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Abstract 

In the relationship between technologies and museum, a particular attention is to be reserved to the role of 

immersive technologies in the planning of the museum experience, to the opportunities for the innovation of the 

museum concept in the development of the visit experience and to the effects that such innovations might have 

in the enhancement process of museums. 

In this article a short examination of the studies on the museum experience is presented, hereafter the results of a 

case study The Archeologic Museum of Olbia are accounted. 
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1. Introduction  

The museum sector, like other sectors which provide a public service, has been undergoing considerable changes 

over the latest years. It has been invested by a strong push towards the adoption of management logic aimed at a 

major effectiveness, efficiency, economic and administrative balance. 

In addition to this, there are the complexity of the reference framework, the variability and therefore the speed of 

changes and the excess of possibility whose it is possible to arrange. Furthermore, the public, here intended as 

users, spectators, visitors are different in trends, uses, perspectives and wishes. 

Technologies marked the way of the development in the modern society, by changing the essence itself of many 

economic sectors; at the same way even the museum sector is not unresponsive to this innovative wave. (Solima, 

2007; Bonacini, 2011, 2014; Solima, Minguzzi, 2012, 2014). 

Nowadays, the culture consumption is also based on the interaction between man and the cultural good; under 

this perspective the correct use of new technologies can bring great advantages to the museums, by helping the 

fusion of different cultural resources in a unique service which will define the users’ experience. 

An indirect confirmation of the importance of the circulation of the digital in the museum is given by the result 

of a recent survey made by the society Axiell on behalf of Museums and the Web’s 2016 on the strategies, which 

are carried out by the main museums in the world in reference to the processes of digitalization. According to 

Axiell’s data, the combined use of informatics applications had relevant impacts on the public: the 48,5% of the 

museums registered an increase in the physical visits, the 50% saw an increase in the visits to the website and the 

82,3% had an increase of the visitors to its social profiles. 

To better understand these aspects, it is useful to reflect in a preliminary phase on the museum experience and 

the application of the experience approach to the management of the cultural property by paying attention to its 

usefulness to the esteem of the public cultural heritage. 

This study pays a close attention to the visit experience in the development of the museum services and the 

construction of the relation with public people. For this reason, the potentialities of the technology of the virtual 

reality applied to a case study are presented: Olbia’s Archeological Museum. 

2. Theoretic Framework and Method 

2.1 Literature Review: Museum Experience Studies  

It is a widely shared opinion (Macdonald, Alsford, 1995; Kotler, 1999; Addis, 2002, 2005a, 2005b; McIntyre, 

2009; Izzo, 2017a) that museums must be hybrid places able to balance learning and entertainment, by using the 



http://ibr.ccsenet.org     International Business Research                    Vol. 11, No. 6; 2018 

84 

 

entertainment only from the perspective of edutainment or in the case it is addressed to an adult public, of the 

infotainment or as mean of learning and knowledge (Izzo, 2017b). 

The studies on the consumption experience in the museums have been following each other since the half of the 

Nineties, which even different in the approach have the same common denominator: the attention to the visitor 

(Falk, Dierking, 1992, 2000; Pekarik et al., 1999; Kotler, 1999, 2001; Kotler, Kotler, 2000; Stephen, 2001; Falk, 

2009). 

Even the consumption experience in the museums highlights a prevailing interest in the emotional (Ferrari, Veltri, 

2007, 2008), sensory (Marteaux et al., 2009; Addis, 2011), behavioural and relational (Dierking, 1994; Adams et 

al., 2004; Falk et al., 2004; Vom Lehn, 2005) aspect of the experience, with a particular concern in the modalities 

to amaze the public and promote an active participation, by paying few attention to the contents of the 

communication and the evaluation of their understanding from the public. The risk is of enrupting the visitors, 

through sensations and feelings which are induced through the promotion of behaviours stretching to the mystic 

hypnosis (Eco, 1967) instead of favouring the knowledge of the objects displayed at a museum (Giunta, 2011). 

The museum studies are focused on the procedures of the innovation of the communication to the public. 

Besides the studies on the contribution given by the narrative (Kelly, 2010; De Fazio, 2012) techniques, the 

attention was laid on the possibility of updating the devices of support to the visit (Parry, 2007; Marty, 2008; 

Tallon, Walker, 2008) to replace the image of the museum based on the prohibitions and the “closed 

administration” (Dragoni, 2004: 212) with the idea of a museum which favours the active involvement of its 

users, by diversifying the offer consistently to the needs showed by the different public (Roncaccioli, 1995; 

Solima, 1998; Moretti, 1999; Montella, 2003; Monaci, 2005). 

The literature on the topic is centred on the possibility of offering to the visitor a wide range of choices (Weil, 

1997) through the use of the “new technologies” (as matter of fact, these technologies are not new; in fact they 

are already old, when we consider the new innovation wave: Internet of things, big data, artificial intelligence, 

additional production, neuro – bio – nanotechnologies are intended not only to change the management and the 

circulation of information but also the quality of the relation between the digital information, things, objects and 

places) for the fruition in loco which combines compactness, multimedia, hypertext, flexibility and interactivity 

(Galluzzi, 1997; Addis, 2002; Witcomb, 2003; Parry, 2007; Marty, 2008; Tallon, Walker, 2008; Bakhshi, Throsby, 

2012); furthermore the same ones allow to exploit replicator economies, to contain a high number of different 

types of information (eg texts, sounds, images) in a limited space to customize the visit experience, by choosing 

the contents according to the requested level of in-depth analysis to make the visitor individualise the visit and 

reduce the “cognitive dissonance” and increase the previous knowledge (Breakwell, 1998; Rullani, 2004; Falk, 

Dierking, 2008; Solima, 2016a, 2016b).  

2.2 Thesis 

In order to make technology represent a real added value, it has not to replace the museum nor be a simple 

substitute of the guided visit, but it has to be a real mean for the improvement of the communication in loco, 

which is to be used only where it allows to reach results, otherwise unreachable through the traditional means. 

Furthermore, the technological instruments must not to be intrusive, meaning that they do not have to interrupt 

the visit itinerary, to isolate the visitor, to distract him/her from the observation of the displayed items or to 

impede him/her to interact with other visitors (Deshayes, 2004; Vom Lehn, 2005; Pujol-Tost, Economou, 2007; 

Jutant et al., 2009). 

On the role of the immersion in the consumption processes (Carù, Cova, 2007), in many museums the use of 

immersive technologies has been affirming itself (Dobrzynsky, 2013; Izzo et al., 2015; Izzo, 2017b). These 

technologies have bivalent effects which are able to satisfy the cognitive, emotional, recreational and functional 

experience of the sight (Belaen, 2005), but they cannot always satisfy the social ones; furthermore, their 

effectiveness depends on the quality of the informational contents which are given to the public (Collin-Lachaud, 

Passebois, 2008).  

2.3 Methodology 

It is on the immersive technologies that the case, showed in this article, is presented. In particular, it is described 

the application of the Virtual Reality made by Olbia’s Museum. 

The app Virtual Reality is an application which can be used through specific devices: stereoscopic head-mounted 

display with a smartphone to be put inside. This type allows visitors not to overrun the museum area with PCs 

and several cables, in fact it does not consider an initial setting up nor any cable or an external processing unit. In 

addition to this, a well experienced staff can help visitors during their fruition. 
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The immersive movie of the Virtual Reality involves the visitors at the end of the exhibition, in an area which is 

devoted to the virtual experience. Through an immersive experience, inspired to the Nuragica experience, the 

visitor can experience a series of original visual and auditory activities which launch him/her inside the Nuragico 

world. 

The exhibition is the result of a cooperation between the start-up Sardinia Experience 

(http://www.sardiniaexperience.it/) and the Olbia’s Archeological Museum 

(http://www.olbiaturismo.it/Museo-1.html) . 

Sardinia Express is an innovative sturt-up where word as “tourism”, “culture”, “technology”, “emotion” and 

“system” are based on a new format of entertainment and cultural fruition. The staff is made up by Sardinians 

who are fascinated by the island, its environment, its culture and history. The deep knowledge of Sardinia is the 

main background of competencies. The Coperative Sardinia Express is the promoter and the producer of 

NURAGICA, an engaging and interactive experience able to put in contact the visitors with virtual and 

commemorative sceneries of the Nuragica period. 

The society further than ensure the technological application the Olbia’s Archeological Museum, monitored the 

user’s evaluation of the offered service and the performances realised by the museum (eg sold tickets). 

In order to evaluate the satisfaction with the technological application, a survey was distributed, whose aim was 

to examine: 

1. The motivation for the use of technological application; 

2. The level of satisfaction and the adequacy of the given information;  

3. The inclination to repeat the use of an informative system based on the offered technology (Virtual 

Reality); 

4.  The general evaluation of the offered service. 

The period of the collection of data was that related to the virtual exhibition, from June to November 2017. 

3. Results  

It appeared from the interviews (6000): a good level of general satisfaction; a good judgement on the given 

information; a high inclination to repeat the experience; the curiosity and desire to have access to further 

information in order to better understand the displayed works as the main reason which makes the visitors use 

the application. 

The positive data stand out also from the number of visitors; the museum, in particular, before the Nuragica 

exhibition, counted 6000 visitor per year and the entry was free (there was no ticket to be paid); on the other 

hand the same numbers were realised in only 5 months of the Nuragica exhibition and the visitors paid also the 

10,00 € ticket to see it.  

Therefore, the studied case confirms what has been already highlighted in literature and by the Axielle data; it is 

possible to affirm that the experience approach is valid and useful if directed to the creation of cultural public 

benefits, therefore, starting from this assumption, the technologies used for experiential purposes should keep a 

function which is instrumental in the cultural and institutional need to communicate the displayed items and not 

to replace the museum by recurring to show or pure entertainment techniques. 

The result of the study show the importance for the museum to offer a more well structured service, which 

satisfies at the same time the needs of amusement and education (edutainment). 

With this aim, the use of a technological application, which is more or less sophisticated to improve the visit 

experience of the museum can represent one of the main elements of a differentiation strategy. This is 

fundamental in the current context where the competition between cultural institution and the growing use of 

alternatives during the free time is developing with an increasing intensity. The museums might increase their 

competitive advantage compared to their direct rivals by improving the quality of the visit experience. 

Furthermore, this choice can have a strategic importance in reference to the reputation of the museum itself in 

order to improve its attractiveness and more generally its ability to relate with its stakeholders. 

A more entrepreneurial approach than the one of the past, which allows a fruitful contamination between the 

cultural sector and the profane one, while unifying experiences which go from the history to the marketing 

experts and to the multimedia designer. It is an integration of knowledge which becomes crucial to implement a 

new approach of the cultural heritage management that means: marketing, culture, knowledge, entertainment, 

personalization and satisfaction. 
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4. Discussion 

The aim of this article is to understand the role of technology as an instrument which contributes to the 

fulfilment of the museum’s goals, by creating value for the survival of the museum institution, its users’ 

satisfaction and the development of the territory. 

Placing at the centre of the analysis the core product that is offered by the museums and the process of creation 

of the value which is connected to it; the research focuses the attention on the changes that technology brings to 

the nature of the museum institution by transforming it in something new compared to the traditional models in 

terms of production, fruition and communication and revealing, above all, the new relation that can be set with 

the users through the immersive technologies. 

The study which was carried out shows some limits, the main ones can be referred to the fact that the research 

activity is, in a scientific sense, a starting point for further studies. 

However, it aims at giving the theoretical and empirical requirements for the innovation of the research both in a 

management field than in a museum marketing, with management implication for the sector workers who intend 

to employ the analysed devices to optimise the relation with the potential and real users and with its own 

stakeholders and with the aim of supporting processes of technological innovation in support of the cultural 

realities of its own country.  
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