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Abstract: In this pape, we investigatethe cultural, sccial and emotiond elements affecting the satisfaction processof
artistic consumptionand we look for saisfacion diversity among differentvisitor profiles. A sample analyss of the
visitors to the Scroveqi Chegpd by Giotto in Pada was peformed throuch an ordinal logit model, to identify
significant itemsfor geneal satidaction with the visit, and throuch a cluster analysis to depict visitor profiles for
artistic goads. The main reault of the statisti@l analysisis that eachdimensionaffeds satisbction while satisfaction
itsdf varieswith the different profiles of the consumeiof art. This meanghat the analyss of demand for artistic goods
is usefulboth for manaenent of artistic events in orderto find a suitable organization, and for territorial marketingto
atract consimersof aesthdic goods.

Keywords: cultural goads,consumption, satisfation, clusteranalysis regression

. Introduction

The arts have always played a crucial role within socidies. Over the past few decades,
anthropologcal studes have describedarts as fundanentl for human cultures becausethey
enhancethe capability for adaptationArts devebp sodal idenity, produdng collective signsand
symbols, and they play a key role in cultural evolution by modifying beliefs. Their changng
potential is crucial for individual expressiorand for inspiring individual credivity, the engineof
economicacivities(Bate®n 1980;Hauserl982;Levy-Strauss1983;Morris andEschbaci993).
At the presenttime, the social role of the arts can be descrbed by stressing three different
dimersions(Evrard and Colbert2000): arts as a substitite for religion (eg. museumsarethe new
religious venueswith their ritualizations),as educaibnal asses (in terms of normstransmission)
and as an enterttnmentsource(a consume goad). The latter, consumpton of cultural goods,has
beenincreasng sincethe 1970s,becomig a must in today’s westen lifestyles. Recenttheories
regardingcultural studiesstatethat we go to museumsgexhibitions, performances and so on, in
order to saisfy emotional needsandto contibute acively to the devebpmentof our cultural and
socia idertity (Greenberdl996; Hall 1997). The recenty added econonic facet providesa new
perspectiveon artsconsumptiorandrequres a multidisciplinary viewpoint.

In this paper,we empirically studythe demandof arts consunption in orde to addressandidentify
satisfactionfactors, startingfrom a theoreical perspedve. Moving from the assumptiorthat the
needfor consumption of artsdependsipon socid, cognitive and enotiond factors,our aim is two-
fold: first, to understandand quantify what elements of the artistic visit affect the general
satisfactionof visitors and secondlyto discriminate different satsfacion profiles with respet to
motivations,expecationsandthe overal consume experence We have extractedvarablesfrom
an empirical analysisdesignedfor visitors of the ScrovegniChape] decoratedby Giotto and
assistantsaround1305in Padua.We interviewed302 visitors at the enranceand the exit of the



chapelto capturetheir social,culturalandemotonal expeiences. For the first aim, we elaboateon
this information usingan ordinal logit model in orderto providea measurementor the degee of
customer satisfadion. The latter is a marketng tool enployed for straegic goals,in particularto
measuredemand featuresand maiket evolution. For the identfication of the main profiles, we
perform a cluster analyss, to unify similar customes in groups, thus allowing detection of
similarities within groupsanddifferencesbetwea groups.

The paper is organized in four parts. We begnh by introducing the different theoretical
interpretatons on satisfactionfor cultural consumptn and add our own contribution to its
description We thenbriefly describemethodology,data andresuts of the studythatwe caried out.
In the third sectbn, we evaluatethe GeneralSatsfection of the consumerijllustratingan analytical
model andthe resultsthat we obtaired. The next sedion presentghe cluster analysisandthe main
profiles of visitorsthatstemmedfrom this analyss. Someconcludng remarksfollow.

. Consumption of cultural goods: what type of satisfaction?

In order to invesigate satisfactionderived from arts consumpton, we consderedwhat types of
motivationsmight trigger it. Usually economistsare not engagedin this kind of researchhecause
they considermotivation a social or psychobgicd causethat doesnot pertainto the economic
domain. Howe\er, the arts are a very pecular consunption good, both in tetms of demand
characteristis and in terms of local supply, becausethey affed the territorial multiplier by
importing demandinsteadof exporting local goods. With his pioneeringcontribution, Throsby
(1994, 2001) underlines that arts consunption is an endogenousproass that requires an
investigationof differencesamongculturd tastes.This viewpointis sharedby other economic
researclareassuchasmanagemenf artsandtourist researclanalysis.

We can briefly sketchthe contentof thesetheoreical econonic domains on the topic, asfollows.
Economicresearchdescibes two main motivations that drive culturd consumption:the present
satisfaction of aeshetic characteristicof the individud utility functon and the accumulationof
knowledgeand experiencgindividual culturd investnent) tha reduce the future shadow price of
cultural goods. Of course, these main motivations are strictly intertwined with social and/or
institutional causes,which build up the culturd captal necessaryfor individual creatvity and
innovdion (Florida2002;Frey 2000;McCain 1992; Throsby2001).In thefield of managementf
arts, cultural goodsare similar to other markes suchas sports,for exanple, becausedher is an
identificationprocessby the consumefspecator with the artistchanpion, or marketssuchasthe
communicaton indudry, given that artistic activities use the same information channelsfor
dissemination (Evrard and Colbert 2000). With respect to motivations, arts managment
underscoreshe relevarte of the emotionalexperien@ in explaning cultural consumptiorand also
pointsouttheindividual needto participat adively in acultural process(Van Oost2002).

Finally, in tourist researchanalsis, motivaion is studed with respec¢ to the tourism attraction
system ddfined by the co-presencef a human beng (the tourist), the feature of a place(the sight),
and a marker (information) (Leiper 1990). Motivations and tourist behavior dependupon three
nuclei, eachonebelonging,regectively,to a place, to the known previsitandto the discoveryatfter
arrival at the destination.Richards (2002), in an empirical analsis of this nuclear structure,
concludestha tourists are really pushedtowards attractions rather than being pulled by some
particular attraction of a site. Moreover,in this reseach area, thereis a growing attentionto the
relationshipshetweentourism satigaction andthe feelings that stem from the visit. Given thatthe
consumptionproces leaves affective tracesin memory, satisfation depend not only on the
cognitive experiencebut alsoon evoked emotions(Rodrguezdd BosqueandSanMartin 2008).

It seemdo usthatthethreeresarchareasstressdifferentcrucid points. As far aseconomicstudies
are concened, they put the accenton the definition of the econonic value of the arts in orderto
investigatahe marketfunctioning;while managyemant of artsis moreconcerne aboutorganization



of eventsor permanentexhibitions of the arts. Indeead, the andysis of consumptiondemandis

neededo appracheffectiveorganizationTouristresearh analyss addresssthe complexityof the

tourist behavor, investigating the socio-economic characteristics of this growing economic
phenomaon,i.e.whatmicro andmacroregularities we obse&ve. Despitethesegoal differenes,the

threeresearh areasagree on the assumpbn of cultural goodsas basicingredientsof a symbolic
system and consder cultural motivation as a strong trigger for aesthetic experences. Since

motivation is essentialfor expectationsof arts consumpitn, we can say that motivation, and
particularlyits structurejs crucialfor generaion of satsfaction.

In this paperwe intend to enrich this descripton, putting forward the consumptionemotions,
stressedn manageriaktudiesandtourismresearchanalysisjnto theinvestigaion of satigactionin

arts consumption.

Usually, to study the consumption enotions with respet to experiential satishction, empiical

analysesusethe expectancydisconfirmaton model (Bagozz, Baumgartne, Pietes andZeelenberg
2000; Mano and Oliver 1993 Wegbrook and Oliver 1991). Howeve, more than adding the

varialdle “emotions” to the model,theyrecastthe investigation of satsfaction into the relationships
between affecive expectationsand the enotions stanming from consumption (Phillips and
Baumgartrer 2002; Sujan BettmanandBaunygartne 1993). Therefore following thesestudies,we

attemptto idenify the contentof satisfacdn, taking into accountthe assés of cultural, social and
emotional elemens gatheredwith a samping investgation and then defining motivations,
expectationsandthe artistic experiencatself. Throughstatstical analyseswe try to detectwhich

elementsare morerelevantto the satigaction processof artistic consumpibn and whetherthere are
differencesamongyisitor profilesfor the satsfacion relevane of theitens identified.

. The behavior of the Scrovegni Chapel visitors

To describethe behavior of the ScrovegniChape visitors, we have takeninto accountall of the

dimersionsinvolved in the experienceof aesthéc fruition, which includecognitive, affective and
somaticemotionalfactors(GambarottoFaninel and Furlan 2008). The questonnaireconsistedof

four sections:the first section,motivations, concernsthe sodal and culturd motivationsand the

involved cogntive processof documentdon upon the artistic contentof the visit. The second
section, expectations, is about cultural social and emotiond reasonsmoving the aesthetic
experien@. The third sectionwas dedcatd to the personal and cultural profile of the visitor.

Lastly, the fourth section,compiledat the exit of the visit, concernedhe emotional and cognitive

experiene of the ScrovegniChapelvisit.

Motivation| % Motivation | %

Fondof the art of thatperiod| 43 To seethe ScrovegniChael| 6

Totake afriend/ relative to thevisit| 15 In Padudor the De Chirico exhilation| 5

Told abou it by afriend/relative| 14 In Venicefor tourism 5

Spandingfreetime| 12 In Padudor aconference tradefair| 3

Read aboutthevisit in newspaperé 9 In Abano/Montegrottdor athemal 3
magazines treament

In Padudor tourism 7 Other 13

Table 1. Motivationsfor visiting the ScrovegniChapel(percentag values)

We interviewed 302 visitors, the majority of whomwere adults from the North of Italy (80%), with
amediumhigh educationalevel (89%). The prevailing motivation to visit, namey to be fond of the



art of that period (43%), turnedout to be directly linkedto the aesthetic pleasureandto the high
educationallevel of visitors, asa large patt of the economc evidence hasalreadyexplained(see
Table 1 for the impactof other motivations).As far asthe consumptbn expectationis concerned,
we haveto bea in mind that expectain is built up when visit motivation becomesconscious,
becomingthe first stepof the choiceprocess. Visitor expectdion is madeclearfrom the expected
result, and the choice option that offers a sdisfadory expecation will be the one that stats the
program action of the visitor, suchasgoing to the museum pooking, find someondo accompany
them,how to enjoy the culturalgood (seeFigure 1 for the expecatonslistedin the questionnaire).
The mostfrequentkind of expectationgor the people intendingto visit the Scrovegi Chapelwere
both to deepertheir artigic culture(59%)andto experenceaestheic emotions(49%)
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Figure 1. Expectdionsbefore thevisit (percentag values)

The secondstep of the interview — at the exit of the Chapelvisit — addressedhe individual

learning function of the actual cultural expeience We tried to gaher information on the three
individual dimensons involved in consumptn emotons: the somaic (enotion), the affective

(memoy) andthe cognitive(thought).We observe the thinking activity in relationto the psychica

activity of rememberingand being moved, in orderto seehow mud these affectedthe aesthetic
experiene. We prepareda sequencef questions based on enotionsstemming from obseving the

frescosthosefor emotians (joy (19%),reflectivity (51%),irritation (4%), sadnes$14%),fear(5%),

other (12%)); thosefor thinking (contempléion aboutthe techngue (47%), about the artist (11%),

about the eraof the painting (26%), and aboutthe depided subjed (4%)); andthosefor memories
(nore (70%), a family event(6%), childhoodevent (5%), a friendshipevent (3%), a schoolevent
(2%), awork-relatedevent(1%), otherartwork events (3%)).

It proved that, during the perceptionof a work of art, people havea very active cognitive function
abouttheartist's techniquegcolor, drawing,dispositon of figures) showng thattheyexperencean

‘aestheticpercepive’ attitude and not simply superfcia factual knowledge. However, a large
numbe of the intervieweeshad not expeaienced a menory, showng tha visitors lack a meta

dimenrsion of the experiencethat requires an appropria¢ conext, i.e. time, concentrdon and
receptivéess.We haveto stres that the visit time wastoo shortto becomeawareof the cultural

experien@ by rememberingan eventthatoncecreated emotions.

While the satisfactim level of the visitors with resped to their expectdions wasvery high (97%),

we observeddifferencesin the General Satsfaction from the visit: approximatelyhalf of the
interviewees were very satisfied, while only one third declred themséves to be very much
satisfied. This is a crucial item in this study, beausewe use it as a total measureof visit



satisfaction.

In summarythe study showsthatthereis a disaepancybetwea prior expestaion recodedbefore
the visit andthe satigaction recordedafter the event. Expectaions for visiting a cultural good are
mainly describedn cognitiveterms(to broaden one's culture) while saisfaction after the visit is
describedwith respecto memoriesemotionscolor peraption, beautyand enjoyment.The cultural
experiene alsoresluts in a socialtool to sharewith friends,with their family, andlessstrondy,
with job mates.

In this pgper, we put thesereaults forward to deepenthe visitor saisfadion analysis.We look for
those elements— amongthos of the questiomaire — of the cultural consumptionprocessthat
contribute significantly to the final evaluaton of the visitor. This amalysisis paticularly important
becaus the presentsatisfactionfrom a cultural experiene will increaseconsumptiorin the future.
This inter-temporalrelationshipdepend both on the presentconsumpton emotionsand on the
social communcation role thatculture,andthearts in particular, plays.

. The evaluation of General Satisfaction

Our first aim is to undersand which aspecs of the visit significantly influence the General
Satisfaction of the visitors andthento quantfy this relationshp. We approa@h thesetopicswith a
proportionalodds cumulativelogit, since Geneal Saisfaction is an ordind variablewith 4 levels
(little, enoughyery andvery much).

4.1. The model

A proportond-oddscumulativelogit (in the sequel we will refer to this as®ordinal logit”) hasbeen
implementedo study the relationshipbeweenthe General Satsfaction (response variable) from
thevisit andthe aspectgregressors) suveyedin the questonnare. Thereasonfor the populaity of
proportionalodds cumulativelogit is becauseit models an ordinal variable, intended as a
categorizaton of an unobsevable continuousvariable. In this case,General Satisfactionshouldbe
intended asa continuousvariableZ thathasbeencategorizdfor simplicity in four classedy three
cut-points(seeFigure 2). If the GeneralSatsfaction Z is lessthanor equalto thefirst cut-point 4,

that is for Z < ljiwerenougs We Observe the first level of “General Satsfaction” Y=1 (little); if

satisfactionZ is betweenthefirst andsecondcut-point 11 andly, thatis for liittesenousy < Z < lenoughivery
thenwe observethe secondlevel of GeneralSatsfaction Y=2 (enough);if lenoughiey < Z < lverywery
much, W€ ObserveY=3 (very), andfinally, if saisfacion is overthe last cut-point I,, thatis for Z >

lveywverymuch, We Observethefourthlevel of GeneralSatisfaction Y=4 (very mud).

If Z is relaed to regresors X:(X,...,Xp) through a linear regreson Z=Xp+e, where

B=(B,.-.p,) is the se of paranetersand¢ is a random error from a logistic distribuion (with

meanzeroand congart variarce), thenY will be related to X by a proportion&odds cumulatve-
logit, thatis:

logit(P(Y > j))=—1, + XB+¢
=l + X[+ A XB . X P+ j=12,34 1)

wherethe generic g, representshe terdencyof obseving a major level of satisfation (that is,
bigger thanthe j-th level) when X, increags,and |; representhe j-th cut-point (or intercept).In
particular, the generic 5, represats the log-odds of obseving a major level of satisfation, as X,
increassof one-unit, for k=1...,p.



If we dealwith aregessorthatis adummyvariable,the interpretationof paraméer g, mustbe sé
asfollows. A dummyvariableis a qualitative dichotomousvariablethat hasonly two categories:
usuallythe first category (reference category) assumewvalue O and the secondcaegory assunes
valuel. In this case, g, represens the variation of the tendencyof obseving a satisfadbn bigger
thanthe j-th level in corespondenceéo the secondcategoryof X,, with respet to the reference

categoryof X,.

Y=1 Y=2 Y=3 Y=4
(little) | (enough) | (very) . (very much)
1 1 T D

I1=litgerenough 12 lenoughwvery 13=lverywery much Z (continuous satisfaction )

Figure 2. Categoriztion of Gener& Satishctin Z (coninuous) in four categries by three cutpoints
liittieserough  lenoughiverys lveryvay much Y representsthe categorized General Satsfacton into levds “little”,
“enough”,“very” and“verymuch”.

To test the significanceof variable X, it is necessgy to verfy whetheror not the corresponding
coefficient 5, can be corsideredequalto zero (at a level of significance o =0.05). This purpose
correspondso thefollowing hypothesigesing:

Hy: B, =0

{Ho_ﬁk @
1 p#0

where H, is the null hypohesisand H, is the alternativehypothesisThis canbe carriedout with a
t-testat level o =0.0% of significance. H, is rejectedif the p-value associatedvith the t-testis
smallerthan o and we would say that X, is significant (atlevel o =0.05). Onthe othe hand.,if the
p-value is greder than «, H, is not rejected and X, is consdered not significant (at level
a =0.05).
Analogously,the significance of the generic intercept(cut-point) 1,, j=1...,4, is testedwith the
following hypothesistesting:

Hy:l; =0 3)
H,:l,#0

performing at-testat level « =0.05 of significance.
For moredetaik onthe proportonalodds cumulativelogit andon correspondindpypothesisteding,
thereadercanreferto Agresti(2002).

4.2. Study results

At thebeginningof the analsis,we includedin the ordinallogit model(1) all of theitemssuveyal
in the questonnaire,for a total of more than 100 regressorssincethe majority of the questons
provide for multiple responsesin this way, startingwith all of the regressorsand reduang the
model stepby step, we wereableto isoate thoseelementf the four sectionsof the questionnaire



(mativations,expectationspersonaicultural profile andemotionalcognitive expeience) tha had a
significant relationship with GeneralSatisfacion. For eachsectionof the questionnaire, one or
more itemshavecomeout to be significant with exceptionof motivationsandcognitive asgeds of
the experiencethat apparentlyare not involved in the cultural consumpin proaess at leas in the
way they have beensurveyedn thequestionnaire.

Regressors Coeff. std. Error  Ttest  p-value
(log-odds)
PEduwcaional Level (high vs. low") 0.87 0.36 242  0.0157
FConsumptiorof Art Magaznes 0.31 0.12 2.63 0.0086
“Expectatiorof SharingExpeliences(yes vs. no') 051 0.25 2.20 0.0281
™ Satisfactbn from Expectationgyes vs.no') 2.48 0.71 3.50 0.0005
™ RemrtedJoyafterVisit (yesvs.no') 0.54 0.23 2.37 0.0178
®RemrtedFeedbacko Fanily (yesvs.no') 0.90 0.26 3.53 0.0004
Intercepts Coeff. std. Error  Ttest  p-value
(log-odds)
I Little / Enough -2.57 0.65 -3.98  0.0001
| Enoughv very 0.80 0.43 1.87 0.0608
lvery/ Very much 3.12 0.47 6.71 0.0000
"referencecategyory

Ppersonabprofile, “expectaton beforevisit, ““reportedfedings at the exit.
Table 2. Ordinal logit modelfor the GeneralSatistction from thevisit atthe Saovegni Chapel

In paricular, the regessorghat havea significant relationshipwith GeneralSaisfacion from the
visit are educational level (low, high), consumption of art magazines (never, sddom, enough,
frequently), expectation of sharing experiences (yes, no), satisfaction from expectations (yes, no),
reported joy after visit (yes,no) andreported feedback to family (yes,no). Table2 shows parameer
estimatesof regressorsX, (k=1...,p) ard of intercepts |, (j =1...,4), carespondingstandard

erras, t-tests and p-values (correspondingto hypothesistesting (2) and (3)). Apart from
Comsumpton of Art Magazines,the other regressorsare dummy variabks and the referene
categoryis markedwith . Satisactionfrom Expectationss the mostimportantregressommong
the dummy variables,sincethe corespondingparameteestimateassumeshe larges value: that is,
the logit of the probabilty of observinga major caegoryof GeneralSatsfactionincreagsof 2.48
for thosewhose expecations were satisfied (with respe&t to thosewhose expectaions were not
satisfed). Succasiwely, Educational Level and Reported Feedbackto Family assime similar
parameteestmates(0.87 and 0.90respectively)thatis, the logit of the probabilty of obseving a
maja categoryof Gener Satisfation increase®f 0.87for highly educaéd peope (with regect to
thelesseducatd) andof 0.90for thosewho reporta feedbacko their family (with regect to those
who did not reportback).

In conclusion,from the resultspresenédin Table 2, we canbriefly saythat pele with a higher
educaion level are more likely to be more generallysatisfed than are lesseduated people (log-
0dds=0.87).A mgor consumptiorof art magaziness alsomorelikely to havea positive effect on
the satsfaction from the visit (log-odds=031). Peoplewith expecation of sharirg experiencesare
more likely to be more satisfiedthanwho did not havethat expectation(log-odds=0.51). People
who repored their expedtationssatisfiedare more likely to be more satisfiedthan are thosewhose
expectatonswere not satisfied(log-odds=2.48) Peoplewho expressegoy after the visit are more
likely to be moresatisfedthanpeoplenot finding thevisit joyful (log-odds=0.54)Peope who were
going to report feedbackto their family membersare morelikely to be more saisfied thanthose
who were not goingto reportfeedbacklog-odds=090).



The profile of Geneal Satisfacibn stemmingfrom the ordinallogit modelshowsthat cognitive and
social elemens significantly affect the outcornre of arts consumption.This mears tha the visitors
activake a learning processbefore and during the visit and actively look for the sccialization
dimenson of arts. In part,therelevanceof boththe educaibnal level andthe expectation of sharing
artisticexpeiences confirm the Bordieau (1979)theoryon distinction aselemens fogering bdiefs
andthe sodal identity. However the consumptiorof art magazineshows that satisfacion passes
through a learning processof culture andthereis needto personallyexperencearts in order for
peopleto increasetheir own cultural capitl. The relevanceof experiencingoy after the visit is the
other crucid element for learning; the emotonal dimension deepensand structures Gereral
Satidactionbecaise,in line with recenttheoriesin neurobiology(FreedbergandGdlese2007) ard
artsanthrgology (Elkins 2001; Plutchik 1994),visitors canbecomecreative through ther personal
affectiveinterpretaion of theartistic experience.

It could be viewed as surpising that the variables we gatheredfor motivation do not resut in
significancein the model. We proposethe following two possibleinterpretatios for this result:
first, thereis alogical differencebetweemmotivationandexpectaibn, andin ecoromics, motivation
is an element defining the choice processand the creationof different optiors from which to
choose.Expedation is tied up with action, i.e. with routines, norms and leaning processes
(Hodgson1998). Given that our aim is to identify variablesaffecting GeneralSatisfaction, it is
plausble tha motivation will not emergeas significant. The secondpossbility is basel on a
cogntive interpretdaion of motivation (Simon 1967) if motivationis assumedo be a complex
structure,asLeiper (1990)alsosuggsts,that stemsfrom the relaionshipsof the educationd level,
the consumpion of art magazinesandthe expectatiorof sharng experiencesthen we can say that
mativation is includedin the model. However, the relation$ips between Gener Saisfaction and
moativation reman acomplicaed pointaskingfor amorein dept analysis.

4.3. Descriptive statistics of General Satisfaction on the regressors

To beter understad the dynamicsof the satigaction procesdrom the visit, it should be of interest
to evaluatethe percentage®f the four levels of GeneralSatsfactionin correspndence with the
more importantitems. Sincethe ordinal logit providesthe elementsof the quesionnaire tha are
more closelyrelated to GeneralSatisfaction from the visit, we proposea distribution of Gereral
Satidactionstraifi ed by the significantregressorgentified by model(1) (seeTabe 3).

Among highly educatedpeople,45% reportbeng “very” satsfied from their visit and 36% “very
much” satisfied;while amonglesseducategeopk, 31% of the respondets indicate being sdisfied
“enough”and 48% “very” satisfed. From the resultsof the ordinallogit, it wasalready known that
educaional levd influencesGeneal Satsfaction, becausdess educatedpeopleare less sdisfied
with their visit thanarehighly educategeople.Moreover,as Table3 shows,we can conclude that
the percenta@ of “little” and “very” satisfied visitors is very similar in both high and low
educdional level, while the percentagef level “enough”is higherfor lesseduated people (31%
vs. 18%) andthe percentageof level “very much” is higherfor highly educatedoeqle (36% vs.
18%). In conclusion,levels“little” and“very” of GeneralSatisfactionseemto be indeperdert of
the Education& Level, while we observea major tendencyof associatinga level of saisfied
“enough” with less educatedvisitors and the level “very much” satisfiedwith highly educated
visitors. This meansthat the cultural level affectsthe satisfacton processpecawseit increasesthe
evaluaton capability andthe pleasureof thevisiting experience.



Perentageof GeneralSatsfacion
Little Enough Very  Verymuch

. High 1 18 45 36
Educatonal Level Low 3 31 48 18
Consumpion of Art Magazine Never 2 23 44 31

Seldom 2 18 52 28

Enough 0 13 42 45

Frequently 0 5 45 50

, . . Yes 0 13 45 42
Expectdion of SharingExperiences No 2 23 46 29
L . Yes 1 18 47 34
Satisfation from Expedations No 20 50 20 10
. Yes 1 14 46 39
ReporedJoyafterVisit No 2 23 45 30
. Yes 1 13 47 39

ReporedFeedbacko Family No 1 34 43 22

Table 3. GeneralSatisfacion fromthevisit stratified ontheregressors

For the Conaumption of Art Magazinespeople “very” satisfied are equally distributed aaoss
categoriesNever”, “Seldom”, “Enough”, and“Frequently” (44%,52%,42%,45% repedively). In
contrast people satsfied “enough” are more associatedwith a low frequency of magazine
consumptionwhile people “very much satidied are associatedwith a high frequercy of art
magazineconsumption(23%, 18%, 13%, 5% vs. 31%, 28%, 45%, 50% respectrely). We can say
that interestin the arts affects satsfadion becauseit contributesto visitor awaeness and thar
involvementin the learningprocess.

Thepercentgeof respondentbvery” satisfiedwith theirvisit is similaly round45% among people
that both have and have not Expectationsof SharingExperiencedrom the visit. Again, visitors
“very much” satsfied are more associatd with the expectéion of sharng experiences (42% vs.
29%), while the sdisfied “enough” are more associatedvith not having this kind of expectation
(13%vs. 23%).

A closerelaion existsbetweerthe Satigactionfrom Expectationandthe Genera Satisfaction with
the visit; indeal, of those visitors whose expectationswere satisfied,47% report to be “very’
satisfied (vs. 20% of peoplewhoseexpecttionswere not satisfied) and 34% to be “very mucH
satisfied (vs. 10% of peoplewhoseexpectationsvere not satisfied).On the other hard, amorg
respondentgha indicatednot having had their expectationssatisfied,50% sad to be sdisfied
“enough”with thar visit (vs. 18% of peoplewhoseexpectationsverenot satisfied and 20% sad to
be “litt le” saisfied (vs. 1% of peoplewhoseexpecationswere not saisfied). This result confirms
the role of expechtion on the percepion and evaluationof the artistic experiere. Moreower, the
high value of the coefficient of this variablein the ordinallogit modelandits stratification implies
thatthe expectéion patternis crucialfor satsfactionitself andgenerallyfor the s&isfaction with the
Visit.

For the Reportel Joy after the Visit, the percentageof “very” satsfied peopk is quite similar
betweenthosewho feel it (46%) andthosewho do not (45%). Again, differences lie in the levels
“enough”and “very much”; amongpeoplethatreportjoy afterthe visit thereis a higher percerntage
of those “very mud” satisfed (39%vs. 30% who did not reportit) anda lower percerntage of those
satisfed“enough”(14%vs. 23%who did notreportit).
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Finally, Geneal Satisfactions positiverelatedto the intention of giving feedbackabout the visit to
the family: 39% of the visitors who statethe intention of giving feedbackindicate to be “very
much” satisfied(vs. 22% that do not have the intenion), 47%to be “very” satisfed (vs. 43%) ard
13%to besatsfied“enough”(vs. 34%).

In conclusionwe canindicatethatlevels“little” and“very” for GeneralSatisfacton seemnat to be
affectedby the chaacteistics of visitors, while the feauresof the visitors seemto influencelevels
“enough”and“very much”. It ssemsthat the completenesésery much)or incomgeteress (enough)
of Genenl Sdisfaction is the outcome of a complex processincluding cognitive, socal and
emotionaldimensons. WhenthesethreedimensionsarelessmuchdevelopedGenera Satigaction
reduceshcreases significantly, affecting the individual cultural capitalin a negaive/pogtive way.
We can supposethat the minimum and maximum levels of satisfactionrequre the setup of a
knowledgestock thatis parly dependentiponeducationalevel andpartly onindividud sensbility.

. Identification of the main profiles of the visitors

The secondaim of the paperis to identify the main profiles of cultural consumes of the Scrovegni
Chapel Clusterandysis is the statstical tool thatwe considerappiopriatefor appoaching this topic
sinceit allows us to group individuals with similar charactestics and to sepaate into different
grous individualswith differentfeatures.

5.1. Cluster analysis

This techniguehas spreadout in marketingfor marketsegmentatiomndis a worthwhile technique
whentheobjedive is to improvethe understandaig of consume behaviorsin this part of the study,
we outline the basicideas of this technique; the readeris refered to Kaufman and Rousseuwv
(1990)for further details.

Theoutputof a clusteranaysisis thedivision of a populaton of consumersnto a certain number of
grougs (or clustas), with the featurethatindividualsbelongingto the samegroy are assimilar as
possibé, and individuals belongingto different groupsare asdissimilaraspossitbe. The similarity
(or dissimilarty) among groupsmust be intendedwith respectto a set of variables tha descibe
consumercharacerisics. The measue of similarity is basedon the Gower’s codfi cient, which
allows evaluaion of the proximity betweengroupsfor mixed datatypes(that are both quartitative
andquditative variables).

In this andysis, we perform a hierarchical clusterthroughwhich the individuals are divided into
groups in multiple steps.At the begnning, there are as many clustersas the number of the
individuals(that is one single individual for eachcluster) then a seriesof partitions takes places
that combnes the two closestgroups at each stage, to get finally to a single cluster of all

individuals. In this analysis,we use“Ward’s method” as the group agglomeratre procedue; the
two closestgroupsare defined as the two clustersthat, when merged, guaratee the minimum
incrementof variancewithin groups.In otherwords,thetwo mog homogeneougroups are merged
ateachstep.

The optimal number of clustes is notknowna priori butcurently thereare seveal technquesthat
assis theresearterin thistask.Finally, aftertheidentificationof groups,it is possible to pefform a
numberof desaiptive statisticson the variablesnvolved, stratifiedby cluster.
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5.2. Study Results

In this part of the study, we decideto measurethe similarity amonggroupsthrough Gereral
Satigaction with the visit and the regressordhat are determined to be significart in the ordinal
logit shownin Table 2, and we identify three clustersrepresentig three different profiles of
visitors. Thesethree profiles describe respectivelyexigent educated visitors (cluste 1), socialized
educated visitors (cluster2), joyful less educated visitors (cluster3). Thefirst two clusters consist
of 36% of visitorseach while thethird consistsof 28%.

Clusterl: | Clusker?2: Cluster3:
Exigent | Socialized Enjoyable
educated | educated less educated
(36%) (36%) (28%)

GENERAL SATISFACTION FROM THE VISIT

Little 3 0 1

Enough 27 8 20

Very 47 45 45

Very much 23 47 34
EDUCATIONAL LEVEL

High 99 99 72
CONSUMPTION ART MAGAZINES

Never 52 54 68

Seldom 23 24 18

Enough 15 15 8

Frequently 9 7 5
EXPECTATION OF SHARING EXPERIENCES

yes 17 100 6
SATISFACTION FROM EXPECTATIONS

yes 92 99 100
REPORTEDJOY AFTERTHE VISIT

yes 2 45 87
REPORTEDFEEDBACKTO FAMILY

yes 60 69 55

Table 4. Clusteranalysis output characteristisof clustergpercenages)

Tale 4 showsthe charactearation of the clusters,with respectto the variables involved, while
Figure 3 givesthe correspondingplot. With respectto GeneralSatsfaction,we can stde tha the
exigent educated visitors are characterizedoy the less satisfed individuals, socialized educated
visitors by the most saisfied peopk, and joyful less educated visitors represens a compromise
betweertheseothertwo profiles. Indeed,23% of respondentghatbelongto clusier 1 indicate to be
“very much” saisfied with the visit, 47% “very” satisfied,27% only “enough” sdisfied and 3%
“little” satsfied. Of cluster2, 47% of respondentseportto be “very much” satisfed with the visit,
45% “very” satisfial, 8% “enough”and 0% “lit tle”. Of cluster3, 34% of interviewedvisitors sad
to be “very much” satsfied with the visit, 45% “very” satisfied,20% “enough and 1% “little”.
Similarly, as seenin Section3.3, we highlight thatlevels“little” and“very” with regect to Gereral
Satigactionarechaacterizedby the samepercemageof individualsin all of the profiles.
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SATISF little enough very very much EDUCAT. high ~ MAGAZINE never seldom enough frequently SHARING EXPEA. SATISF. EXPECT. Joy FAMILY

Figure 3. Cluger profiles.Clusterlisrepresentetdy a sold line, cluster2 by a dottedline andcluster3 by a
brokenline.

The first two profiles are characterizedoy the samehigh Educatiomal Level (99% in both the
clustersagainst72% of cluster3) and,looking to the Art MagazinesConsumptionalso to the same
high cultural backgroundn arts;indeed,in cluster3, 68% of the interviewed visitors indicae that
they “never” consumeart magazines(vs. 52% and 54% in cluster1 and 2), 18% to “seldom”
consumethese (vs. 23% and 24% in cluster1 and 2), 8% consume®“enough” (vs. 15% in both
clustersl and2) and5% “fr equently’consumgvs. 9% and7%in clusterl and?2).

In summary,the most prominentfeatureis that the groupsof visitors thatarethe maost and the least
satisfied havethe samegeneralcultural backgroundseven thoughther degreeof appreciation of
the culturd goodis different. Consequentlyptheraspectwill be crucialfor distinguishing thefir st
two profiles.

Thefirst differene betweenexigent educated visitors andsocialized educated visitors concensthe
Expecation of Sharng Expeliences;100% of people belonging to socialized educated visitors
reporthavingthis kind of expectationwhich dropsto only 17% of exigent educated visitors, while
enjoyable less educated visitors havethe lowestpercentag€6%o).

Satigaction from Expectationgs very high for eachgroup, eventhoughexigent educated visitors
reportaslightly lower percentagef satisfiedpeople(92%).

The secondcruaal differencebetweenclusterl and?2 is repregntedby the Repated Joy after the
Visit; only 2% of exigent educated visitors feel joyful after the visit, while 45% of socialized
educated visitors do. It is importantto stresshatjoyful less educated visitors with a percertage of
87%is thegroupmadeup of the mostjoyful people.

For the ReportedFeedbacko Family, cluster2 holdsthe highes percentag€69%), followed by
clusterl (60%)andthencluster3 (55%).

In conclsion, the clusteranalysisdepictsthreerelevantand different dimensias for satifaction
arisng from an artistic visit. Comparimg clusterl and2 , from the analysisit is seen that, for the
sameeducaibnal level, the cognitive dimensionof the visit (eg. historical facts and the artistic
technique)plays a crucial role in satisfactionfor exigent educated visitors, while socialized
educated visitors look for a “social satsfaction”,i.e. to gratify their needfor sodalization through
thevisit. Furthermore the exigent educated visitors arenot interestedn socializng and do not feel
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joy at all; this could meanthat thesevisitors are oriented to a conemplative experience, which
normaly requiresa long time of contactwith the artistic object, which is samething that the
managemenbf the ScrovegniChapeldoesnot allow. Regardingthe third cluster, the joyful less
educated visitors, they appearto be focusedon the emotiond experiere while thar interest in
socialzationis even lessthanthatof the exigent educated visitors.

. Conclusion

The aim of this paperis twofold, to identify what socioculturatemotonal elemerts affect the
satisfactbn proaessof artistic consimptionandto find differencesamong visitor profiles for the
satisfacton relevanceof theseitems.

For the evduation of geneal satisfation, the ordinal logit analysisidentifies significant variables
relatedto General Satistction from artistic consumption They include the edwdional level,
consumptionof art magazinesexpedation of sharingexperiencessatistictionfrom expedations,
reportedjoy after the visit, andreportng of feedbackto family members.Simgy put, the ordinal
logit model showsthat the outcomeof arts consumptionis affeced by all of the dimensionswe
investgated;i.e., the cultural, sacial andemotionalvariables.This meansthat saisfaction depends
on the learnirg processactivatedby the visit andthatit is composedf threedimensons: cultural
(cognitive), socid and emotional. The cultural dimersion affects the evaluaton capabiity of
visitors, the socil one allows feedbad of the visit satsfactionvia experene communcaion,
while the emotonal involvementduring the visit depictsthe creatvity of visitors; tha is, ther
activeparticipation in theaesheticexperience.

We have addressedthe secondaim of our study using a clusteranalysisfrom which three visitor
profiles stemned; namely,the exigent educated visitors that pay patticular attenion to the cultural
dimenson of the artistic visit for saisfaction, the socialized educated visitors interesed in
gratifying their needfor social communicationof the aestheticexperience,and the joyful less
educated visitors, who were the most satsfied with the visit and focusedon thar emotonal
experience.

In our opinion, theseresultsshowthatthe involvementof visitors during a culturd event is affected
by a plurality of variablesandthat consumerheterogeneityor artistic goodscan be reducedto a
number of profiles of preferencesfor satsfaction. This is a useflil realt, both for artistic
managemerdndfor territorial marketing of culturaleventslt stresseshatthe emotional dimersion
is a sendive item for investigationof customersatisfaction,putting forward a new theaetical
perspecire on emotionalconsumption However, at the sametime, it shows that theseaesthetic
experiencesare affected by personal cultural capital and by the organizaton of the evert.
Managenent of an artistic eventhasto take into accountall of thesedimensons for customer
satisfactbn and to organizeeventsin sucha way that satisfacton can stemfrom the interadion of
thethreeinvestigaeddimensions.

It seemsto us tha our resultscan also prove useful for territorial marketng and attradion of
cultural sites.Knowing what consumersre seekingand,in particular,whatconrsume profile best
characterdes atouristpopulaton, it become®asietto matchsuppl anddemandbf artistic goods.
However, undestanding the demandfor artistic goodsrequires more empiricd invegigation to
identify its contentin termsof cognitive, socid and enotional dimensionsaswell asto graspthe
natureof the emnomicvaluethatpeopk assigno artisticconsumption.
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