It can be 
conclude that the first hypothesis is accepted. The 
findings in this study supported the previous 
research findings [32], [33], [35], [43], [48]. 

Based on the results of the second 
hypothesis test, it shows that there is no influence 
between user motivations towards Facebook Fan 
Page usage intention. It can be conclude that the 
second hypothesis is rejected. The second 
hypothesis is rejected because the experience of 
using Facebook Fan Page is an important aspect 
that needs to be considered by museum managers, 
at present museum managers have not managed the 
museum's Facebook Fan Page properly. The low 
number and frequency of access to Facebook Fan 
Page museums that are followed by Facebook users 
in Indonesia reflects that Facebook users in 
Indonesia who have an interest in Indonesian 
culture are less aware of the presence of Facebook 
Fan Page museums in Indonesia. The findings in 
this study contrast with previous research regarding 
the relationship between user motivations towards 
Facebook Fan Page usage intention[20], [36], [49], 
[50]. 

Based on the results of the third hypothesis 
test, it shows that there is a significant and positive 
influence between the user expectations and the 

Facebook Fan Page usage experience. It can be 
conclude that the third hypothesis is accepted. The 
experience of using Facebook Fan Page in 
museums in Indonesia is influenced by the user 
expectations which need a useful information, easy 
access to the information, utilization of Facebook 
features, and quality content about Indonesian 
culture. The experience of using Facebook Fan 
Page provides a clearer interpretation of the 
relationship between expectations and intentions of 
using Facebook Fan Page because the indirect 
influence of user expectations on Facebook Fan 
Page experience is greater than the direct influence 
of user expectations on intentions using Facebook 
Fan Page. The findings in this study support the 
previous research findings [32], [34], [35], [40], 
[51]. 

Based on the results of the fourth 
hypothesis test, it shows that there is a significant 
and positive influence between the user 
expectations and the Facebook Fan Page usage 
intention. It can be conclude that the fourth 
hypothesis is accepted. The experience of using 
Facebook Fan Page is an important aspect that 
needs to be considered by museum managers 
because these variables have an indirect influence 
greater than the direct influence between user 
expectations and Facebook Fan Page usage 
intention. Although the current conditions are not 
very noticeable, this is because museum managers 
have not managed the Facebook Fan Page properly. 
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The findings in this study support the previous 
research findings [30], [34], [39], [41], [42]. 

Based on the results of the fifth hypothesis 
test, it shows that there is a significant and positive 
influence between the Facebook Fan Page usage 
experience and the Facebook Fan Page usage 
intention. It can be conclude that the fifth 
hypothesis is accepted. The intention to use 
Facebook Fan Museum page is influenced by the 
respondent experience when using the Facebook 
Fan Page usage to increase knowledge, get 
entertainment, and build social relationships with 
fellow Indonesian culture lovers. The findings in 
this study support the previous research findings 
[32], [33], [48]. 

Based on the results of the sixth 
hypothesis test, it shows that the online community 
involvement moderates the relationship between the 
Facebook Fan Page usage intention and the visit 
museum intention is significant and negative. It can 
be conclude that the sixth hypothesis is accepted. 
The findings in this study contrast to the previous 
research findings [26], [44], [46], [47], [52]–[55].  

 Based on the results of the seventh 
hypothesis test, it is shows that there is a significant 
and positive influence between Facebook Fan Page 
usage intention and the visit museum intention, 
then the seventh hypothesis is accepted. The 
findings in this study support the previous studies 
findings [41], [44], [52], [56]. 

Based on the results of the eighth 
hypothesis test, it is shows that the Facebook Fan 
Page usage experience moderates the relationship 
between user motivations and Facebook Fan Page 
usage intention is positive and significant. This is 
interesting finding because the direct effect of user 
motivations to the Facebook Fan Page usage 
intention is not significant, which means the 
importance of the Facebook Fan Page experience as 
a moderating factor. This finding in this study 
consistent with previous studies [35], [57]. 

Based on the results of the ninth hypothesis test, 
it is shows that the Facebook Fan Page experience 
moderates the relationship between user 
motivations and Facebook Fan Page usage intention 
is negative and significant. Respondents involved in 
this study had a good level of education and 
profession, and liked to access Facebook. The 
sophisticate need of respondents to find and get 
information about the museum through Facebook 
cannot be fulfilled by the majority of museum 
managers in Indonesia. The cause is the museum 
managers in Indonesia do not understand how to 
develop marketing and communication strategies 
through social media. Most of the museum 

manager's in Indonesia do not have official 
Facebook Fan Page, the unofficial Facebook Fan 
Page automatically created by Wikipedia or 
Facebook if there are visitors who check-in or 
mention the name of the museum while visiting the 
museum. The content on this unofficial Facebook 
Fan Page comes from museum visitors who share 
their experience of visiting the museum through 
Facebook and cannot be monitored directly by the 
museum manager. The museum manager can’t 
evaluate the insight from the visitor's experience 
which is shared with the unofficial Facebook Fan 
Page. This finding contrast to the previous research 
findings [19], [20], [58], [59]. 

 
5. CONCLUSSIONS 

 
 Based on the hypotheses testing result, we 

conclude that eight hypotheses are accepted and 
one hypothesis is rejected. The accepted hypotheses 
are there is a significant and positive influence 
between user motivations and Facebook Fan Page 
usage experience, there is a significant and positive 
influence between user expectations and Facebook 
Fan Page Usage Experience, there is a significant 
and positive influence between user expectations 
and Facebook Fan Page usage intention, there is a 
significant and positive influence between 
Facebook Fan Page usage experience and Facebook 
Fan Page usage intention, the online community 
involvement moderates negatively the relationship 
between Facebook Fan Page usage intention and 
the visit museum intention, there is a significant 
and positive influence between the Facebook Fan 
Page usage intention and the visit museum 
intention, there is moderating effect of the 
Facebook Fan Page experience between the user's 
motivations and Facebook Fan Page usage 
intention, and there is moderating effect of 
Facebook Fan Page usage experience between user 
motivations and Facebook Fan Page usage 
intention. The rejected hypothesis is the 
relationship between the user motivations and the 
Facebook Fan Page usage intention. 

The r2on the Facebook Fan Page usage 
intention is 0.446, it means that the intention of 
using Facebook Fan Page variables can be 
explained by user expectations, user motivations, 
and Facebook Fan Page usage experience. The r2 on 
the visit museum intention is 0.350, it means that 
the visit museum intention can be explained by the 
experience of using Facebook Fan Page and online 
community involvement. 

The contribution of this research is to 
contribute the Facebook Adoption model that 
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accommodates the Facebook Fan Page usage 
experience and the online community involvement 
for marketing and cultural education in the Museum 
industry in Indonesia. The research model can be a 
knowledge reference for academics who want to 
examine how the behavior of social media users in 
the museum industry in Indonesia emphasizes the 
experience of using Facebook Fan Page based on 
Strategic Experiential Marketing. 

The implication of this study is to provide 
guidance for museum managers regarding the 
motivations and expectations of users towards 
using the Facebook Fan Page museum. In addition, 
the findings of this study can be used by museum 
managers in developing social media-based 
marketing strategies to promote and educate 
museums in accordance with the wishes and needs 
of the community. 

The limitation of this study is that museum 
managers have not managed the Facebook Fan 
Page properly. The low number and frequency of 
access to Facebook Fan Page museums that are 
followed by Facebook users in Indonesia reflects 
that Facebook users in Indonesia who have an 
interest in Indonesian culture are less aware of the 
presence of Facebook Fan Page museums in 
Indonesia. In addition, museum managers in 
Indonesia do not yet understand how to develop 
marketing and communication strategies through 
social media. Most of the museum manager's 
presence in Indonesia on Facebook still uses the 
Unofficial Facebook Fan Page, the page will be 
automatically created by Wikipedia or Facebook if 
there are visitors who check-in or mention the name 
of the museum while visiting the museum. 

Further research can discuss how to implement a 
good museum marketing and education strategy so 
that people are aware of the presence of museums 
in cyberspace and are interested in visiting 
museums in the future. Future research needs to 
consider how the experience of using Instagram and 
Twitter in museums. The use of Instagram is very 
good for sharing the experience of visits through 
media images and videos and the use of Twitter is 
very good to accelerate the dissemination of 
information about the museum through short 
messages. Future research needs to combine the 
experience of on-site and online visits to enrich the 
factors that influence the intention of visiting 
museums in Indonesia.  
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