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Appendix 1. Survey Instrument and Measurement Items
This appendix contains the questionnaire items utilised to assess the constructs featured in this study. All assessment items were derived from previously validated scales and adjusted to align with the context of digital museum encounters. Participants assessed each statement utilising a five-point Likert scale from 1 (strongly disagree) to 5 (strongly agree). All constructs were defined as reflective latent variables.
1. Digital Museum Experience (DME)
Adapted from Shipps and Phillips (2013), Jin et al. (2015), and Brakus et al. (2009).
DME1: Technologies and digitalisation of the museum induced feelings and sentiments.
DME2: The museum, thanks to new technologies, became an “emotional museum.”
DME3: The ICTs of the museum made a strong impression on my visual or other senses.
DME4: Technologies and digitalisation in the museum made the visit more sensory.
DME5: The digital museum sparked my curiosity.
DME6: The digital museum makes me feel like I am there.
DME7: When I am in the digital museum, I become so involved that I forget everything around me.
DME8: The digital museum interface is well-guided and easy to understand.
DME9: The content of the digital museum is rich and well-structured.
DME10: I can easily find what I need during the digital museum experience.
2. Perceived Value of Social Media Marketing (PVS)
Adapted from Kim and Ko (2012) and Zollo et al. (2020).
PVS1: Using the museum’s social media is enjoyable.
PVS2: The content shown on the museum’s social media is interesting.
PVS3: The museum’s social media enables information sharing with others.
PVS4: I can exchange opinions with others through the museum’s social media.
PVS5: It is easy to express my opinions through the museum’s social media.
PVS6: The museum’s social media provides up-to-date information.
PVS7: Using the museum’s social media is trendy.
PVS8: The museum’s social media offers customised information searches.
PVS9: The museum’s social media provides personalised services.
3. Visitor Satisfaction (VS)
Adapted from Hung et al. (2019) and Preko et al. (2023).
VS1: The online visit met my expectations.
VS2: I enjoyed the cultural activities offered during the online visit.
VS3: I was interested in the cultural activities presented.
VS4: My expectations for this visit were exceeded.
VS5: Overall, I am satisfied with the digital museum experience.
4. Cultural Identity (CI)
Adapted from Pan et al. (2019), Tian et al. (2020), and Deng et al. (2023).
CI1: After experiencing the digital museum, I have a better understanding of museum culture.
CI2: During the digital museum experience, I developed a stronger sense of national pride and cultural confidence.
CI3: I would like to spend more time engaging with the digital museum.
CI4: I would like to participate in activities related to museum culture.
CI5: The museum has personal meaning to me.
5. Loyalty to the Museum (LM)
Adapted from Garcia-Madariaga et al. (2022) and Bigné et al. (2008).
LM1: I say positive things about the museum.
LM2: I recommend the museum to others.
LM3: I encourage friends and relatives to visit the museum.
LM4: I intend to revisit the museum in the future.
6. Willingness to Pay More (WTP)
Adapted from Garcia-Madariaga et al. (2022) and Bigné et al. (2008).
WTP1: I would revisit the museum even if the price increased.
WTP2: I would be willing to pay a higher price for this museum compared to others.
WTP3: I would consider purchasing products from the museum’s store.

