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Abstract: The purpose of this study is to test the validity and 

reliability of user motivation, user expectation, the Facebook Fan 
Page usage experience, and intention to use a museum’s 

Facebook Fan Page. Most museum managers in Indonesia have 
used Facebook as a medium for promotion and education, but no 
research has been done to observe the impact of this 
implementation. This study applied descriptive statistical analysis 
(descriptive statistics) and confirmatory factor analysis using 
AMOS. The sample comprised 270 respondents. The 
questionnaire was developed and distributed through museum or 
cultural Facebook groups. This paper analyzed respondent 
demographics and the validity and reliability of user motivation, 
user expectation, the Facebook Fan Page usage experience, and 
the intention to use a museum’s Facebook Fan Page. 
 

Index Terms: confirmatory factor analysis, user motivation, 
user expectation, Facebook Fan Page Usage Experience, 
Intention to use Museum Facebook Fan Page.   

I. INTRODUCTION 

  Indonesia is a country that has a diverse culture and a very 
long history. Domestic and foreign tourists want to 
understand the diversity of culture and history in cities spread 
across Indonesia. Historical and cultural exhibits can be found 
in museums, where domestic visitors and those from abroad 
can observe and feel these representations directly. The 
management of most museums in Indonesia is still limited to 
displaying and maintaining historical heritage objects. The 
government's role in designing and implementing museum 
revitalization programs has increased the number of museum 
visitors in Indonesia [1]. Through the program, museum 
managers can improve the architecture of their buildings, 
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including storage space and exhibition space. This program 
provides more memorable impressions to attract visitors to 
the museums [2]–[5]. However, only a small number of 
museum managers have reorganized their museums through 
the revitalization program to develop them into destinations 
that are in demand by tourists. The government, through the 
National Movement of Love Museum from 2010 to 2014, has 
managed to attract people to visit museums through 
mandatory museum visitation programs, museum 
ambassadors, and museum publications through the mass 
media. Cooperation between the community of culture lovers 
and museum managers in designing educational activities and 
recreation that meet the needs and desires of the community 
has also managed to attract public interest in visiting 
museums. 

Reference [6] stated that the development of mobile 
technology has encouraged cultural organizations to think 
strategically about how to exploit these technologies to 
connect with visitors effectively. Some factors that influence 
the efficiency of marketing communication strategies are 
museum managers’ understanding of the needs and 

motivation of visitors, collection management, and 
improvements to the museum's infrastructure [6], [7] A 
current trend involves enabling people to learn about the 
museum’s activities and collections through social media 

managed by the museum [8]. This study, required by museum 
managers, can reveal whether the activities, exhibitions, and 
arrangement of the collection have met the desires of visitors 
so that people obtain information through the virtual world 
that triggers intention to visit the museum in the future. Social 
media technology has been adopted by a small portion of 
museum managers as a marketing and educational medium for 
the public, but most managers who already have social media 
do not manage it well. This can lead to the impression that 
managers are just following trends without having a clear 
purpose. Research on user motivation, user expectations, the 
experience of using museums’ social media, and user 

intentions to visit museums both physically and through the 
internet has been conducted on museums abroad. In general, 
these studies were each conducted at one museum; thus, the 
findings of the studies are very difficult to generalize to a 
group of museums in a particular region. Research on the 
pattern of behavior of museum visitors in Indonesia has only 
conducted at the Museum Sanglu Ancient Man [9].  
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Exploring visitors’ perception of bunk art museum is an 

essential factor in understanding visitors’ motivation and 

behavior, which is needed to develop museum management in 
the future. Tourists visit the museum for recreation and to 
learn about the history of Albania, but the results of factor 
analysis in a study revealed that there is no significant 
relationship between motivation and entertainment factor 
[10]. The influence of the expectation and needs of travelers 
creates demand for exciting tours and services and affects 
tourists’ decision to visit museums [11]  

The development of social media technology influences 
visitor behavior when visiting museums. Visitors can use 
social media to share their experiences while visiting the 
museum so that individuals who know the visitor through 
social media can find, know, and even enjoy the 
museum-visiting experience through the internet.  
Since 2009, some museum managers in Indonesia have been 
aware of visitor behavior and have begun to adopt social 
media to provide information on the museum’s activities, 

exhibitions, and collections so that people can learn about the 
existence of the museum. This phenomenon has been 
extensively researched by overseas researchers in social 
media applications at museums in the United States [12] and 
Instagram applications at the Museum of Natural History, 
Sweden [13]. However, there is no research on the application 
of social media at museums in Indonesia, and only one study 
was conducted on evaluating the museum e-wom [14]. From 
research design, research on the use of social media for 
marketing and education is designed to describe complex 
conditions qualitatively and can provide a holistic 
understanding.  

II. LITERATURE REVIEW 

Previous researchers have examined the effect that user 
motivation has on the experience of using social media 
[15]–[17]. Research on the influence that user expectations 
have on the experience of using social media also has been 
done by previous researchers [18], [19]. Research on the 
influence of social media users' expectations regarding 
intention to use the Facebook Fan Page has been done by 
some researchers. However, there are still gaps in 
understanding the desires of users [20]–[25]. The use of social 
media has never been studied by previous researchers [26]. 
The influence of the experience of using social media as a 
mediator in the formation of the intention to use Facebook 
Fan Pages has recently been done by international researchers 
[17], [27] but previous research has not been able to 
determine the form of experience developed when using 
social media. This research explains how the experience of 
using social media museums affects the intention to use social 
media museums and the intention to visit the museum. The 
previous research discussed the experience of using social 
media, such as reading and posting status updates on social 
media, and the frequency of social media use to examine other 
people's travel experiences [27]. Reference [17] discussed the 
degree of user engagement by adjusting the measurement 
scale of fourteen (14) questions about feelings when using 
social media. 
The purpose of this study is to test the validity and reliability 

of user motivation, user expectation, the Facebook Fan Page 
usage experience, and the intention to use museum Facebook 
Fan Pages. The experience of using Facebook Fan Pages is 
important in assisting museum managers in developing 
marketing and educational programs through social media 
that give a sense of emotion, curiosity, and belonging. This 
research is urgent because the measurements need to be 
aligned with the theoretical framework that guided its 
development, demonstrating acceptable model fit in 
adolescents with and without disabilities. 

III. METHODS 

Data analysis techniques used in this study consisted of 
descriptive statistical analysis (descriptive statistics) and 
confirmatory factor analysis using AMOS. According to 
reference [28], SEM is widely used in research in the fields of 
education, marketing, psychology, sociology, management, 
testing and measurement, medicine, demographics, 
organizational behavior, and biology. This study will use two 
kinds of analysis techniques: confirmatory factor analysis 
(Confirmatory Factor Analysis) in the SEM is used to confirm 
the factors that are most dominant in one group of variables.  

The sample included 270 respondents. The minimum 
sample size required using the Structural Equation Model was 
200, or 5 times the number of indicators [28]. Systematic 
sampling is a sampling technique used in this research. The 
authors created an electronic questionnaire using Google 
Forms and distributed it through Facebook groups managed 
by museums or communities. 

There are four variables in this study, namely user 
motivation, user expectations, Facebook Fan Page user 
experience, and the intention to use the Facebook Fan Page. 
User motivation is the fundamental reason for acting and 
involves understanding the decision-making process and 
understanding the satisfaction of the Facebook usage 
experience. User motivation is explained as searching for 
information and seeking entertainment and social interaction 
[9], [10], [15], [23], [29]. User expectation is a variable that 
contains expectations for the experience of using social media 
managed by museum managers. User expectations include 
perceived usefulness, perceived ease of use, the Facebook 
features used, and quality of content[8], [19], [20], [22], 
[30]–[32]. Facebook Fan Page usage experience is a variable 
that contains responses from activities performed by 
Facebook users on Facebook pages managed by the museum. 
Facebook Fan Page usage experience is explained by feel 
experience, think experience, and relate experience [8], [19], 
[20], [33]. The intention to use a Facebook Fan Page is a 
variable that contains the attitude of Facebook users after 
accessing the content presented by the museum manager via 
Facebook. The intention to use Facebook Fan Pages is 
explained by revisiting the Facebook Fan Page, sharing the 
experience of visiting museums, considering other members' 
recommendations, and searching for information about 
museums.  
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IV. RESULTS AND DISCUSSIONS 

First, we discuss the descriptive analysis of the 
questionnaire. Most of the interviewees have undergraduate 
and master degree education; are students, employed, or 
self-employed; and allocate funds for secondary needs above 
five hundred thousand rupiah per month. Respondents in this 
study accessed Facebook daily and allocated 1-7 hours per 
day. Most respondents only follow 1 museum Facebook Fan 
Page and very rarely access or interact with information 
shared by museum managers or fellow Facebook users.  

The researcher performed model measurement by using 
confirmatory factor analysis to test the validity and reliability 
of constructing indicators for latent variables [34]. Table 1 
shows the validity and reliability of user motivation using 
AMOS. The user motivation variable consists of five 
indicators that have a factor value of ≥ 0.5; this value indicates 

that the indicator has a higher error rate. The value of the 
extracted variance of user motivation is 0.338, which 
indicates that the indicator has a higher error rate. Based on 
the results of demographic analysis and respondent behavior, 
most of the respondents have a relatively high level of 
education, allocate sufficient funds for secondary needs, and 
are active in using Facebook. Although Facebook is used to 
market and educate the public about museums, most 
respondents are still not aware of the existence of 
museum-managed Facebook Fan Pages. 

Table 1 
Validity and Reliability of User Motivation 

Indicators Factor 
Loading 

Variance 
Extracted 

Construct 
Reliability 

MP6 0.631   
MP5 0.653   
MP4 0.540   
MP3 0.565   
MP2 0.507   

Calculation  0.338 0.712 
Source: author data analysis, 2018. 
Table 2 shows the validity and reliability of user 

expectation using AMOS. The user expectation variable 
consists of nine indicators that have a factor load value of ≥ 

0.5; this indicates all indicators of user expectations are valid, 
so it can be concluded that convergence validity has been 
reached. The construct reliability value of user expectation is 
0.847; this value indicates that the user expectation construct 
is very reliable. The value of the extracted variance of user 
expectations is 0.383, indicating that the indicator has a 
higher error rate. Based on the results of demographic 
analysis and respondents’ behavior in accessing Facebook, 

most respondents are in the productive age group and are 
active in using Facebook. Meanwhile, from the standpoint of 
management of Facebook by museum managers, most 
museum managers have erred in their use of Facebook to 
market the museum and educate the public about the museum. 

Table 2 
Validity and Reliability of User Expectation 

Indicators Factor 
Loading 

Variance 
Extracted 

Constr
uct 

Reliabi
lity 

EP9 0.704   
EP8 0.740   
EP7 0.651   
EP6 0.576   
EP5 0.552   
EP4 0.584   
EP3 0.593   
EP2 0.558   
EP1 0.584   

Calculation  0.383 0.847 
Source: author data analysis, 2018 
 
Table 3 shows the validity and reliability of the Facebook 

Fan Page usage experience using AMOS. The Facebook Fan 
Page usage experience variables consist of five indicators that 
have a factor value of ≥ 0.5; this indicates that the Facebook 

Fan Page usage experience is valid, so it can be concluded 
that convergence validity has been reached. The construct 
reliability of the Facebook Fan Page usage experience is 
0.753, which indicates the variable is reliable. The extracted 
variance of the Facebook Fan Page usage experience is 0.380, 
which indicates the indicator has a higher error rate. Based on 
the analysis of the implementation of museum Facebook Fan 
Pages in Indonesia, respondents in this study followed 
unofficial and official museum Facebook Fan Pages but not 
properly managed Facebook accounts or Facebook groups 
created by the museum manager. 

Table 3 
Validity and Reliability of the Facebook Fan Page Usage 

Experience 
Indicators Factor 

Loading 
Variance 
Extracted 

Construct 
Reliability 

PPFF5 0.714   
PPFF4 0.608   
PPFF3 0.548   
PPFF2 0.627   
PPFF1 0.573   

Calculation  0.380 0.753 
 
Table 3 shows the validity and reliability of the Facebook 

Fan Page usage experience using AMOS. The Facebook Fan 
Page usage experience variables consist of five indicators that 
have a factor value of ≥ 0.5; this indicates that the Facebook 

Fan Page usage experience is valid, so it can be concluded 
that convergence validity has been reached. The construct 
reliability of the Facebook Fan Page usage experience is 
0.753, which indicates the variable is reliable. The extracted 
variance of the Facebook Fan Page usage experience is 0.380, 
which indicates the indicator has a higher error rate. Based on 
the analysis of the implementation of museum Facebook Fan 
Pages in Indonesia, respondents in this study followed 
unofficial and official museum Facebook Fan Pages but not 
properly managed Facebook accounts or Facebook groups 
created by the museum manager. 
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Table 4 
Validity and Reliability of the Intention to Use Facebook Fan 

Page 
Indicators Factor 

Loading 
Variance 
Extracted 

Construct 
Reliability 

IF4 0.636   
IF3 0.586   
IF2 0.644   
IF1 0.665   

Total  0.401 0.728 
Source: author data analysis, 2018 

Table 4 shows that the intention to use the Facebook Fan 
Page consists of four indicators that have a factor value of ≥ 

0.5. This indicates that the indicators of intention to use 
Facebook Fan Pages are valid, and it can be concluded that 
convergence validity has been achieved. The construct 
reliability of intention to use Facebook Fan Pages is 0.728; 
this value indicates that the indicators of intention to use 
Facebook Fan Page are reliable. The value of the extracted 
variance for intention to use Facebook Fan Pages is 0.401; the 
value indicates that the indicator has a higher error rate. Based 
on the analysis of museum Facebook Fan Page 
implementation in Indonesia, respondents in this study 
followed the unofficial and official museum Facebook Fan 
Pages but not properly managed Facebook accounts or 
Facebook groups created by the museum manager. 

Table 5 also contains values of the goodness of fit. The 
goodness of fit is used to evaluate how well the model 
matches the observed data. The goodness of fit of the research 
model developed may be determined by GFI, RMSEA, 
CMIN/DF, IFI, TLI, and Critical N. The overall fit of the 
measurement model, as expressed by the fit indices, confirms 
the validity of all factors. 

 Table 5 
Model Fit Indices 

Goodness of 
Fit Index 

Suggested 
Value 

Result Criteria 

CFI ≥ 0.9 0.867 Good 
RMSEA ≤ 0.08 0.063 Good 

CMIN/DF 2 2.429 Good 
IFI ≥ 0.9 0.869 Good 
GFI ≥ 0.9 0.846 Good 
TLI ≥ 0.9 0.846 Good 

Critical N 100-200 270 Good 
Source: author data analysis, 2018 

V. CONCLUSIONS 

In this research, we discussed the respondent profile, the 
measurement model, and the structural model. Based on the 
descriptive analysis, most of the respondents are well 
educated, allocate a reasonable amount of money for 
traveling, and are active on social media. We suggest that 
museum managers should manage their social media for 
promotional and educational purposes. Using confirmatory 
factor analysis, we can conclude that all indicators in the 
variables are valid and reliable. This study can be considered 
as offering new research in this area. Some variables had 
average variance below the suggested value, and future 
studies should consider replicating the study; path analysis 
should be applied to examine the causal relationship between 

variables.     
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