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ABSTRACT 

This study analyzes the influence of developing contemporary 

art galleries as tourist attractions on tourist visit intention. 

Using a quantitative descriptive approach and causal method, 

questionnaires were given to 100 respondents who had visited 

contemporary art galleries at TMII. Data were analyzed with 

SmartPLS 3.2.9. The results show that reliability and 

responsiveness have a significant influence on return visit 

intention. reliability has a strong relationship with visit 

intention, while responsiveness has a very significant influence. 

In contrast, perceived beliefs and tangibles showed no 

significant effect. These findings emphasize the importance of 

reliability and responsiveness in influencing tourists' decision 

to revisit contemporary art galleries. By improving service 

reliability and responsiveness, art galleries can increase visitor 

satisfaction and loyalty, and encourage tourist revisits. 
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INTRODUCTION 

Tourism is one of the fastest growing economic sectors in various countries, including 

Indonesia. This sector not only contributes significantly to state revenues, but also opens up 

employment opportunities and encourages infrastructure development. In recent decades, there 

has been a changing trend in the preferences of travelers who are increasingly interested in 

unique and authentic tourism experiences. One form of tourism that is increasingly popular is 

art tourism, especially visits to contemporary art galleries (Chotimah & Rachmaniyah, 2021). 

Contemporary art galleries offer a different experience compared to traditional art 

museums. They often feature dynamic and innovative temporary exhibitions, reflecting current 

trends in the art world. Visitors to contemporary art galleries not only enjoy the artworks, but 

also engage in various interactive activities that enrich their experience. As such, contemporary 

art galleries have great potential to become a significant tourist attraction. 

Contemporary art galleries have evolved as tourist destinations that offer unique 

experiences in the art world. Along with the increasing public interest in contemporary art, the 

strategy of developing the tourist attraction of contemporary art galleries has become crucial to 
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attract and retain visitors. Contemporary art galleries serve as a platform for artists to display 

works that reflect the latest trends and innovations in art. Unlike art museums that often feature 

permanent collections, contemporary art galleries generally focus on temporary exhibitions that 

change frequently (Cameron, F. 2016). 

Research on the influence of contemporary art galleries on tourist interest is still limited. 

Most previous studies have focused on traditional art museums and not much on contemporary 

art galleries that have different characteristics and dynamics. In addition, previous research has 

not examined specific factors such as service reliability and responsiveness that can influence 

tourists' experience and interest in visiting. Furthermore, previous literature only discusses how 

service elements such as reliability and responsiveness can influence tourists' interest in visiting 

contemporary art galleries. The existing theories mostly discuss general aspects of the tourist 

experience without specializing in the context of contemporary art galleries. Therefore, this 

study seeks to fill the gap by examining in depth the influence of service reliability and 

responsiveness on tourists' visitation interest, as well as making a new contribution to the art 

tourism literature.  

 

LITERATURE REVIEW 

Museum Visitor Behavior 

Cognitive behavior refers to an individual's understanding or belief about the 

characteristics or attributes of a tourist destination. Through exploratory and confirmatory factor 

analysis, it is revealed that the cognitive image is divided into five main dimensions, namely 

facilities, tourism service quality, tourism resources, supporting factors, and travel conditions 

(Wang, 2010). The cognitive component consists of consumer beliefs about an object (Hawkins, 

2016). The cognitive component relates to an individual's knowledge and beliefs (Pike, 2004) or 

perceptions and attitudes towards a destination. Cognitive components have been researched in 

the context of various industries. In the context of tourism, (Zhang et al., 2018) showed that 

tourists' perceptions of the destination image before the trip indirectly (through memorable 

travel experiences) influence the intention to return there. In our study, the cognitive component 

is represented by consumers' perceived beliefs about contemporary art museums.  

Museum image is a mental map generated by visitors when they are exposed to 

information related to the museum (Franklin & Papastergiadis, 2017). Cognitive behavior refers 

to an individual's understanding or belief about the characteristics or attributes of a tourist 

destination. Through exploratory and confirmatory factor analysis, it was revealed that the 

cognitive image is divided into five main dimensions, namely facilities, tourism service quality, 

tourism resources, supporting factors, and travel conditions. Traveler experience is the core of 

the tourism industry. As competition intensifies, there is a growing realization that destinations 

must create and deliver memorable travel experiences to their consumers to increase their 

competitiveness (Neuhofer et al., 2015). When consumers decide to travel and search for 

information to choose a destination, they often recall past experiences. Internal information 

search is the first step of the travel information search process (Kim, 2014).  

Based on the literature review, this study develops several hypotheses to be tested. 

Reliability (H1): Perceived trust has a positive influence on tourists' interest in visiting the TMII 

contemporary art gallery. Gallery reputation and testimonials from previous visitors can 

influence the trust felt by potential visitors (Jiang et al., 2022). Responsiveness (H2): Service 

reliability has a significant positive effect on tourist interest in visiting the TMII contemporary art 

gallery. The reliability of the services provided by contemporary art galleries is very important in 

attracting tourists to visit (Sharma et al., 2022). Perceived beliefs (H3): Service responsiveness has 

a significant positive influence on tourists' interest in revisiting TMII contemporary art galleries. 

The gallery's ability to respond to visitors' needs and requests quickly and efficiently plays a 

crucial role in increasing repeat visit intentions (Sharma et al., 2022). Tanginables (H4): The 
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physical aspects of the gallery have a positive influence on tourists' interest in visiting the TMII 

contemporary art gallery. The attractive interior and exterior design of the gallery can influence 

visitors' first impression and increase their interest in visiting (Jiang et al., 2022). By testing these 

hypotheses, this study aims to provide deeper insight into the factors that influence tourists' 

interest in visiting contemporary art galleries, especially in TMII. The results of this study are 

expected to make a practical contribution to art gallery managers in increasing tourist attraction 

and enriching academic literature in the field of art tourism. 

 

METHODS 

This research is a quantitative descriptive study that measures data by applying several 

forms of statistical analysis. The data obtained from the research sample is analyzed in 

accordance with the statistical method used and then interpreted. This study uses a causal 

research method that proves the causal relationship or the relationship of influencing and being 

influenced (Hair et al., 2019). The data collection technique used is a questionnaire or 

questionnaire in the form of questions given to respondents to be filled in accordance with the 

actual situation (Malhotra, 2010). this research uses a cross-sectional implementation time, 

where this research conducts data collection carried out in one research time period, and the 

types and sources of data in conducting this research are obtained in the form of primary data 

(Hair et al., 2019), Primary data is obtained from respondents or tourists who have visited 

contemporary art galleries. This study uses three variables consisting of independent variables, 

and dependent variables, the researcher's aim is to understand and describe the dependent 

variable, or explain its variability, or predict it. The independent variable in this study is the 

cognitive measurement of visitors and the dependent variable in this study is the measurement 

of tourists' affective attitudes towards their interest in visiting contemporary galleries. 

The population in this study were respondents who were selected based on the criteria of 

having visited the contemporary art gallery, then for the sampling technique used in this study 

was Nonprobability Sampling with purposive sampling sample design. The limitation in this 

purposive sampling method is tourists who have visited the TMII contemporary art gallery. The 

reason for setting these limits is that it is hoped that the sample criteria to be taken really meet 

the criteria that are in accordance with the research to be carried out. The questionnaire in this 

study was submitted to respondents or online via googleform and filled in according to the 

instructions given using the Semantic Differential Scale and Likert Scale (1 strongly disagree to 5 

strongly agree).  According to (Malhotra, 2010) this scale is usually used to measure respondents' 

attitudes towards research objects or events on attributes and that the general semantic 

differential scale for measuring self-concept, person concept, and product concept is displayed. 

In this study the data will be analyzed using Descriptive statistics. The data processing process 

that has been obtained from respondents will use the SmartPLS software tool version 3.2.9. This 

study uses the measurement model test (outer model) to test convergent validity, discriminant 

validity, and reliability, and hypothesis testing is carried out based on the results of the Inner 

Model test (structural model). 

 

RESULTS 

Researchers use descriptive analysis techniques to explain the characteristics of 

respondents. The characteristics of the respondents aim to describe and provide an overview of 

the condition of the respondents who were sampled in this study. The characteristics of 

respondents in this study include the gender of the respondent, the age of the respondent, and 

the frequency of the number of visits of the respondent with the following results: 
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Table 1 Responden Profile 

Variable 
Frekuence 

N=100 Persentase 

Gender 

Female 60 62.2% 

Male 40 37.8% 

Last Education 

High School Equivalent 17 15.3% 

Diploma (D1/D2/D3/D4) 31 32.4% 

Bachelor 42 43.2% 

Master 9 9.1% 

Frequency of Visits 

One time 40 42.2% 

2-3 times 33 35.8% 

4-5 times 7 8.2% 

More than 5 times 20 13.8% 

Source: (Data processed 2024) 

 

The validity measurement in this study consists of convergent validity and discriminant 

validity. The reliability and validity test scale was tested with Cronbach's Alpha, Average Variance 

Extracted, and Composite Reliability.  Data processing using the SmartPls 3.2.9 statistical tool. 

Assessment of the validity measurement of items that have an outer loading value> 0.50 (Hair et 

al., 2019) means that the model is valid. Composite reliability is also important to check the 

internal model consistency with a value > 0.70 and Cronbach alpha which shows reliability 

results > 0.70 (Fornell & Larcker, 1981). Parameter significance is obtained through 

bootstrapping, which assesses the accuracy of PLS estimates (Hair Jr. et al., 2017).  Furthermore, 

testing the size model is the outer model, which in principle is testing indicators on latent 

variables or in other words, measuring the extent to which indicators can explain latent 

variables. 

 

Table 2 Items 

Questionnaire Items Item Outer 

Loading 

Ave Composite 

Reability 

Informations 

I am interested in visiting TMII 

contemporary art gallery 

PB1 0.915 0.78

9 

0.918 VALID DAN 

RELIABEL 

For me visiting the TMII 

Contemporary Art Gallery 

museum is a pleasant experience 

PB2 0.889 

I think visiting TMII Contemporary 

Art Gallery can give me positive 

feelings 

PB3 0.86 

The exhibition at the TMII 

Contemporary Art Gallery 

museum is well organized and 

interesting 

REL1 0.878 0.79

6 

0.886 VALID DAN 

RELIABEL 

I really enjoy the new and unique 

atmosphere at the TMII 

Contemporary Art Gallery 

museum 

REL2 0.906 



ISSN: 2338-8412                                                                                  e-ISSN : 2716-4411 

Ekombis Review: Jurnal Ilmiah Ekonomi dan Bisnis, Vol.13 No.2 April 2025 page: 1725–1732|1729  

The appearance of the inside of 

the TMII Contemporary Art Gallery 

museum looks interesting 

RES1 0.882 0.79

2 

0.884 VALID DAN 

RELIABEL 

The exterior display of the TMII 

Contemporary Art Gallery 

museum looks interesting 

RES2 0.898 

I am interested to visit TMII 

Contemporary Art Gallery again 

RIT1 0.928 0.84

2 

0.914 VALID DAN 

RELIABEL 

I would recommend TMII 

Contemporary Art Gallery to other 

people 

RIT2 0.907 

TMII Contemporary Art Gallery 

has a service schedule that is in 

accordance with the promised 

time 

T1 0.795 0.70

8 

0.906 VALID DAN 

RELIABEL 

My expectations of the exhibition 

held at TMII Contemporary Art 

Gallery are met 

T2 0.87 

TMII Contemporary Art Gallery 

staff provide good service 

T3 0.898 

I am satisfied with the services at 

the TMII Contemporary Art Gallery 

museum that I received 

T4 0.798 

 

This study used covariance-based Structural Equation Modeling (SEM). The validity and 

reliability of the research model were assessed through factor loading, whose value should be 

greater than 0.5, average variance extraction (AVE), whose value should be greater than 0.5, 

Cronbach alpha, and composite reliability. All values met the recommended value standards, as 

shown in the Predicted values table. 

 

DISCUSSION 

Figure 1 SEM Model Results (SmatPLS 3.2.9, 2024) 
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The results of hypothesis testing by looking at the significance value between constructs, t-

statistics, and P-values. Testing each hypothesis is done by bootstrapping which results in all 

hypotheses. The table shows the path coefficients that indicate the relationship between 

structures, as well as the significance of the relationship. As mentioned above, the 

nonparametric bootstrap resampling technique was used to test the stability and significance of 

the estimated parameters (Hair Jr. et al., 2017). The rule of thumb used in this study is a t-

statistic > 1.96 with a significance level p-value of 0.05 (5%) and a positive beta coefficient. Based 

on the results shown in the table All direct effects are accepted. 

 

Table 4 Path Analysis (path analysis) 

Item Original 

Sample 

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

(Stdev) 

T Statistics 

(|O/Stdev|) 

P 

Values 

PERCEIVED BELIEFS_ -> VISIT 

INTENTION 

0.028 0.031 0.133 0.21 0.831 

RELIABILITY -> VISIT 

INTENTION 

0.268 0.259 0.11 2.45 0.015 

RESPONSIVENESS -> REVISIT 

INTENTION 

0.342 0.34 0.127 2.69 0.007 

TANGINABLES -> VISIT 

INTENTION 

0.26 0.265 0.171 1.52 0.13 

 

The results showed that the t-statistic value of 0.21 indicates that the relationship between 

perceived beliefs and visit intention is weak. The p-value of 0.831 is greater than 0.05, which 

means the results are not statistically significant. so perceived beliefs do not have a significant 

influence on visit intention. According to (Jiang et al., 2022) Individual perceptions of a 

destination can vary depending on personal experience, cultural background, and individual 

preferences.  

This makes the influence of perceived beliefs on visit intention inconsistent, furthermore, 

social norms and the influence of close people are often stronger in determining visit intention 

than individual perceptions. The t-statistic value of 2.45 indicates a fairly strong relationship 

between reliability and visit intention. The p-value of 0.015 is less than 0.05, which means this 

result is statistically significant. This shows that reliability has a significant influence on visit 

intention. The high t-statistic value and low p-value indicate that reliability has a significant effect 

on visit intention. This is in line with reliability theory which states that reliable components will 

have a high probability of success, which in this context means that reliability significantly affects 

visit intention (Murniati dkk. 2024).(Murthy et al., 2008). Furthermore, the t-statistic value of 2.69 

indicates a strong relationship between responsiveness and revisit intention.  

The p-value of 0.007 is much smaller than 0.05, which means this result is highly 

statistically significant. Responsiveness has a very significant influence on revisit intention. In the 

tangibles variable, the t-statistic value of 1.52 indicates a weak relationship between tangibles 

and visit intention. The p-value of 0.13 is greater than 0.05, which means that this result is not 

statistically significant, which means that tangibles do not have a significant effect on visit 

intention. Responsiveness, or responsiveness, is one of the important dimensions of service 

quality that can influence customers' intention to return to visit a place or use a particular 

service. Responsiveness refers to a service provider's willingness and ability to help customers 

and provide services quickly and efficiently. This includes aspects such as speed in responding to 

requests, ability to handle complaints, and readiness to provide assistance when needed 

(Sharma et al., 2022). 

This study highlights the importance of developing contemporary art galleries as a tourist 

attraction in increasing tourists' visit intention. The results show that service reliability and 
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responsiveness of art galleries have a significant influence on tourists' visit intention. Service 

reliability provided by contemporary art galleries is crucial in attracting tourists to visit, while the 

gallery's ability to respond to visitors' needs and requests quickly and efficiently also plays a 

crucial role in increasing repeat visit intentions. In contrast, the perceived trust factor and 

physical aspects did not show any significant influence, indicating that tourists value service 

quality and responsiveness more than the initial perception or physical appearance of the 

gallery. In addition, this research also emphasizes the importance of innovation and adaptation 

in contemporary art gallery management. By keeping abreast of visitor trends and preferences, 

art galleries can create more interesting and relevant programs and exhibitions. The use of 

digital technology and social media can also be utilized to increase visitor interaction and 

engagement, as well as expand the gallery's promotional reach. With a holistic and sustainable 

approach, contemporary art galleries can continue to grow as attractive and highly competitive 

tourist destinations. 

 

CONCLUSION 

Overall, this research provides valuable insights for contemporary art gallery managers in 

designing effective development strategies to attract and retain tourist interest. A focus on 

improving service quality and the ability to respond to visitors' needs can be the key to success in 

increasing the attractiveness of contemporary art galleries. Thus, art galleries can function not 

only as art exhibition venues, but also as tourist destinations that offer unique and satisfying 

experiences for visitors. Further research can be conducted to explore other factors that may 

influence tourists' interest in visiting, as well as to test these findings in different contexts. 
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