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Abstract 
 
 

Prior studies on museum visitors are extensively centred on national museums, the 

studies on regional museums are scarce. To fill in the academic gap, a research is 

proposed concerning the visitors of Dalarna Museum, a regional museum in Sweden. 

With an aim to profile visitors’ demographic characteristics and investigate the 

motivational factors that influence visitors’ frequency of visits, a face-to-face 

questionnaire survey was implemented at Dalarna Museum. To get visitors’ 

demographic characteristics, a few closed and open questions are devised to profile 

visitors’ gender, age, occupation, income, education, number of children and residence 

place. To investigate the motivational factors that influence visitors’ frequency of visits, 

a seven-point Likert questionnaire is employed with 17 motivational factors included. 

During a 12-day data collection, 372 visitors were invited to participate in the 

questionnaire survey, whereof 357 had filled in the questionnaire, generating a 

response rate that is as high as 96 percent. After data cleansing, there are 355 

completed and valid responses in total. According to the results, some of visitors’ 

demographic characteristics are similar including gender, age, occupation, income, and 

number of children. However, the characteristics regarding visitors’ residence places 

and educational attainments are different comparing the frequent visitors to occasional 

visitors. Through running a multiple regression analysis, 13 out of the 17 motivational 

factors are detected having significant influences on visitors’ frequency of visits to 

Dalarna Museum, of which the most influential one is visitors’ day-outs with their 

friends and relatives. 

 

Keywords: frequent museum visitors, occasional museum visitors, Dalarna Museum, 

demographic characteristics, motivational factors
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1. Introduction 

 

Dalarna Museum is a regional museum in Sweden, located near the centre of Falun, the 

capital of Dalarna County. In 1957, Hakon Ahlberg, a Swedish architect, proposed to 

renovate Dalarna Museum that would harmonize with both the nature and civilization 

of Falun. In 1962, the new Dalarna Museum was officially completed, heralding an era of 

modern architecture in Falun. In the late 1950s, Dalarna Museum possessed a rather 

meagre collection of art works and the collections from Dalarna County counted a 

substantial part for the permanent collections in Dalarna Museum. To deal with the 

shortage of collections in the museum, Ragnar and Birgit Åhlén donated a trust fund to 

buy more arts for the museum. Today the two-story art museum exhibits approximately 

500 pieces of collections that cover works of art from the 18th century up to present 

(Dalarna Museum, 2013).  

 

On the ground floor, the museum exhibits paintings, galleries and printed art works. A 

library is wide open to recall Selma Lagerlöf, a Noble laureate in literature who wrote 

several novels when lived in Falun during the early 20th century. On the top floor, the 

museum displays the folk costumes and textiles, the world’s biggest collections of the 

collectable Dalarna Horse, as well as a lot of photographs concerning the Falu Mine, a 

world heritage industrial landscape in Falun (Dalarna Museum, 2013). Except the 

engaging exhibitions, Dalarna Museum regularly hosts a variety of events that attract 

different visitors with diverse needs and wants such as concert, speech, charity sale, 

painting lecture, etc. 

  

1.1 Problem statement 

 

Prior studies on museum visitors are extensively centred on national museums (e.g. 

Hood, 1983; Thyne, 2001; Packer and Ballantyne, 2002; Slater, 2005; Davies, 2007; 

Diogo, 2008; Burton, Louviere and Young, 2009; Evevett and Barrett, 2009; 

Afinoguenova, 2010; Yu, Lin and Chou, 2010; Bennett, 2011; Blinde and McCallister, 

2013), the studies on regional museums’ visitors are scarce. Although Dalarna Museum 

plays a role in delineating the vibrant history and culture of Dalarna County, it is a 

regional museum, and the research on Dalarna Museum is little.  
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In 2012, the authors implemented a survey at Dalarna Museum regarding visitors’ 

mobility and travel behaviour. As a result of the survey, some similarities and 

differences were found concerning visitors’ demographic characteristics. However, the 

number of visitors that had been surveyed in 2012 was very small. To make a 

comprehensive visitor profiling, the authors realized the need to conduct a survey that 

will have more visitors involved. 

 

A few museum studies had revealed that visitor profiling is closely linked to visitors’ 

motivations for museum-going (e.g. Thyne, 2001; Misiura, 2006; Davies, 2007; 

Rentschler and Hede, 2007; East, 2010; Timothy, 2011). As Dalarna Museum’s 

managers informed, some visitors seemed to visit Dalarna Museum frequently while 

others visit occasionally. However, the motivational factors that influence visitors’ 

frequency of visits to Dalarna Museum had never been investigated. As an aftermath, a 

problem arises where Dalarna Museum’s managers and the event organizers would 

have difficulties in preparing sound services for their visitors due to the lacks in visitor 

profiling and motivational investigation.  

 

 

1.2 Research aim and questions  

 

This paper aims to profile the demographic characteristics of Dalarna Museum’s 

frequent and occasional visitors and investigate the motivational factors that influence 

visitors’ frequency of visits to Dalarna Museum. To fulfil the aim, the paper is going to 

answer two questions:  

 

1. Comparing Dalarna Museum’s frequent visitors with occasional visitors, are the 

demographic characteristics similar or different?   

2. What are the motivational factors that influence visitors’ frequency of visits to 

Dalarna Museum?  

 

 

 

 



 

3 
 

2. Literature review 

 

This chapter will show the pertinent museum literatures in two parts. The first part will 

focus on visitor profiling in terms of the demographic characteristics including gender, 

age, occupation, income, education, number of children and residence place. The second 

part will identify and discuss the prominent motivational factors that influence frequent 

and occasional visitors for museum-going. 

 

2.1 Museum visitors’ demographic characteristics 

 
Prior museum studies had focused on visitor profiling and visitors’ motivations, 

experiences, perceptions and attitudes toward museum-going. Some researches regard 

museum to be a key element comprising of an urban attraction and a core element 

developing a destination image (e.g. Lang, Reeve and Woollard, 2006; East, 2010); while 

others claimed that museum had faced increasing pressure to indulge the ever-

sophisticated visitors since the advent of the cultural diversity and trim in museum 

budget (Goulding, 2000; Yu, Lin and Chou, 2010). Timothy (2011) alleged, to motivate, 

satisfy and retain visitors so as to maintain a museum competitive, a comprehensive 

visitor profiling is needed.  

 

In modern times, museums serve the functions of collection, exhibition, recreation and 

education, which had gradually acquired visitor-based roles other than museum-based 

roles, and the need for visitor studies would be growing continuously (Sheng and Chen, 

2012). A few studies had claimed that in the museum marketing field, visitor profiling is 

needed including demographics in gender, age, occupation, income, education, number 

of children and residence place, in order to recognize who are the museum visitors 

(Misiura, 2006; Rentschler and Hede, 2007; Timothy, 2011).  

 

As Burton and Scott (2003) noted, the most typical museum visitors are often well-

educated and affluent. Davies (2007) studied the visitors at Natural Museum in London 

between 1994 and 2004. A prominent statement in Davies (2007) is that the higher an 

individual’s social class, household income and level of educational attainment, the 

greater likelihood of a museum visit. Many researches also studied museum visitors by 
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occupational status. Diogo (2008) surveyed the visitors at the Science and Technology 

Museum in Lisbon, which found a positive relationship between occupational status and 

museum-going. A few previous studies had maintained that museum visitors are usually 

in the highly skilled occupational groups or the non-manual groups (e.g. Thyne，2001; 

Slater, 2005; Macdonald, 2008). However, Glassberg (2011) and Timothy (2011) 

criticised the biased previous studies and argued that people in the middle income 

groups such as professional or managerial households are more likely to become the 

museum visitors.  

 

Hood (1983) studied the visitors at Toledo Art Museum, which suggested that museum 

visitors can be divided into frequent and occasional visitors based on their frequency of 

visits. According to Hood (1983), frequent museum visitors are those who visit a 

museum at least three times per year and occasional museum visitors are those who 

visit a museum once or twice per year. Today the dichotomy of museum visitors had 

been widely cited in a few museum studies (e.g. Misiura, 2006; Axelsen, 2007; 

Rentschler and Hede 2007; Matos, 2009; Timothy, 2011).  

 

Afinoguenova (2010) studied visitors’ gender at Prado Museum in Madrid, which found 

that females are more interested than males in museum visiting and females are 

reported to be the frequent visitors of art museums and galleries. Likewise, Blyth (2010) 

paid special attention on museum visitors’ gender and found that males constitute of 

the main frequent visitors for the Science Museum in London. Based on Blinde and 

McCallister’s (2013) findings at National Baseball Museum in New York, for women, 

jewellery, ornaments and living things are more attractive than they are for men, 

followed by toys, furniture and hygiene; whereas men are more attracted by the craft 

objects, sport collections, vehicles and weapons. 

 

Based on Davies (2007), frequent visitors are often the seniors, especially those in high 

social classes and those without children. Rentschler and Hede (2007) noticed that a 

great many museum visitors, especially the teenagers and elderly who visit museums 

occasionally prefer to visit museums with their friends or relatives.  
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According to Packer and Ballantyne (2002) and Hooper-Greenhill (2006), the museum 

visitor composition in Australia is often different on weekdays from that on weekends 

or holidays. During weekdays, students are the main visitor groups; while on weekends 

or holidays, the main visitors are the small groups like families.  

 

2.2 Museum visitors’ motivational factors  

 

Visitors can be led to a museum by a lot of motivational factors. Thyne (2001) and Slater 

(2005) identified that entertainment, escapism, education and curiosity are the most 

typical motivations for museum-going. However, many museum studies (e.g. Hooper-

Greenhill, 2006; Davies, 2007; Rentschler and Hede, 2007; Robbins and Judge, 2007; 

Weaver, Weber and McCleary, 2007; Afinoguenova, 2010; Yu, Lin and Chou, 2010; 

Glassberg, 2011; Timothy, 2011; Blinde and McCallister, 2013) had stressed that what 

motivate visitors to a museum can be varying as demographic characteristics vary such 

as gender, age, occupation, income, education, number of children and residence place.  

 

For example, Burton and Scott (2003) believed that the most obvious motivation for 

students to visit museums is to fulfil their educational and informative goals. Robbins 

and Judge (2007) noted that the motivations for young parents to bring their children to 

museums are either for fun or to fulfil parental duties. Timothy (2011) suggested 

nostalgia to be a motivation for the elderly to visit museums. In pertinent museum 

studies, nostalgia is viewed from two facets: (1) visitors’ own past nostalgia; and (2) 

visitors’ societal nostalgia. Bennett’s (2011) referred past nostalgia to a spirit where 

visitor’s previous visit can stimulate a revisit that cultivates a sense of dating-days-back. 

Blinde and McCallister (2013) defined social nostalgia as a desire where the visit can 

remind a visitor of the old time when life was not fast-paced and unpredictable as it is 

today.   

 

Furthermore, some researches had observed different expectations, attitudes and 

motivations toward museum-going between the local visitors and foreign visitors (e.g. 

Robbins and Judge, 2007; Weaver, Weber and McCleary, 2007). In fact, the relevant 

museum studies in visitors’ motivations are more concerned with the foreign visitors 

rather than the local ones. In some cases, however, the local visitors can be motivated to 
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a local museum by even simpler reasons, for example, to do routine exercises (walking), 

or to guide their friends or relatives (Robbins and Judge, 2007). 

 

Axelsen (2007) accepted Hood’s (1983) dichotomy of museum visitors and conducted a 

research on visitors’ motivations by frequent and occasional visitors. Based on Axelsen 

(2007), frequent visitors are most interested in the opportunities to learn, the 

possibilities to see novel exhibitions and attend museum events that are worthwhile. 

Davies (2007) described that frequent visitors are regularly self-motivated by an active 

interest in the museums and the offerings, and they regard museums as familiar places. 

As for occasional visitors, a few researches had claimed that occasional visitors are 

highly social-oriented and prefer to attend museum activities with their friends or 

relatives. Therefore, active participation with their friends or relatives is what the 

occasional visitors pursue instead of intellectual experiences while visiting museums 

(Hood, 1983; Axelsen, 2007; Davies, 2007; Rentschler and Hede, 2007; Afinoguenova, 

2010).   

 

As Axelsen (2007) classified, the most influential motivational items which stimulate 

frequent visitors to visit museums are novelty, learning, social interaction, professional 

interest and experience seeking (see table 1). For occasional visitors, the most 

influential motivational items are social interaction, learning, experience seeking, family 

and recommendation. Regardless of the visitor differentiation, learning, social 

interaction and experience seeking are the mutual motivational items mentioned by 

both the frequent and occasional visitors. Theoretically speaking, Axelsen (2007) had 

laid a conceptual framework for a lot of museum studies in relation to visitors’ 

motivations (e.g. Macdonald, 2008; Matos, 2009; Soren, 2009; Yu, Lin and Chou, 2010; 

Glassberg, 2011; Timothy, 2011; Blinde and McCallister, 2013). 
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Table 1. The most frequently cited motivational items for museum-going 

         

             Visitors                                                             Motivational items 

 

 

      

        Frequent visitors 

 
 
 

 

        Occasional visitors 

 

                           

                            1. Novelty 

2. Learning 

3. Social interaction 

4. Professional interest 

5. Experience seeking 

1. Social interaction 

2. Learning  

3. Experience seeking 

4. Family 

5. Recommendation 

 

Source: Axelsen, 2007, p.195 

 

For museum visitors, ‘novelty’ is closely connected to ‘learning’ and ‘experience seeking’, 

which refers to the experiences that cannot be made anywhere else (Axelsen, 2007). 

Soren (2009) studied the connection between museum-going and urban sightseeing in 

Canada. A prominent statement made in Soren (2009) is that an individual may be 

interested in visiting a new museum when arriving at a city for the first time. However, 

Glassberg (2011) criticised that not every individual is inherently interested in visiting a 

museum unless the museum can bring the individual something new, like new ideas, 

new artworks or allow the individual to appreciate the artworks in new contexts.  

 

‘Learning’ is a mutual motivational item by both the frequent and occasional visitors. 

Rentschler and Hede (2007) defined ‘learning’ as the opportunities to learn something 

at a museum, especially when there is a museum event. According to Yu, Lin and Chou’s 

(2010) study at National Palace Museum of Taiwan, frequent visitors are motivated to 

the museum by the expertise they can obtain from establishing an involvement with 

artists, specialists or curators at a museum event. As for occasional visitors, Bennett 

(2011) observed the occasional visitors at the Contemporary Art Museum in Rome, 
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which stated that occasional visitors are interested in learning about the artworks, art 

genres, or stories related to the art artifacts.  

 

According to Axelsen (2007), ‘social interaction’ refers to the shared encounters that 

visitors attained from communicating with other people at a museum. Rentschler and 

Hede (2007) believed that ‘social interaction’ often gives a frequent visitor the 

opportunities to foster fellowship with their friends or relatives. For occasional visitors, 

Misiura (2006) stressed that many occasional visitors, particularly the youngsters and 

elderly, prefer to visit a museum with their friends or relatives accompanied. Although 

social interaction is a mutual motivational item by both the frequent and occasional 

visitors, Axelsen (2007) and Glassberg (2011) implied that it is more concerned with 

the occasional visitors.  

 

Packer and Ballantyne (2002) believed that a great many museum goers have art-

related backgrounds, thus some visitors are motivated to museums to develop their 

professional interests. The art-related backgrounds defined in Rentschler and Hede 

(2007) involve not only the professionals who work within the art industry but also the 

individuals who engage in the arts as a pastime. Apart from that, Bennett’s (2011) 

maintained that a special museum event can often get the frequent visitors exposed to 

novel ideas and concepts that would benefit their future artistic development.  

 

‘Experience seeking’ is another mutual motivational item that motivates both frequent 

and occasional visitors to a museum. Weaver, Weber and McCleary (2007) claimed that 

frequent visitors expect museum events can offer them an experience that is different 

from a day-to-day visit. Burton, Louviere and Young (2009) studied visitors at State 

Museum in Australia and underlined that both the frequent and occasional visitors 

prefer to see real exhibitions in the museum rather than seeing them on the printed 

materials or via the internet.  

 

A lot of researches had discussed the so-called ‘family’ effect on weekend and holiday 

museum-going (e.g. Packer and Ballantyne, 2002; Hooper-Greenhill, 2006; Bennett’s, 

2011; Blinde and McCallister, 2013). Based on Bennett (2011), many young parents 

agree that museum is an instructive occasion to stay with their children on weekends 
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and holidays. Blinde and McCallister (2013) discovered that if parents have art-related 

backgrounds, they are more likely to take their children to the museum and let them see 

and appreciate art. 

 

Many previous studies had revealed the importance of ‘recommendation’ for occasional 

visitors to visit a museum (e.g. Burton and Scott, 2003; Slater, 2005; Davies, 2007; 

Rentschler and Hede, 2007; Weaver, Weber and McCleary, 2007; Matos, 2009; Soren, 

2009; Glassberg, 2011; Timothy, 2011; Blinde and McCallister, 2013). Slater (2005) 

classified the common recommendation sources for museum-going into three 

categories: advertisements, website contents and visitors’ friends or relatives. Timothy 

(2011) compared the different roles of the three recommendation sources in the 

museum marketing field and maintained that recommendations from visitors’ friends or 

relatives are extremely crucial for occasional visitors to pay a visit.  

 

3. Methodology 

 

This chapter will start with introducing the reasons for using survey as the research 

strategy and the logic of choosing questionnaire as the research method. The following 

four subsections are devised to describe the questionnaire in detail (e.g. questionnaire 

design, measurement, questionnaire piloting, and data collection). Then, a subsection 

will describe the key steps of producing the results using statistical software. The last 

subsection will evaluate the validity and reliability of the research.   

 

3.1 Research strategy 

 

A research strategy is a plan of action which designed to fulfill a specific research aim 

(Denscombe, 2010). Survey is a research strategy that enables social researchers to 

research a large number of respondents, and when a respondent is surveyed, it is 

viewed comprehensively and in detail (Veal, 2006). This research aims to profile 

visitors’ demographic characteristics and investigate the influential motivational factors 

that influence visitors’ frequency of visits to Dalarna Museum. To fulfil the aim, detailed 

information is required from a large number of visitors. Hence, survey is a strategy that 

well fits the research.  
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There are seven survey types in social research: postal survey, internet survey, 

telephone survey, group-administrated survey, observational survey, document survey 

and face-to-face survey (Denscombe, 2010). The authors choose to do a face-to-face 

survey as it yields higher response rate compared to the other survey types. Besides, in 

the face-to-face context, the authors can sense if the respondent is being given the false 

information (Denscombe, 2010). Consequently, by conducting a face-to-face survey, the 

authors will be able to collect a large amount of reliable data. 

 

3.2 Research method 

 

In social research, four research methods are popularly associated with the use of 

surveys including questionnaire, interview, observation and document (Veal, 2006). 

Questionnaire is a useful method when a research entails straightforward information, 

or when a research is designed to collect data that can be subsequently used for analysis 

without the need to transform the data format (Denscombe, 2010).  

 

Since the research aims to profile the demographic characteristics of Dalarna Museum’s 

visitors, some straightforward information is needed including visitors’ gender, age, 

occupation, income, education, number of children and residence place, which suggests 

questionnaire a useful method for the research. Apart from that, using questionnaire as 

the research method allows the authors to pre-code some answers into nominal, ordinal 

or interval alternatives in advance. By this means, the respondents are enabled to 

answer some questions by selecting an alternative rather than giving an answer in 

words. As a consequence, the respondents would be willing to spend their time 

completing the answers because selecting an alternative is faster and more convenient 

than wording an answer.  

 

Likewise, to directly enquiry a visitor about the motivational factors for visiting Dalarna 

Museum might engender the visitor a sense of frustration as the answer to the question 

might entail thoughtful considerations that could be time-consuming and annoying. To 

avoid that, a feasible way is to design a Likert-type questionnaire with a series of 

motivational factors included. When answering a Likert-type questionnaire, all the 

visitor need to do is to specify a degree of an agreement or disagreement for a set of 
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statements using a Likert-scale point (e.g. 1-5 or 1-7). When the visitor accesses each 

motivational factor using a Likert scale measurement, he or she is indeed ‘answering’ 

his or her degree of agreement or disagreement on the motivational factor for visiting 

Dalarna Museum. Meanwhile, the Likert scale point (e.g. 1, 2, 3…7) that used to access 

the motivational factors will produce quantitative data that can be directly used for 

subsequent regression analysis without transforming the data format. To better serve 

the research strategy and fulfil the research aim, questionnaire is chosen to be the 

research method. 

 

3.3 Questionnaire design 

 

The questionnaire was originally designed in English. Considering the fact that most of 

Dalarna Museum’s visitors are Swedish speakers and some might not understand 

English, the questionnaire was translated into Swedish. Both the English and Swedish 

questionnaires are made up of two parts. The first part is about visitors’ demographic 

characteristics including gender, age, occupation, income, education, number of children 

and residence place (see the complete English or Swedish questionnaire in Appendix). 

In order to make the respondents time-saving and effort-saving while filling in the 

questionnaire, a few closed questions are made to ask respondents’ gender, age, income 

and education. When designing the closed questions, the authors pre-coded some 

answers into nominal, ordinal or interval options in advance. When answering a closed 

question, the respondents only need to find the option that best matches his or her 

opinions. Nevertheless, for the sake of the unexpected answers, the questionnaire also 

adopts open questions. When enquiring respondents’ occupation, number of children 

and residence place, some empty lines and spaces are provided in which the 

respondents can write down their own answers. 

 

Between part 1 and part 2, an open question is set to attain visitors’ frequency of visits 

to Dalarna Museum. The answer to the question is crucial as it serves as the criterion 

distinguishing the frequent visitors from occasional visitors. This research accepts 

Hood’s (1983) dichotomy of museum visitors. This means, in this research, the frequent 

visitors are those who visit Dalarna Museum at least three times per year and the 

occasional visitors are those who visit Dalarna Museum once or twice per year. 
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The second part of the questionnaire is framed by the most frequently cited museum-

going motivational items, classified by Axelsen (2007), which include novelty, learning, 

social interaction, professional interest, experience seeking, family, and 

recommendation. Below each motivational item, there are two or three motivational 

factors describing each motivational item specifically. In total, there are 17 motivational 

factors. To access each motivational factor, the respondents choose a degree of an 

agreement or disagreement towards it using a Likert scale measurement. The entire 

second part of the questionnaire lets visitors access the motivational factors derived 

from the previous literatures rather than letting the visitors express their own 

motivational factors for visiting Dalarna Museum. Two reasons encourage the authors 

to design the second part of the questionnaire in this format:  

 

(1) Letting visitors access each motivational factor with the same Likert scale allows the 

authors to get the answers which are of uniform length and in a form that can be easily 

quantified and comparable (Denscombe, 2010). As the second part of the questionnaire 

is responsible for producing the quantitative data that will be used for regression 

analysis subsequently, if a respondent gives an answer while others disapprove, the 

answer will not being considered as the representative data for running the subsequent 

regression analysis. In that case, the answer given by that respondent will be useless. (2) 

The authors deliberately designed the motivational factors in light of the previous 

literatures where a few prior studies had verified that these motivational factors are 

supportive to museum study in a broad sense (e.g. Axelsen, 2007; Davies, 2007; Weaver, 

Weber and McCleary, 2007; Afinoguenova, 2010; Yu, Lin and Chou, 2010). That is to say, 

the 17 motivational factors in the research should be able to cover the answers to an 

extent where the visitors would approve in general. As a consequence, the authors 

decide to make the second part of the questionnaire in a format of statement 

assessment rather than letting the visitors speak for themselves. 

 

The last motivational item ‘recommendation’ is accessed a bit differently. When 

accessing the motivational factors below the ‘recommendation’ item, a respondent will 

start with answering if he or she had obtained any information about Dalarna Museum 

from one of the three recommendation sources: advertisements, Dalarna Museum’s 

website and visitors’ friends or relatives. If the respondent answers a yes to one source, 
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he or she will proceed to choose a degree of an agreement or disagreement towards the 

statement on that source. If the respondent answers a no, then he or she will skip to the 

next source. By designing the questionnaire in this format, the most prevailing source 

from which the visitors get recommendations about Dalarna Museum will be tracked 

down. 

 

3.4 Measurement 

 

The major second part of the questionnaire adopts a Likert scale measurement to access 

the 17 motivational factors. In social research, a Likert scale measurement with small 

scale points (e.g. three- or four-point) can reduce the validity and reliability of a 

research (Dawes, 2008; Denscombe, 2010). Nevertheless, a measurement with large 

scale points (e.g. nine-or ten-point) cannot increase the validity or reliability of a social 

research either; instead, the nine- or ten-point measurement gives too many choices 

that would impose a sense of uncertainty to the respondents thus generates data bias 

(Dawes, 2008; Denscombe, 2010; Sauro, 2010). According to Owuor (2001) and Dawes 

(2008), seven-point scale is the best measurement for social research as it not only 

provides enough choices, which ensure the reliability and validity of a research; but also 

reduces the data bias. As a consequence, the research applies a seven-point Likert 

measurement, where 1= “strongly disagree”, 7=”strongly agreed”. The scale 1 to 7 

reflects the degree that the respondents perceived toward the motivational factors for 

visiting Dalarna Museum. 

 

3.5 Questionnaire piloting  

 

In some circumstances, question bias emerges when the design or the wording of the 

questions affect the way respondents understand the questions (Veal, 2006). Before the 

questionnaire officially came into effect, the authors invited 16 individuals to pre-test 

the questionnaire, whereof six of them are English native speakers and the remaining 

ten are Swedish native speakers. Although most of them made positive comments on 

the questionnaire design, some had found minor mistakes including misspellings and 

missing words. Thanks to their comments and feedbacks, both English and Swedish 

questionnaires were modified and improved to better versions. 
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3.6 Data collection  

 

The questionnaire survey was initially scheduled to be carried out between April 19th 

and May 5th. As Packer and Ballantyne (2002) and Hooper-Greenhill (2006) stated, 

visitor composition on weekdays is often different from that on weekends and holidays. 

To reach the visitors at different times so as to collect representative data, the authors 

determined to implement the questionnaire survey on weekdays, weekends as well as a 

holiday. In addition, as the museum receptionists informed, on April 20th and 27th, 

Dalarna Museum will respectively host a concert and an instrument sale and usually the 

museum is going to get more visitors when there is a museum event. Thanks to that 

valuable information, the authors deliberately selected five weekdays (April 19th, 23th, 

25th, 29th and May 2nd), three weekends (April 20th, 21st, 27th, 28th, and May 4th, 5th) and 

a holiday (May 1st-the holiday of the Labor Day) to conduct the questionnaire survey.  

 

During the opening times, the authors were standing in the entrance hall of Dalarna 

Museum, inviting every visitor to participate in the survey. The authors met 372 visitors 

in total during a 12-day survey. 357 out of the visitors agreed to fill in the questionnaire, 

which generated an extremely high response rate of approximately 96 percent. 15 

visitors rejected to fill in the questionnaire, whereof 9 are German speakers and 6 are 

French speakers. Because of the language barrier, those visitors rejected to do the 

questionnaire. Apart from that, two respondents completed only a small part of the 

questionnaire, which made their responses incomplete and invalid. Excluding the 

incomplete and invalid responses, the authors received 355 completed responses in 

total. Of the 355 respondents, 192 of them chose to answer the Swedish questionnaire, 

and the rest 163 respondents answered the English questionnaire.  

 

3.7 Multiple regression analysis and Minitab software 

 

After collecting and coding the quantitative data, the authors choose to perform 

multiple regression analysis to produce the results because of three reasons. (1) The 

research aims to investigate the motivational factors that influence visitors’ frequency 

of visits to Dalarna Museum. Although the questionnaire obtained visitors’ frequency of 

visits as well as their assessments on the 17 motivational factors, whether the 17 
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motivational factors are influential or not on visitors’ frequency of visits is yet unable to 

know. By running regression analysis enables the authors to deal with that as 

regression analysis is the statistical approach to indicate the influence of the predictor 

variable on response variable. In this research, the predictor variables are the 17 

motivational factors and the response variable is visitors’ frequency of visits to Dalarna 

Museum. Consequently, through performing a regression analysis, whether the 

motivational factors are influential or not on visitors’ frequency of visits will be able to 

uncover. 

 

(2) Although there is a debate on whether Likert sale fits regression analysis, a few 

studies had maintained that when a full Likert scale-which comprises of multiple 

indicators-is applied with identical Likert scale point, it can be treated as continuous 

predictor which is legitimate for running a regression analysis (Lubke and Muthen, 

2004; De Veaux, Velleman and Bock 2007). In this research, the identical seven-point 

Likert scale is consistently applied to all the 17 motivational factors, which means the 

Likert scale in the research is a full Likert scale with identical Likert scale point and thus 

is legitimate for running a regression analysis. 

 

(3) In social research, the common approach of running regression analysis is either the 

simple linear regression or the multiple linear regression (De Veaux, Velleman and 

Bock, 2007). This research uses multiple linear regression instead of simple linear 

regression because this research has multiple predictor variables (namely the 17 

motivational factors), and fairly speaking, visitors’ frequency of visits to Dalarna 

Museum could be influenced by multiple motivational factors rather than a single one. 

According to De Veaux, Velleman and Bock (2007), when there are two or more 

predictor variables influencing a response variable, multiple linear regression will 

produce more realistic results than simple linear regression. In a nutshell, multiple 

regression is a statistical approach that well fits the research.  

 

A few statistical software can be used to run multiple regression, but the authors choose 

Minitab to do so because (1) Minitab is one of the world’s best statistical software 

analyzing quantitative data in social research (De Veaux, Velleman and Bock, 2007). (2) 

Minitab is suitable for analyzing ordinal data (Minitab, 2013). The major second part of 
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the questionnaire adopts a seven-point Likert measurement, which will majorly result 

in ordinal data (e.g. 1, 2, 3…7). (3) The questionnaire employs the motivational factors 

that derived from previous literatures. Using Minitab can examine whether those 

motivational factors are supportive or applicable to the research (De Veaux, Velleman 

and Bock, 2007; Minitab, 2013). In a word, Minitab is the suitable statistical software to 

run the multiple regression analysis for the research. 

 

To run a multiple regression with Minitab, the first step is to deliberately code the 

quantitative data into an Excel worksheet. Next, is to import the Excel file to Minitab. 

Lastly and also the most important step is to select a proper model to execute the 

multiple regression analysis. Three multiple regression models can be selected using 

Minitab: forward, backward and stepwise. Using forward or backward regression 

models entail manual adjustments while performing stepwise regression model can 

produce the results automatically. To avoid the manual operation errors and ensure the 

accuracy of the results, the authors prefer stepwise regression model to execute the 

multiple regression analysis. 

   

At each step in the stepwise regression, one of the 17 motivational factors were 

automatically added or removed from the multiple regression models. Finally, 13 

motivational factors are detected having significant influences on visitors’ frequency of 

visits to Dalarna Museum and the rest four motivational factors are removed from the 

ultimate multiple regression model. As a regression result, the influences of the 13 

motivational factors on visitors’ frequency of visits are represented in 13 coefficient 

betas. Statistically speaking, the bigger the coefficient beta, the larger influence a 

motivational factor has on visitors’ frequency of visits. However, to ensure the 

significance of a motivational factor, a confidence interval must be clarified. Veal (2006) 

and Denscombe (2010) referred confidence interval to an interval within which the true 

value of the population parameter to be contained. Denscombe (2010) prudently 

compared the widely used confidence intervals which suggested that 95% is the 

confidence interval that well fits social research. Consequently, the confidence interval 

is chosen to be 95% in this research. This means, the 95% confidence interval (or p-

value=0.05) decides whether a motivational factor is statistically significant or not. 
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Specifically, a motivational factor will be statistically significant only if the confidence 

interval is wider than 95% (or the p-value is smaller than 0.05).  

 

3.8 Validity and reliability  

 
Validity and reliability are of importance in evaluating the quality of a research. 

Denscombe (2010) refers validity to the accuracy and precision of the data. To ensure 

the validity of the research, the authors designed the questionnaire in light of the 

prominent museum studies in relation to visitor profiling and motivation investigation. 

Moreover, before the questionnaire officially came into effect, the authors had pre-

tested the questionnaire to enhance the validity of the research. 

 

According to Veal (2006), reliability measures the extent to which a research is 

replicable. This research uses face-to-face survey as the research strategy. As Veal 

(2006) and Denscombe (2010) claimed, face-to-face survey can generate higher 

reliability compared to other strategies in social research. 
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Table 2. Reliability test of the 17 motivational factors   

                      Cronbach’s  alpha 

 
Cronbach’s alpha 
 
Motivational factors 
 
MN-1 

 
0.9083 
 
 

 
0.9049 

MN-2 0.9008 
MN-3 0.9002 
ML-1 0.9027 
ML-2 0.9077 
MS-1 0.8961 
MS-2 0.8969 
MP-1 0.9066 
MP-2 0.9069 
ME-1 0.9011 
ME-2 0.9046 
MF-1 0.8969 
MF-2 0.8982 
MF-3 0.8995 
MR-1 0.9077 
MR-2 0.9143 
MR-3 0.9056 

Note: MN-1 stands for the first motivational factor below the ‘novelty’ item, and the rest 

abbreviations can be deduced by analogy.  

 

Except that, item analysis is also employed with Minitab to examine the reliability of the 

research. Item analysis is a technique which helps researchers to evaluate the 

correlation of related survey questions with only a few statistics (De Veaux, Velleman 

and Bock, 2007; Minitab, 2013). One of the most important statistics is the Cronbach's 

alpha, a statistic that measures the internal consistency of a set of questions and tells 

researchers how well the questions measure a single characteristic (De Veaux, Velleman 

and Bock, 2007).  

 

As an overall criterion which measures question correlation, the value of Cronbach’s 

alpha ranges between 0 and 1. According to Minitab (2013), when a Cronbach’s alpha is 

greater than 0.7, the reliability of a research is acceptable. However, some researches 

had argued that the criterion point of Cronbach’s alpha should be 0.8 instead of 0.7 in 
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order to secure the reliability of a social research (e.g. Owuor, 2001; De Veaux, Velleman 

and Bock, 2007).  

 

Through running the item analysis for this research, a few Cronbach’s alphas are 

produced (see table 2). Resulted from the item analysis, the Cronbach’s alpha of the 

research is as high as 0.9083. This means, the reliability of the research is secured. In 

terms of the 17 motivational factors, no matter the criterion point of Cronbach’s alpha is 

0.7 or 0.8, the item analysis result had proved that 17 motivational factors derived from 

the previous literatures are all supportive and applicable to this research as the 

Cronbach’s alpha of each motivational factor is greater than 0.8.  

 

 

4. Results 

 

This chapter will in two parts present the results yielded from the questionnaire survey. 

The first part will show the results in demographic characteristics by frequent and 

occasional visitors following an order by gender, age, occupation, income, education, 

number of children and residence place. The second part will display the multiple 

regression results on the 17 motivational factors. 

 

4.1 Demographic characteristics                                   

 

Table 3. Distribution of the frequent and occasional visitors 

  Frequency             Percentage (%) 

Visitors 
 
Frequent 

       
 

240                          

 
 

                     67.6  
 
Occasional 

 
115                      

 
                     32.4 

 
Total 

 
355                         

 
                 100  

  

 

The number of visitors who filled out the questionnaire is 355 in total (see table 3). As 

stated earlier, the research accepts Hood’s (1983) dichotomy of museum visitors. This 

means, those who visit Dalarna Museum over three times per year will be deemed as 
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the frequent visitors and those who visit Dalarna Museum once or twice per year are 

seen as the occasional visitors. 

 

As is shown in table 3, of the 355 visitors, 240 are the frequent visitors, comprising of 

67.6% for all the visitors. The remaining 115 are the occasional visitors, occupying 32.4% 

for all the visitors. As table 3 reveals, the number of the frequent visitors is twice larger 

than that of the occasional visitors (240 versus 115).  

 

Table 4. Gender distribution by frequent and occasional visitors 

             Frequency 
 
Frequent            Occasional 

            Percentage (%) 
 
  Frequent          Occasional  

Gender 
 
Male 

       
 

107                        35 

 
 

    44.58                    30.43 
 
Female 

 
133                        80 

 
    55.42                    69.57 

 
Total 

 
240                      115 

 
        100                       100 

 
 

According to table 4, the number of the female frequent visitors is 133, accounting for 

55.42% of all the frequent visitors. For the male frequent visitors, the number is 107, 

which make up of 44.58% for all the frequent visitors. As for the 115 occasional visitors, 

80 of them are females and 35 of them are males. Females consist of 69.57% for the 

occasional visitors while males account for 30.43% of the occasional visitors.  

 

As table 4 reveals, it is females who comprise of the main visitors for Dalarna Museum. 

For the frequent visitors, females take a share that is 10.84% bigger than males 

(55.42% minus 44.58%). For the occasional visitors, females occupy a share that is 

39.14% larger than males (69.57% minus 30.43%).     
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Table 5. Age distribution by frequent and occasional visitors 

             Frequency 
 
Frequent            Occasional 

            Percentage (%) 
 
Frequent            Occasional 

Age 
 
Under 25 

          
 
0                            8 

       
 
  0                          6.96 

25-34          2                          22    0.83                       19.13 

35-44          36                          10        15                         8.69 

45-54        24                            5        10                         4.35 

55-64        86                          30  35.83                       26.09 

65 or above        92                          40  38.34                       34.78 

Total      240                       115     100                           100 

 

As table 5 reveals, many of Dalarna Museum’s visitors are older than 55. For the 

frequent visitors, 92 out of 240 aged 65 or above, constituting of the largest proportion 

(38.34%) for the age distribution. 86 out of 240 are in the 55-64 age group, accounting 

for the second largest proportion (35.83%) for the age distribution. The remaining 

frequent visitors are generally in their middle ages. To illustrate, 36 of them aged 35-44 

and 24 of them aged 45-54, which respectively takes a share of 15% and 10%. The rest 

two frequent visitors who aged 25-34 occupy only 0.83% for the age distribution. As is 

shown in table 5, of the 240 frequent visitors no one is younger than 25. 

 

For the occasional visitors, 40 out of 115 aged 65 or above, making up of the biggest 

share (34.78%) for the age distribution. 30 out of 115 aged 55-64, comprising of the 

second biggest share (26.09%) for the age distribution. The number of the occasional 

visitors who aged 35-44 and 45-54 is respectively 10 and 5, which individually takes a 

share of 8.69% and 4.35%.  

 

Comparing the age group 25-34, 22 out of the 115 occasional visitors aged 25-34, which 

make up of a share that is bigger than that of the frequent visitors (19.13% versus 

0.83%). When it comes to the age group under 25, 8 of the occasional visitors (6.96%) 

aged under 25, while of all the frequent visitors no one (0%) is younger than 25.  
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Table 6. Occupation distribution by frequent and occasional visitors 

                 Frequency 

                
 Frequent            Occasional 

            Percentage (%) 

                   
  Frequent             Occasional 

Occupation 
 

    

Manager 5 12   2.08 10.43  

Self-employed 1 6   0.42 5.22 

Employed 60 14    25 12.17 

Retried 148 62     61.67 53.91 

Teacher    17 13   7.08   11.31 

Student 0 7    0 6.09 

Artist 7 0       2.92       0 

Other   2   1       0.83   0.87 

Total 240 115    100      100 

 

 

In terms of visitors’ occupations, the majority of Dalarna Museum’s visitors are retired 

(see table 6). For the frequent visitors, 148 out of 240 are retired, comprising of the 

largest part (61.67%) for the occupation distribution. The second largest part of the 

occupation distribution is occupied by the 60 visitors (25%) who are employed. As table 

6 shows, of the 240 frequent visitors no one is a student. Except the occupations listed 

above, two of the frequent visitors reported having ‘other’ occupations, whereof one is a 

priest and the other one is a writer.  

 

For the occasional visitors, 62 out of 115 are retired, which make up of the largest part 

(53.91%) for the occupation distribution. As is shown in table 6, of the 115 occasional 

visitors no one is an artist. Apart from the occupations listed above, the one who 

reported having ‘other’ occupation is a dog trainer.  
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Table 7. Monthly income by frequent and occasional visitors 

             Frequency 
 
Frequent          Occasional   

            Percentage (%) 
  
   Frequent            Occasional 

Income per month 
(in SEK) 
 
20,000 or under 

  
 
 
    25                           12 

  
 
     
      10.42                    10.43 

 
20,001- 29,999 

   
  210                           89 

     
      87.50                    77.39 

 
30,000- 39,999 

 
    5                              9 

 
        2.08                       7.83 

 
40,000- 49,999 

 
    0                              3 

 
              0                       2.61 

 
50,000 or above 

 
    0                              2 

 
              0                       1.74 

 
Total 

  
 240                          115 

 
         100                        100 

 

 

According to table 7, most of Dalarna Museum’s visitors receive a monthly income of 

20,001-29,999 Swedish Krona (SEK). For the frequent visitors, 210 out of 240 receive a 

monthly income of 20,001-29,999 SEK, comprising of the biggest share (87.50%) for the 

monthly income distribution. 25 frequent visitors get a monthly income of 20,000 SEK 

or less, accounting for the second biggest share (10.42%) of the income distribution. 5 

frequent visitors receive a monthly income between 30,000 and 39,999 SEK, making up 

of a share that is as small as 2.08%. As table 7 shows, of the 240 frequent visitors no one 

earns a monthly income above 40,000 SEK. 

 

For the occasional visitors, 89 out of 115 receive a monthly income of 20,001-29,999 

SEK, constituting of the biggest share (77.39%) for the monthly income distribution. 12 

occasional visitors receive a monthly income of 20,000 SEK or less, contributing the 

second biggest share (10.43%) to the monthly income distribution. 9 occasional visitors 

(7.83%) receive a monthly income between 30,000 and 39,999 SEK.  

 

As is shown in table 7, none of the frequent visitors receive a monthly income above 

40,000 SEK, whereas 5 occasional visitors do. Specifically, three of the occasional 

visitors (2.61%) earn a monthly income between 40,000 and 49,999 SEK and two 

(1.74%) make a monthly income above 50,000 SEK. 
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Table 8. Number of children by frequent and occasional visitors 

               Frequency 
 
  Frequent       Occasional 

            Percentage (%) 
 
   Frequent          Occasional 

Number of Children 
 

0 

 
 
17                         11 

    
 

      7.08                         9.57 
1 51                         23       21.25                            20 
2 141                         63       58.75                      54.78 
3 28                         17       11.67                      14.78 
4 3                            1          1.25                         0.87 

  Total 240                      115          100                          100 

 

 

As table 8 mirrors, the majority of Dalarna Museum’s visitors are parents. For the 

frequent visitors, three (1.25%) out of 240 have four children; 28 frequent visitors 

(11.67%) have three children; 141 (58.75%) have two children, and 51 (21.25%) have 

one child. Of the 240 frequent visitors, merely 17 do not have child, accounting for 

7.08%.  

 

For the occasional visitors, one (0.87%) has four children; 17 occasional visitors 

(14.78%) have three children; 63 (54.78%) have two children, and 23 (20%) have one 

child. Of the 115 occasional visitors, only 11 do not have child, taking a share of 9.57%. 
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Table 9. Residence places by frequent and occasional visitors 

              Frequency 

Frequent       Occasional 

      Percentage (%) 

Frequent    Occasional 

Residence 

place 

 

 

 

 

Dalarna 

County 

     

Avesta 3 4    1.24    3.47 

Borlänge 24 8       10    6.96 

Falun  180 2       75    1.74 

Gagnef 1 5    0.42    4.35 

Ludvika  4 5    1.67    4.35 

Leksand 12 16    5      13.90 

Mora  0 10    0    8.70 

Rättvik 4 6    1.67    5.22 

Smedjebacken 1 7    0.42    6.09 

Säter 3 7    1.24    6.09 

Vansbro 
 

2 4    0.83    3.47 

Total       234 74  97.49 64.34 

      

 

 

 

Outside 

Dalarna  

within Sweden 

Bollnäs 1 6    0.42   5.22 

Gävle 1 2     0.42   1.74 

Kristianstad  0 2    0   1.74 

Ockelbo 0 3    0   2.61 

Ovanåker 0 4    0   3.47 

Sala 0 5    0   4.35 

Sandviken 4 10    1.67        8.70 

   Stockholm 0 7    0   6.09 

Total    6 39   2.51 33.92 

      

International Denmark 0 1   0    0.87 

Norway 0 1   0    0.87 

Total  0 2    0         1.74 

      

Total  240  115    100         100 
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As is reflected in table 9, residence places are different comparing frequent visitors to 

occasional visitors. To illustrate, most of the frequent visitors are from Dalarna County. 

Specifically, 234 out of the 240 frequent visitors are from Dalarna County, making up of 

a rather large proportion (97.49%). Of the 234 frequent visitors who come from 

Dalarna County, the number of the visitors who come from Falun is as large as 180. By 

contrast, the number of the frequent visitors who come from places outside of Dalarna 

County is as small as 6, and the 6 frequent visitors who come from municipalities of 

Sandviken, Bollnäs and Gävle take a share that is as small as 2.51%. As is shown in table 

9, of the 240 frequent visitors no one comes from abroad. 

 

For the occasional visitors, 74 out of 115 are from Dalarna County, constituting of the 

largest proportion: 64.34%. Although the main occasional visitors are from Dalarna 

County, the occasional visitors who come from Falun are dramatically fewer compared 

to that of the frequent visitors (2 versus 180). Moreover, of the 115 occasional visitors, 

39 are from Swedish municipalities outside of Dalarna including Sandviken, Stockholm, 

Bollnäs, Sala, Ovanåker, Ockelbo, Gävle, and Kristiastad, which make up of a proportion 

that is much bigger than that of the frequent visitors (33.92% versus 2.51%). As is 

shown in table 9, of the 115 occasional visitors, two are from abroad whereof one is 

from Norway and the other one is from Denmark.  

 

Table 10. Educational attainment by frequent and occasional visitors 

             Frequency 
 
Frequent             Occasional 

         Percentage (%) 
 
 Frequent              Occasional 

Education 
 
Elementary School 

 
 

    81                          11 

   
 
  33.75                          9.57 

 
Secondary School 

 
  111                            9 

   
  46.25                          7.83 

 
University  

 
    48                          92 

   
        20                             80 

 
Research education 

 
0                            3 

     
          0                          2.60 

 
Total        

  
  240                       115 

 
     100                           100 
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According to table 10, the educational attainment is remarkably different comparing the 

frequent visitors to occasional visitors. For the frequent visitors, 111 out of 240 are 

secondary school graduates, making up of the largest part (46.25%) for the education 

distribution. 81 of the 240 frequent visitors are elementary school graduates, 

constituting of the second largest part (33.75%) for the education distribution. The 

remaining 48 frequent visitors are university graduates, taking a share of 20%. As table 

10 shows, of the 240 frequent visitors no one has a research education. Comparing all 

the frequent visitors by educational attainment, 80% (46.25% plus 33.75%) of them 

have educations below the university level.  

 

For the occasional visitors, 92 out of 115 are university graduates, comprising of the 

biggest part (80%) for the education distribution. 11 of the occasional visitors (9.57%) 

are elementary school graduates, making up of the second largest part for the education 

distribution. The third largest part of the education distribution is occupied by the 9 

secondary school graduates, which contribute a share of 7.83%.  

 

As is revealed in table 10, none of the frequent visitors have research educations, 

whereas three of the occasional visitors (2.60%) do. Comparing all the occasional 

visitors by educational attainment, 82.60% (80% plus 2.60%) of them have educations 

above the university level, which is opposite to that of the frequent visitors where 80% 

of them have educations below the university level. 

 
 

4.2 Multiple regression results on the motivational factors  

 

The research aims to investigate the motivational factors that influence visitors’ 

frequency of visits to Dalarna Museum. Through running a stepwise multiple regression, 

a lot of statistics are produced. One of the most important statistics is the R-square (R2), 

which is the key to evaluate how well a regression model fits. Statistically speaking, the 

bigger an R2, the better a regression model fits (Minitab, 2013). According to De Veaux, 

Velleman and Bock (2007), data from social surveys often generate low R2 because in 

the context of survey it is difficult to measure responses reliably. In social research, an 

R2 of 50% to 30% or even lower might be acceptable for an effective regression model. 
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In this research, however, the R2 is as high as 88.32% and even the adjusted R2 is as high 

as 87.88%. This means, the regression model in this research fits very well.  

 

Table 11. Multiple regression results on ‘novelty’ related motivational factors 

 Coefficient Beta (β)   P-value 

Novelty 

 

MN-1 

 

           

           * 

 

  

* 

MN-2            0.123  0.000 

MN-3            *  * 

* means the motivational factor has been removed from the multiple regression model 

 

As table 11 shows, MN-1 (I’m curious about Dalarna Museum) and MN-3 (I want to see 

novel exhibitions) have been removed from the multiple regression model. This means, 

it is 95% confident that the MN-1 (I’m curious about Dalarna Museum) and MN-3 (I 

want to see novel exhibitions) are not the significant motivational factors. However, the 

coefficient beta of MN-2 (I’m interested in a museum event) is 0.123, which stays within 

the 95% confidence interval (p=0.000<0.05). As a regression result, it is more than 95% 

confident (since the p-value is smaller than 0.05) that compared with MN-1(I’m curious 

about Dalarna Museum) and MN-3 (I want to see novel exhibitions), MN-2 (I’m 

interested in a museum event) is the significant motivational factor that influences 

visitors’ frequency of visits to Dalarna Museum. 

 

Table 12. Multiple regression results on ‘learning’ related motivational factors 

 Coefficient Beta (β)   P-value 

Learning  

 

ML-1 

 

          

           0.094 

 

 

 0.003 

ML-2            0.103  0.000 

 

According to table 12, the coefficient beta of ML-1 (Dalarna Museum helps me to 

broaden my knowledge in the history and culture of Dalarna) is 0.094 and the p-value is 

0.003 (p<0.05). As for ML-2 (I ‘m here to learn the stories related to the art artifacts), 
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the coefficient beta is 0.103 and the p-value is 0.000 (p<0.05). Both ML-1 and ML-2 

possess positive and significant coefficient betas. This means, it is 95% confident that 

both ML-1 and ML-2 are influential motivational factors on visitors’ frequency of visits.  

However, the coefficient beta of ML-2 is larger than ML-1. Hence, it is 95% confident 

that ML-2 (I ‘m here to learn the stories related to the art artifacts) is the motivational 

factor that exerts a larger influence than ML-1 (Dalarna Museum helps me to broaden 

my knowledge in the history and culture of Dalarna) on visitors’ frequency of visits to 

Dalarna Museum.   

 

Table 13. Multiple regression results on ‘social interaction’ related motivational factors 

 Coefficient Beta (β) P-value 

Social interaction 

 

MS-1 

 

 

0.245 

 

 

0.000 

MS-2 0.089 0.013 

 

Based on table 13, the coefficient beta of MS-1 (I’m here to have a day out with my 

friends/relatives) is 0.245 and the p-value is 0.000 (p<0.05). For MS-2 (I’m here to 

guide my friends/relatives), the coefficient beta is 0.089 and the p-value is 0.013 

(p<0.05). Both MS-1 and MS-2 hold positive and significant coefficient betas. This 

means, it is 95% confident that both MS-1 and MS-2 have positive and significant 

influences on visitors’ frequency of visits. Comparing the coefficient betas, however, MS-

1 is larger than MS-2. Hence, for the motivational item ‘social interaction’, it is 95% 

confident that MS-1 (I’m here to have a day out with my friends/relatives) has a larger 

influence than MS-2 (I’m here to guide my friends/relatives) on visitors’ frequency of 

visits to Dalarna Museum. 
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Table 14. Multiple regression results on ‘professional interest’ related motivational factors 

 Coefficient Beta (β) P-value 

Professional interest 

 

MP-1 

 

 

* 

 

 

* 

MP-2 0.055 0.036 

* means the motivational factor has been removed from the multiple regression model 

 

As is shown in table 14, MP-1 (visiting the exhibitions impart me inspirations in my 

work/study) has been removed from the multiple regression model. This means, it is 

95% confident that MP-1 (visiting the exhibitions impart me inspirations in my 

work/study) is not a significant motivational factor. For MP-2 (I’m here to participate in 

a museum event that would benefit my future work/study), the coefficient beta and p-

value is respectively 0.055 and 0.036 (p<0.05). In this case, it is 95% confident that MP-

2 (I’m here to participate in a museum event that would benefit my future work/study) 

is a motivational factor that exerts significant influence on visitors’ frequency of visits to 

Dalarna Museum. 

 

Table 15. Multiple regression results on ‘experience seeking’ related motivational factors 

 Coefficient Beta (β) P-value 

Experience seeking 

 

ME-1 

 

 

0.166 

 

 

0.000 

ME-2 0.125 0.000 

 

Seen from table 15, both ME-1 (I’m here to see the real exhibitions rather than seeing 

them on printed materials or internet) and ME-2 (I want to experience the old times) 

hold positive coefficient betas and significant p-values (p=0.000<0.05). This means, it is 

more than 95% confident (since both of the p-values are smaller than 0.05) that both 

ME-1 and ME-2 have positive and significant influences on visitors’ frequency of visits 

to Dalarna Museum. However, the coefficient value of ME-1 is bigger than ME-2 (0.166 

versus 0.125). Therefore, it is more than 95% confident that ME-1 (I’m here to see the 

real exhibitions rather than seeing them on printed materials or internet) has a bigger 
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influence than ME-2 (I want to experience the old times) on visitors’ frequency of visits 

to Dalarna Museum. 

 

Table 16. Multiple regression results on ‘family’ related motivational factors 

 Coefficient Beta (β) P-value 

Family 

 

MF-1 

 

 

0.140 

 

 

0.000 

MF-2 0.188 0.000 

MF-3 0.136 0.002 

 

As table 16 shows, all the three motivational factors below the ‘family’ item hold 

positive coefficient betas, which all stay within the 95% confidence interval (p<0.05). 

This means, it is 95% confident that the three motivational factors all have positive and 

significant influences on visitors’ frequency of visits to Dalarna Museum. Comparing the 

coefficient betas, the coefficient beta of MF-2 (Dalarna Museum is a place to be with my 

kids) is larger than MF-1 (I would like to be with my family in Dalarna Museum) and 

MF-3 (I want my kids to see and appreciate art). As a result, it is 95% confident that 

when it comes to the motivational item ‘family’, MF-2 (Dalarna Museum is a place to be 

with my family) is the motivational factor that has a bigger influence than MF-1 (I would 

like to be with my family in Dalarna Museum) and MF-3 (want my kids to see and 

appreciate art) on visitors’ frequency of visits to Dalarna Museum. 

 
 

Table 17. Popular recommendation sources by frequent and occasional visitors 

 Frequency          Percentage (%) 

 Frequent Occasional Frequent Occasional 

Recommendation sources 

 

Ads on TV/in a journal/paper 

 

     

    215 

 

      

     106 

 

 

89.58 

 

    

   92.17 

Dalarna Museum’s website          9           4 3.75      3.48 

Friends or relatives     166      107 69.17 93.04 
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When it comes to the sources form which the visitors get recommendations about 

Dalarna Museum, most of the visitors reported that they had seen an advertisement 

about Dalarna Museum on TV/in a journal/paper, and many had heard of Dalarna 

Museum from their friends or relatives. However, very few of them had searched 

through Dalarna Museum’s website (see table 17).  

 

To illustrate, 215 out of the 240 frequent visitors (89.58%) had seen an advertisement 

on TV/in a journal/paper, which make advertisements the most prevailing 

recommendation source for the frequent visitors. 166 out of the 240 frequent visitors 

(69.17%) had heard of Dalarna Museum from their friends or relatives, making visitors’ 

friends or relatives the second most prevailing recommendation source for the frequent 

visitors. As is shown in table 17, only 9 frequent visitors (3.75%) had searched through 

Dalarna Museum’s website. 

 

For occasional visitors, 107 out of 115 (93.04%) had heard of Dalarna Museum from 

their friends or relatives, which make visitors’ friends or relatives the most prevalent 

recommendation source for the occasional visitors. In addition, 106 out of 115 

(92.17%) had seen an advertisement about Dalarna Museum on TV/in a journal/paper. 

For occasional visitors, advertisement as a recommendation source is almost as popular 

as their friends and relatives (92.17% versus 93.04%). By contrast, as table 17 shows, 

only 4 occasional visitors (3.48%) had searched through Dalarna Museum’s website. 

 

Table 18. Multiple regression results on ‘recommendation’ related motivational factors 

 Coefficient Beta (β) P-value 

Recommendation 

 

MR-1 

 

 

0.048 

 

 

0.024 

MR-2 * * 

MR-3 0.049 0.019 

* means the motivational factor has been removed from the multiple regression model 

 

As table 18 shows, MR-2 (Dalarna Museum’s website contents attracted me to come 

visit Dalarna Museum) has been removed from the multiple regression model. This 
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means, it is 95% confident that MR-2 (Dalarna Museum’s website contents attracted me 

to come visit Dalarna Museum) is not a significant motivational factor. 

 

However, the coefficient betas of MR-1 (an advertisement on TV/in a journal/paper 

made me interested in going to Dalarna Museum) and MR-3 (my friends/relatives 

recommended that Dalarna Museum is a place worth of visiting) are respectively 0.048 

and 0.049. The p-values of MR-1 and MR-3 is respectively 0.024 and 0.019 (p<0.05). 

This means, it is 95% confident that both MR-1 and MR-3 hold positive and significant 

influences on visitors’ frequency of visits to Dalarna Museum. Comparing the coefficient 

betas, MR-3 has a coefficient beta that is slightly bigger than that of MR-1 (0.049 versus 

0.048). Therefore, it is 95% confident that MR-3 (my friends/relatives recommended 

that Dalarna Museum is a place worth of visiting) is the motivational factor that slightly 

exerts a bigger influence than MR-1 (an advertisement on TV/in a journal/paper made 

me interested in going to Dalarna Museum) on visitors’ frequency of visits to Dalarna 

Museum.  
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Table 19. The influences of the 17 motivational factors  

 Coefficient Beta (β) P-value 

Novelty 

MN-1 

 

* 

 

* 

MN-2 0.123 0.000 

MN-3 * * 

Learning 

ML-1 

 

0.094 

 

0.003 

ML-2 0.103 0.000 

Social interaction   

MS-1 0.245 0.000 

MS-2 0.089 0.013 

Professional interest 

MP-1 

MP-2 

Experience seeking 

ME-1 

 

* 

0.055 

 

0.166 

 

* 

0.036 

 

0.000 

ME-2 

Family 

MF-1 

MF-2 

MF-3 

Recommendation 

0.125 

 

0.140 

0.188 

   0.136 

 

0.000 

 

0.000 

0.000 

0.002 

 

MR-1 0.048             0.024 

MR-2 

MR-3 

* 

0.049 

            * 

            0.019 

* means the motivational factor has been removed from the multiple regression model 

 

Comparing all the 17 motivational factors, four have been removed from the multiple 

regression model (see table 19): MN-1(I’m curious about Dalarna Museum), MN-3 (I 

want to see novel exhibitions), MP-1 (Visiting the exhibitions impart me inspirations in 

my work/study) and MR-2 (Dalarna Museum’s website contents attracted me to come 
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visit Dalarna Museum). As a result, it is 95% confident that the removed four 

motivational factors are not significant ones. 

 

In terms of the significant 13 motivational factors, each holds a positive coefficient beta 

and the p-values are all smaller than 0.05. This means, the 13 motivational factors all 

have positive and significant influences on visitors’ frequency of visits to Dalarna 

Museum. Comparing the 13 significant motivational factors, MS-1 (I’m here to have a 

day out with my friends/relatives) holds a coefficient beta (0.245) that is bigger than all 

the remaining significant motivational factors. As a result, it is 95% confident that in 

terms of the 13 significant motivational factors, MS-1(I’m here to have a day out with 

my friends/relatives) is the most influential one that influences visitors’ frequency of 

visits to Dalarna Museum.  

 

5. Analysis  

 

This chapter will analyze the results in two parts. The first part will focus on the 

similarities and differences in visitors’ demographic characteristics. The second part 

will analyze why some motivational factors influence visitors’ frequency of visits to 

Dalarna Museum while the others do not.  

 
5.1 Similarities and differences in demographic characteristics 

 

Comparing Dalarna Museum’s frequent visitors with occasional visitors, some of their 

demographic characteristics are similar including gender, age, occupation, income and 

number of children. Specifically, it is females that constitute the main part of Dalarna 

Museum’s visitors, and this indeed complies with the finding in Afinoguenova (2010), 

which revealed that females are the main frequent visitors to art museums and 

galleries.  

 

As for visitors’ age, many of the visitors aged over 55. To illustrate, 74.17% of the 

frequent visitors and 60.79% of the occasional visitors are older than 55 (see table 5). 

As table 9 reveals, the visitors are mainly from Falun or other municipalities in Dalarna 

County. The fact that the main visitors aged over 55 thus might result from the 



 

36 
 

population age distribution in Falun or Dalarna County. According to Statistics Sweden 

(2013), however, the population in Falun and Dalarna County who aged over 55 account 

for only 33.61% and 36.68% of the whole population in 2012 (see table 20 and table 21 

in Appendix). Therefore, it would be fair to say that the explanation to why the main 

visitors are older than 55 is not because of the population age distribution in Falun or 

Dalarna County. Instead, the explanation might due to the fact that those senior visitors, 

especially those who have retired should have more leisure time in their everyday life 

thus they can visit Dalarna Museum as freely as they want. 

 

In terms of visitors’ occupation, the main visitors to Dalarna Museum are retired. This 

may be related to visitors’ age distribution. As is revealed in table 5, the major visitors 

(74.16% frequent visitors and 60.79% occasional visitors) are older than 55. According 

to European Communities (2009), the retirement age in Sweden is 61-67. That is to say 

visitors’ retirement is corresponding to visitors’ age distribution. 

 

As for visitors’ income, most of the visitors receive a monthly income of 20,001-29,999 

SEK. Likewise, this might correspond to the monthly income in Falun or Dalarna County, 

since the visitors are mainly from Falun or Dalarna County. According to Statistics 

Sweden (2013), however, the average monthly income in Falun and Dalarna County is 

respectively 44,000 and 43,800 SEK in 2012, which is much higher than that of the main 

visitors (20,001-29,999 SEK). Based on the statistics, it could say that many of Dalarna 

Museum’s visitors receive a monthly income that is relatively low, and this indeed is 

opposite to many previous studies where the museum visitors are usually profiled to be 

the high-income classes (e.g. Thyne, 2001; Burton and Scott, 2003; Slater, 2005; Davies, 

2007; Diogo, 2008; Macdonald, 2008).  

 

In terms of visitors’ number of children, 92.92% of the frequent visitors and 90.43% of 

the occasional visitors (see table 8) are parents. Based on visitors’ age distribution, 

what ‘number of children’ refers in this research is different to the previous literatures. 

In previous literatures, what the ‘number of children’ indicated is that the young 

parents (usually in their 20s or 30s) bring their children (usually younger than 12) to 

museums and let them see and appreciate art (e.g. Packer and Ballantyne, 2002; Bennett, 

2011; Blinde and McCallister, 2013). However, in this research, the main visitors are 
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older than 55 and very few of them are younger than 25. That is to say, the main visitors 

are not ‘bringing’ their children to Dalarna Museum as their children are grown-up and 

can see and appreciate art by themselves.  

 

When it comes to the residence place, however, the frequent visitors are rather different 

from the occasional visitors. Specifically, Dalarna Museum’s frequent visitors are mainly 

from the municipality of Falun; while for the occasional visitors, their residence places 

are uneasy to locate. For visitors who come from Falun or other municipalities in 

Dalarna County, Dalarna Museum is located in proximity to their residence places and 

the transportation connection is fast and convenient. Moreover, for those who live near 

the center of Falun, Dalarna Museum is situated within the walking distance, which to a 

large extent facilitates their visits to the museum. On the contrary, for the visitors who 

come from places outside of Dalarna, visiting Dalarna Museum may entail a long travel 

which would cost them a lot and therefore those who come from places outside of 

Dalarna would visit Dalarna Museum occasionally.  

 

In terms of the educational attainment, the main frequent visitors are elementary or 

secondary school graduates while the main occasional visitors are university graduates. 

Since the number of the frequent visitors is twice larger than that of the occasional 

visitors, it would be fair to say that many of Dalarna Museum’s visitors have educations 

at a low level. This is different from many of the pertinent museum  studies where the 

museum visitors usually have high educational levels (e.g. Burton and Scott, 2003; 

Davies, 2007; Evevett and Barrett, 2009). For some of the elementary or secondary 

school graduates, their frequent visits to Dalarna Museum might not be motivated by 

the educational or informative goals. As is shown in table 9, the frequent visitors are 

mainly the local residents. According to Robbins and Judge (2007), local visitors can be 

led to a local museum by simple reasons, for instance, to do routine exercise. In fact, 

many of the visitors who live in Falun had informed the authors that their visits to 

Dalarna Museum are not for educational or informative goals but to do routine walking. 

Nevertheless, a few studies had stated that frequent museum visitors usually have 

higher educational levels than occasional museum visitors (e.g. Burton and Scott, 2003; 

Davies, 2007; Rentschler and Hede, 2007; Timothy, 2011). According to the results from 

the survey, however, Dalarna Museum’s frequent visitors have educations at a level 
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(elementary or secondary school) that is lower than that of the occasional visitors 

(university).  

 

5.2 Motivational factors  

 

As a multiple regression result, visitors’ curiosities or the novel exhibitions that Dalarna 

Museum provides are not significant motivational factors. Instead, visitors’ frequency of 

visits to Dalarna Museum is influenced by the events Dalarna Museum hosts. 

Corresponding to the visitor profiling, many of the visitors are from the municipality of 

Falun. For the local visitors, especially those who visit Dalarna Museum frequently, they 

are so familiar with the museum that the museum could hardly stimulate their 

curiosities and thus visitors’ curiosities should not be a significant motivational factor. 

Apart from that, most of the exhibitions in Dalarna Museum are the permanent 

exhibitions, and the contemporary exhibitions are updated on an annual basis (Dalarna 

Museum, 2013). As Rentschler and Hede (2007) and Timothy (2011) stated, to retain 

visitors, a museum should be able to update the contemporary art works at least once in 

a month. Based on that statement, it would be fair to say that Dalarna Museum updates 

the contemporary art works at a slow pace, which might explain why the novel 

exhibition is not a significant motivational factor since for some visitors, especially 

those who visit the museum frequently, the exhibitions in Dalarna Museum are not 

‘novel’ at all. Nevertheless, Dalarna Museum regularly hosts a variety of events that can 

satisfy the different visitors with diverse needs and wants. This might explain why 

Dalarna Museum’s events have significant influences on visitors’ frequency of visits. 

 

As stated earlier, Dalarna Museum plays a role in displaying the vibrant history and 

culture of Dalarna. For example, Dalarna Museum exhibits the fabulous folk costumes 

and textiles, as well as the engaging paintings, photographs and engravings, which offer 

an exclusive opportunity for the visitors who are interested in learning the history and 

culture of Dalarna. Except that, some visitors may be willing to learn the stories related 

to the art artifacts. For instance, Dalarna Museum has a library that recalls Selma 

Lagerlöf, for those who are interested in seeing her writing surrounding, Dalarna 

Museum might be a place worth of visiting. Besides, Dalarna Museum displays the 

world’s largest collections of the collectable Dalarna Horse (Dalarna Museum, 2013). 
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For some visitors who are interested in learning the stories about the Dalarna Horse, 

Dalarna Museum might also be worth of visiting.  

 

‘Social interaction’ is a significant motivational factor influencing visitors’ frequency of 

visits. Surrounded by the absorbing artistic environment where a lot of art works are 

involved, some visitors may regard Dalarna Museum a pleasant occasion for a day-out 

with their friends and relatives. Since the main visitors are the local residents, like 

Robbins and Judge (2007) indicated, some local visitors can be motivated to the local 

museum by simple reasons, for example, to guide their friends or relatives. In fact, many 

of the respondents had told the authors that to guide their friends and relatives were 

exactly what motivated them to Dalarna Museum.  

 

As for ‘professional interest’, the results can be analyzed from two perspectives. (1) 

Many visitors are retired, which means, for some of them, working may no longer 

concern them. That is why the ‘inspirations’ that would benefit visitors’ working are not 

significant factors. (2) Despite this, visitors’ frequency of visits is influenced by the 

‘professional interest’ gained from attending a museum event. Since the main visitors 

are retired and very few of the visitors have art-related occupations, it is difficult to 

explain why the ‘professional interest’ of attending a museum event is a significant 

motivational factor while the ‘professional interest’ of visiting the museum is not. From 

the authors’ perspectives, what influence visitors frequency of visits might be the event 

attendance rather than obtaining any ‘professional interest’ from the event. That is to 

say, the authors believe that neither of the ‘professional interest’ related motivational 

factors are significant.  

 

‘Experience seeking’ is a significant motivational factor influencing visitors’ frequency of 

visits. As Burton, Louviere and Young (2009) stated, an essential motivational factor 

that encourages a visitor to a museum is the wish of seeing the real exhibitions in the 

museum rather than seeing them on printed materials or via the internet. Dalarna 

Museum displays the world’s largest collections of collectable Dalarna Horse as well as a 

few genuine folk costumes and textiles. For some visitors, they might motivate to see 

the real exhibitions in Dalarna Museum rather than seeing them on printed materials or 

via the internet. Apart from that, the main hall of Dalarna Museum displays a large 
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number of printed art works that date Falun back to the 1940s and 1950s. Since the 

majority of the visitors are older than 55, in other words, the majority of them were 

born around the 40s or 50s. Therefore, visiting Dalarna Museum might offer them an 

opportunity to see and recall their childhood.   

 

‘Family’ is also a significant motivational factor influencing visitors’ frequency of visits. 

As mentioned above, the main visitors are the seniors and they are not ‘bringing’ their 

adult children to Dalarna Museum. However, many senior visitors had informed the 

authors that when they were young parents and their children were small, they had 

brought their children to Dalarna Museum sometimes. Apart from that, a lot of young 

parents spoke very highly of the children’s workshop in Dalarna Museum and many had 

brought their children to the workshop several times on weekends and holidays.  

 

As for the ‘recommendation’ item, the prevailing recommendation sources for Dalarna 

Museum’s visitors are either the advertisements on TV/in a journal/paper or visitors’ 

friends or relatives. Quite few visitors had ever searched through Dalarna Museum’s 

website before going to the museum. As a multiple regression result, the advertisements 

on TV/in a journal/paper have influences on visitors’ frequency of visits, and so do the 

recommendations from visitors’ friends and relatives, but Dalarna Museum’ website 

contents do not. An explanation to this might due to the fact that many of the visitors 

are the seniors, and some of them may be unfamiliar with the internet. By contrast, 

however, they are familiar with the other recommendation sources like television, 

journal, paper, as well as their friends or relatives. Comparing the significant 

‘recommendation’ related motivational factors (advertisements and visitors’ friends 

and relatives) with the other significant motivational factors, the recommendations 

from the advertisements or visitors’ friends or relatives have the least influences on 

visitors’ frequency of visits. This means, as significant motivational factors, the 

recommendations from the advertisements or visitors’ friends or relatives are not as 

important as the other significant motivational factors influencing visitors’ frequency of 

visits.  

 

Interestingly, comparing all the significant motivational factors, the most influential one 

is visitors’ day-outs with their friends or relatives. This means, on one hand, Dalarna 
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Museum’s visitors are social-oriented, and they like to visit the museum with their 

friends and relatives. On the other hand, however, it could be true that in terms of 

visitors’ frequency of visits to Dalarna Museum, neither the real exhibitions nor the 

events that Dalarna Museum holds are as important as visitors’ day-outs with their 

friends or relatives.  

 

6. Conclusion 

 

Through conducting a face-to-face questionnaire survey, the authors researched 

Dalarna Museum’s visitors in association with their demographic characteristics and the 

motivational factors that influence their frequency of visits.  

 

According to the results, some of visitors’ demographic characteristics are similar 

including gender, age, occupation, income and number of children. To illustrate, females 

comprise of the main visitors for Dalarna Museum. As for visitors’ age and occupation, 

many of the visitors are the seniors who aged over 55 and most of the visitors are 

retired. In terms of the income and number of children, most of the visitors receive a 

low monthly income and the majority of the visitors are parents. 

 

Comparing visitors’ residence places, the frequent visitors are different from occasional 

visitors. According to the results, frequent visitors are mainly from the municipality of 

Falun, whereas it is uneasy to locate occasional visitors’ residence places since they 

come from not only Dalarna County but also other places outside of Dalarna. As for the 

educational attainment, many of the frequent visitors are elementary or secondary 

school graduates, whereas most of the occasional visitors are university graduates.    

 

The research employed a seven-point Likert questionnaire with Axelsen’s (2007) seven 

motivational items for museum-going. Each item is specifically described by two or 

three motivational factors. In total, there are 17 motivational factors. Although derived 

from the previous literatures, as the Minitab software had tested, the 17 motivational 

factors are all supportive and applicable to the research. As a multiple regression result, 

13 out of the 17 motivational factors are detected having significant influences on 

visitors’ frequency of visits to Dalarna Museum except the following: (1) ‘I’m curiosity 
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about Dalarna Museum’, (2) ‘I want to see novel exhibitions’, (3) ‘visiting the exhibitions 

impart me inspirations in my work/study’, and (4) ‘Dalarna Museum’s website contents 

attracted me to come visit Dalarna Museum’.  Comparing all the 13 significant 

motivational factors, ‘I’m here to have a day-out with my friends/relatives’ is the most 

influential one that influences visitors’ frequency of visits to Dalarna Museum. 

 

6.1 Limitation and future study 

 

The authors realized the importance of collecting data at different times including 

weekdays, weekends as well as holidays and that was how the questionnaire survey 

was performed. Nevertheless, an issue that should never be ignored while investigating 

visitors’ motivations in Sweden is the seasonality. With a limited time, the authors only 

implemented the survey in 12 days from the end of April to the beginning of May, when 

the weather was pleasant in Falun and people were motivated by every reason to take a 

visit. If the survey could be conducted through other seasons in the future, more 

representative data would be collected thus different results might be generated.  
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Appendix 
 

 
Questionnaire in English 
 
 
Dear visitor, 
 

We are two students from the International Tourism Management Programme at 

Dalarna University. We are currently conducting a research on the motivations for 

visiting Dalarna Museum. By completing this questionnaire, you will make a 

contribution to our bachelor thesis. Your responses to the questionnaire will remain 

anonymous. Thank you for your cooperation. 

  

Part 1 Background information (please mark the appropriate alternative) 

 

 
Gender 

 male 
 
 female 

 
Age 

 under 25  25-34  35-44 
 
 45-54  55-64  65 or above  

 
 
Occupation 

 
 manager  self-employed  employed 
 
 retired  teacher  student  artist  
 
 other: ________________________________________ 

 
Income per month 
   (in SEK) 

 
 20,000 or under   20,001-29,999  
 
 30,000-39,999   40,000-49,999   
 
 50,000 or above 

Number  
of 

children 

 Residence  
 
place 

  
 

 
 
Education 

 
 elementary school   secondary school 
 
 university   research education 

 

 

How often do you visit Dalarna Museum per year? 
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Part 2 Please select the answer that best matches your opinion, where “1= strongly 

disagree, 7= strongly agree”. 

 
Motivational factors 

 
 
strongly disagree                    strongly agree 

Novelty 
1. I’m curious about Dalarna Museum 
2. I’m interested in a museum event  
3. I want to see novel exhibitions 

 
1      2     3      4      5       6     7 
1      2     3      4      5       6     7 
1      2     3      4      5       6     7 

Learning 
1. Dalarna Museum helps me to broaden 
my knowledge in the history and culture 
of Dalarna 
2. I’m here to learn the stories related to 
the art artifacts 

 

1      2     3      4      5       6     7 
 
 
1      2     3      4      5       6     7 
 

Social interaction 
1. I’m here to have a day out with my 
friends/relatives 
2. I’m here to guide my friends/relatives 

 

1      2     3      4      5       6     7 
 
1      2     3      4      5       6     7 

Professional interest 
1.Visiting the exhibitions impart me 
inspirations in my work/study  
2. I’m here to participate in a museum 
event that would benefit my future 
work/study 

 
1      2     3      4      5       6     7 
 
1      2     3      4      5       6     7 
 

Experience seeking 
1. I’m here to see the real exhibitions 
rather than seeing them on printed 
materials or internet 
2. I want to experience the old times 

 
1      2     3      4      5       6     7 
 
 
1      2     3      4      5       6     7 

Family 
1. I would like to be with my family in 
Dalarna Museum 
2. Dalarna Museum is a place to be with 
my kid(s)  
3. I want my kid(s) to see and appreciate 
art 

 
1      2     3      4      5       6     7 
 
1      2     3      4      5       6     7 
 
1      2     3      4      5       6     7 

Recommendation 
1. I’ve seen an ad for Dalarna Museum on 
TV/in a journal/paper   
(If yes) that ad made me interested in 
going to Dalarna Museum 
2. I’ve searched through Dalarna 
Museum’s website 
(If yes) the website’s contents attracted 
me to come visit Dalarna Museum 
3.I’ve heard of Dalarna Museum from my 
friends/relatives 

 
Yes  No 
 

1      2     3      4      5       6     7 
 

Yes  No 
 
 

1      2     3      4      5       6     7 
 

Yes  No 
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(If yes) they recommended that Dalarna 
Museum is a place worth visiting 

1      2     3      4      5       6     7 

 
 
Thank you for your precious time, you have completed the questionnaire. 
 
 

 

Questionnaire in Swedish 
 

 
Bästa besökare, 
 
vi är två studenter från det internationella turismprogrammet vid Högskolan Dalarna. 
Vi genomför ett forskningsprojekt om motiv för att besöka Dalarnas museum. Genom 
att fylla i detta frågeformulär kommer du att bidra till vårt examensarbete. Dina svar 
kommer att vara anonyma. Tack för ditt samarbete! 
 
Del 1 Bakgrundsinformation (markera lämpligt alternativ) 
 

 
Kön 

 man 
 
 kvinna 

 
Ålder 

 under 25  25-34  35-44 
 
 45-54  55-64  65 eller äldre 

 
 
Sysselsättning 

 
 chef  egenföretagare  anställd 
 
 pensionär  lärare  student  konstnär 
 
 annat: ________________________________________ 

 
 
Månads-inkomst 
    
    (i SEK) 

 
 Under 20,000  20,000-29,999  
 
 30,000-39,999   40,000-49,999   
 
 50,000 eller över 

 
Antal barn 
 

 Bostads- 
ort 

  
 

 
 
Utbildning 

 grundskola eller motsvarande  
 gymnasium eller motsvarande 
 högskole- eller universitetsexamen   
 forskarutbildning  

 
 

 
 
Hur ofta besöker du Dalarnas museums per år? 
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Del 2 Vänligen välj det svarsalternativ som stämmer bäst med din åsikt, där “1= 
Instämmer inte alls, 7= Instämmer helt och hållet”. 
 

Motiverande faktorer  
 

 
Instämmer                              Instämmer helt 
inte alls                                    och hållet 

Nyhet 
1. Jag är nyfiken på Dalarnas museum 
2. Jag är intresserad av ett 
arrangemang/event på Dalarnas museum 
3. Jag ska besöka en ny utställning 

 
1      2     3     4      5      6      7 
1      2     3     4      5      6      7 
 
1      2     3     4      5      6      7 

Lärande 
1. Dalarnas museum hjälper mig att 
bredda min kunskap om Dalarnas historia 
och kultur  
2. Jag är här för att lära mig mer om 
berättelser kring konstföremål 

 

1      2     3     4      5      6      7 
 
 
 

1      2     3     4      5      6      7 

Social interaktion 
1. Jag är här och umgås med vänner/släkt  
2. Jag är här för att visa vänner/släkt 
Dalarnas museum 

 

1      2     3     4      5      6      7 
1      2     3     4      5      6      7 
 

Professionellt intresse 
1. Att besöka utställningarna inspirerar 
mig i mitt yrke/mina studier  
2. Jag är här för att delta på ett 
arrangemang/event kopplat till mitt 
yrke/mina studier 

 
1      2     3     4      5      6      7 
 
1      2     3     4      5      6      7 
 

Upplevelser 
1. Jag är här för att jag hellre ser 
utställningar på plats än att se dem i 
tryckt material eller på internet 
2. Jag vill uppleva gamla tider 

 
1      2     3     4      5      6      7 
 
 
1      2     3     4      5      6      7 

Familj 
1. Jag skulle vilja besöka Dalarnas 
museum med min familj  
2. Jag tycker att Dalarnas museum är en 
bra plats att vara med mina barn 
3. Jag vill att mina barn ska se och 
uppskatta konst 

 
1      2     3     4      5      6      7 
 
1      2     3     4      5      6      7 
 

1      2     3     4      5      6      7 

Rekommendation 
1. Jag har sett en annons för Dalarnas 
museum på TV/i en tidning 
(Om ja) Annonsen väckte mitt intresse 
att besöka Dalarnas museum 
2. Jag har besökt Dalarnas museums 
webbsida 
(Om ja) Webbsidan väckte mitt intresse 
att besöka Dalarnas museum  

 
Ja  Nej 
 

1      2     3     4      5      6      7 
 

 
Ja  Nej 
 

1      2     3     4      5      6      7 
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3. Jag har hört om Dalarnas museum från 
vänner/familj  
(Om ja) de rekommenderade Dalarnas 
museum som värt att besöka 

Ja  Nej 
 

1      2     3     4      5      6      7 
 

 

Tack för din värdefulla tid, du är nu klar med enkäten.  
 
 
 

Table 20. Population aged over 55 in Falun, 2012 

Years Number  

0-4  3233  

5-9 3188  

10-14 2962  

15-19 3480  

20-24 4036  

25-29 3321  

30-34 3256  

35-39 3373  

40-44 3483  

40-49 3696  

50-54 3438 Years Number 

55-59 3814 55-59   3814 

60-64 3827 60-64   3827 

65-69 3758 65-69   3758 

70-74 2585 70-74   2585 

75-79 1925 75-79   1925 

80-84 1475 80-84   1475 

85-89 1038 85-89   1038 

90-94 459 90-94   495 

95-99 78 95-99   78 

100+ 7 100+   7 

Sum                                                        56432 Sum                                                               18966 

  
55+ (in percentage)                              33.61%                               

Source: Statistics Sweden, 2013 with own modifications 
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Table 21. Population aged over 55 in Dalarna County, 2012 

Years  Number  

0-4  14567  

5-9 14695  

10-14 13974  

15-19 16564  

20-24 17978  

25-29 14684  

30-34 13813  

35-39 15026  

40-44 17094  

40-49 19053  

50-54 17672 Years Number 

55-59 18764 55-59 18764 

60-64 19891 60-64 19891 

65-69 20346 65-69 20346 

70-74 14466 70-74 14466 

75-79 10662 75-79 10662 

80-84 8646 80-84 8646 

85-89 5624 85-89 5624 

90-94 2505 90-94 2505 

95-99 485 95-99 485 

100+ 46 100+ 46 

Sum                                                       276555 Sum                                                           101435 

  
55+ (in percentage)                            36.68%                                                                                                          

Source: Statistics Sweden, 2013 with own modifications 

 

 

 

 

 

 

 

 

 


