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ABSTRACT  

Responding to the need to fill the research gap in the area of museum integrated 

marketing communication, the study investigated the planned, unplanned, product 

and service messages of selected museums in South Africa. These selected 

museums were the Ditsong and Iziko clusters of museums in the Gauteng Province 

and the Western Cape Province respectively. The clusters were selected because 

they are the biggest clusters of museums in the country. 

In an attempt to fill the research gap, the goal of the study was to develop and 

present an integrated marketing communication framework for the selected 

museums. In order to realise the goal of the study, four objectives were set. 

Consistent with the first objective chapter 2 analysed the South African cultural 

tourism sector. In this regard, the literature review revealed that South Africa‟s 

cultural product offering is multifaceted with arts, cultural villages, literature, 

battlefields, museums, heritage sites and religion comprising the main tourist 

attractions. Moreover, the literature review revealed that the two clusters of 

museums offer diversified product portfolios.  

The second objective was achieved in chapter 3 by analysing integrated marketing 

communication by means of a literature review. The literature review revealed that 

IMC is a logical structure of developing communication strategies. An organisation 

should control (planned) or influence messages (unplanned, product, service) 

messages to ensure message consistency and maximum communication impact. In 

simple terms, an organisation should strive to match its brand promise made through 

planned messages with actual performance as reflected in its product, service, and 

unplanned messages.  

The third objective was to analyse empirically the planned, unplanned, product and 

service messages of the Ditsong and Iziko clusters of museums. The results of the 

empirical phase of the study were presented in chapter 4. Following a mixed 

methods research approach, the first component of the empirical phase involved in-

depth interviews with the marketing managers of the museum clusters while the 

second component involved a survey of visitors to the clusters. The qualitative data 

was analysed by establishing themes which had emerged from the interviews with 
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the marketing managers. The quantitative data was analysed using the SPSS 

programme. In order to establish the relationships between the variables, a factor 

analysis was conducted. In addition, T-tests and ANOVAs were also conducted. The 

factor analysis produced three factors namely, factor 1: Above-the-line media, factor 

2: Internal and external marketing and factor 3: Marketing public relations. The t-test 

and ANOVAs revealed that the respondents across age, province of residence, 

visitor retention and educational level rate service messages the most highly of all 

the IMC messages. On the whole, the empirical study revealed that both the 

participants and the respondents share the same views on what should be done in 

terms of the planned, unplanned, service and product messages of museums to 

ensure message consistency and maximum communication impact. The structural 

equation modelling indicated the interrelatedness of the various messages as well as 

their influence on one another.  

The fourth objective was to develop and present an integrated marketing 

communication framework for the Ditsong and Iziko museum clusters. This objective 

was realised in chapter five. The framework was informed by both the literature 

review and the empirical study. As regards the literature review the framework differs 

from some other works on IMC in that an attempt was made to align the framework 

to IMC message typology in its entirety. With regard to the empirical study, the IMC 

programme phase of the framework incorporates the recommendations of the 

respondents. It is hoped that the framework will empower the museums both to 

ensure message consistency and to maximise communication impact in spite of the 

divergent message needs of their multiple stakeholders.  

 

Key words: integrated marketing communication, museums, framework, 

message consistency, communication impact, cultural tourism, planned, 

unplanned, service and product messages. 
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OPSOMMING 

In reaksie op die behoefte om die navorsingsleemte in die area van 

museumgeïntegreerde bemarkingskommunikasie te vul, ondersoek die studie die 

beplande, onbeplande produk- en diensboodskappe van enkele geselekteerde 

museums in Suid-Afrika. Die museums wat gekies is, sluit die Ditsong- en Iziko-

museumklusters in, onderskeidelik geleë in Gauteng en die Wes-Kaap. Hierdie 

klusters is uitgesoek omdat dit die grootste museumklusters in die land is.   

Om hierdie navorsingsleemte te vul, het die studie dit ten doel gehad om 'n 

geïntegreerde bemarkingsraamwerk vir die geselekteerde museums te ontwikkel en 

aan te bied. Om die doel van die studie te verwesenlik, is vier doelwitte gestel. In 

hoofstuk 2, wat met die tweede doelwit ooreenstem, is die Suid-Afrikaanse 

toerismebedryf ontleed. Daar is in hierdie verband in die literatuuroorsig geopenbaar 

dat Suid-Afrika se kulturele produkaanbod veelvlakkig is, met die kunste, kulturele 

dorpies, literatuur, krygsterreine, museums, erfenisterreine en godsdiens as die 

vernaamste toeriste-attraksies. Daar is verder in die literatuuroorsig getoon dat die 

twee museumklusters verskillende produkportefeuljes aanbied.   

Die tweede doelwit is in hoofstuk 3 verwesenlik deurdat geïntegreerde 

bemarkingskommunikasie (GBK) deur middel van 'n literatuuroorsig ontleed is. Dit 

blyk uit die literatuuroorsig dat GBK 'n logiese struktuur is om 

kommunikasiestrategieë te ontwikkel. 'n Organisasie moet boodskappe beheer 

(beplande boodskappe) of beïnvloed (onbeplande, produk, diens) om konsekwente 

boodskappe met die maksimum effek te verseker. Eenvoudig gestel, moet 'n 

organisasie daarna strewe om 'n handelsmerkbelofte, wat deur middel van beplande 

boodskappe gemaak is, by werklike prestasie te pas soos dit in sy produk-, diens- en 

onbeplande boodskappe gereflekteer word.  

Die derde doelwit was om die beplande, onbeplande produk- en diensboodskappe 

van die geselekteerde museums empiries te ontleed. Die resultate van die empiriese 

stadium van die studie is in hoofstuk 4 aangebied. Daar is 'n gemengdemetode-

navorsingsbenadering gevolg en die eerste komponente van die empiriese stadium 

het diepgaande onderhoude met bemarkingsbestuurders behels, terwyl die tweede 

komponente 'n opname van die besoekers aan die museums behels het. Die 
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kwalitatiewe data is ontleed deur temas uit die onderhoude met die 

bemarkingsbestuurders te identifiseer. Die kwantitatiewe data is aan die hand van 

die SPSS-program ontleed. Om die verband tussen veranderlikes vas te stel, is 'n 

faktorontleding gedoen asook t-toetse en ANOVAs. Die faktorontleding vir beplande 

boodskappe het drie faktore opgelewer, naamlik faktor 1: Bo-die-lyn media; faktor 2: 

Interne en eksterne bemarking; en faktor 3: Bemarking van openbare betrekkinge. 

Die produkboodskappe, diensboodksappe en onbeplande boodskappe het in enkel 

faktore gegroepeer.  Die t-toetse en ANOVAs het getoon dat die respondente, ten 

opsigte van ouderdom, provinsie van verblyf, behoud van besoekers, en 

opvoedkundige vlak, wel diensboodskappe die hoogste van alle GBK-boodskappe 

aanslaan.  Die empiriese studie het in sy geheel getoon dat sowel die deelnemers as 

die respondente dieselfde beskouings handhaaf oor dit wat met betrekking tot 

beplande, onbeplande diens- en produkboodskappe van museums gedoen moet 

word ten einde konsekwente boodskappe met die maksimum kommunikasie-impak 

te verseker. Die strukturele modellering het bevind dat die boodskappe interafhanklik 

is van mekaar en ook mekaar beïnvloed wat dus die geïntegreerdheid van die 

boodskappe aantoon. 

Die vierde doelwit was om 'n raamwerk vir geïntegreerde bemarkingskommunikasie 

te ontwikkel en aan te bied vir die Ditsong- en Iziko-museumklusters. Die vierde 

doelwit is in hoofstuk 5 verwesenlik. Die raamwerk is uitgebou deur die 

literatuuroorsig en die empiriese studie. Wat die literatuuroorsig betref, verskil die 

raamwerk van ander werk van die GBK-raamwerk omdat 'n poging aangewend is om 

die raamwerk in sy geheel met die GBK-boodskaptipologie in ooreenstemming te 

bring. Wat die empiriese studie betref, inkorporeer die GBK-programstadium van die 

raamwerk die respondente se aanbevelings. Daar kan oor die algemeen gesê word 

dat die raamwerk die museums sal bemagtig om konsekwente boodskappe met die 

maksimum kommunikasie-impak te verseker, ten spyte van die uiteenlopende 

behoeftes van hul veelvuldige belanghebbers.   

Sleutelwoorde: ïntegreerde bemarkingskommunikasie, raamwerk, 

konsekwente boodskappe, maksimum kommunikasie-impak, kulturele 

toerisme, museums, beplande, onbeplande, diens, en produkboodskappe 
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CHAPTER 1 

INTRODUCTION AND PROBLEM STATEMENT 

1.1. INTRODUCTION 

Tourism is playing both a major and an increasingly important role in global 

economic growth and development. In line with this view, Rahmatnia, Vejdan and 

Ekskandarpour (2012:139) state that “tourism is very important in the world economy 

and it is one of the important resources of income both for developed and developing 

countries”. In the same vein, Dieke (2003:287) asserts that “tourism is expected to 

foster economic growth and improve people‟s well-being in areas such as job 

creation, revenue and balanced regional development”. This is clearly the reason 

why a growing number of nations are coming to depend on tourism economically 

(Ryan & Silvanto, 2011:306). In addition, as Spiriajevas (2008:120) puts it, “the 

economic impact of tourism is efficient in the regions that have limited possibilities for 

economic development”. Spiriajevas‟s assertion indicates that tourism development 

is a perfect economic development strategy for the poor regions of the world. 

Cultural tourism is one of the growth areas of the global tourism industry (Richards, 

2003:2). According to Hausmann (2007:170), cultural tourism refers to “visits 

motivated by cultural offerings” with these cultural offerings including museums, 

castles, historic sites, cultural landscapes, cultural practices and knowledge and 

living experiences. According to the European Association for Tourism and Leisure 

Education, as cited by Hoffman (2006:420), cultural tourism may be defined as “the 

movement of persons to cultural attractions away from normal place of residence 

with the intention to gather new information and experience to satisfy their cultural 

needs”. Rahmatnia et al. (2012:141) assert that the World Tourism Organisation 

statistics indicate that “37% of international tourism is cultural motivation”. Clearly, 

cultural tourism constitutes a significant proportion of the tourism industry and has, 

therefore, moved from the periphery to the centre of the tourism industry.  

According to Hoffman, Fainstein and Judd (2003:12), the traditional sectors, such as 

manufacturing, have seen a decline in employment while the cultural industries are 

experiencing an upswing in employment figures. Furthermore, the growing 

importance of cultural tourism has led to the establishment of various cultural 
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products and, in particular, flagship museums in many cities (Hoffman et al., 

2003:12).This development has elevated museums to the mainstream of tourism 

development in these cities.  

In view of the importance of cultural tourism, Burns, Lester and Bibbings (2010:84) 

suggest that heritage and cultural institutions such as museums should develop 

strategies in order to attract tourists. It is against this background that the goal of this 

research study is to produce an integrated marketing communication framework for 

selected museums in South Africa. Accordingly, based on the proposed IMC 

framework, a communication strategy will be developed as part of the study.  

This chapter provides a background to the study on the one hand while, on the other, 

it introduces the research problem. The chapter also outlines the research plan and 

provides details on the way in which the research plan was rolled out. The chapter 

ends with an outline of the structure of the thesis. In order to contextualise the study, 

the following section presents the background to the study.  

1.2. BACKGROUND TO THE STUDY  

As part of the South Africa‟s democratic government‟s transformation agenda, a new 

Ministry and Department of Arts, Culture, Science and Technology (DACST) was 

created in 1994. In 2002, as an acknowledgement of the growing importance of the 

arts, culture and heritage sector, the DACST was split into the Department of Arts 

and Culture (DAC) and the Department of Science and Technology (DST). This 

restructuring brought museums, archives and other heritage bodies together under 

the umbrella of a single, dedicated ministry. Furthermore, in an attempt to promote 

both the tangible and the intangible heritage resources, the National Heritage 

Council (NHC) and the South African Heritage Resources Agency (SAHRA) were 

established (Corsane, 2004:9). A fertile ground for the development of cultural 

product offerings such as museums was created through these initiatives. Of special 

note is the fact that South Africa now has approximately 300 museums which offer 

diverse experiences to visitors. These museums document South Africa‟s rich 

natural and cultural history and cover a range of subjects, including geology, history, 

biology, arts, mining, agriculture and forestry (SA Yearbook, 2009/2010:100). 
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Nevertheless, in spite of the positive developments in the sector, cultural tourism 

products such as museums are still challenged by decreasing attendances, 

increased competition, and limited resources (Kotler & Kotler, 1998:38-51). Izquierdo 

and Samaniego (2007:809) echo this view when they assert that “there is ever-

increasing pressure on museums to raise visitor numbers and earn revenue”. 

However, while earned income may be important, Rentschler and Gilmore (2002:63) 

argue that it is not possible for cultural institutions such as museums to “exist on 

earned income alone” and that they should also solicit donor funds. In order to entice 

and retain donors, Rentschler and Gilmore (2002:63) further claim that sound 

marketing is a tool “for demonstrating accountability to donors”.  

The importance of marketing should, therefore, not be underestimated and one way 

of addressing these challenges may include the adoption of integrated marketing 

communication (IMC) as a marketing approach. This view is consistent with 

Moriarty„s statement (1994:39) that IMC message typology (planned, unplanned, 

product and service messages) “is a logical structure of developing stakeholder 

communication strategies” because an organisation should meet or surpass the 

customer expectations created through planned messages with actual performance 

as reflected in its unplanned, product and service messages. In the same vein, 

Hawkins, Bulmer and Eagle (2011:230) state that IMC has “emerged as a strategy 

for gaining competitive advantage”. Thus, organisations such as museums should 

use IMC as a strategy to survive in the highly competitive environment.  

In order to make a brand promise, an organisation should send planned messages 

to its customers and prospects. Planned messages, according to Duncan and 

Moriarty (1997:78) and Dahlén, Lange and Smith (2010:34), are messages that are 

sent via the traditional elements of the marketing communication mix, namely, 

advertising, personal selling, public relations, sales promotion and sponsorships. 

According to Yucelt (2000:5), some museums send planned messages via broadcast 

advertisements and print media.  

However, there are also various unplanned communication activities which are major 

determinants of the attitudes and behaviours of consumers. These activities include 

word-of-mouth or interpersonal communication, intrapersonal communication and 

intermediary communication (Dahlén et al., 2010:34; Melewar& Karaosmanoglu; 
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2006:852). The impact of word-of-mouth communication is particularly significant as 

an individual who has had personal experience of a service provider may be 

regarded as an objective source of information. References and testimonials 

represent an active way in which an organisation such as a museum may use 

positive word-of-mouth communication in its marketing strategies (Hackey, 

2010:136; Melewar & Karaosmanoglu, 2006:852). In addition, positive or negative 

news disseminated by the mass media, non-governmental organisations (NGOs), 

employees and others may also influence consumers‟ perceptions of organisations 

(Melewar &Karaosmanoglu, 2006:852). 

In order to ensure message consistency, an organisation should influence product 

messages. Product messages emanate from the attributes of a product, for example, 

pricing, durability, distribution networks, form, features, performance, conformance, 

quality, reliability, reparability and style (Venter & Van Rensburg, 2009:260; Aaker, 

1995:204; Kotler & Keller, 2009:363; Little & Marandi, 2003:120). According to Van 

der Walt, Strydom, Marx and Jooste (1996:172), a product is the first component of a 

marketing mix and, hence, it should form the basis of communication decisions. The 

product offerings of museums are in the form of physical collections or objects but 

they are not to be sold and, instead, museums sell experiences which relate to 

tourism products (Heath & Wall, 1992:126). Similarly, Ivanovic (2008:209) notes that 

“a tangible presentation of a cultural tourism product such as a museum 

unmistakably triggers specific tourist expectations and desired experiences”.  

In an effort to maximise communication impact, an organisation should ensure that 

customer expectations are consistent with its service messages. According to 

Duncan and Moriarty (1997:84), service messages “originate from interactions with 

the organisation‟s employees”. Clearly, in order to meet the expectations of visitors it 

is essential that museum employees be competent, reliable and responsive. This 

view is in line with Yucelt‟s (2000:4) suggestion that the quality of a service is 

determined by the quality of the relevant employees. The following figure illustrates 

the four IMC messages and their levels of credibility:  
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Figure 1.1: Sources of brand messages  

Source: Adapted from Grönroos & Lindberg-Repo (1998:5) 

The figure above indicates that planned messages have low credibility while product, 

service and unplanned messages have higher credibility. Planned messages are 

considered less credible because they are generated by the organisation itself while 

the other messages are regarded as credible because they are from outside of the 

organisation and, thus, they are from neutral sources. Clearly, the four messages are 

related in that an organisation makes a brand promise through planned messages 

and influences the product, service and unplanned messages to ensure that the 

promise is consistent with the delivery or actual performance.  

Contrary to the notion that the pillar of IMC is content or messages, Kliatchko 

(2008:145) is of the view that IMC comprises four pillars, namely, stakeholders, 

content, channels and results. Stakeholders refer to both customers and other 

stakeholders while content refers to the controlled and uncontrolled messages of the 

organisation. Channels refer to the communication channels through which 

messages are disseminated and results refer to the measurement of the 

communication impact of an IMC programme (Kliatchko, 2008:145–151).  

The following figure depicts the four pillars of IMC:  

 

  



6 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.2: Four pillars of IMC  

Source: Kliatchko (2008:145)  

While IMC has four pillars, it is worth noting that the study focuses on IMC message 

typology because as Moriarty puts it (1994: 39), the IMC message typology is “a 

logical structure of developing stakeholder communication strategies”. Thus, the IMC 

message typology is an appropriate pillar to serve as the basis of the development of 

an integrated marketing communication framework.  

This section provided a discussion of the background to the study. The next section 

will present the research problem.  

1.3. PROBLEM STATEMENT  

A review of the relevant literature has indicated that museums have “become aware 

of marketing as a management tool” (Rentschler, 2002:7). Similarly, Rosenthal 

(1982:1) remarks that “the importance of marketing is being realised by a new breed 

of museums”. This, in turn, implies that marketing is becoming an important element 

of the operations of any museum with marketing no longer being regarded as a 

luxury but rather as a necessity in terms of the smooth functioning of the museum 

(Rosenthal, 1982:1).  

Yeh and Lin (2005:279) are of the opinion that marketing assists museums to meet 

the ever-changing needs of their visitors. In addition, museums are in direct 

 

Strategic management of brand communication programmes 

Integrated marketing communication pillars 

Stakeholders Content Channels Results 
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competition with “an ever-expanding array of alternative entertainment choices” 

(Izquierdo & Samaniego, 2007:810). In an effort to respond to the increased 

competition, Yucelt (2000:5) states that many museums have appointed full-time 

marketing officers.  

While there is evidence of an increased interest in museum marketing, the same 

may not be said about IMC as a marketing approach. However, there are several 

reasons why organisations such as museums should adopt IMC as a marketing 

approach. According to Hill, Fink and Morgan (1998:45), IMC may help organisations 

to build brand equity, provide information, manage demand and sales, ensure 

communication differentiation and influence attitudes and behaviours. Wang, Wu and 

Yaun (2009:222) maintain that those museums that have embraced IMC principles 

and strategies are reaping the benefits because they are able to send consistent and 

effective messages to their multiple stakeholders with divergent message needs. 

Mandan (2005:275) concurs with Wang et al. (2009) when stating that IMC 

“coordinates the promotional mix, aligns a variety of media and ensures 

informational consistency at all touch points”.  

Furthermore, according to Wang et al. (2009:222), IMC helps museums to decide on 

the promotional mix elements as well as minimising costs while, on the other hand, 

maximising communication impact. It is, thus, clear that museums that still follow the 

traditional communication approach are doomed both to waste resources and to fail 

to communicate effectively with all segments of their target audiences. On the other 

hand, museums that have embraced IMC are able to use communication as a 

source of sustainable competitive advantage. 

However, despite the growing importance of IMC, there has been limited research 

conducted on IMC in the tourism sector. As Šerić and Gil-Saura (2011:403) point 

out, only four of the 40 empirical studies conducted on IMC application during the 

last decade have been conducted in the tourism sector. The following table 

summarises those IMC studies which have been conducted in the tourism sector: 
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Table 1.1: Studies on IMC application in the tourism sector 

Authors  Objectives  Methodology  Sample  

Kulluvaara 
and Tornberg 
(2003) 

Describe the IMC strategy 
communication tools used by 
Icehotel  

Case study  Icehotel − a hotel 
built of ice and snow 
and a Swedish tourist 
attraction  

Skinner 
(2005)  

Discuss whether destination 
branding should be applied  

Content analysis  Marketing messages 
representing Wales 
as a brand 

Elliot and 
Boshoff 
(2008)  

Study the impact of the following 
factors of IMC implementation: 

(a) strategic planning orientation  
(b) market orientation  
(c) entrepreneurial orientation  
(d) proactive competitor 

orientation  

Exploratory factor 
analysis and multiple 
regression analysis  

316 managers of 
small tourism 
enterprises  

Wang et al 
(2009) 

Explore the role of IMC in tourists‟ 
selection of heritage destinations 
and the relation between socio-
demographic visitors and three 
factors of IMC: 

(a) direct sales and promotion, 
(b) public relations 
(c) advertisement  

Exploratory study and 
descriptive statistics 
VARIMAX rotation 
ANOVA  

197 visitors to Lukang 
– a population 
heritage township in 
Taiwan  

Source: Šerić & Gil-Saura (2011:403) 

According to Chhabra (2009:305), “the commonly occurring themes in tourism 

marketing literature are market segmentation, promotion (mostly focusing on 

advertising), and partnerships”. Chhabra‟s assertion points to the fact that there is 

still a paucity of research evidence as regards areas such as IMC. As indicated in 

the table above, Wang et al. (2009) conducted a study on the role of IMC in heritage 

destination visitations. They (2009:5) argue that “IMC is new in heritage 

management” and recommend that the results from their study need “to be validated 

by studies of similar nature in other heritage tourism surroundings”. This statement of 

Wang et al. (2009) indicates that there is still room for research in the area of IMC in 

the heritage context.  

While there is research evidence to the effect that there is increased interest in 

marketing within the global museum sector, a literature search has revealed that 

there is, as yet, no IMC framework for promoting South African museums, either 

individually or as a sector. It is against this background (a gap in literature on IMC) 

that the study sought to analyse the planned, unplanned, product and service 

messages of selected museums in South Africa with a view to developing an 

integrated marketing communication framework. In this section, the research 
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problem was stated. In the next sections the research goal, research objectives and 

research methodology will be discussed.  

1.4. GOAL OF THE STUDY 

1.4.1. Goal 

In order to fill the research gap, the goal of the study is to develop an IMC framework 

for selected museums in South Africa. 

1.4.2. Objectives  

In an effort to realise the stated research goal, the following research objectives were 

formulated:  

 To analyse the South African cultural tourism sector by means of a literature 

review 

 To analyse integrated marketing communication by means of a literature review 

 To analyse the planned, unplanned, product and service messages of Ditsong 

and Iziko clusters of museums by means of an empirical analysis 

 To develop and present an integrated marketing communication framework for 

the Ditsong and Iziko clusters of museums and to make recommendations 

regarding its implementation  

The research objectives guiding this research endeavour have been outlined. Thus, 

the next section will focus on the research roadmap aimed at realising the set 

objectives.  

1.5. LITERATURE REVIEW AND RESEARCH METHODOLOGY 

In this section, the literature review approach as well as the qualitative and 

quantitative components of the study will be discussed.  

1.5.1. Literature review 

As indicated previously, the goal of the study is to develop an integrated marketing 

communication framework for selected museums in South Africa. In order “to frame 

the problem under scrutiny, identify relevant concepts and position the study”, 

relevant literature was reviewed (Ghauri & Gronhaug, 2001:45). The study focuses 

on cultural tourism marketing and analyses museums as an element of the cultural 

tourism industry within the global tourism industry. The study also covers IMC in the 
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context of cultural tourism. In reviewing the literature on these topics, the researcher 

used journal articles, textbooks, the internet (Google scholar) and online databases. 

Some of the databases that were used include Emerald, ProQuest, Nexus, and 

Academic Search Premier. The key words in the search for relevant literature 

included cultural and heritage tourism, IMC museums, museum marketing and 

tourism marketing. This section described the literature review approach that was 

followed in this study. The following section introduces the selected museums. 

1.5.2. The selected South African museums  

There are various museums in South Africa. However, for the purpose of this study, 

two clusters of museums were requested to participate in the study, namely, the 

Ditsong museums in the Gauteng Province and the Iziko museums in the Western 

Cape Province. The letters requesting permission to conduct research are included 

in appendix 1 and appendix 2 respectively. These museums were chosen as they 

comprise the biggest clusters of museums in South Africa. The following tables 

present the museums comprising the two clusters:  

Table 1.2: Iziko museums  

Museum  Location  

South African Museum 25 Queen Street, Cape Town  

South African National Gallery Government Avenue, Company‟s Garden, Cape Town  

South African Maritime Centre 1st floor, Union Castle House, V & A Waterfront, Cape Town 

Slave Lodge Museum Corner Adderley and Wale Streets, Cape Town  

William Fehr Collection Buitenkant Street, opposite Grand Parade, Cape Town 

Michaelis Collection Old Town House, Greenmarket Square  

Rust en Vreugd Museum 78 Buitenkant Street, Cape Town  

Koopmans-De Wet House Museum 35 Strand Street, Cape Town  

Bertram House Museum Hiddingh Campus, Orange Street, Cape Town  

Groot Constantia Manor Museum Groot Constantia Estate, Cape Town  

Planetarium 25 Queen Street, Cape Town  

Bo-Kaap Museum 71 Wale Street, Cape Town  

SAS Somerset V& A Waterfront, Cape Town  

Source: Iziko (2011) 

  



11 

 

Table 1.3: Ditsong museums  

Museum  Location  

National Museum of Military History 22 Erls Wold Way, Saxonwold, Johannesburg  

National Museum of Cultural History 149 Visagie Street, Pretoria  

National Museum of Natural History 432 Paul Kruger Street, Pretoria  

Kruger Museum 60 Church Street, Pretoria  

Pioneer Museum Corner Pretoria Road and Watermeyer Street, Silverton  

Sammy Marks Museum Old Bronkhorstspruit road (R104), Pretoria  

Willem Prinsloo Agricultural Museum Kaalfontein farm, Rayton  

Tswaing Meteorite Crater Onderstepoort Road (M35), Soshanguve  

Source: Ditsong (2011) 

This section presented the museums selected for the study. In the next section, the 

research design will be outlined.  

1.5.3. Research design 

Mouton and Babbie (2010:74) define a research design as “a plan or blueprint of 

how you intend conducting the research”. This definition of Mouton and Babbie 

implies that a research design serves as a roadmap in a research expedition. 

Mouton and Babbie (2010:74) also point out that the research problem is an 

important consideration in selecting a research design. Cooper and Schindler 

(2008:89) add that a research design is a plan in terms of which the objectives of a 

study are translated into reality. Furthermore, Churchill and Iacobucci (2002:90) 

assert that “a research design attempts to reduce the influence of the researcher to 

an absolute minimum, while establishing the highest possible degree of objectivity 

and quantifiability of phenomenon”. Significantly, Malhotra and Birks (2003:58) argue 

that “a research design situates the researcher in the empirical world and links the 

research questions to the investigation”. According to Mouton and Babbie (2010:98), 

a research process comprises a number of steps, namely, choice of research design 

, observation, data processing, data analysis and data application. The following 

figure summarises the process of conducting research:  
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Figure 1.3: Research process  

Source: Adapted from Mouton & Babbie (2010:98)  

 

This research study followed a mixed methods research approach in order to realise 

the goal of the study. Denscombe (2008:270) is of the view that mixed methods 

research has recently gained popularity with the advocates of this research paradigm 
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including prominent scholars such as John Creswell, Abbas Tashakkori, Burke 

Johnson, Anthony Onwuegbuzie, Jennifer Greene, Charles Teddlie and David 

Morgan. Cresswell and PlanoPark, as cited by Cameron and Molina-Azorin 

(2011:257), define mixed methods research as “the collection of and analysis of data 

and the mixture of qualitative and quantitative data in a single study”.  

According to Harrison and Reilly (2011:8), the mixing of methods in social research 

is also known as blended research, integrative, multi-method and multiple methods 

triangulated studies, ethnographic residual analysis and mixed research. For 

Bazeley (2009:204) the integration in mixed methods research happens at different 

levels and, as a minimum, it involves “integrating conclusions that are drawn from 

various strands in the research”.  

Jogulu and Pansiri (2011:688) are of the view that mixed methods research is an 

effective research technique because it combines both thematic and statistical data. 

Jogulu and Pansiri‟s view is shared by Denscombe (2008:272) in his statement that 

some researchers use mixed methods “to produce a more complete picture by 

combining information from complementary kinds of data sources”. It may, thus, be 

said that quantitative research and qualitative studies complement each other. This 

view is consistent with Jogulu and Pansiri‟s statement (2011:689) that “by employing 

mixed methods researchers are possibly reducing overreliance on statistical data to 

explain a social occurrence and experiences which are mostly subjective in nature”. 

Harrison and Reilly (2011:8) suggest that mixed research methods mitigate 

weaknesses and capitalise on the strong points of both the qualitative and 

quantitative methods.  

According to Tashakkori and Teddlie (2003), as cited by Jogulu and Pansiri 

(2011:690), there are different types of mixed methods, including concurrent mixed 

methods and sequential mixed methods. In terms of concurrent mixed methods both 

qualitative and quantitative data is collected at the same time (Harrison & Reilly, 

2011:18) while, as regards the sequential mixed method approach, the research is 

conducted in phases. In this research study, a concurrent research design was 

selected. This section described the research design adopted in this study. The 

following sections will, therefore, discuss both qualitative research and quantitative 

research.  
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1.5.3.1. Qualitative research 

Soft data is used in qualitative research. Soft data refers to data in the form of 

impressions, words, sentences, photographs and symbols (Keyton, 2006:72; 

Neuman, 2006:8). In contrast to quantitative research, qualitative research deals with 

non-numerical data (Daymon & Holloway, 2002:5). As far as the advantages of 

qualitative research are concerned, this type of research is strong in terms of 

understanding the meanings which people use and attach to behaviour. Moreover, it 

places the participants at the centre of an enquiry. Significantly, it is also useful for 

discovering new phenomena (Keyton, 2006:72). 

The qualitative data collection methods include participant observation, in-depth 

interviews and focus groups (Gravetter & Forzano, 2009:22–38). In line with the 

advice of Taylor and Bogdan (1984:80), for the purposes of this study in-depth 

interviews were conducted with the marketing managers in order to gain a deeper 

understanding of the research problem. In-depth interviews were used because, as 

Berg (1998:61) puts it, “the in-depth interview could assist a researcher to engage in 

dialogue with the real person being interviewed and to relate to the interviewee as a 

human being and not merely a study subject”. Furthermore, in-depth interviews were 

deemed appropriate in this context as regards data collection because the research 

interests were relatively clear and well defined, the interviews enabled the 

researcher to come to know the people well enough to understand what they meant 

and the researcher was able to learn how the participants viewed both themselves 

and the world. 

There are, however, a number of limitations as regards in-depth interviews that the 

study took into account. According to Taylor and Bogdan (1984:82), interview data 

consists solely of verbal statements or conversations while interviews are also 

subject to the same fabrications, deceptions, exaggerations and distortions that 

characterise conversations between individuals. Accordingly, there may be a 

significant discrepancy between what people say and what they actually do. In 

addition, in view of the fact that interviews do not observe people directly in their 

everyday lives, the participants are deprived of the context necessary to understand 

many of the perspectives in which they are interested (Taylor & Bogdan, 1984:82). 

Moreover, as Du Plooy (2001:119) argues, the volume of data that is collected is 
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often both extensive and difficult to analyse. Consequently, it is difficult to quantify 

and standardise the responses. However, in order to overcome the limitations of the 

qualitative design, the second component of this study comprised a survey. 

The participants  

In accordance with the advice of Dicicco-Bloom and Crabtree (2006:317), purposeful 

sampling was used in the qualitative component of the study in order “to maximise 

the depth and richness of the data to address the research question”. Accordingly, 

in-depth interviews were conducted with the marketing managers of the two clusters. 

The marketing function at the two clusters is centralised and, thus, there were two 

marketing managers only with whom to conduct interviews.  

The interviews 

According to Ritchie and Lewis (2003:138), the purpose of in-depth interviews is “to 

grasp the participants‟ point of view”. In other words, interviews enable the 

interviewer to obtain the participants‟ in-depth perspectives on the phenomenon in 

question. As advised by Terre Blanche and Durrheim (1999:30), during the 

interviews, the purpose of the research was explained. In accordance with the 

recommendations of DiCicco-Bloom and Crabtree (2006:315), “a set of 

predetermined, open-ended questions” were used in this research study. This set of 

questions is known as an interview guide (Terre Blanche & Durrheim, 1999:129; 

Taylor & Bogdan, 1984:102). The interview guide is contained in appendix 3. Probing 

questions and follow-up questions were also used in order to elicit more information 

from the participants. All the interviews were conducted during the day and the 

language of communication was English. The interviews were conducted at the 

museums. The four questions posed were aligned to the empirical research objective 

(Berg, 2001:74) and, thus, the questions covered the planned, unplanned, service 

and product messages of the Iziko and Ditsong museums. 

Data recording 

As suggested by Ghauri and Gronhaug (2001:103) and Terre Blanche and Durrheim 

(1999:138), all the interviews were recorded in order to enhance the objectivity of the 

data captured and to enable the researcher to capture the essence of the interview. 
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In addition, as recommended by Terre Blanche and Durrheim (1999:138), notes 

were taken during the interviews in order to complement the tape recordings. 

Data analysis  

The processes of data collection and data analysis are inseparable in qualitative 

research. During data collection, following the recommendations of Taylor and 

Bogdan (1984:128), emerging themes were tracked and concepts and propositions 

developed so as to make sense of the data. According to Dicicco-Bloom and 

Crabtree (2006:318), qualitative data analysis computer programmes have recently 

been developed. In this research study, in accordance with the advice of Terre 

Blanche and Durrheim (1999:141), the data was analysed by the researcher looking 

for themes while reading and rereading the field notes and transcripts.  

In this section, the qualitative component of the study was discussed. As indicated 

previously, the research design comprised mixed methods research and, thus, the 

next section will focus of the quantitative component of the study.  

1.5.3.2. Quantitative research  

Keyton (2006:56) defines quantitative research as “the use of numbers as a way of 

observing and measuring a phenomenon”. Neuman (2006:8) concurs with Keyton‟s 

view that quantitative research involves the use of numerical data. Quantitative 

research has both advantages and disadvantages. As regards its advantages, 

Keyton (2006:54) asserts that quantitative research is crucial in a scientific enquiry in 

that it allows a comparison of variables in order to ascertain differences and 

relationships. Keyton (2006) further states that the researcher is able to control the 

interactive setting, thus limiting exposure to extraneous variables. Lastly, quantitative 

research is useful in terms of replication and validation.  

Sample  

According to Kumar (2005:164), sampling “is the process of selecting a few 

respondents (sample) from a bigger group (target population) to become the basis 

for estimating the prevalence of an unknown piece of information or outcome 

regarding the bigger group”. In other words, a sample is a subset of the population 

under investigation. In the words of Moutinho (2000:93), the question of “from whom 

will we collect data must be answered”. Sampling is used because it is often 
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practically impossible to involve all the elements of the population in question. If the 

entire population is involved the process is known as a census. However, a census 

may be expensive because it involves large population sizes (Keyton, 2006:119). It 

is for that reason that this research did not involve a census and, instead, sampling 

was conducted.  

There are five steps involved in sampling, namely, defining the population, identifying 

the sample frame, selecting the sampling method, determining the sampling size and 

selecting sample elements (Moutinho, 2000:95; Martins, Loubser & Van Wyk, 

1996:252). Keyton (2006:119) defines a population as “all units or the universe, 

people or things possessing the attributes or characteristics in which the researcher 

is interested” while Kumar (2005:164) maintains that a population comprises a bigger 

group of units or elements from which selected elements will be observed. 

Population, according to Jennings (2001:136), may be defined as “all the subjects 

such visitors, tourists, hosts, family, friends, employees, attractions, transport 

providers and accommodation facilities”. It is thus clear that the population should be 

clearly defined as a broad definition may result in the study losing its research focus. 

In this research project the population for the quantitative study comprised visitors to 

the Iziko and Ditsong museums.  

There are two types of sampling, namely, probability and non-probability sampling. 

The probability sampling methods include simple random sampling, systematic 

sampling, stratified sampling, cluster sampling and stage sampling while the non-

probability sampling methods include convenience sampling, voluntary sampling, 

quota sampling, judgemental/purposive sampling, dimensional sampling and 

snowball sampling (Blaxter, Hughes & Tight, 2008:163–162).  

According to Martins et al. (1996:252), sampling units should be drawn from a 

sampling frame. According to Babbie, Mouton, Vorster and Prozesky (2007:174), a 

sampling frame may be defined as a list of the study population. Keyton (2006:119), 

on the other hand, defines a sample frame as a record of all the units of a 

population. It is from this frame that the respondents are selected. The sampling 

method should be determined by the knowledge of the population in question, the 

objectives of the study, the financial resources available, time limits and the nature of 

the research problem (McDaniel & Gates, 2004:276).  
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In view of the lack of visitor databases at the two clusters of museums, there was no 

sample frame available in this research study and it is for this reason that the sample 

was selected on the basis of convenience (Leedy & Ormrod, 2005:206). In order to 

save both time and money, only visitors who were available at the museums were 

chosen to participate in the study and this was done on a voluntary basis. In 

accordance with the advice of Kumar (2005:129), the questionnaire was 

administered at the museums where the population was found.  

Kumar (2005:181) maintains that the sample size depends, inter alia, on both the 

type of data analysis to be conducted and the characteristics of the relevant 

population. According to the marketing managers, the estimated number of visitors 

to the two clusters of museums per year is 1 000 000. Based on Krejcie and 

Morgan‟s table (1970:607–610) for determining sample size, for this population size, 

the sample size should be 384. This, in turn, meant that 192 visitors from each of the 

two clusters participated in the study.  

Survey questionnaire 

The quantitative research was, therefore, conducted by means of a questionnaire. 

Ghauri and Gronhaug (2001:93) define a survey as “a method of data collection that 

utilises questionnaires or interview techniques for recording verbal behaviour of 

respondents”. Elliot-White and Walton (2000:87) point out that a survey is a 

structured form of research which uses a questionnaire as an instrument of data 

collection.  

The survey method is useful when a researcher intends to study behaviour, 

intentions, attitudes, awareness, motivations and demographic lifestyle 

characteristics. The survey questions may be asked verbally, in writing or via a 

computer (Malhotra, 1996:197). In this study, the instrument of data collection was a 

questionnaire (Cooper & Schindler, 2008:224). In a survey; the questions are fixed 

with a predetermined set of responses. This predetermination of responses helps to 

reduce the variability of the results obtained even if the questionnaires are 

administered by different interviewers (Malhotra, 1996:197).  

Dillon, Madden and Furtle (1993:302) and Kumar (2005:138) assert that the 

questions should be aligned with the research objectives. In this study, the empirical 



19 

 

research objective of the study was to analyse the planned, unplanned, product and 

service messages of the Iziko and Ditsong museums. There are two possible 

research formats, namely, open-ended and closed-ended questions. In this study, 

closed-ended questions were used while the selected measurement format was a 5-

point Likert scale. The Likert scale involves statements that express either a 

favourable or unfavourable attitude towards objects of interest. In terms of this scale, 

the respondent is asked either to agree or to disagree with a statement. The 

response scale was as follows: 

1=strongly disagree  

2=disagree  

3=neutral  

4=agree  

5=strongly agree  

 

The questionnaire was divided into the following five sections with the questions 

being linked to a predetermined set of responses (Malhotra, 1996).The questionnaire 

is contained in appendix 4. The sections in the questionnaire were as follows: 

Section A: Demographic and general information  

Section B: Planned messages 

Section C: Unplanned messages  

Section D: Product messages  

Section E: Service messages  

The questionnaire was informed by the literature view. Notably, the questionnaire 

focused on the ideal planned, unplanned, product and service messages of the 

museums while the interview guide focused on the current planned, unplanned, 

product and service messages of the museums. According to Winer (2007: 90-91) 

demographic variables such as age, family size, gender, income, occupation, 

education, race generation and nationality have an influence on customer behaviour. 

It is for this reason that demographic section was also included. The following table 

shows the sources of the items in the questionnaire:  
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Table 1.4 Sources of items in the questionnaire  

Planned messages 

Statements Source  

Museums should establish marketing partnerships with other 
role players in the tourism industry  

Chhabra (2010) 

Television advertisements may be considered an effective 
marketing tool for museums 

Kotler & Keller (2009) 

Radio advertisements may be considered an effective 
marketing tool for museums 

Kotler & Keller (2009) 

Magazine advertisements may be considered an effective 
marketing tool for museums 

Anderson (2004) 

Museums should make use of websites as a marketing tool  Anderson (2004) 

Museums should communicate with their target market through 
brochures 

Kotler & Keller (2009) 

Museums should communicate with stakeholders through 
annual reports 

Anderson (2004) 

Museums should use social media (Facebook, Twitter etc) to 
inform visitors of upcoming events and exhibitions 

Kidd (2011) 

Museums should use both marketing and non-marketing staff to 
promote their product offering  

McLean (1997) 

Museums should offer a service which is good value for money  Duncan (2002) 

Museums should encourage repeat visits by charging cheaper 
admission fees  

McLean (1997) 

Museums should sponsor community projects as part of their 
marketing communication efforts  

Henley (2001) 

Museums should send direct marketing material (brochure, 
postcard etc) to their audience 

Kotler & Keller (2009) 

Museums should organise events to create publicity 
opportunities  

Kotler & Keller (2009) 

Museums should improve their profiles in the media by 
highlighting the news value of their activities 

Anderson (2004) 

Unplanned messages 

Statements Source 

Museums should develop crisis communication plans to 
counteract negative publicity when it arises 

Kotler & Kotler (1998) 

Museums should use word of mouth as a tool to promote their 
product offering 

Harrison & Shaw (2004) 

Museums should monitor media coverage of their activities to 
detect negative publicity when it arises  

Kotler & Kotler, (1998) 

Museums should deal with visitors‟ complaints in a friendly 
manner  

Parasuraman, Zeithmal & Berry 
(1985) 

Product messages 

Statements Source 

Museums will „sell‟ better if they present a wide variety of 
collections 

Kotler & Kotler (1998) 

Museums should continuously improve their product offering Kotler & Kotler (1998) 

Museum collections should have educational value.  Ambrose & Paine (2006) 

Museum collections should have entertainment value.  Ambrose & Paine (2006) 
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Museums should have themed displays, conveying ideas and 
meanings and not just facts  

Kotler & Kotler (1998) 

Interpretative labels at museums should be clear  Chhabra (2010) 

Audio-visual materials at museums should complement their 
collections.  

Anderson (2004)  

Service messages 

Statements Source 

The hours of operation of museums should be convenient. Parasuraman, Zeithmal & Berry 
(1985) 

Museums should be conveniently located.  Parasuraman, Zeithmal & Berry 
(1985) 

Museum staff members should be friendly and polite.  Parasuraman, Zeithmal & Berry 
(1985) 

Museum staff members should be responsive. Parasuraman, Zeithmal & Berry 
(1985) 

Museum staff members should possess the required skills and 
knowledge.  

Parasuraman, Zeithmal & Berry 
(1985) 

Directional signs at museums should be clear.  Parasuraman, Zeithmal & Berry 
(1985) 

Parking facilities at museums should be satisfactory.  Parasuraman, Zeithmal & Berry 
(1985) 

Museums should be housed in attractive buildings  Parasuraman, Zeithmal & Berry 
(1985) 

Museum buildings should be disability friendly  Parasuraman, Zeithmal & Berry 
(1985) 

The museum surroundings should be kept clean and tidy.  Parasuraman, Zeithmal & Berry 
(1985) 

Source: Researcher‟s own compilation  

Pilot testing  

Pilot testing is as an important aspect of questionnaire construction (Kumar, 

2005:22) and is important because it is essential that the questions be consistently 

understood by all the respondents (Finn et al., 2000:102). In this research, two 

academics were asked to offer their opinions on the questionnaire. One of the 

academics is a lecturer at the Department of Communication Science at the 

University of South Africa (UNISA). The other academic is a director at UNISA‟s 

Bureau of Market Research. In line with the two academics‟ advice, some of the 

items that were not scaled were modified accordingly. Once the questionnaire had 

been finalised, data collection commenced. 

Data collection 

In this research study the data collection involved face-to-face, self-administered 

questionnaires. The data collection was conducted with the help of two fieldworkers 
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who were briefed before the commencement of the fieldwork. The data was collected 

during February 2012. The entire process of data collection was supervised.  

Data processing  

Data processing refers to the transformation of data from the words in the 

questionnaire into numbers (Denscombe, 2007:257) and entails editing, coding and 

capturing while data editing involves ensuring that the data is free from both 

inconsistencies and incompleteness (Cooper & Schindler, 2008:415; Martins et al., 

1996:298). In other words, editing involves editing all the questionnaires in order to 

identify and minimise errors, incompleteness and misclassification (Kumar, 

2005:220). According to Denscombe (2007:257), data coding entails assigning a 

number to a piece of data. Consistent with the views of Cooper and Schindler (2008) 

and Martins et al. (1996), the data in this study was edited for completeness and 

inconsistencies.  

Data analysis  

Data analysis may be defined as the categorising, ordering, manipulating and 

summarising of data into an understandable form. Once the data has been analysed, 

it is possible to draw conclusions (De Vos, Strydom, Fouche & Delport, 2007:218). 

With the assistance of the Statistical Services division at the Potchefstroom Campus 

of the North-West University, the data was analysed using the Statistical Package for 

the Social Sciences Version 20 (SPSS). This programme was used because it made 

it possible for the data to be organised and tabulated (Cooper & Schindler, 

2008:430). The data analysis involved both the descriptive data analysis and the 

inferential data analysis of the planned, unplanned, service and product messages of 

the selected museums.  

Validity  

Validity according to Zikmund and Babin (2010:335) is the extent to which the 

research instrument measures what is intended to measure. There are three types of 

validity namely, predictive validity, content validity or face validity. Predictive validity 

or criterion-related validity measures the usefulness of a measure to predict a 

characteristic of the respondent. Content validity or face validity assesses the 

adequacy with which the domain of the characteristic is captured by the measure. 
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Construct validity assesses whether the measure does in fact measure what it is 

supposed to measure (Zikmund & Babin, 2010:336-337). 

In order determine the validity of the research instrument, factor analysis was 

conducted. According to Hair, Black, Babin, Anderson and Tatham (2006:17), factor 

analysis is used to analyse relationships between variables and to explain the 

variables in terms of their factors or dimensions. Furthermore, McDaniel & Gates 

concur (2004:448), that factor correlation analysis is conducted to determine the 

relationships between the variables. In order to determine the suitability of the data 

for factor analysis, the Bartlett‟s test for sphericity was applied (Dion, 2008:365–368). 

The nature of the factors derived can be determined by examining factor loadings. 

The factor loading of > .30 is considered a high factor while a factor of < .30 is 

considered a low factor. Therefore, the cut off point was <.30. 

Structural modelling  

Structural equation modelling may be defined as a multivariate data analysis 

technique that is used to test relationships in a proposed framework (Saghaei & 

Ghasemi, 2009:125). In this study, structural modelling was used to test the 

relationships between the IMC messages as an important component of the 

proposed integrated marketing communication framework.  

Reliability  

The reliability of sections, b, c, d and e of the questionnaire was ascertained. 

According to Churchill and Iacobucci (2005:295), reliability may be defined as the 

similarity of results provided by independent but comparable measures of the same 

construct. There are three types of reliability namely, test-retest reliability, parallel-

form reliability and internal consistency reliability. Test-retest reliability involves 

correlating respondents‟ results from the first test with those from the second test. 

Parallel-form reliability means respondents complete a separate but equal test to the 

first original test.  Internal consistency measures consistency which occurs in the 

test. Cronbach‟s Alpha was used to determine the reliability of the data obtained in 

this study because likert scaling was used and convenience sampling used in this 

study did not allow for test-retest reliability or parallel-form reliability (Zikmund & 

Babin, 2010:334). 



24 

 

T-tests and analysis of variance  

In addition, a t-test and analysis of variance (ANOVA) were conducted. A t-test 

focuses on the differences between the means of two groups while ANOVA is meant 

to test where there is a statistically significant difference in the population means of 

more than two groups (Zikmund & Babin, 2010:565-573). This section focused on 

the quantitative component of the study. The next section will clarify key concepts.  

1.6. CLARIFICATION OF KEY CONCEPTS 

In this section, the relevant concepts used in the study will be defined. These 

concepts include integrated marketing communication, museum and framework.  

1.6.1. Integrated marketing communication (IMC) 

Duncan (2002:7) defines IMC as “a cross-functional process for creating and 

nourishing profitable relationships with customers and other stakeholders or 

influencing all messages and encouraging data-driven, purposeful dialogue with 

them”. The essence of this assertion of Duncan (2002:7) is that it is vital that similar 

messages be communicated to an organisation‟s target audience in order to ensure 

both consistency and impact. Schultz and Schultz (2004:8) maintain that IMC is “a 

strategic business process used to plan, develop, execute and evaluate coordinated, 

measurable, persuasive brand communication programmes over time with 

consumers, customers, prospects, and other targeted relevant internal and external 

audiences”. Thus, for the purposes of this study, IMC may be defined as a cross-

functional process whereby an organisation sends planned messages and influences 

product, service and unplanned messages to its stakeholders to ensure message 

consistency and maximum communication impact.  

1.6.2. Museums 

In 2001, the International Council of Museums (ICOM) broadened the definition of 

museums to include “cultural centres and other entities that facilitate the 

preservation, continuation and management of tangible or intangible heritage 

resources” (Corsane, 2004:13). On the other hand, Yucelt (2000:4) defines 

museums as “institutions where objects related to the arts, sciences, and human 

history are collected, recorded, stored, conserved, and made available for research 

and education of people of all ages”. People visit museums in their leisure time, for 
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social occasions and to be with friends (Yucelt, 2000:6). Museum products include 

temporary exhibitions, permanent displays, education, outreach programmes, 

catalogues and publications (Yeh & Lin, 2005:280). Yeh and Lin (2005:279) further 

argue that museums play an important role in the preservation of people‟s collective 

memories while also documenting social, economic and political growth. 

1.6.3. Framework  

Sinclair (2001:567) and Mayor (2009:692) concur that a framework refers to ideas or 

a structure according to which something is developed. The IMC framework 

envisaged in this study will comprise ideas or a structure in terms of which museums 

may maximise their communication efforts.  

1.7. DELIMITATION OF THE STUDY  

The study focuses on integrated marketing communication (IMC) as it relates to the 

museum sector in South Africa. Notably, the study focuses on selected museums in 

South Africa and not on the entire sector. In order to contextualise the discussion of 

museums as a cultural offering, the study will also deal with cultural tourism in South 

Africa. However, the study will not cover related concepts such as integrated 

marketing (IM). The difference between IMC and IM is that the former is a 

departmental communication integration process while the latter is an organisation-

wide process. Moreover, the study focuses only on content or IMC message 

typology as one of the four pillars of IMC. This is because the IMC message typology 

is a logical structure of developing stakeholder communication strategy.  

1.8. STRUCTURE OF THE THESIS  

The first chapter of the thesis provides an introduction to the study as well as an 

outline of the research methodology used. Chapters 2 to 5 address the research 

objectives of the study. Chapter 2 analyses the South African cultural tourism sector 

while chapter 3 discusses integrated marketing communication as the theoretical 

framework of the study. Chapter 4 describes the planned, unplanned, product and 

service messages of the Iziko and Ditsong museums as the South African museums 

selected for the purposes of the study while the final chapter presents the 

conclusions and recommendations of the study. The recommendations are in the 

form of an integrated marketing communication framework and an integrated 
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marketing communication strategy based on the new proposed framework. The 

following table illustrates the structure of the thesis: 

Table 1.5: Structure of the thesis  

Chapter  Description  

Chapter 1: Introduction and problem 
statement 

This chapter provides the background and introduction to 
the study as well as a discussion of the research problem 
and the research plan. 

Chapter 2: The cultural tourism sector 
in South Africa  

The chapter examines the cultural tourism sector with 
special reference to museums.  

Chapter 3: Integrated marketing 
communication 

In this chapter, the researcher analyses IMC by means of 
a literature review. The definition of IMC is restated and 
there is also be a discussion on the evolution of IMC and 
relevant models.  

Chapter 4: Empirical analysis of the 
planned, unplanned, product and 
service messages of Ditsong and Iziko 
museums 

In this chapter the planned, unplanned, product and 
service messages of Ditsong and Iziko museums in South 
Africa are analysed.  

Chapter 5: Conclusions and 
recommendations  

On the basis of the research findings, conclusions are 
drawn and recommendations made. The 
recommendations include an integrated marketing and 
communication framework for South African museums.  

 

1.9. SUMMARY  

This chapter contained an introduction and background to the study. The research 

plan was also discussed and the structure of the thesis outlined. While the museum 

sector worldwide has experienced an upsurge in interest in marketing there is, 

nevertheless, limited research in certain areas, including integrated marketing 

communication. Significantly, there is no integrated marketing communication 

framework for promoting South African museums.  

It is against this background that the goal of this research study is to develop an 

integrated marketing communication framework for selected museums in South 

Africa. In order to achieve this goal, the following three objectives were formulated, 

namely, to analyse the current status of cultural tourism in South Africa by means of 

a literature review, to analyse IMC by means of a literature review and to analyse the 

planned, unplanned, product and service messages of selected South African 

museums. The study was conducted in the Iziko and Ditsong clusters of museums. 

These two clusters of museums were selected because they represent the biggest 

clusters of museums in South Africa.  
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A mixed method research approach was used to realise the goal of the study. The 

first component of the study was qualitative in nature while the second component 

was quantitative. During the qualitative phase, in-depth interviews were conducted 

with the marketing managers of the two clusters of museums. The second phase 

comprised a survey which involved visitors to the two clusters. The chapter 

concluded with the clarification of key concepts as well as a brief outline of the 

structure of the thesis.  
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CHAPTER 2 

THE CULTURAL TOURISM SECTOR IN SOUTH AFRICA 

2.1. INTRODUCTION  

Cultural tourism constitutes a significant portion of the tourism industry. According to 

Mckercher and Du Cros (2002:39), approximately 37% of international tourists are 

cultural tourists. As Silberberg (1995:361) points out, the growing importance of 

cultural tourism means that many tourism operators, including hotels, are using 

cultural attractions such as museums to augment their market offering.  

Culture and cultural heritage resources are a catalyst for development in general and 

for tourism growth in particular in both rural and urban settings. This view is 

supported by Sigala and Leslie (2005:xii) when they assert that “culture has become 

a major driver of tourism demand, while cultural heritage resources are placed at the 

centre of urban and rural development and rejuvenation strategies”.  

In order to highlight the uniqueness of both natural and cultural tourist attractions on 

the African continent, Naudé and Saayman (as cited by Dittmann, 2009:9) argue 

that:  

Africa has a lot to offer that can no longer be found elsewhere. Africa holds 

sympathy and romanticism as the continent of the explorers and as a place for 

adventurers. There are unique places, some of the greatest views in the world 

and natural attractions that few other regions can match. This is true not only 

for its natural resources, but also for its culture, traditions and customs.  

This statement suggests that cultural attractions are as important as the natural 

attractions on the African continent.  

However, during the apartheid era, the focus in South Africa was on leisure tourism 

to the neglect of other tourism forms such as cultural tourism (Wells, 1996:66). 

Surprisingly, even in the post-apartheid era, “South Africa as a tourist destination is 

positioned largely around “safari-type” experiences and scenic natural environments 

even though it has much more to offer as a cultural landscape endowed with a 
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diverse wealth of exuberant heritage and cultural products” (Department of Tourism 

(DOT), 2011). 

In order to broaden the knowledge and understanding of the South African cultural 

tourism product offering, the purpose of this chapter is to analyse the South African 

cultural tourism sector by means of a literature review. To this end, the chapter 

begins with a presentation of the various definitions of the concept “tourism”. The 

role of tourism in terms of economic growth and development within a global context 

is then discussed. However, as a prelude to the discussion on cultural tourism in 

South Africa, the historical development of the industry is traced, after which there is 

a discussion on the institutional framework in the arts and tourism sectors. 

In addition, the concepts of culture and cultural tourism are explored. The chapter 

also looks at South Africa‟s cultural product offering as manifested in the various 

forms of cultural tourism. These forms of cultural tourism include heritage/historical 

tourism, arts tourism, urban cultural tourism, rural tourism, ethnic tourism and 

religious tourism.  

The last section of the chapter examines museums as a cultural product offering 

and, thus, this section covers a number of issues relating to museums as a cultural 

product offering. These issues include the history of museums, the classification of 

museums, the socio-economic role of museums, environmental factors impacting on 

the existence of museums and the strategic challenges facing museums. The 

chapter ends with a discussion on the selected museums with special reference to 

their market offering. As a prelude to the discussion of the various aspects of the 

global tourism system, the next section will focus on the definition of the concept 

“tourism”. 

2.2. DEFINING TOURISM 

The definition of the concept of tourism has been debated by various scholars and, 

thus, a number of definitions exist. Raina and Agarwal (2004:4) define tourism as “a 

human desire to make a round of places of interest − religious, spiritual, natural, 

beautiful places, monuments, ancient cities, historical sites, pilgrimage centres and 

places that arouse curiosity”. The World Tourism Organisation (WTO) (as cited by 

Ooi, 2002:19), defines tourism as “the activities of persons travelling to and staying 
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in places outside their usual environment for not more than one consecutive year for 

leisure, business and other purposes”. Other scholars have also attempted to shed 

light on the concept of “tourism”. The following table presents some of the other 

definitions that have been offered: 

Table 2.1: Definitions of tourism  

Year  Author  Definition  

1986 Macintosh  “Tourism is the sum of the phenomena and relationships arising from the 
interaction of tourists, business suppliers, host governments and host 
communities in the process of attracting and hosting these tourists and other 
visitors”  

1910 Sehullard  “Tourism, as an industry, comprises of the sum total of operations, mainly of 
an economic nature which directly relate to the entry, stay or movement of 
foreigners inside and outside a certain country, city or region”  

1941 Hunziker & 
Krapf  

“Tourism is the sum of the phenomena and relationships arising from the 
travel and stay of non-residents, insofar as they do not lead to permanent 
residence and are not connected with earning activity”  

1953 Lickorish  “Tourism embraces all the movement of people outside their community for 
all-purpose except migration or regular daily work. The most frequent reasons 
for this movement is for holiday but it will also include, for example, 
attendance at conferences and movement on sporadic or infrequent business 
purpose” 

Source: Raina & Agarwal (2004:8) 

It may, thus, be concluded that tourism involves travelling and staying in a different 

place for longer than 24 hours for various reasons. While there are ambiguities as 

regards an inclusive definition of the concept there is, nevertheless, agreement that 

tourism is a vast industry comprising many elements. According to Lubbe (2003:1), 

the tourism industry may be divided into leisure tourism and business tourism. These 

divisions may then be further divided into a number of tourist segments, namely, 

sport tourists, exhibition and trade fair tourists, conferences and convention tourists 

(Lubbe, 2003:55). The tourism industry has emerged as a pillar of the global 

economy. Hence, the next section will focus on the global tourism industry with 

special reference to its role in the global economic growth and development.  

2.3. THE GLOBAL TOURISM INDUSTRY 

Jamieson (2006:3) claims that tourism is the biggest industry in the world. According 

to Rogerson and Visser (2004:2), tourism gained prominence after the Second World 

War. As Holloway, Humphreys and Davidson (2009:45) suggest, “the long and 

deprived years of war led to increased desires to travel to foreign destinations”. As a 

result, in the post-war years, tourism became an important sector of the global 
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economy (Rogerson & Visser, 2004:2). In its different forms the tourism industry 

complements the traditional pillars of an economy, for example, mining and 

agriculture. Accordingly, the tourism industry plays an important role in all aspects of 

a nation‟s life, including the social, economic and cultural aspects. It is for this reason 

that countries across the globe began to exploit their tourism potential in a global 

effort to promote the advancement of humanity in all spheres of life (Smith, 1995:1). 

The global tourism system comprises producers, tourism products and consumers. 

Producers include transport (airlines, car rental), accommodation, travel and tour 

intermediaries (tour operators and travel agents), suppliers and contractors while 

tourist attractions comprise social, natural and cultural attractions (Cornelissen, 

2005:7). Cultural attractions constitute an important segment of the global tourism 

industry. According to Gartner and Lime (2004:187), “cultural tourism is one of the 

largest and fastest growing segments of global tourism”. In line with Gartner and 

Lime‟s view (2004:187), as Bandarin, Hosagrahar and Albernaz (2011:18), as well 

Wurzburger and Pattakos (2010:10), state that cultural tourism is increasing at a 

faster rate than global tourism and that, in 2007, cultural tourism accounted for 40% 

of global tourism. Bandarin et al.‟s (2011) statement is consistent with Smith and 

Robinson claim‟s (2006:6) that, globally, there has been an upsurge in the number of 

festivals and cultural events taking place.  

Tourism is, therefore, one of the pillars of the world‟s economy (Cornelissen, 

2005:1). For Jauhari and Sanjeev, (2010:467) tourism is one of the fastest growing 

industries in the world. The World Travel and Tourism Council (WTTC) (2011) states 

that the global tourism industry will grow by 4% per year between 2011 and 2021 

and this, in turn, means that governments and private tourism marketers should be 

investing more resources in the industry in order to exploit the opportunities in the 

sector (Heath, 2002:328). Most importantly, tourism contributes over 10% of the 

world‟s Gross Domestic Product (GDP) (Bushell & Eagles, 2007:xiii). Of special note 

is the fact that museums are beginning to make a meaningful contribution to revenue 

generation. For example, the Tate Museum in London generates over £100 million a 

year (Bandarin et al., 2011:18). In addition, as compared to other sectors of the 

global economy, the tourism industry has experienced minimal downturns (Conrady 

& Buck, 2011:3).  
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Tourism is also the world's largest employer (Ivanovic, 2008:54; Bushell & Eagles, 

2007:xiii) and competes favourably with other sectors of the economy in terms of job 

creation (Smith, 1995:7). According to Bushell and Eagles (2007:xiii), tourism 

contributes over 8% of global employment while Edgell (2006:4) states that more 

than 222 million people are employed in the global tourism industry. The fact that 

tourism is labour intensive makes it an important tool in any government‟s strategy 

for creating jobs in order to eliminate poverty and deprivation (Ivanovic, 2008:54). In 

addition, jobs in tourism benefit the vulnerable groups in society, including the poor, 

women, the youth, as well as indigenous communities (Heath, 2002:333).  

According to Wells (1996:65), tourism is often promoted as an “economic panacea”. 

Similarly, Robert Erbes, as quoted by Dieke (2003:287), argues that tourism is seen 

as “manna from heaven” in the developing world. However, despite the enormous 

economic benefits of the industry, it may be argued that tourism is not a solution to 

all the socio-economic problems of the world. While it may serve as a catalyst for 

development, it is not possible for the industry to solve some of the developmental 

challenges facing poor communities. These challenges include a lack of housing, 

water and electricity. Accordingly, it is still incumbent on governments to address the 

developmental challenges facing society at large (Jauhari & Sanjeev, 2010:467). 

Tourism is also not immune to political instability, global economic shocks and 

negative media publicity (Cornelissen, 2005:1). Yet another serious challenge in the 

tourism industry is the issue of crime. While there is consensus that the tourism 

industry has grown over the years, events such as terrorist attacks have threatened 

the growth of the industry (Hausmann, 2007:172; George, 2007:3). Thus, safety is 

one of the non-negotiable issues in the industry with tourists wanting a guarantee 

that, when they visit a destination, they will be safe from criminal activities. This 

clearly poses a serious challenge to tourism marketers and governments alike 

(Heath, 2002:340). It is, therefore, clear that the tourism industry fulfils an important 

role in the global and local economies. This, in turn, supports the notion that the 

industry should be developed. However, the fact that it is not immune to globalisation 

will be discussed in the next section. 
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2.4. TOURISM AND GLOBALISATION 

Globalisation, according to Cornelissen (2005:27), may be defined as changes in the 

international financial system and telecommunication industry, technological 

changes and the surge in the number of multinational companies. Globalisation has 

brought both positive and negative changes and has also diversified and 

standardised the tourism product offering (Ivanovic, 2008:46). This, then, directly 

influences the uniqueness of cultural tourism products. Globalisation has introduced 

challenges such as “sameness.” Sameness refers to the inability of tourism 

marketers to differentiate their offerings from competitive products and, as a result, 

the tourist marketers imitate one another. Moreover, competition has increased 

tremendously with tourists being offered wider choices in respect of cultural 

offerings. Tourism marketers are being forced to develop offerings that are globally 

acceptable and, given the high level of competition, there is, therefore, no room for 

mediocrity (Heath, 2001:554–555).  

In terms of technological changes, the internet has improved the operations of tourist 

organisations. Technological developments have “blurred the line between home 

and travel” with the result that tourists are now able to obtain information, images 

and perceptions about destinations from the comfort of their homes (Jamal, Hartl & 

Lohner, 2010:5). These developments, in turn, all imply that tourism marketers are 

being forced to adopt a different mode of operating and to ensure that the needs of 

the customers are at the centre of their activities (Heath, 2001:545). 

In addition, there is a growing trend towards alliances and partnerships in the tourism 

industry. For example, airlines partner with other role players in the tourism industry. 

This development augurs well for both the tourism industry and the tourist as such 

partnerships create synergies that are to the benefit of the tourist. Consequently, 

alliances and partnerships are helping tourism marketers to deal with the effects of 

globalisation while the synergistic effects of such partnerships are helping these 

organisations both to minimise costs and to maximise profitability (Heath, 2001:553).  

As regards cultural tourism, globalisation does not constitute a threat to people‟s 

cultures and, instead, it is an incentive for people to appreciate their unique ways of 

life. It is these unique ways of life which distinguish people from other people in the 

global village and, therefore, people are enabled to develop a sense of pride and 
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identity (Smith & Robinson, 2006:94). Thus, globalisation may influence the tourism 

industry in various ways while cultural tourism products may provide unique selling 

points.  

The global tourism system was described in this section with various definitions of 

the concept of tourism being explored. In addition, the impact of tourism on the 

global economy was examined, as was the impact of globalisation on the tourist 

industry. With the global picture in mind, the South African tourism industry will be 

explored in the next section. 

2.5. TOURISM IN SOUTH AFRICA  

The history of tourism in South Africa dates back to the 1700s. From 1869, British 

civil servants used to stop and rest in Cape Town on their way back from India. The 

first form of tourism marketing started in 1887 when Grahamstown was advertised as 

a “health and holiday resort” (George, 2007:26). During this period people also 

travelled in South Africa for the purposes of exploration, for example, zoological, 

botanical and geographical expeditions; anthropological studies and missionary 

journeys. Tourists were also attracted to the rich natural beauty of the country as 

manifested in its flora and fauna (Lubbe, 2003:26).  

In the 19th century South Africa became known as a health tourism centre of 

excellence with tourists being attracted by the country‟s well-established health 

facilities. Interestingly, during this time, domestic tourism grew at a faster rate than 

before (Rogerson & Visser, 2004:3). Of special note in this context is the fact that a 

number of museums were established in 1906. This development was a significant 

step in the growth of cultural tourism in South Africa with the establishment of 

museums diversifying the country's tourism market offering (Lubbe, 2003:26).  

Tourism marketing began in earnest in 1914 when parliament set aside a budget for 

international marketing. The marketing programme included books, pamphlets, press 

releases, a monthly magazine, exhibitions, shows and window displays all aimed at 

promoting South Africa in countries such as the United Kingdom. The Department of 

Tourism was established in 1933 with a significant milestone being reached in the 

formalisation of tourism marketing with the establishment of the Tourism 

Development Corporation (TDC) in 1938. The TDC was created to promote tourism 
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to South Africans and was later replaced by the South Africa Tourism Corporation 

(SATOUR) (Lubbe, 2003:27). In 1951 the International Association of Official 

Tourism marketers was formed with SATOUR as a founding member (Jordaan, 

2003:8).  

In 1983 the tourism branch of the Department of Trade, Commerce and Industry 

merged with SATOUR. During the apartheid era, however, tourism suffered greatly 

as a result of international sanctions (Lubbe, 2003:27) and international tourists 

shunned South Africa as a tourist destination as result of the country‟s policies of 

separate development. Rogerson and Visser (2003:4) agree with Lubbe (2003:27) 

that there was a decline in international tourism during the apartheid era with South 

African tourism promotion offices abroad being closed. The apartheid laws also 

stifled domestic tourism because they restricted the movement of blacks to certain 

areas while most black people were confined to their so-called homelands (George, 

2007:30). In addition, the industry faced a number of challenges, including a lack of 

resources and partnerships, and limited participation on the part of the indigenous 

communities (Ivanovic, 2008:xix).  

After the first democratic elections in 1994, South Africa became a favourite 

destination because of its rich cultural diversity, as reflected in the multiplicity of 

cultures within the country. These cultures include the African, Asian and European 

cultures, with the African culture comprising a number of indigenous subcultures. 

Accordingly, South Africa became known as the “rainbow nation”. The notion of a 

rainbow nation makes reference to South Africa‟s kaleidoscopic cultural landscape 

(Butler, 2010:15; Richards, 2007:39). In the same vein, Witz, Rassool and Minkley 

(2001:277) state that South Africa is, indeed, a “world in one”. 

The events of 11 September 2001, the Iraq war and the threats of worldwide 

terrorism have all positioned South Africa as a safe and relatively neutral destination 

for international tourism. Accordingly, there has been an increase in the number of 

tourists to the country (Rogerson & Visser, 2003:5). According to Binns and Nel 

(2002:235), the South African tourist destinations that have benefited the most 

include the Kruger National Park and Cape Town. 
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In 2004, tourism in South Africa contributed R93,6 billion to the gross domestic 

product while, in 2005, tourism generated more revenue than gold. Moreover, in 

2005 approximately 1,2 million people were employed in the sector (Ivanovic, 

2008:xix). Subsequently, tourism has become an “additional commodity” with 

intrinsic value in terms of the South African economy. In 2008, the number of tourists 

rose to 9,6 million and, in the same year, the industry contributed R194,5 billion to 

the gross domestic product (SA Yearbook, 2009/2010:493). South African tourism 

will continue to grow and it is expected that South Africa's market share of world 

tourism will reach 1% by the year 2020. In addition, tourism is one of the industries in 

South Africa that has consistently created jobs and contributed meaningfully to the 

gross domestic product (Ivanovic, 2008:71). 

South Africa offers a diversified tourism product offering and this is reflected in the 

different forms of tourism available. These forms of tourism include cultural tourism, 

medical tourism, adventure sport tourism, and business tourism. Business tourism 

continues to grow in South Africa and, since the dawn of freedom and democracy, 

South Africa has attracted large multinational companies. Consequently, the number 

of international events, conferences and trade shows held in the country has 

increased dramatically. One of the main contributory factors to the increase in 

business tourism is the availability of world-class facilities and infrastructure (SA 

Yearbook, 2009/2010:492) with these world class facilities and infrastructure 

including state-of the art, international convention centres for conferences and 

exhibitions (Rogerson & Visser, 2007:88).  

South Africa also attracts many visitors to the adventure sporting activities available. 

These sporting activities include surf lifesaving, rubber ducking, jet-skiing, canoeing 

and surfing. In addition, South Africa also hosts the world-renowned Billabong 

Classic Surfing Competition (SA Yearbook, 2009/2010:493).  

Medical tourism is also an important form of tourism in South Africa. According to 

Holloway et al. (2009:264), medical tourism may be defined as “tourists who travel to 

another country specifically to consult specialists or undergo medical treatment”. 

Approximately 4,3% of the tourists visiting South Africa are medical tourists. This is 

as a result of the fact that South Africa has highly qualified surgeons who provide 

services in such areas as organ transplant, cardiac, orthopaedic and obesity surgery, 
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and dentistry (SA Yearbook, 2009/2010:493). Rogerson and Visser (2007:26) point 

out that, in terms of medical tourism, South Africa is in direct competition with 

countries such as Austria, Hungary, India, Malaysia, Singapore and Thailand.  

It may, thus, be concluded that tourism in South Africa has evolved over the years 

from a predominantly nature-based tourism to a more diversified industry. 

Significantly, tourism has emerged as one of the pillars of the South African 

economy. It makes a meaningful contribution to the economic growth and 

development of the country with this contribution evident in the tourism industry‟s 

immense contribution to job creation and the GDP.  

In order to obtain a clearer understanding of the tourism industry, the next section 

will examine the institutional framework of the tourism industry, including relevant 

institutions in the arts, culture and heritage sectors. This brief discussion is deemed 

necessary as these institutions are critical in the development of cultural tourism and 

are expected to create a favourable environment for the development of cultural 

tourism product offerings.  

2.6. INSTITUTIONAL FRAMEWORK OF THE TOURISM INDUSTRY  

On an international level, the main tourism organisations include the WTO, the 

WTTC, the International Civil Aviation Organisation (ICAO) and the International Air 

Transport Association (IATA). According to Cornelissen (2005:27), these institutions 

are important in terms of governance in the tourism industry. The WTO is 

responsible for international tourism policy and also provides practical information for 

the tourist industry. The WTTC is a forum for the chief executive officers of the 

tourism industry while IATA was conceived to represent and serve the airline 

industry with the ICAO being responsible for promoting aviation on a global scale. In 

addition to these global organisations, there are a number of regional bodies (Lubbe, 

2003:173–176; Jordaan, 2003:20).One of the regional organisations is the Regional 

Tourism Organisation of Southern Africa (RETOSA) (Dieke, 2003:293).  

After the 2009 general elections, a new and fully fledged Department of Tourism 

(DOT) was established. The role of this newly formed department is to create an 

environment that is conducive for the development and promotion of tourism in 

South Africa. The department‟s role is informed by the White Paper on Tourism, 
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which provides a framework in terms of which tourism, in its different forms, may be 

sustainably developed and promoted (SA Yearbook, 2009/2010:494). In terms of 

international tourism marketing, South African Tourism (SAT) is an agency which is 

responsible for promoting South Africa internationally as a tourist destination. In 

addition, there are also a number of private sector bodies and provincial tourism 

organisations (Lubbe, 2003:178–185).The South African tourism system comprises a 

number of structures at national, provincial and local levels. These structures are 

important in the development and promotion of tourism in South Africa. The following 

figure presents the organisations in the South African tourism system:  

 

Figure 2.1: The South African tourism system 

Source: www.tourism.gov.za/ national strategy heritage and cultural tourism 

As pointed out in chapter 1, the DAC became a fully-fledged ministry in 2002. The 

department is tasked with the responsibility of developing South African arts, culture 

and heritage and, thereby, promoting national identity and social cohesion. In 

http://www.tourism.gov.za/
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carrying out its role of promoting national identity and social cohesion, the DAC 

creates entrepreneurial, training and employment opportunities (SA Yearbook, 

2009/2010:80).  

In order to realise its vision of developing the South African arts, culture and heritage 

sector, the DAC has created a number of agencies. These agencies include the 

South African Heritage Resources Agency (SAHRA), the National Heritage Council 

(NHC), the South African Geographical Names Council (SAGNC), a number of 

performing arts institutions, the Commission for the Promotion and Protection of the 

Rights of Cultural, Religious and Linguistic Communities (CPPRCRL) Business and 

Arts South Africa (BASA), the Pan South African Language Board (PANSALB), 

National Arts Council (NAC) and community art centres. 

NHC is mandated to “bring equity to heritage promotion and conservation. Notably, it 

also helps to preserve and protect indigenous knowledge systems and, in order to 

create harmony in society; it also promotes the values of ubuntu. Of special note in 

this context is the fact that indigenous knowledge is of interest to international 

tourists (NHC, 2011). 

PANSALB is responsible for promoting linguistic diversity in South Africa and for 

promoting the official languages of the country. To this end, the organisation is 

responsible for research, standardisation, the development of terminology and the 

compilation of dictionaries (PANSALB, 2011).  

In order to promote tolerance and national unity among the various linguistic and 

religious communities in South Africa, CPPRCRL has been established. This body 

helps in resolving intercommunity religious and linguistic conflicts (SA Yearbook 

2009/2010:86). 

In terms of the National Heritage Resources Act 25 of 1999, SAHRA is charged with 

protecting national heritage sites and heritage areas, export control, protected areas, 

heritage objects, structures that are over 60 years old, fossils, archaeology and living 

heritage (SAHRA, 2011). 

NAC is a funding agency charged with creating a fertile environment for the 

development of the arts by financially supporting projects or individuals able to make 
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a meaningful contribution to the development of arts and culture in South Africa. The 

funding is intended for the different forms of arts (NAC, 2011). The Arts and Culture 

Trust is the oldest funding agency in the country and it funds arts, culture and 

heritage projects (SA Yearbook, 2009/2010:87).  

In order to develop South African arts and culture at grassroots level, community art 

centres have been established. There are approximately 160 functional community 

art centres located in the nine provinces of South Africa. In essence, community art 

centres serve as venues for local arts and cultural activities with these centres 

appealing to tourists who have an interest in indigenous cultures (SA Yearbook, 

2009/2010:86). 

South Africa is also home to six public performing arts institutions. These institutions 

are at the forefront of the development of the performing arts in South Africa and 

include the State Theatre, the Playhouse Company, Artscape, the Market Theatre, 

the Performing Centre of the Free State and the Windybrow Theatre (SA Yearbook, 

2009/2010:81). 

The following table indicates the location of the performing arts institutions: 

Table 2.2: Performing arts institutions 

Performing arts institution  Province  

State Theatre Gauteng  

Playhouse Company KwaZulu-Natal  

Artscape Western Cape  

Market Theatre Gauteng  

Performing Centre of the Free State Free State  

Windybrow Gauteng  

Source: SA Yearbook (2009/2010:81) 

SAGNC was established in terms of the South African Geographical Names Council 

Act 118 of 1998. Its primary function is to advise the Minister of Arts and Culture 

regarding the standardisation of geographical names. This process often entails 

changing the names of places as, in many cases, original place names have been 

restored. Geographical name standardisation is a process that corrects name 
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distortions in the history of local communities. The council is supported by provincial 

committees in the nine provinces of South Africa (SA Yearbook 2009/2010:80).  

BASA is a partnership between corporate South Africa and government. Its purpose 

is to mobilise funds for worthwhile arts projects that may make a meaningful 

contribution to the development of South African arts and culture (BASA, 2011).  

In conclusion, it may be said that the institutional framework in the South African 

cultural tourism sector comprises many organisations in both the arts and tourism 

sectors. These organisations are important in the development and protection of 

South Africa‟s rich cultural resources which form an integral part of the South African 

tourism industry. Without these institutions, the South African cultural tourism sector 

would be bound to struggle. Cultural tourism refers to that aspect of tourism which is 

based on people‟s culture and, thus, it is important to analyse the concept of culture 

as a prelude to understanding cultural tourism. Consequently, the next section will 

look at the meaning of the concept “culture” as a tourism resource.  

2.7. UNDERSTANDING THE CONCEPT “CULTURE”  

Culture is a valuable tourism resource (Rogerson & Visser, 2003:189) and may be 

defined as a human group's unique way of life. These unique ways of life include 

shared values, beliefs, symbols, meanings, social structures, communication, 

distribution of power and rituals (Ivanovic, 2008:11; Smith, 2009:5). Culture 

encompasses both tangible and intangible resources (Leask & Rihova, 2010:119), 

also known as the material and non-material aspects of culture respectively. The 

tangible aspects of culture refer to those cultural assets that may be touched. These 

assets include monuments, groups of buildings and sites while underwater heritage 

or shipwrecks are also regarded as material aspects of culture (Ivanovic, 2008:16; 

Smith, 2009:5). The intangible aspects of culture heritage include practices, 

representations, knowledge and skills with examples of intangible heritage including 

language, performing arts and traditional craftsmanship (Ivanovic, 2008:17; Ahmad, 

2006:294).  

Culture may be approached from two perspectives, namely, a process approach and 

a product approach. A process approach involves a specific group's ways of life 

while a product approach entails the intellectual and artistic abilities of individuals 
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(Ivanovic, 2008:22). Sarup (as quoted by Smith, 2009:5) claims that “culture is not 

something fixed and frozen as the traditionalists would have us believe, but a 

process of constant struggle as cultures interact with each other, and are affected by 

economic, political and social factors”. Artefacts, works of art, crafts, architecture, 

language, inventions and intellectual achievements are all products of the cultural 

processes of a particular group. Commercial interests often force communities to 

preserve their culture and, thus, with tourism adding value to people‟s culture, culture 

is becoming a commercial asset. Without tourism there is very little incentive for 

people to protect their unique ways of life (Ivanovic, 2008:22–24).  

Culture, according to Filippou, Goulimaris, Mihaltsi and Genti (2010:63), “is the lever 

of development”. This statement emphasises the strategic role of culture as a vehicle 

of growth and development. The recent economic recession has made the world 

realise that there are many ways in which to realise economic growth and 

development and that it is not advisable to leave growth and development to the 

“miraculous powers of economics alone” (Bandarin et al., 2011:15). Accordingly, 

culture has been adopted as an instrument “for the sustainable development and the 

achievement of national development objectives and internationally agreed 

development goals, including the Millennium Development Goals” (Bandarin et al., 

2011:15).  

On the whole, it may be said that culture, both as a product and a process, is a 

valuable resource. It is, thus, important in both its tangible and intangible forms as it 

defines a community‟s identity that has evolved over time. In this section the concept 

of culture was explored. The next section will focus on the concept of “cultural 

tourism”.  

2.8. CONCEPTUALISATION OF CULTURAL TOURISM  

Various tourists travel with the aim of experiencing unique cultural settings (Donlon, 

Donlon & Agrusa, 2010:29). In other words, people travel in order to learn about 

other people‟s cultures. Cultural tourism, according to Hausmann (2007:174), may 

be defined as a special interest form of tourism which uses heritage sites and their 

offerings to attract visitors. Richards, as quoted by Gartner and Lime (2004:188), 

defines cultural tourism as “the movement of persons to cultural attractions away 

from their normal place of residence, with the intention to gather new information and 
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experiences to satisfy their cultural needs”. However, a lack of consensus on the 

meaning of the concept of “cultural tourism” is evident in the plethora of definitions 

which are available. The following table illustrates the definitions suggested by 

various writers: 

Table 2.3: Definitions of cultural/heritage tourism 

Year  Author  Definition  

1997 
 

Silberberg “Culture tourism is part of cultural heritage tourism. Visits by 
persons from outside the host community are motivated wholly or in 
part by interest in historical, artistic, scientific or lifestyle/heritage 
offerings of a community, region/group or institution.” 

1997 Ohio Division of 
Tourism and Travel  

“Heritage tourism is travelling to experience the places and activities 
that authentically represent the stories and peoples from the past”. 

2002 Beaver  
 

“Tourism is inspired by, organised in connection with or visiting the 
cultural and/or natural heritage of an area. This heritage includes, 
for example, areas of natural beauty, buildings, natural or manmade 
places of importance for aesthetic, anthropological, ethnological, 
historical, scientific, or other reasons”. 

2001 Poria, Butler & 
Airey  
 

“Heritage tourism is a phenomenon based on perception rather than 
on specific attributes. Heritage tourism is a subgroup of tourism, in 
which the main motivation for using a site is based on the place‟s 
heritage characteristics according to the tourists‟ perceptions of 
their own heritage”. 

2002 
 

European 
Commission  

“It has a sense of belonging. A form of heritage that is inextricably 
linked to the area in question and has a clear association with it. It 
involves a sense of time that is based on the history or geography 
of the place”. 

2005 Sigala & Leslie  “Heritage tourism is tourist motivation and perception on the past 
sites‟ visitation”. 

2005 
 

The National Trust 
for Historic 
Preservation of the 
US 

“Cultural heritage tourism means travelling to experience the places 
and activities that authentically represent the stories and people of 
the past and present. It includes irreplaceable historic, cultural and 
natural resources”. 

Source: Wang et al. (2009:2) 

Despite the lack of consensus on the definition of cultural tourism, scholars such as 

Lade (2010:85); Alhroot and Al-Alak (2009:108) and Hausmann (2007:174) maintain 

that cultural product offerings comprise more than just museums, castles, cultural 

landscapes and cultural practices and that they include both knowledge and living 

experiences. As Filipova (2008:312) suggests, cultural tourism offers “an aesthetic 

experience, a spiritual enrichment and an elate attitude to the cultural-historic 

heritage of the world”. Thus, in the words of Timothy and Boyd (2003:5), it may be 

concluded that cultural tourism “goes beyond the visitations of sites and monuments, 

to include consuming the way of life of places visited”. In other words, cultural tourist 

attractions involve elements of both culture (people‟s ways of life) and heritage 

(museums, heritage sites, etc). This section explored the definition of cultural 
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tourism. However, there are various types of cultural tourists and, thus, the next 

section looks at the classification of cultural tourists. 

2.9. TYPOLOGY OF CULTURAL TOURISTS  

According to Hausmann (2007:175), cultural tourists include highly motivated people, 

people motivated in part, and people with other primary interests and also accidental 

tourists with the highly motivated visiting a destination because they are attracted by 

a destination‟s cultural product offerings such as museums, cultural landscapes, 

churches and festivals. People motivated in part are motivated by both cultural 

product offerings and also have other reasons, such as visiting friends while people 

with other primary interests are those people for whom culture is an „adjunct‟ to 

another main travel motivation such as attending a business meeting. Accidental 

tourists are tourists who visit cultural product offerings because they have not been 

able to visit other tourist attractions (Hausmann, 2007:176).  

The following figure depicts the different types of cultural tourist: 

 

Figure 2.2: Hausmann‟s classification of cultural tourists 

Source: Hausmann (2007:175) 

Hausmann has classified cultural tourists according to the purpose of the visit while 

McKercher and Du Cros have classified cultural tourists according to level of 

interests in cultural attractions.  
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The following figure illustrates Mckercher and Du Cros‟s types of cultural tourists:  

 

 

 

 

 

 

 

Figure 2.3: McKercher & Du Cros‟s classification of cultural tourists 

Source: McKercher & Du Cros (2002:33) 

As figure 2.3 indicates, McKercher and Du Cros (2003:46) claim that there are five 

types of cultural tourists, namely, purposeful cultural tourists, sightseeing cultural 

tourists, casual cultural tourists, incidental cultural tourists and the serendipitous 

cultural tourists. The purposeful cultural tourist has a high centrality/deep experience 

and, therefore, a strong interest in the cultures of other people. On the other hand, 

the sightseeing cultural tourist has modest experience while the casual cultural 

tourist is not, to any great extent, motivated by cultural attractions. The incidental 

cultural tourist does not take into account cultural attractions when deciding on 

destinations while the serendipitous cultural tourist develops an interest in cultural 

attractions while travelling (McKercher & Du Cros, 2003:46).  

This section explored the classification of cultural tourists. However, cultural tourism 

is a multifaceted sector and, thus, the next section will focus on the different forms of 

cultural tourism.  

2.10. FORMS OF CULTURAL TOURISM  

This section discusses the various forms of cultural tourism. These forms include 

ethnic tourism, rural tourism, life-seeing tourism, township tourism, route-based 

tourism, battlefield tourism, arts tourism, heritage/historical tourism, religious tourism 

 



46 

 

and urban cultural tourism. The section will also examine language and literature 

within the context of cultural tourism.  

2.10.1. Ethnic tourism 

Ethnic tourism “involves travelling to places where tourists may have face-to-face 

encounters with indigenous people and observe their lifestyles and cultural practices 

at first hand" (Ivanovic, 2008:88). However, Smith and Robinson (2006:91) caution 

against the use of the term “ethnic tourism” because of its negative connotations with 

ethnic tourism often being regarded as tourism involving the poorest of the poor 

while cultural tourism entails the tourism of the elite. 

Indigenous cultures are threatened by other cultures because members of these 

indigenous communities are often willing to accept other people‟s cultures, especially 

Western culture (Ivanovic, 2008:88). However, because they are perceived as 

unspoilt, indigenous cultures as a cultural offering are often more attractive to 

tourists than well-developed cultures in developed countries with tourists often being 

eager to learn about the customs and traditions of the indigenous communities 

(Ivanovic, 2008:6).  

As indicated previously, South Africa is home to a number of indigenous cultures. 

Accordingly, in South Africa, tourists have the opportunity to visit and learn about the 

ways of life of various ethnic groups. These ethnic groups include the Zulu, Xhosa, 

Ndebele and San people. It is worth noting that the indigenous communities are 

spread throughout all nine provinces and, thus, tourists are able to experience South 

Africa‟s indigenous cultures in almost every part of the country (Lubbe, 2003:89).  

Cultural villages are one of the most proudly South African cultural products 

(Ivanovic, 2008:223) and are at the heart of ethnic tourism. Rogerson and Visser 

(2003:140) define cultural villages as "purpose-built structures intended for visitation 

by tourists or, in some areas, as museums”. As Ivanovic indicates (2008:232), 

cultural villages evolved from the notion of open-air museums and heritage. 

Similarly, Witz et al. (2001:278) assert that cultural villages are “a new genre of 

cultural museum”.  

The increase in ethnic tourism has resulted in an upsurge in the number of cultural 

villages. Visitors to cultural villages are exposed to all facets of South Africa‟s 
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indigenous cultures, including architecture, crafts, dress, cuisine, dancing, design, 

music and storytelling (Rogerson & Visser, 2003:140). There are three forms of 

cultural village ownership in South Africa, namely, private owners, indigenous 

entrepreneurs and state owners (Viljoen & Tlabela, 2006:15). However, the question 

of the ownership of these villages remains a matter of great concern, as many of 

these villages are still owned by established businesses. A study conducted in 2000 

painted a dark picture of cultural village ownership in South Africa (Ivanovic, 

2008:232–235) and the ownership patterns confirm the view that, in most cases, the 

community‟s communal cultural property often benefits established businesses and 

not the rightful owners of the cultural property (George, 2010:376). 

Some of the well-known cultural villages in South Africa include Lesedi, Shakaland 

and Kagga-kamma, state-owned villages, Basotho Cultural Village and South 

Ndebele open air museums (Ivanovic, 2008:232; Rogerson & Visser, 2003:149). 

Other villages include the Khaya Lendaba Makhosini, Tlholego and Komjekejeke 

Cultural Villages, Mapoch Ndebele Village, the Gaabo Motho and Rainbow Cultural 

Villages and Botshabelo (SA Yearbook 2009/2010:90). The following table shows 

the location of some of the cultural villages in South Africa:  

Table 2.4: Cultural villages in South Africa  

Cultural village  Province  

Khaya Lendaba Cultural Village  Eastern Cape  

Basotho Cultural Village  Free State  

Makhosini Cultural Village  Kwazulu-Natal  

Lesedi Cultural Village  North-West  

Tlholego Cultural Village  Gauteng  

Mapoch Ndebele Cultural Village  North West  

Gaabo Motho Cultural village  Gauteng  

Rainbow Cultural Village  North-West  

Botshabelo Cultural Village  Mpumalanga  

Shangana Cultural Village  Mpumalanga  

Source: SA Yearbook 2009/2010:90 



48 

 

Despite the fact that South Africa has a rich and diverse traditional culture, there are 

still relatively few cultural villages in the country. This, in turn, indicates that there are 

still opportunities available in ethnic tourism in South Africa.  

2.10.2. Rural tourism 

Rural tourism refers to visits to tourist attractions in rural areas. Sectors such as 

agriculture and mining have failed to address the developmental challenges of rural 

areas and rural tourism may offer solutions to these challenges. Rural tourism takes 

place in the form of farm tourism, agricultural tourism, eco-tourism and festivals 

(Ivanovic, 2008:87; Lubbe, 2003:90). 

The danger of rural tourism is that it may benefit established businesses more than 

the local people as it “erodes the traditional means of subsistence and makes 

indigenous people more dependent on the outside world” (Faulkenberry, Coggeshall, 

Backman & Backman, 2000:87). Members of these rural communities become 

employees of the tourism businesses, which have been established using the 

cultural assets of the rural communities. Accordingly, rural tourism development is 

not always a win-win situation for many indigenous communities while the problem 

may be exacerbated by the fact that communities are sometimes forced to sell their 

land to developers (Faulkenberry et al., 2000:87). 

Rogerson and Visser (2004:3) concur with Faulkenberry et al. (2000:87) that local 

people do not always enjoy the full benefits of tourism-led development in their areas 

and, instead, it is the established tourism marketers that benefit from the 

communities' cultural assets. As Richards (2007:72) suggests, the benefits of 

tourism to indigenous communities are, thus, usually overstated. However, in spite of 

the negativity, rural tourism may still be a catalyst for development, particularly 

infrastructural development (Faulkenberry et al., 2000:87).  

In South Africa, flagship rural tourism projects include the Wild Coast in the Eastern 

Cape Province and the Lubombo Spatial Development Initiatives in KwaZulu-Natal 

Province (Rogerson & Visser, 2003:140). Other rural tourism projects include Lilani 

Hot Springs, Muden Craft and Cultural Centre, Isithumba Adventure Tourism, 

Bhambatha Heritage Centre and the Mkhambathini Tourism Initiative in KwaZulu-

Natal Province (Viljoen & Tlabela, 2006:13). 
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2.10.3. Life-seeing tourism 

Traditionally, life-seeing tourism means that a tourist “sees the highpoints of a given 

area and, thus, feels he has seen the area” (Sharma, 2004:197). However, the 

meaning of the concept has shifted to describe a process in terms of which a tourist 

meets people with similar professional interests. For example, a tourist who is an 

artist meets a local artist. Such a meeting may help the tourist to understand the 

perspectives of his/her counterpart with regard to the dynamics of his/her profession 

and may be an experience which broadens the professional horizons of the artist 

(Lubbe, 2003:91). 

2.10.4. Township tourism  

According to Witz et al. (2001:284), townships are “sites of living culture, political 

resistance and modern life”. Township tourism gained prominence after the dawn of 

democracy and freedom in South Africa as, prior to that date, the South African 

market had been closed off to the international community. In addition, tourists 

tended to avoid townships because of political violence. Consequently, prior to 1994, 

tourism centred on South Africa‟s natural beauty (Richards, 2007:39). The 

emergence of township tourism has helped South Africa to diversify its tourism 

product portfolio into other areas, such as cultural tourism (Richards, 2007:71). 

Tourists visit townships in order to experience what it is like to live, sleep and eat in a 

township. In other words, such tourists are interested in the unique ways of life of 

township residents with tourists being attracted by aspects such as traditional food, 

musical entertainment and informal dancing (Lubbe, 2003:91). According to Richards 

(2007:41), other attractions include traditional healers, craft centres, taverns and 

political landmarks.  

One of the most popular township tourist destinations in South Africa is Soweto with 

Soweto being a unique tourist destination because of its role and place in the history 

of the struggle for freedom and democracy. For example, tourists have the 

opportunity to visit historic sites such as the Hector Peterson Memorial Site and the 

Regina Mundi Catholic Church (church where protest meetings took place), the 

homes of Nelson Mandela and Bishop Tutu and Kliptown (the place where the 

Freedom Charter was developed and accepted) (Butler, 2010:19; Richards, 2007:48; 

Witz et al., 2001:284). 
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As indicated by Wells (1996:80), townships in Cape Town include Langa, Nyanga, 

Bonteheuel, Crossroads, Mitchells Plain, Gugulethu and Khayelitsha. In Cape Town, 

the increased interest in township tourism has led to the establishment of the 

Lwandle Migrant Labour Museum. In addition to this museum, Cape Town is home 

to museums such as Robben Island and District Six. Other attractions include the 

Tsoga Environmental Centre in Langa, and the workshop and home of entrepreneur 

and craftsman, Golden Nongawuza (Butler, 2010:17). Accordingly, tourists who visit 

places such as Cape Town may experience both its natural and its cultural product 

offerings (Crooke, 2005:136). 

2.10.5. Route-based tourism  

According to Hottola (2009:30), “the concept of tourism route refers to an initiative 

designed to bring together an array of activities and other attractions under a unified 

theme”. In other words, route-based tourism means visits to various attractions in a 

specific region or area with this type of tourism exposing tourists to all the cultural 

product offerings in an area. In order to facilitate route-based tourism, cultural 

mapping is used. Cultural mapping entails marking tourist attractions on a map and 

this, in turn, assists marketers to present an augmented product offering to tourists 

(Lubbe, 2003:91). A classical example of route-based tourism is the so called 

struggle route in Soweto. The route traces the sites of historical and political 

importance within the context of South Africa‟s liberation struggle (Witz et al., 

2001:285). 

2.10.6. Battlefield tourism 

Tourists with an interest in history often visit the battlefields of historical wars. For 

example, in South Africa, tourists flock to the battlefields of the Anglo-Boer War 

(Murray, Shepherd & Hall, 2007:63; Jordaan, 2003:134). Another historic battlefield 

in South Africa is that of the Battle of the Blood River in Ncome in Kwazulu-Natal. 

Visits to battlefields provide tourists an opportunity to experience the actual place 

where an event of historical significance took place. Such an experience gives 

tourists a better understanding of the historical accounts of these events (SA 

Yearbook, 2009/2010:88).  
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2.10.7. Arts tourism  

Arts tourism refers to travel motivated by cultural product offerings such as opera, 

ballet, museum exhibitions, theatre, music, dance and the visual arts (Ivanovic, 

2008:83). According to Lubbe (2003:92), these tourists visit places in order to see 

the local people's cultural products, including sculpture, painting, architecture, 

graphic arts and crafts. Cultural events such as festivals are also important tourist 

attractions (Donlon et al., 2010:29). Globally, the number of festivals is increasing in 

both rural and urban areas (Okech, 2011:193). These events contribute significantly 

to local economic development as, inter alia, temporary jobs are created and local 

small businesses benefit (Leaver & Schmidt, 2009:220).  

According to Rogerson and Visser (2007:24), some South African towns and cities 

use festivals as a tool for both income generation and tourism development. South 

African arts festivals attract visitors even from beyond the borders. Some of the 

biggest arts festivals in South Africa include the National Arts Festival, the Klein 

Karoo National Arts Festival, the Arts Alive International Festival, the Mangaung 

Cultural Festival, Aardklop, the Joy of Jazz International Festival, Oppikoppi, 

Calabash, the One City Festival, the Spier Summer Festival, the Windybrow Festival, 

the Cape Town International Jazz Festival and the Port St John‟s Festival (SA 

Yearbook 2009/2010:92; Jordaan, 2003:130). Other important events on South 

Africa‟s calendar include the crowning of the Rain Queen, the Zulu Reed Dance 

Festival, Heritage Day, Human Rights Day, Freedom Day, Youth Day, Women‟s Day 

and Reconciliation Day (Ivanovic, 2008:155; Rosmarin & Rissik, 1996:123). 

The following table depicts the location of some of the arts festivals in South Africa: 

Table 2.5: South African Arts festivals  

Arts festival  Province  

National Arts Festival Eastern Cape  

Klein Karoo National Arts Festival  Western Cape  

Arts Alive International Festival Gauteng  

Mangaung Cultural Festival Free State  

Aardklop North-West  

Joy of Jazz International Festival 
Gauteng  
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OppiKoppi Gauteng  

One City Festival North West  

Windybrow Festival, Gauteng  

Cape Town International Jazz Festival Western Cape  

Port St John‟s Festival Eastern Cape  

Source: SA Yearbook (2009/2010:92) 

In terms of the visual arts, art galleries are found in all the major cities of South Africa 

with the collections in these galleries comprising a tourist attraction because they 

showcase South Africa‟s rich visual arts heritage. Some of the well-known galleries 

include the Durban Art Gallery in Kwazulu-Natal, the Johannesburg Art Gallery in 

Gauteng, the South African National Gallery in Cape Town and the Nelson Mandela 

Metropolitan Art Museum in Port Elizabeth (SA Yearbook, 2009/2010:94). 

Rock art also forms an important part of South Africa‟s rich heritage. The Stone Age 

paintings and engravings in the country are of interest to local and international 

tourists alike. Most of these paintings are found in the Drakensberg and in the Cape 

with some of the paintings capturing the San people‟s relationship with their 

surroundings, that is, their relationship with the flora and fauna of their areas (SA 

Yearbook, 2009/2010:96).  

Recently, South Africa has emerged as one of the favourite film destinations in the 

world. Allied to this increased interest in South Africa as a film destination, the 

country hosts a number of film festivals. These festivals include the Durban Film 

Festival, the North-West Film Festival, the Apollo Film Festival and the Encounters 

Documentary Festival (SA Yearbook, 2009/2010:96).  

Language and literature form an integral part of tourism. Language transmits culture 

from one generation to another. However, an issue of concern is that it is reported 

that over 7000 indigenous languages are under threat worldwide, including the 

language of the /Xam people in South Africa. The motto on the South African coat of 

arms is derived from the language of this indigenous community (Lubbe, 2003:92). 

South Africa‟s rich linguistic diversity is reflected in its 11 official languages. These 

languages include Afrikaans, English, isiNdebele, isiXhosa, isiZulu, Sepedi, Sesotho, 
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Setswana, Siswati, Tshivenda, and Xitsonga. However, adding to the linguistic 

richness of the country, other foreign languages are also spoken in South Africa. 

These languages include the Khoi, Nama and San languages, sign language, 

Arabic, German, Greek, Gujarati, Hebrew, Hindi, Portuguese, Sandirit, Tamil, 

Telegu, and Urdu (SA Yearbook, 2009/2010:84).  

George (2007:41) maintains that language may enhance tourists‟ experiences 

because it gives them a feeling of being in a “different linguistic domain”. He furthers 

argues that the disadvantage of tourism is that foreign languages are used as 

opposed to local languages (George, 2007:303). Moreover, in the context of tourism, 

language may be a communication hurdle for tourists, particularly in view of the fact 

that most indigenous communities are not able to express themselves in the 

languages of the tourists. (Ivanovic, 2008:19). 

The literary achievements of a country may also attract tourists (Lubbe, 2003:92). 

South Africa‟s literary output is excellent and occurs in all the official languages with 

the largest output being in Afrikaans. There are many prominent writers in South 

Africa, including Zakes Mda. In addition, book festivals such as the Cape Town Book 

Festival are of interest to tourists (SA Yearbook, 2009/2010:96).  

2.10.8. Historical/heritage tourism 

Chhabra (2010:5) and Lubbe (2003:90) define heritage tourism as the sustainable 

management of cultural resources in order to satisfy the needs of visitors. These 

heritage resources include museums, historic houses, festivals, and heritage hotels. 

Leask and Rihova (2010:119) agree that heritage tourism refers to visits to historic 

sites, museums and interpretative centres while Wang et al. (2009:218) are of the 

opinion that heritage tourism uses significant histories, or humanity, to attract visitors 

to explore and to enjoy attractions. According to Hughes and Carlsen (2010:18), the 

two main motivations for heritage tourism are nostalgia and authenticity. People‟s 

interest in their past and their desire for an actual experience of cultural resources 

drive them to visit heritage destinations. However, the demand for heritage may be 

constrained by a number of factors. These factors may include inaccessibility, low 

income levels, lack of educational knowledge and lack of interest (Chhabra, 2010:2).  
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Museums form an important part of heritage tourism. For Lubbe (2003:93), 

"museums are an important means of providing insight into history”. Lubbe‟s 

statement (2003) positions museums as an important instrument for the preservation 

of a nation's history and heritage. Therefore, it is clear that museums are the 

custodians of a country‟s national memory.  

Heritage sites are also another important tourist attraction. According to Bandarin et 

al. (2011:18), World Heritage sites may serve as a catalyst for economic growth as 

they generate revenue and create employment opportunities for communities. South 

Africa boasts a number of heritage sites. Some of those heritage sites are included 

in the United Nations Educational, Scientific and Cultural Organisation‟s (UNESCO) 

register of world heritage sites. UNESCO promotes the preservation of world 

heritage by "by bestowing international prestige on sites of unique historic and 

natural values". The World Heritage List was established in terms of the 1972 World 

Heritage Convention (Chhabra, 2010:70). 

There are eight world heritage sites In South Africa. These include the Cradle of 

Humankind, the Greater St Lucia Wetland Park, Robben Island, the uKhahlamba 

Drakensberg Park, the Mapungubwe Cultural Landscape, the Cape Floral Kingdom, 

the Vredefort Dome and the Richtersveld Cultural and Botanical Landscape 

(Ivanovic, 2008:82; George 2007:30). Notably, two of the heritage sites, namely, 

Mapungubwe and Richtersveld, are rich in South Africa‟s cultural heritage. The 

Robben Island World Heritage Site is the most visited heritage site in South Africa, 

followed by the Cradle of Humankind World Heritage Site (Ivanovic, 2008:255). The 

following table showcases the South African world heritage sites:  

Table 2.6: South African world heritage sites  

World heritage site  Province  

The Cradle of Humankind,  Gauteng and North West  

The Greater St Lucia Wetland Park  KwaZulu-Natal  

Robben Island Western Cape  

uKhahlamba Drakensberg Park KwaZulu-Natal  

Mapungubwe Cultural Landscape Limpopo  

The Cape Floral Kingdom 
Western Cape  
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Vredefort Dome Free State  

The Richtersveld Cultural and Botanical Landscape Northern Cape  

Source: Ivanovic (2008:82) 

However, there are other heritage sites in South Africa that are not included in the 

UNESCO register of heritage sites. These also draw significant numbers of tourists 

and include Nelson Mandela's prison cell on Robben Island, Soweto's Hector 

Peterson Memorial, Johannesburg‟s Constitution Hill and Pretoria's Freedom Park 

(Ivanovic, 2008:217).  

In order to commemorate South Africa‟s rich history, government has launched a 

legacy programme. This programme features a number of projects which are of 

interest to tourists and include a women‟s monument at the Union Buildings in 

Pretoria. This monument is a celebration of the role of women in the struggle for 

freedom and democracy in South Africa. Symbolically, it marks the historic women‟s 

anti-pass march of 1956. Another project that commemorates the struggles and 

hardships of women during the colonial era is the Sarah Baartman Centre of 

Remembrance in Hankey in the Eastern Cape Province. While still in the 

conceptualisation phase, it seeks to honour Sarah Baartman who, as young woman, 

was sold as a slave and paraded in Europe as an object of curiosity (SA Yearbook 

2009/2010:88). 

Legacy projects also honour struggle icons with one of these projects being the Chief 

Albert Luthuli Museum in Kwazulu-Natal. Chief Luthuli was a leading figure in the 

struggle against colonialism and apartheid (SA Yearbook, 2009/2010:88) and 

tourists with a keen interest in history may visit the museum to gain an 

understanding of Luthuli‟s role in the context of the liberation struggle in South Africa, 

Africa and across the world.  

South Africa also has a rich architectural heritage. This richness is reflected in the 

structures of humble dwellings, historical homesteads and public buildings. Most 

importantly, more than 4 000 buildings, sites and other objects have been declared 

national monuments (SA Yearbook, 2009/2010:95).  



56 

 

Heritage merchandise also plays an important role in heritage tourism. Cultural 

tourists like to return home with reminders of their visits to cultural or heritage sites 

(Chhabra, 2010:161). Consistent with Chhabra‟s view (2010), Sharma (2004:203) 

also asserts that tourists prefer to buy handicrafts made at a specific location. There 

are different types of souvenirs, namely, pictorial (postcards, books, and 

photography), pieces of rock and markers (coffee mugs, coasters, local products and 

non-local products) (Chhabra, 2010:161). Examples of crafts in South Africa include 

Zulu beadwork, Ndebele bracelets and Shona clay (Lubbe, 2003:91). 

2.10.9. Religious tourism  

According to both George (2007:41) and Sharma (2004:208), religion may serve as 

a tourist attraction. The major religions in the world include Christianity, Hinduism, 

Islam, Judaism and Buddhism (Page & Ateljevic, 2009:14). South Africa is a multi-

religious country and there are approximately 2 000 indigenous African churches 

(Derwent, 1999:57).Clearly, religious tourism in South Africa has a huge potential.  

According to Jamal et al. (2010:5), “religious pilgrims have been travelling throughout 

the world for millennia”. It is significant that, because it is not a luxury, religious 

tourism is not affected by economic recessions and, instead, it is purposeful travel 

and people are prepared to sacrifice their hard-earned money to meet their spiritual 

needs, in spite of their economic circumstances (Jauhari & Sanjeev, 2010:467). As 

Holloway et al. (2009:264) indicate, millions of Muslim pilgrims visit Mecca every 

year to fulfil their once in a lifetime religious obligation. A classical example of 

religious pilgrimage in South Africa is that of the Zion Christian Church (ZCC). In 

April every year millions of people, mainly from the Southern African Development 

Community (SADC), travel to the headquarters of the ZCC at Moria in Limpopo 

Province (Lubbe, 2003:93; Derwent, 1999:57).  

2.10.10. Urban cultural tourism  

Many cities around the world offer a number of cultural attractions to tourists. These 

may be in the form of art, heritage and contemporary cultural attractions. Examples 

of such cities include New York and London (Ivanovic, 2008:84). Cultural tourism 

also plays an important role in urban renewal programmes, with old cities and towns 

being transformed into tourism centres. Cape Town and the Blue IQ projects in 

Gauteng are examples of urban renewal programmes (Ivanovic, 2008:xviii). 
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The Johannesburg Inner City Arts and Culture route includes Constitution Hill, 

Hospital Hill, the Braamfontein Metropolitan Centre, Sappi and Sappi Plaza, the Civic 

Centre, the South African Ballet Theatre, the Labyrinth, Newtown Cultural Precinct, 

and the Apartheid Museum. This route attracts large numbers of tourists every year 

(Ivanovic, 2008:158; Rogerson & Visser, 2007:25; Binns & Nel, 2002:236). Cultural 

tourists are looking for real experiences and not staged authentic experiences. 

Accordingly, the next section looks at the issue of authenticity within the cultural 

tourism context.  

2.11. AUTHENTICITY IN CULTURAL TOURISM  

The major problem facing cultural tourism in the face of globalisation is the issue of 

authenticity. Tourists are looking for authentic experiences (Aoyama, 2009:83) and, 

thus, the challenge is to attain a balance between technological advances and the 

need to maintain the authenticity of cultural resources (Richards, 2007:4). There are 

four schools of thought in authenticity, namely, objective, negotiated, constructed 

and subjective. Objective authenticity means the heritage/cultural product offerings 

are genuine and original while constructed authenticity refers to the fact that culture 

changes from time to time. Accordingly, culture is modified by the changing needs of 

customers. Negotiated authenticity refers to culture being preserved while, at the 

same time, meeting the needs of visitors. Subjective authenticity, on the other hand, 

is authenticity as defined by visitors (Chhabra, 2010:34). 

Cultural tourism brings about the commoditisation of cultural resources. The 

commoditisation of culture refers to the mass production and consumption of culture 

(Donlon et al., 2010:32) with this development resulting in culture losing its “intrinsic 

value, authentic meaning and educational character” (Ivanovic, 2008:37). In terms of 

the commoditisation process, culture, which is communal property, is turned into a 

product on sale in the marketplace. The development of artificial attractions is also a 

major threat to the authenticity of cultural offerings, for example, the development of 

pseudo-events such as Disneyland. This lack of authenticity is seen as the 

McDonaldisation and Disneyfication of culture (Ivanovic, 2008:39).  

On a positive note, Smith and Robinson (2006:93) are of the opinion that “cultural 

commoditisation is a way of affirming people‟s identity, of telling their own story and 

establishing the significance of local experiences”. For example, tourism presents 
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Soweto residents with a rare opportunity to tell of their experiences during the 

liberation struggle and, thus, enhancing an appreciation of their liberation struggle 

heritage (Smith & Robinson, 2006:93).  

A research study has indicated that South African products lack authenticity and 

sophistication while another concern is a lack of diversification in the South African 

cultural product portfolio (Ivanovic, 2008:xviii). On the issue of authenticity within the 

museum context, McLean (1997:19) claims that “museums are object-based and, 

thus, ostensibly authentic”. Within the South African context, authenticity in respect 

of cultural villages is an important issue. Some cultural villages have taken steps to 

ensure that visitors have authentic experiences during their visits. A good example of 

authentic cultural experiences is the PheZulu Cultural Village in KwaZulu-Natal 

Province where a Zulu cultural expert has been employed to ensure that all the 

cultural shows are authentic (Wishitemi, Spenceley & Wels, 2007:168). At 

KwaBkekithunga Cultural Village in KwaZulu-Natal Province tourists are invited to 

the homes of Zulu families (Witz et al., 2001:279). Furthermore, Smith and Robinson 

(2006:128) claim that visits to informal settlements (shacks), shebeens and visiting a 

traditional healer all constitute authentic tourist experiences.  

In conclusion, it may be said that, in transforming cultural offerings, it is essential that 

tourism marketers take into account the authenticity of these offerings. Tourists are 

interested in real experiences or authentic cultural offerings, and not in anything 

artificial. This should also be taken into account in the management of museums. In 

the next section, the issue of sustainability in cultural tourism will be investigated.  

2.12. SUSTAINABILITY IN CULTURAL TOURISM  

Filipova (2008:312) defines sustainable cultural tourism as a process of developing 

cultural tourism in a manner that protects scarce cultural resources while David 

(2011:212) suggests that tourism “has to be ecologically durable, economically 

executable but also socially and ethically fair in relation to the local population”. 

According to Du Cros (2009:74), greater stakeholder involvement is a prerequisite 

for sustainable cultural tourism development.  

There is fierce debate around the issue of conservation versus cultural tourism. 

There is, undoubtedly, a need to protect cultural resources but, at the same time, 
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poor communities are in need of the economic benefits which may be derived from 

these cultural resources. However, in most cases, the economic benefits are less 

than the costs to the communities as, although it is true that some members of the 

community do get jobs, they also lose their communal cultural assets to 

commercialisation (Leask & Rihova, 2010:119). 

The destruction of heritage resources is a cause for concern as it is not possible to 

renew heritage resources. Environmental factors, such as global warming and the 

erosion of the ozone layer, are long-term challenges facing tourism as these factors 

may, in the future, deter people from travelling. Other threats to the sustainability of 

tourism initiatives include overcrowding and traffic-related issues (Heath, 2001:545).  

Accordingly, it is important that tourism marketers strike a balance between current 

needs and the needs of future generations. In other words, tourism development 

should not result in the destruction of scarce heritage resources (Leask & Rihova, 

2010:119). As Brebbia and Pineda (2006:8) suggest there should be a concerted 

effort to “achieve economic growth without damaging the natural and built 

environment and the local culture”.  

In view of the damage that tourism may cause to cultural resources, Bushell and 

Eagles (2007:16) recommend that the income generated from tourism should be 

used to repair such damage. Another solution to the issue of sustainability would be 

for tourist marketers to practise responsible tourism. According to George 

(2007:256), responsible tourism “refers to creating local linkages – through 

employing locals, procuring goods and services in a local area and respecting the 

natural environment” (George, 2007:292). Allen and Brennan (2004:8) label the 

practice of responsible tourism as “pro-poor tourism” while Rogerson and Visser 

(2007:29) claim that South Africa “is a leader in terms of pro-poor tourism” because 

there is a concerted effort to establish partnerships between established tourism 

businesses and small businesses.  

In order to ensure sustainability in tourism development, Chhabra (2010:40) has 

developed a sustainable heritage tourism marketing model. This model is based on a 

study of museums. The following figure illustrates the elements of the sustainable 

heritage tourism marketing model: 
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Figure 2.4: The sustainable heritage tourism marketing model 

Source: Chhabra (2010:40)  

As figure 2.4 indicates the sustainable heritage tourism model consists of eight 

elements namely, local community involvement/benefits, mission, market 

segmentation, research, partnerships, communication mix, environmental analysis 

preservation and conversation.  

Mission defines the purpose of existence of a museum. In other words, it defines the 

strategic direction of a museum. Chhabra‟s model recommends that, in order to 

ensure sustainability, local communities should be involved in tourism development. 

However, Mowforth and Munt (1998:229) warn that participation is not without 

problems. In other words, participation is a noble idea that is difficult to translate into 

reality.  

In most cases, local communities are excluded from participating in tourism 

development and benefiting from their cultural resources (Chhabra, 2010:61). In this 

regard, there are different levels of participation. These levels include the following: 
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Hierarchy level 1: At this level, the community is empowered to take control of the 

situation. The community is taught to be self-reliant.  

Hierarchy level 2: Government is actively involved and members of the community 

participate in policy boards. There is a degree of joint decision making.  

Hierarchy level 3: Government dominates decision-marking on behalf of the 

community. 

Hierarchy level 4: Government educates local communities and solicits their support 

in tourism development. 

Hierarchy level 5: The local community is allowed to run its own affairs without 

government interference. At this level, government tends be indifferent to the 

activities of the community. 

Hierarchy level 6: This involves a one-way flow of information from officials to the 

community. Accordingly, the community does not have a say in tourism development 

with government taking the lead and issuing directives to members of the 

community.  

Hierarchy level 7: Local comments are not included in decision-making. In other 

words, inputs from the community are not considered (Chhabra, 2010:63). 

Other forms of participation include spontaneous participation and induced 

participation. Spontaneous participation refers to bottom-up, active and direct 

participation in decision making, while induced participation is top-down. Passive 

formal participation involves mostly indirect participation or coercive participation 

(Chhabra, 2010:64). 

Market segmentation involves a process of dividing the target market into segments 

with similar needs and characteristics. This segmentation is carried out on the basis 

of variables such as demographics, motivation, activities, benefits and spending 

propensity. Research, as an element of the model, is conducted in order to provide 

information for decision making. An environmental analysis may be conducted in 

order to identify enablers and stumbling blocks in the way of achieving the mission 

and vision of an organisation (Chhabra, 2010:50–60). 
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The tourist industry is a complex environment fraught with many challenges. 

Accordingly, in order to deal with these challenges, partnerships may be formed as a 

partnership may help an organisation to achieve both its economic and its 

conservation objectives. Examples of partnerships include cooperative marketing 

initiatives, intergovernmental initiatives and public–private partnerships. However, 

partnerships in heritage tourism are motivated by profit motives and not by 

sustainability motives (Chhabra, 2010:66). The various categories of partnerships 

include heritage institutions (heritage sites, attractions, events and shops), public 

sector (chambers of commerce), the ancillary sector (petrol stations, restaurants, 

lodgings and gift shops), tourism marketers (conventions, visitor bureaus, state 

tourism offices, national and regional tourism organisations), and local and academic 

communities (educational institutions) (Chhabra, 2010:66). 

The other elements of the model include research, the communication mix, market 

segmentation and environmental analysis. The communication mix refers to 

promotional tools such as advertising, sales promotion, personal selling, public 

relations and publicity. Consequently, the steps involved in formulating a 

communication programme should include identifying the target audience, 

determining the communication objective, designing the message, selecting the 

message sources and measuring the communication results.  

Conservation is essential if heritage resources are to be preserved for future 

generations (Chhabra, 2010:70). There are four possible conservation approaches, 

namely, preservation, restoration, renovation and regeneration. Preservation refers 

to maintaining a site in its existing state; restoration refers to an act of returning a 

property to such a condition that it adheres to previously set criteria; renovation 

entails making changes to a site while maintaining the historical significance of the 

site, while regeneration refers to the use of discarded historical buildings and urban 

centres. Interpretation refers to explaining the historical significance of heritage 

resources to visitors and may take both personal and non-personal forms. The 

personal methods include guided tours, trail hikes and information attendants 

offering living history and cultural demonstrations while the non-personal includes 

written material, self-guided tours and signs (Chhabra, 2010:73). 

 



63 

 

In this section, the issues of authenticity and sustainability in cultural tourism were 

explored. Chhabra‟s sustainability model was also discussed in order to gain an 

understanding of the way in which these challenges of authenticity and sustainability 

should be addressed. The next section focuses on museums as a cultural product 

offering. As indicated previously the focus of this study is on the Iziko and Ditsong 

museums in South Africa. Accordingly, the next section will also investigate the 

museums selected individually.  

2.13. MUSEUMS  

2.13.1. History of museums 

The forerunners of museums were the scholarly, religious, spiritual and creative 

centres. The word “museum” comes from the Greek word, Mouseion, which means 

temple of muses, that is, goddesses of inspiration and learning and patrons of the 

arts (Davis, Maranda & Nash, 2007:20; McLean, 1997:10). One of the first museums 

was erected in Egypt (Kotler & Kotler, 1998:11). According to Lubbe (2003:15), 

museums originated with the Ancient Greeks with these museums containing 

collections which included thank offerings and goods earned through bribery. These 

goods included gold mixing bowls, marble sculptures and paintings from all over the 

world. In fact, it may be said that, what started as a product of bribery and corruption, 

has, in fact, become an important cultural offering and a tool for preserving the 

world's cultural heritage. 

During the second century BC, museums were known for displaying collections 

which had been acquired in colonial and military campaigns. During the medieval 

period, the Roman Catholic Church became a prominent patron of the arts (Kotler & 

Kotler, 1998:11). There was an increase in the number of museums after the Second 

World War (Sandell & Janes, 2007:32; Burcaw, 1997:32). 

The 1980s and 1990s saw a major overhaul of museums with many museums 

“dusting their glasses and opening up to the ever-accelerating change” (McLean 

1997:9). In other words, museums began to shed their old label of being centres 

where boring stuff was stored. According to Anderson (2004:4), the traditional 

museum differs from the newly reinvented museum. The following table summarises 

the differences between a traditional museum and a newly reinvented museum:  
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Table 2.7: Differences between a traditional museum and a newly reinvented museum  

Traditional museum  Newly reinvented museum  

Mission is treated as a document  The museum is mission driven  

Elitist and excludes marginalised groups Is equitable – serves the interests of both the 
elite and the marginalised  

Reactive  Proactive  

Focuses on the past  Accommodates relevant viewpoints  

Has compartmentalised goals  Has holistic, shared goals  

Communication is one-way  Communication is two-way  

Source: Anderson (2004:4) 

In this section the history of museums was presented. In the next section the 

definition of the concept “museum” will be explored.  

2.13.2. Definition of the concept of museum  

The concept of museum lends itself to a plethora of definitions and, thus, there is no 

consensus on the meaning of the concept. McLean (1997:1) cautions against the 

compartmentalisation of museums because, in fact, no two museums are the same. 

Despite the fact that there are numerous definitions of a museum, it still remains 

 

Table 2.8: Definitions of the concept of “museum” 

Association  Definition  

The International 
Council of 
Museums  

“A museum is a non-profit making, permanent institution in the service of 
society and its development, and is open to the public. It acquires, conserves, 
researches, communicates and exhibits, for purposes of study, education and 
enjoyment, material evidence of people and their environment”  

The Museums 
Association 
(United Kingdom) 

“A museum is an institution which collects, documents, preserves, exhibits and 
interprets material, evidence and associated information for the public benefit “ 

The American 
Association of 
Museums  

“A non-profit, permanent, established institution, not existing primarily for the 
purpose of conducting temporary exhibitions, exempt from federal and state 
income taxes, open to public and administered in the public interest for the 
purpose of conserving and preserving, studying, interpreting, assembling and 
exhibiting to the public for its instruction and enjoyment objects and specimens 
of educational and cultural value, including artistic, scientific, historical and 
technological material”  

Source: Ambrose & Paine (2006:7) 



65 

 

unclear as to what actually constitutes a museum (McLean, 1997:1). In an attempt to 

shed light on the concept of museums three museum associations have proposed 

definitions. 

Nevertheless, in spite of the plurality of definitions, there is consensus that museums 

are educational and entertainment centres. Goodnow, Lohman and Bredekamp 

(2006:10) maintain that “museums are places wherein meaning is sought, given and, 

sometimes, even found”. While there may be no agreement on the definition, it has 

been agreed that museums benefit communities in many ways. In the following 

section, the classification of museums and the role of museums will be discussed. 

2.13.3. Classification of museums  

There are different types of museums including art museums, history museums and 

natural museums. Art museums are museums which house “unusual productions of 

gifted individuals” (Burcaw, 1997:38). Kotler and Kotler (1998:17) are of the opinion 

that art museums have shifted focus from fine arts to decorative arts and crafts, 

design materials, architecture and photography. “History museums” refers to those 

museums that are concerned with local history. According to Kotler and Kotler 

(1998:18), the increased interest in history museums is as a result of the “upsurge in 

communities‟ interest in honouring, recording, and interpreting their past and 

transmitting local values to future generations”.  

Science museums cover such areas as technology, science and industry (Burcaw, 

1997:43) with their most distinctive feature being that they offer “hands-on interactive 

tools and exhibits of particular appeal to young people (Kotler & Kotler, 1998:20). As 

a result of the fact that the nature of their collections requires more attention and 

care, natural museums are characterised by large staff complements and high 

operational costs (Kotler & Kotler, 1998:20). 

2.13.4. The role of museums in the socio-economic development of society  

Rectanus (2002:177) states that, because they are the embodiment of local 

identities, museums play an important role in cultural tourism. Chhabra (2009:303) 

concurs with Rectanus (2002) that museums have become important cultural 

offerings. According to Gartner and Lime (2004:188), museums are the most 

important form of cultural attraction for cultural tourists. This is evident in the fact 
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that, globally, millions of tourists visit museums. This development has, in turn, led to 

an increase in the number of museums across the globe. However, on a negative 

note; the increase in the number of museums has led to the saturation of the market 

to a certain extent (Ambrose & Paine, 2006:4).  

Museums have moved from being collection-centred to becoming visitor-centred. In 

the past, museums were centres of artefact histories. However, with increased 

competition museums have been forced to enter the growing leisure market. Some 

museums have opened shops and restaurants in an attempt to provide a one-stop 

service (Ambrose & Paine, 2006:4) and make the experience more enjoyable. 

Cossons (as quoted by McLean, 1997:19) states that “museums have political as 

well as cultural significance. They are perceived to have values more far-reaching 

and perhaps less altruistic than they once did. They provide economic benefits, their 

presence impacts upon leisure and tourism as well as education and enlightenment”. 

It is, in fact, these benefits that have enticed museums and other heritage institutions 

to embrace tourism as a source of income in the face of recurrent economic 

instabilities (Silberberg, 1995:361).  

Museums are an integral aspect of tourist destinations across the globe and they 

are, thus, an important ingredient of a destination‟s market offering. The growing 

importance of museums has forced tourism operators, such as hotels, tour 

companies, amusement amenities and retailers, to engage museums and other 

heritage institutions as partners in order to augment their market offering in the light 

of increased competition (Silberberg, 1995:361). This growing economic importance 

of museums has also compelled governments to invest more resources in the 

development and promotion of museums (Ambrose & Paine, 2006:4). 

Most communities are struggling economically and they have the opportunity to use 

museums as part of their economic regeneration strategies. In other words, in areas 

in which the traditional economic sectors such as manufacturing have failed, 

museums, as a cultural product offering, may represent an alternative economic 

strategy. For example, old industrial sites may be transformed into tourist attractions 

(Ambrose & Paine, 2006:10). In addition, because they may render an area 

attractive to investors, museums may also serve as a catalyst of infrastructural 

development in an area. In other words, if a museum is established in an area, 
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businesses may be attracted to that area. These businesses will, in turn, contribute 

to local economic growth and development and, most importantly, create 

employment opportunities for local communities (Ambrose & Paine, 2006:10).  

Museums also help to showcase local and national identities to tourists with these 

identities being showcased in the form of displays and exhibitions (Ambrose & Paine, 

2006:4). In other words, museums are the custodians of a nation‟s collective 

memory. As Corsane suggests (2005:186), “museums give material form to the 

authorized versions of the past, which in time become institutionalised as public 

memory”. Corsane‟s assertion suggests that the interpretation of the past is 

subjective and, therefore, national memory comprises a selected version of the past. 

Accordingly, museums, as the custodians of national memory, are an instrument of 

presenting national identity to the international community. This view is shared by 

Van den Bosch (2005:85) in his statement that “a museum is important in the 

representation of national identity to cultural tourists and global media audiences”. 

Furthermore, Hoffman (2006:386) asserts that “the museum is the temple of 

heritage, the representation of the identity or identities of a nation and its 

achievements”.  

According to Sandell (2002:4), their representation of diverse segments of society 

means that museums have the potential to contribute to social equity. Sandell‟s view 

(2002) is shared by Smith (2009:5) when she asserts that the representation of 

cultures in the heritage and museum sectors has changed drastically. Thus, 

according to Lehman (2009:87), museums “have evolved from elitist institutions 

available only to a chosen few to broader-based public institutions”. As a result, the 

histories of previously marginalised groups are being elevated to the agenda of both 

museums and heritage institutions. These marginalised groups include women and 

minority groups (Smith, 2009:5). This changed representation of cultures has helped 

to diversify the museum‟s marketing offering while, at the same time, meeting the 

societal demand for inclusivity.  

At a community level, museums, because they serve as repositories of the 

community history and heritage, instil a sense of unity and identity. It is this history 

and heritage that makes a community a unique entity within a nation and within the 

world (Ambrose & Paine, 2006:9; Jordaan, 2003:119). On a political level, a museum 
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should be seen as a champion of the interests of local communities to win the 

goodwill and support of both local and central government departments. Museums 

may also benefit the private sector by maximising publicity opportunities for their 

corporate sponsors (Ambrose & Paine, 2006:11). 

Museums also play a strategic role in education and they provide visitors with an 

opportunity to work with natural and heritage material. In other words, they expose 

visitors to real life experiences. Learners are, therefore, empowered to integrate 

theory with practice (Alexander & Alexander, 2008:11; Ambrose & Paine, 2006:9; 

Todd & Lawson, 2001:269). In harmony with this view, Dilevko and Gottlieb (2004:1) 

state that “museums are primary social agencies in support of education, providing 

resources and services that complement the structures of formal education and 

extend it into an enterprise that lasts for a lifetime”. Notably, as Hoffman puts it 

(2006:419), the educational aspect of museums “has become more interactive with 

the help of high-tech resources”. In addition, Herreman (1998:8) claims that 

museums also serve as centres for research into handicrafts and other skills.  

In summing up the role of museums, Krap, Kratz, Szwaja and Ybarra-Frausto 

(2007:10) state that museums are “the temples of civilisation, sites for the creation of 

citizens, forums for debates, settings for cultural interchange and negotiation of 

values, engines of economic renewal and revenue generation, imposed colonialist 

enterprises, havens of elitist distinction and discrimination and places of 

empowerment”. Krap et al.‟s (2007) statement on the role of museums indicates that, 

while museums have an important role to play in the socio-economic development of 

society, they do sometimes exclude some members of society, particularly the 

marginalised groups, such as women and minorities and, instead, they fall prey to 

the temptation of serving the interests of the elite. This section described the role of 

museums in the socio-economic development of society. However, museums 

operate in an ever changing environment and, thus, in the following section; 

environmental factors affecting the existence of museums will be discussed.  

2.13.5. Environmental factors affecting the existence of museums  

The following environmental factors have an impact on the existence of museums: 
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The market:  

The size of a country‟s population is important in forecasting the demand for a 

museum‟s market offering with demographic trends affecting both the visitor profile 

and the museum‟s workforce. There is a concerted effort on the part of museums to 

accommodate the previously excluded groups such as the elderly, the unemployed, 

ethnic minorities and disabled people (McLean, 1997:62; Moore, 1994:2). In recent 

years museums have become visitor-centred. As Lehman suggests (2009:87), “the 

visitor has moved from the periphery to the center of museum practice”. 

The economic environment: 

Economic factors impact on the existence of an organisation such as a museum. 

These economic factors include inflation, recession, interest rates and 

unemployment (Ehlers & Lazenboy, 2010:143). There is a correlation between the 

buying power of the public and the rate of economic development. Accordingly, 

members of the public are able to buy cultural product offerings such as museums 

when their disposable income increases and vice versa (McLean, 1997:64). 

The political environment: 

Ehlers and Lazenboy (2010:141) define the political environment as “parameters 

within which organisations and interest groups compete for attention, resources and 

a voice in overseeing the body of laws and regulations that guide the interactions 

between the organisations and the environment”. The laws of a country affect the 

existence of an organisation such as a museum. In most cases, museums receive 

funding from governments and it is, thus, imperative for museums to gain the support 

and goodwill of government agencies (Lehman, 2009:90).  

Competition: 

Museums are subject to both direct and indirect competition. Direct competition 

refers to the competitive products and services offered by other museums whereas 

indirect competition refers to alternative activities such as watching television, 

listening to music, using the computer and playing electronic games (Burton, 

Louviere & Young, 2009:25; McLean, 1997:71 Kotler & Kotler, 1998:38). According 

to Moore (1994:1), competition has intensified in the museum market and, indeed, 

has become so severe that it is threatening the survival of museums. 
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Technology: 

Technological changes create both opportunities and threats for an organisation. 

Technology is ever-changing and, thus, organisations such as museums are forced 

either to adapt or die. Within the museum context, there are constant changes in 

environmental controls, security mechanisms, presentation techniques and 

documentation (McLean, 1997:72) with museums today using computers, videos 

and new innovative technologies with which to present their exhibits. Some 

museums even offer virtual tours. Museums also use multimedia technology to 

showcase the intangible elements of culture, for example, sounding musical 

instruments, non-material cultural memory, traditions and wedding ceremonies 

(Chhabra, 2009:303). In this section the environmental factors affecting the 

existence of museums were discussed. The next section will discuss the strategic 

challenges facing museums.  

2.13.6. Strategic challenges facing museums  

There are many challenges facing museums today. These challenges include a 

mission and identity crisis, building audiences and attracting financial resources. In 

this section, each of the challenges will be discussed.  

Mission and identity:  

In view of the fact that museums usually have more than one purpose, many 

museums struggle to define both their mission and their identity. As Karp et al. 

(2007:10) point out, museums “have different and often multiple mandates and 

complex and contradictory goals”. These multiple purposes are the cause of a 

museum‟s mission and identity crisis (Herreman, 1998:4). While it is difficult for a 

museum to choose its mission it is generally agreed that, fundamentally a museum‟s 

mission is to collect objects and, most importantly; to interpret and educate the public 

about collections (Kotler & Kotler, 1998:28).  

Building an audience:  

According to Hoffman (2006:419), museums have become “audience conscious”. 

This means that museums have become visitor-centred. Dodd and Sandell, as cited 

by Black (2005:46), define audience development as “breaking down the barriers 
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which hinder access to museums and building bridges with different groups to 

ensure their specific needs are met”. Museums are funded by public money and, 

thus, they have to serve the interests of the public. Accordingly, museums, 

particularly public museums, are under immense pressure to increase their number 

of visitors (Gilmore & Rentschler, 2002:745). In addition, museums are also 

confronted with the challenge of satisfying the needs of multiple stakeholders. These 

stakeholders include both customer stakeholders and non-customer stakeholders. It 

is, therefore, difficult for museums to meet the divergent interests of visitors (young 

and old), directors of boards, patrons, donors and government agencies. According 

to Goulding (2000:261), the matter is exacerbated because museums have also 

been forced to diversify their audience by attracting previously marginalised groups, 

especially women and minorities. In addition, museums face the challenge of 

building partnerships with other stakeholders in the travel and hospitality industries.  

Attracting financial resources:  

Museums require financial resources in order to be able to respond to an ever 

increasing demand for museum services. The common financial challenges facing 

the museum sector are as a result of a number of factors, including cutbacks in 

public funds, increasing competition for private support, increasing operating costs 

and reduction or loss of tax, privileges and other subsidies (Foreman-Wernet & 

Dervin, 2010:75; Kotler & Kotler, 1998:38–51). In order to deal with this problem of a 

lack of funds, some museum directors contact major donors personally and also use 

consultants to raise funds (Gilmore & Rentschler, 2002:746). In this section the 

strategic challenges facing museums were discussed. The discussion in the next 

section will focus on museums in South Africa and, in particular, the museums 

selected for the purposes of this study.  

2.13.7. Public museums in South Africa  

The history of museums in South Africa dates back to 1825 when the first museum 

was established in Cape Town. Notably, South African museums during the colonial 

times housed art works from Europe (Knell, 2005:136). Approximately 300 of Africa‟s 

1 000 museums are located in South Africa. These museums document the rich 

natural and cultural history of the country and cover a range of subjects, including 

geology, history, the biological sciences, the arts, mining, agriculture and forestry 
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(SA Yearbook, 2009/2010:100). The focus of this study is on certain selected public 

museums. According to McLean (1997:11), the purpose of public museums “is to 

share the collections that have previously been the preserve of the private collectors 

with everyone”. In other words, the function of public museums is to serve the 

interests of all sectors of society and not just the interests of the elite.  

Public museums in post-apartheid South Africa are a tool of government‟s national 

social cohesion project and, to this end; museums are used to document historic 

events and to safeguard national symbols. These events and national symbols 

include the Truth and Reconciliation Commission, the national anthem, the flag, the 

new public holidays and autobiographical and biographical writings. However, most 

importantly, the museums represent a space in which South Africa‟s conflicting and 

non-compatible histories are recorded (Murray et al., 2007:85). 

There are public museums throughout South Africa. These museums include 

Ditsong Museums, Engelenburg House Art Collection, Iziko Museums, Natal 

Museum, National Museum, Die Afrikaanse Taal Museum, The National English 

Literary Museum, Voortrekker Museum, War Museum of Boer Republics, Robben 

Island Museum, Nelson Mandela Museum, William Humphreys Art Gallery and 

Luthuli Museum (DAC, 2011). 

In South Africa public museums are declared cultural institutions in terms of the 

Cultural Institutions Act of 1998. According to this Act, public museums are managed 

by councils appointed by the Minister of Arts and Culture. The Act also provided for 

the clustering of museums and this, in turn, resulted in the formation of the Ditsong 

and Iziko museums − the focus of this study (SA Yearbook, 2009/2010:100). In the 

next section, each of the South African museums selected for this study will be 

described.  

Ditsong museums  

The Ditsong cluster of museums contains a wide range of collections encompassing 

a number of fields, namely, fauna, palaeontology, anthropology and archaeology. As 

indicated previously, the cluster comprises the following eight museums − the 

Museum of Cultural History, the Museum of Military History, the Museum of Natural 

History, the Pioneer Museum, the Tswaing Meteorite Crater, the Willem Prinsloo 
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Agricultural Museum, Sammy Marks Museum and the Kruger Museum (Ditsong, 

2011). 

Museum of Cultural History: The Museum of Cultural History was founded in 1892. 

At the time, it was known as the Staatsmuseum and it contained both natural and 

cultural history collections. Today, the museum houses collections in fields including 

archaeology, anthropology and cultural history. In addition to these collections, the 

museum also houses, inter alia, historical artefacts, manuscripts and ephemera. The 

document and manuscript collections include personal documents such as diaries, 

letters, memoirs, family papers, genealogies, newspapers, periodicals, maps, books 

and pamphlets, council minutes, annual reports and audio records (Ditsong, 2011).  

Museum of Military History: The Museum of Military History is the only museum of its 

kind in South Africa. In the past, it was known as the War Museum. The museum 

records all the wars in which South Africans were involved. The categories of 

collections include ordinance, armoured fighting vehicles, aircraft, medals, uniforms, 

small arms, edged weapons, barracks and camping equipment, rations, gifts, military 

music, memorials, military insignia, communications, medicine, propaganda and 

vexillology. The exhibits include aircraft, firearms, uniforms, Victoria Crosses and 

other awards while the museum‟s library comprises books, journals and archival 

material (Ditsong, 2011).  

Museum of Natural History: The Museum of Natural History was previously known as 

the Transvaal Museum. The museum has extensive collections of mammals, 

herpetology and palaeontology and also has a good science library. The mammal 

collection comprises species from southern Africa and includes a small mammal 

component which incorporates the entire rodent population at both species and 

subspecies level, namely, bats, primates, small carnivores, mustelidae and small 

insectivores. The herpetology collection includes reptiles and amphibians. The 

collections consist of complete specimens in alcohol, skeletal material, skins and 

photographic slides of mainly southern African species. In total the museum houses 

approximately 83 300 specimens from southern Africa, Madagascar, Australia and 

Europe (Ditsong, 2011). 
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The paleontological collections include Plio-pleistocene hominid from the Cradle of 

Humankind − a United Nations Education and Scientific Education Council 

(UNESCO) World Heritage site. The fossils include the specimen of Paranthropus 

Robustus from Kromdraai, early homo sapiens from Swartkrans and the most 

complete cranium of Australopithecus Africanus from Sterkfontein (Ditsong, 2011). 

The library at the museum is a science reference library specialising in zoology, 

palaeontology and the faunal history of Southern Africa. The collection is paper-

based and provides documentary support for the various functions of the museum. 

The library contains approximately 10 000 monographs, 1 800 periodical titles of 

which 690 are still operating, 90 000 reprints and several volumes of newspaper 

clippings about the museum and other scientific events. The library is used by the 

museum staff, scientists, students and the general public. The department of 

invertebrates houses collections which include arachnida, coleopteran, hymenopter, 

lepidoptera, othoptera and neuropteran (Ditsong, 2011). 

The museum has permanent natural history exhibitions, namely, the genesis of life 

hall, the bird hall, the geosciences museum and the discovery centre. As regards the 

genesis of life, the origin of life is related in narrative form with the narration covering 

the development of the animal kingdom from single-celled organisms to the 

appearance of early man. In the bird hall, southern African birds are arranged 

numerically according to Robert‟s Birds of Southern Africa. There is also information 

on the feeding, reproduction, behaviour and migration of these birds. The 

geosciences museum exhibits a comprehensive collection of minerals, crystals and 

gemstones while the discovery centre is a hands-on activity centre in which visitors 

may discover the wonders of nature through their five senses (Ditsong, 2011).  

Pioneer Museum: The Pioneer Museum was built by Adolf Machiel Botha on a farm 

in 1848. This museum is the last remaining dwelling which represents the style of 

housing during this early period. The museum tells stories of people who lived on the 

farm, Hartebeestpoort. The house was built of clay and local materials and has a 

thatched roof and earthen floors. The house is surrounded by a traditional herb and 

vegetable garden, orchard, furnished wagon house and vineyard (Ditsong, 2011).  
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Tswaing Meteorite Crater: Approximately 220 000 years ago, a burning meteorite 

slammed into the earth 40 km north of Pretoria. The Tswaing Meteorite Crater is a 

2000 hectare conservation area with a special focus on natural heritage together 

with some elements of cultural heritage. The conservation area boasts an extensive 

wetland system, herds of kudu, impala, zebra and some plant species. During the 

Iron Age, Sotho people settled in the area. Of special note is the fact that the lake in 

the area is full of salt and soda (Ditsong, 2011). 

Willem Prinsloo Agricultural Museum: The Willem Prinsloo Agricultural Museum was 

originally a farm named Kaalfontein. The museum documents the history of 

agriculture in South Africa from the Stone Age to 1945. The museum consists of 

house museums and Ndebele homesteads while the collections include farming 

implements, animal-drawn vehicles and tractors. In addition, visitors have an 

opportunity to visit a historic farmyard (1880–1920) with indigenous domesticated 

farm animals such as Nguni and Afrikaner cattle, Colebrook pigs, painted Persian 

sheep and indigenous chickens (Ditsong, 2011). 

Sammy Marks Museum: The Sammy Marks Museum is located on the farm 

Zwartkoppies, east of Pretoria. This Victorian mansion was the residence of the 

Jewish industrialist and entrepreneur, Sammy Marks, who made a meaningful 

contribution to economic development of the then Transvaal. The collections in the 

museum are Victorian and comprise the personal effects of Sammy Marks and his 

wife (Ditsong, 2011).  

Kruger Museum: The Kruger Museum consists of a house, two halls and a railway 

coach. The house was President Paul Kruger‟s private home and is an excellent 

example of Victorian architecture with evidence of the original furnishings. The west 

hall focuses on Kruger as an international statesman, with a display of the awards 

that Kruger received from different countries during the South African war. The other 

collections include his rifle, saddle, pocket knife and state coach. The east wall 

documents Kruger‟s journey into exile from Mozambique to Europe in 1901. The wall 

also covers his stay and death in Clarens, Switzerland. His private railway carriage, 

which he used when he went into exile, is also on display (Ditsong, 2011).  
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Iziko museums  

In chapter 1 it was mentioned that the Iziko museums consist of the Bo-Kaap 

Museum, the South African Museum, the Planetarium, the South African National 

Gallery, the Michaelis Collection, Rust En Vreugd, Koopmans de Wet House, the 

Slave Lodge, the Maritime Centre, the SAS Somerset, Groot Constantia, the Historic 

Precinct, and the Castle of Good Hope. In this section each of these museums will 

be described.  

Bo-kaap Museum: This museum showcases the local Islamic culture and heritage. 

The museum came into existence in 1978. In the future, the museum will be turned 

into a social history museum (Iziko, 2011). 

South African Museum: The museum houses over 1, 5 million specimens. Of special 

note is the fact that the collections consist of fossils of insects and fish that are more 

than 700 million years old. Traditional clothes are also on display (Iziko, 2011).  

The planetarium: The planetarium is actually a theatre which exposes visitors to the 

wonders of the universe (Iziko, 2011).  

SA National Gallery: This gallery houses collections of art of South African, British, 

French, Dutch and Flemish origin. There are also exhibitions of paintings, works on 

paper, photography, beadwork, textiles and architecture on display for visitors to see 

(Iziko, 2011).  

Michaelis Collection: This museum is housed in the former Cape Town City Hall. The 

collection includes Nederlands art from the seventeenth-century golden age and 

includes works of great artists such as Frans Hals, Jan Steen, Jacob Ruisdal and 

Anthony Van Dyck (Iziko, 2011).  

Rust en Vreugd: This museum building was built in around 1777-1778. The museum 

houses William Fehr‟s private collections. These collections include watercolours, 

prints and drawings (Iziko, 2011) 

Koop-de Wet House: This museum houses the finest examples of Cape furniture 

and silver in the country. The museum was established in 1914 (Iziko, 2011).  
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Bertram House: It became a museum in 1976 and houses social history collections 

(Iziko, 2011).  

The Slave Lodge is one of the oldest buildings in Cape Town and houses a 

collection which documents the history of slavery in Cape Town (Iziko, 2011).  

Maritime Centre: This museum traces the history of shipping and showcases a 

collection of ship models and objects. Notably, there are 20 000 photographs, 

depicting 9 200 ships dating from the late 1920s to the early 1960s (Iziko, 2011).  

SAS Somerset: The SAS Somerset is the only vessel in the country that has been 

taken over from the South African Navy. Of interest to visitors is the fact that 

sleepovers for children are held aboard the vessel (Iziko, 2011).  

Groot Constantia Historic Precinct: The farm, Groot Constantia, is one of the oldest 

farms in South Africa and was first inhabited by Simon van der Stel. The museum 

records the history of farming with special reference to slavery on the estate. It also 

houses an exhibition of 18th century furniture, paintings, textiles, ceramics, brass 

and copperware (Iziko, 2011).  

Castle of Good Hope: This museum houses the William Fehr Collection, which 

covers the history of the people and landscapes of early colonial South Africa. The 

collection includes paintings, prints, drawings and furniture (Iziko, 2011).  

2.14. SUMMARY  

In line with one of the research objectives, this chapter analysed the South African 

cultural tourism sector. The literature review revealed that the tourism industry is one 

of the pillars of global economic growth and development. Moreover, it was shown 

that globalisation has changed the way in which tourism marketers operate in the 

marketplace. The tourist today has a far wider choice in terms of the tourist market 

offering and this, in turn, has necessitated the establishment of alliances and 

partnerships.  

In order to create an environment that is conducive to the development of global and 

local tourism, a number of institutions have been created. On an international level 

these institutions include the World Tourism Organisation, the World Travel and 
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Tourism Council, the International Transport Association, Civil Aviation and the 

International Air Transport Association while, on a national level, both the 

Department of Tourism and South African Tourism play a critical role in the 

development of tourism in South Africa.  

The literature review revealed that there are different forms of cultural tourism in 

South Africa, namely, ethnic, rural, battlefield, township, heritage, arts and religious 

tourism. It is of particular interest that ethnic tourism, as manifested in cultural 

villages, has not been exploited to its fullest potential and, in view of the number of 

indigenous cultures in South Africa; there are relatively few cultural villages. Another 

area of concern is the issue of ownership of these villages. Most of these villages are 

still owned by established businesses instead of by the communities that are the 

owners of the cultural assets.  

The eight world heritage sites in South Africa are an important attraction to 

international tourists. In terms of arts tourism, arts festivals form the main source of 

attraction for tourists. South African festivals, such as the Cape Town Jazz Festival, 

have attracted visitors from beyond the borders of South Africa. Despite the fact that 

there is some degree of rural tourism in South Africa, this form of tourism has not 

been exploited to the full. Religion has also emerged as one of the reasons why 

people travel in South Africa. For example, at Easter the Zion Christian Church 

attracts millions of visitors to Moria in Limpopo Province.  

Sustainability and authenticity remain some of the challenges facing cultural tourism 

as tourists are in search of real, and not artificial, experiences. As a result of 

commercialisation, cultural resources often lose their intrinsic value. Sustainability is 

another grey area in cultural tourism and the challenge in this respect is to balance 

the needs of local communities, tourism marketers and future generations. However, 

the practice of responsible tourism may offer solutions to this problem. In order to 

deal with issues of sustainability, Chhabra (2010) has developed a model for 

sustainable heritage tourism. On a positive note, cultural tourism helps to create 

employment opportunities and serves as a catalyst for local economic development. 

Furthermore, cultural tourism preserves cultures which, otherwise, may have 

become extinct.  
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The chapter concluded by looking at museums as a cultural market offering. The 

discussion focused on the history of museums, classification of museums, the socio-

economic role of museums, environmental factors impacting on the existence of 

museums and the strategic challenges facing museums. Certain selected South 

African museums and international museums were also discussed. The Ditsong and 

Iziko museum clusters house collections covering a wide range of fields with the 

diversity in these collections constituting an important draw card for visitors.  
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CHAPTER 3 

INTEGRATED MARKETING COMMUNICATION 

3.1. INTRODUCTION 

There is a growing interest in integrated marketing communication (IMC) among 

marketing scholars and practitioners. Notably, the fragmentation of markets and the 

multiplicity of promotional tools are a compelling reason for organisations to adopt 

IMC in order to ensure consistent messages to all stakeholders (Gronstedt & 

Sircuse, 1998:23).  

Traditionally, organisations have focused on mass marketing with the emphasis on 

selling goods and services regardless of the needs of the customers. However, with 

the increased competition in the marketplace, organisations in all sectors are being 

forced to embrace IMC as a marketing approach. IMC represents a paradigm shift 

from the era of mass marketing to the era of consumer orientation. The new 

marketing approach, as embodied in IMC, emphasises issues such as relationship 

marketing, retention marketing and database marketing (Iacobucci & Calder, 

2003:6). 

In addition, Shimp (2003:6) claims that “a marketer who succeeds in the new 

environment will be the one who coordinates the communication mix so tightly that 

you can look from (advertising) medium to medium, from programme event to 

programme event and instantly see that the brand is speaking with one voice”. 

Shimp‟s assertion endorses the view that IMC is important to ensure both message 

consistency and maximum communication impact. Moreover, as Gurău (2008:171) 

suggests, IMC “provides an opportunity for organisations to enhance the relationship 

of their brands with customers and other stakeholders”.  

The objective of this chapter is to analyse IMC by means of a literature review. The 

first section of the chapter will discuss the concept of marketing so as to establish a 

context for the discussion on IMC and, in addition, the elements of the museum 

marketing mix will be discussed. In line with the objective of this chapter, the second 

section will focus on the historical evolution of IMC with special reference to the 

definition of IMC. The four types of message, namely, planned, unplanned, product, 
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and service, will then be discussed. Lastly, the stages and principles of IMC and 

three IMC models will be discussed. Significantly, the IMC models will also be 

critiqued. The emergence of museum marketing is intrinsically linked to the 

development of arts marketing in general. Thus, the following section will trace the 

history of arts and museum marketing.  

3.2. HISTORICAL DEVELOPMENT OF ARTS AND MUSEUM MARKETING  

According to Lee (2005:289), “the proliferation of arts marketing is regarded as a 

good example of the penetration of market reasoning into the arts world”. Lee‟s 

assertion suggests that marketing is becoming an important function of an arts 

institution. During the 1970s and 1980s, arts institutions considered marketing as a 

set of techniques used to sell the product offering. In addition, in the 1980s, arts 

marketing was seen as a process in terms of which the needs of visitors were met 

(Lee, 2005:289). According to Harrison and Shaw (2004:23), arts organisations such 

museums started “to give prominence to serving the needs of their customers or the 

public”. This shift to a visitor-orientated approach meant that visitors were no longer 

perceived merely as a passive audience. However, in order to effect this change in 

mindset, marketing was seen as a process comprising the following steps: 

formulating organisational objectives, strengths, weaknesses, opportunities, and 

threats (SWOT) analysis, audience analysis, establishing marketing objectives, 

setting targets, implementation and evaluation. The 1990s saw the establishment of 

marketing departments and the emergence of arts marketing experts (Lee, 

2005:290–295).  

According to Caldwell (2000:28), museum marketing has been accorded a new 

status. This statement of Caldwell suggests that there has been an increased 

interest in marketing in the museum sector. This growing interest in museum 

marketing is in stark contrast to its dark history. This is clearly illustrated in Blackall 

and Meek‟s assertion (1992:51) that “marketing was once a dirty word in museum 

circles”. The history of museum marketing dates back to 1975. Since 1975 museum 

marketing has undergone a number of changes with these changes being reflected 

in the different phases of its evolution. These phases include the foundation, 

professionalism and discovery phases (Rentschler, 2002:7). The foundation phase 

(1975–1984) was characterised by a focus on educating audiences while the 
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professionalisation period (1985–1994) witnessed the establishment of marketing 

departments. During the discovery phase (1995–present) museums became more 

market orientated (Rentschler, 2002:7). 

According to Falk and Sheppard (2006:44), “marketing is becoming an increasingly 

important part of the museum‟s core business strategy”. In endorsing Falk and 

Sheppard‟s view (2006), Boorsma and Chiaravalloti (2010:297) assert that "arts 

marketing has evolved from a functional tool to a business philosophy”. There are 

several reasons why museums have become market orientated including the fact 

that marketing may help museums to shake off negative perceptions about them, 

including the perception that museums are places in which old and boring stuff is 

stored. In addition, museums are under pressure to promote themselves in order to 

augment the interest in their market offering and, thereby, increase visitor numbers. 

Obviously, an increase in visitor numbers would translate into an increase in 

revenue. The changes in the technological environment are another good reason 

why museums should adopt marketing with public museums, in particular, having no 

other choice but to inform members of the public about their programmes. This 

stems from the fact that these museums are funded by the public and, thus, 

reciprocally, they should serve the interests of the public (Genoways & Ireland, 

2003:247–249).  

However, in spite of the growing interest in marketing, some museum officials still 

consider marketing as a concept that is alien to museums and, according to these 

museum officials, marketing is the domain of profit-seeking organisations. This view 

is shared by Talboys (2011:88) in a statement that “there is certainly a feeling among 

some that marketing is part of a commercial world that has little or nothing to do with 

museums”. Moreover, there are museum officials who lament that the staff members 

at museums have had “little or no training in business or marketing” (Genoways & 

Ireland, 2003:247). This lack of training may be the reason why the marketing efforts 

of most museums leave much to be desired with Blackall and Meek (1992:99) 

claiming that “museum brochures are often tediously designed and distributed in a 

wrong way: exhibition posters are often sent to other museums. The public media – 

press, broadcasting and television − are not always sufficiently assisted and 

motivated by the museums to place their contributions somewhere else than in a 
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cultural programme with a small audience”. Blackall and Meek‟s statement clearly 

indicates that museums are currently not making use of the publicity opportunities 

available and that they should; therefore, endeavour to elevate their profiles in the 

mass media by demonstrating the news value of their activities.  

Another serious challenge facing museums arises from the fact that most museums 

have separate marketing and public relations departments. This separation is a 

cause for concern from a message consistency point of view as the separation may 

result in separate communication campaigns which may, in turn, be characterised by 

internal contradictions (Genoways & Ireland, 2003:247). In this section, the history of 

arts and museum marketing was outlined. The next section will focus on the 

meaning of the concept of “museum marketing”.  

3.3. DEFINING MUSEUM MARKETING 

The American Marketing Association (AMA) (as quoted by Pride & Ferrel, 2010:4), 

defines marketing as a “process of creating, distributing, promoting and pricing 

goods, services and ideas to facilitate satisfying exchange relationships with 

customers and develop and maintain favourable relationships with stakeholders in a 

dynamic environment”. Similarly, Kotler and Keller (2009:45) define marketing as 

“the art and science of choosing target markets and getting, keeping and growing 

customers through creating, delivering and communicating superior customer value”. 

There are a range of items that may be marketed. These include goods, services, 

events, experiences, persons, places, properties, organisations, information and 

ideas (Kotler & Keller, 2009:46–47). 

A museum is a tourism product and, therefore, it is important to look at the meaning 

of tourism marketing as a prelude to the discussion on museum marketing. Lumsdon 

(in Fyall & Garrod, 2005:44) defines tourism marketing as “the management process 

of anticipating and satisfying existing and potential visitors‟ wants more effectively 

than competitive suppliers or destinations”. Lumsdon‟s definition suggests that, in 

terms of tourism marketing, the focus should be on the needs of the visitors. 

According to Hausmann (2007:176), marketing is an integral aspect of the 

management of a cultural organisation and, as such, it may be defined as “a process 

of identifying potential target groups, and their needs and wants, pricing the products 
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appropriately, communicating their appeal to target markets and delivering them to 

visitor‟s satisfaction”.  

Consistent with Hausmann‟s definition, Lewis (1991), as quoted by Mclean 

(1997:47), defines “museum marketing as a management process which confirms 

the mission of a museum or gallery and is responsible for the efficient identification, 

anticipation, and satisfaction of its users”. This, in turn, implies that museums should 

identify the needs of both current and potential visitors and match those needs with 

an appropriate market offering. In addition, Lewis‟s definition demonstrates a shift 

from a non-profit organisation orientation to more market orientated thinking. Amenta 

(2010:25) adds that “marketing is considered as the managerial skill that can best 

help museums to accomplish their mission”. Furthermore, marketing is important if 

museums are to achieve greater visibility (Gürel & Kavak, 2010:43). This section 

looked at the definition of the concept of “museum marketing” with the marketing 

concept having evolved over time. The next section investigates the marketing 

concept within the museum context.  

3.4. THE MUSEUM MARKETING CONCEPT  

Mokwa, Dawson and Prieve (1984:xiv) are of the opinion that museums face 

marketing challenges such as attendance stimulation, audience development and 

membership development. Other challenges include expanded exposure to the 

world‟s cultural products and a decline in public funding (Kolb, 2005:20). Izquierdo 

and Samaniego (2007:809), Geissler, Rucks and Edison (2006:70) and Mottner and 

Ford (2008:179) argue that, as a result of the revenue squeeze, museums have 

been forced to adopt the marketing concept. Kotler, Bowen and Makens (2010:17) 

and Moore and Pareek (2010:21) define the marketing concept as a philosophy 

which claims that organisational objectives may be realised only if the needs of the 

customers are met. The philosophies pertaining to the marketing concept include 

product orientation, sales orientation, marketing orientation and competitor 

orientation.  

Product orientation is a philosophy that emphasises product improvements, 

regardless of the needs of customers (Kotler et al., 2010:17). Accordingly, product-

orientated museums emphasise the production of new cultural objects, regardless of 

the needs of visitors. On the other hand, sales-oriented museums employ a variety 
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of communication techniques in order to attract visitors. Some of these techniques 

include subscription programmes and increasing the size and scope of the museum 

store operations (Middleton & Clarke, 2001:21). 

In terms of a marketing philosophy, product development is informed by the needs of 

customers. In line with this philosophy, environmental scanning should precede the 

development of marketing strategies and that this environmental scanning should 

also involve both internal and external factors. Once the environment has been 

scanned, the marketer should select a segment of the market and develop a 

marketing mix that matches the segment selected. The marketing philosophy implies 

that museums should satisfy visitors through their product offering. Accordingly, 

more and more museums are becoming visitor-centred and, to this end, they 

conduct research into the needs of their visitors. This research usually takes the form 

of customer satisfaction surveys. The research findings are then used to inform the 

improvement of existing exhibitions and the development of new ones (Izquierdo & 

Samaniego, 2007:814).  

The increased competition in the marketplace has exerted pressure on museums to 

become competitor orientated. Competitor orientation implies that a museum should 

develop some understanding of the weaknesses and strengths of other museums. 

There are four types of competitors, namely, preferential competitors, generic 

competitors, formal competitors and business competitors: 

 Preferential competitors: Such competitors offer ways to satisfy all the desires 

that potential visitors could have (travelling, reading etc).  

 Generic competitors: Such competitors offer all the ways in which potential 

visitors may satisfy their cultural needs rather than visiting a museum. 

 Formal competitors: Such competitors offer alternative services that could 

satisfy the type of culture selected (e.g. visiting an exhibition or a museum). 

 Business competition: This refers to all the museums open for visitors in the 

same town as the specific museum (Izquierdo & Samaniego, 2007:814–815). 

The previous sections presented the concept of marketing, with special reference to 

museum marketing. In the following sections the discussion will focus on the 

elements of the marketing mix within the context of museums.  
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3.5. MARKETING MIX  

The history of the concept of marketing mix may be traced back to the 1950s. The 

concept was the brainchild of Neil Borden with the concept arising from the notion 

that the marketer is a mixer of ingredients (Grönroos, 1997:323). On the other hand, 

Vignali (2001:98) asserts that the four Ps – product, price, place and promotion – 

constitute the “the principal foundation on which a marketing plan is based”. Amenta 

(2010:25) and Rentschler, Hede and White (2007:164) concur with Vignali‟s view 

that the four Ps are at the core of an organisation‟s marketing effort. However, 

scholars such as Goldsmith (1999:180) and Kasper, Van Helsdingen and Gabbott 

(2006:465) claim that there are additional variables in the marketing mix with these 

variables including procedures, physical assets, people, and personalisation.  

The following figure depicts this expanded marketing mix: 

 

Figure 3.1: Expanded marketing mix 

Source: Adapted from Goldsmith (1999:180) 
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The figure above illustrates the elements of the extended marketing mix. As 

indicated previously, the traditional marketing mix comprises the four Ps. However, 

contrary to the traditional view, Genoways and Ireland (2003:250) argue that the 

traditional four Ps are seller centred. Accordingly, organisations such as museums 

should move to a more customer-centred approach with such an approach involving 

the four Cs, namely, customer value/product, convenience/place, customer 

cost/price and communication/promotion (Duncan, 2002:14). The following table 

showcases the marketing mix paradigm shift:  

Table 3.1: Marketing mix paradigm shift  

Four Ps  Four Cs  

Product  Customer value  

Price  Customer cost  

Place  Convenience  

Promotion  Communication  

Source: Rensburg & Cant (2003:11)  

The next section will discuss the variables, as depicted in figure 3.1. 

3.5.1. Product/customer value 

According to Silk (2006:10), a product may be defined as “the total package of 

benefits obtained by the customer”. Consistent with Silk‟s definition, Kotler et al. 

(2010:230) define a product as “anything that can be offered to a market for 

attention, acquisition, use or consumption that might satisfy a want or need”. 

Significantly, a product is the most basic component of the marketing mix and 

represents the product features, package, brand name and post-sales services 

support. In addition, the product is a key variable in terms of the marketing strategy 

in the sense that all the other marketing decisions relating to methods of distribution, 

marketing communication and prices are based on, and coordinated with, product 

decisions (Connett, 2004:7; Perreault & McCarthy, 2002:248; Assael, 1993:89). In an 

effort to create customer value, Kotler and Keller (2009:74) suggest that an 

organisation should develop an offering that matches the needs of the target market. 

In line with this view, Caullton (1998:76) advises that a museum should develop a 
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product that meets the learning and other needs of the biggest segments of its target 

audience.  

A museum product may be defined as all aspects of the museum‟s operations with 

these aspects including parking, cleanliness of restrooms, appeal of the collections 

and special events (Black, 2005:269; Anderson, 2004:184). Kotler and Kotler 

(1998:174) add that a museum offering should include services such as food, 

shopping and seating. 

A museum is a cultural tourism product and encompasses three levels, namely, core 

product, tangible product and augmented product. Core product refers to those 

benefits that match the needs of visitors while tangible cultural product refers to the 

tangible cues pertaining to the cultural offering. On the other hand, augmented 

product entails the extra benefits derived from the cultural tourism product (Lamb et 

al, 2008:207; Chan, 2009:177). The collection, together with its conversation and 

exhibition, comprise the core product of a museum while the other services provided 

by a museum comprise augmented products (McLean, 1997:106–107). The 

following figure depicts the levels of a cultural tourism product:  

 

Figure 3.2: Levels of a cultural tourism product  

Source: Ivanovic (2008:211) 
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However, Kotler and Kotler (1998:175) recommend that a museum should not focus 

on collections only but also on other services. Accordingly, museums may also offer 

lectures, classes and tours while musical, theatrical and film programmes may also 

enhance a museum‟s offering. Educational workshops, for example, may help 

museums to diversify their product offering. Museums may also use social, 

recreational and celebratory events that are not related to their core business in 

order to attract audiences who would, otherwise, not be interested in their offering 

(Kotler & Kotler, 1998:181). 

In addition, in order to meet the ever-changing needs of their target audience, 

museums should engage in improving their existing exhibitions and programmes. 

However, they should also develop new exhibitions and programmes as these will 

assist the museums to attract new segments of the market (Kotler & Kotler, 

1998:182). Kotler and Kotler (1998:182) further state that “great museum exhibitions 

offer visitors transcendent experiences that take them outside the routines of 

everyday life and transport them into new and wonderful worlds of beauty, thought 

and remembrance”. Courvoisier and Courvoisier (2007:193) concur with Kotler and 

Kotler (1998) to the effect that the use of objects of nature, culture, history, science 

and arts help museums to offer satisfactory experiences to visitors and it is these 

unique experiences that serve as a draw card to visitors. However, Rentschler, 

Radbourne, Carr and Rickard (2001:118) are of the view that museums have shifted 

focus from product development to audience development.  

According to McLean (1997:106–107), a museum‟s product offering is more 

“psychological than physical”, with this assertion suggesting that the museum‟s 

market offering is not tangible, despite the fact that the provision of this market 

offering is made possible by tangible cues. Despite the fact that museums sell 

intangible products the quality of their services is determined by tangible cues such 

as physical facilities, equipment and personnel. For example, if the museum 

bathrooms are dirty, visitors to the museum may develop negative perceptions about 

the quality of the museum itself and this, in turn, may lead to negative experiences 

(Genoways & Ireland, 2003:251). 

As a typical service, museum visits are characterised by inseparability. This means 

they are produced and consumed at the same time. In the case of museums, it is not 
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possible for the visit to the museum to take place until the visitor has arrived. In other 

words, museum visits require the active participation of visitors. Furthermore, in a 

museum, visitors are supposed to move around freely in order to enjoy the 

exhibitions of their choice (Black, 2005:84; Lagrosen, 2003:134). 

3.5.2. Price/cost  

According to Du Toit, Erasmus and Strydom (2009:335), price refers to “the 

exchange value of a product or service”. Connett, (2004:9) and Kotler and Keller 

(2009:161) maintain that customer cost or price includes the monetary, time and 

psychological costs of acquiring a particular product. The concept of price or cost 

carries different labels, including rent, tuition, fares, fees, rates, tolls, retainers and 

wages (Kotler & Keller, 2009:416; Rentschler, Hede & White, 2007:165). According 

to Anderson (2004:184), in the museum context, price refers to both the admission 

and the membership fees. In view of the fact that price exerts a major influence on 

buyer choice (Van der Walt et al., 1996:442–443), it is recommended that a 

museum‟s admission fees should be in line with the mission of the museum. For 

example, a museum of which the purpose is to serve children from a poor 

community would not be able to charge high admission fees and still realise the 

purpose of its existence (Genoways & Ireland, 2003:252). In addition, Caullton 

(1998:76) recommends that a museum should set admission fees appropriate to the 

ability of target visitors to pay and in accordance with the financial objectives of the 

organisation.  

Kotler and Kotler (1998:266) are of the opinion that there are alternatives to charging 

admission fees. These alternatives include “charge the same price to every visitor, 

charge different prices to different classes, establish a membership programme, 

request visitors to contribute whatever they wish, and charge a price, but establish 

one or few free days”. 

According to Camarero and Garrido (2011:269), in order to attract and retain visitors, 

museums may offer incentives .These incentives may be in the form of trust-related 

benefits (maintaining long-term relationships), social benefits (personal relationship 

and personal recognition) and preferential benefits such as discounts. 
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3.5.3. Place/convenience  

According to Connett (2004:10), place refers to the distribution of a product to the 

final consumer. Connett‟s assertion implies that place, as an element of the 

marketing mix, involves the customer‟s access to the product offering of an 

organisation (Shaw & Morris, 2000:12). Most museums are located in the central 

business districts of major cities. Regrettably, this trend tends to exclude those 

people who live on the outskirts of the cities while it is of special note that these 

people are usually poor members of the community who do not have the means to 

travel and then still afford to buy cultural offerings (Genoways & Ireland, 2003:252; 

McLean, 1997:129).  

Notwithstanding their overconcentration in the central business districts of major 

cities, Kotler and Kotler (1998:193) maintain that “museums have the opportunity to 

deliver their offerings and services far beyond the bounds of that physical structure”. 

Hence, in order to increase the convenience of their product offering, museums may 

establish branches at shopping malls. Significantly, museums may also use 

travelling exhibitions in order to reach those people who live in far-flung areas. In 

addition, technological advancement has meant that the use of virtual exhibits is on 

the increase, while mail order or online catalogues have broadened the international 

audience‟s access to museum offerings (Anderson, 2004:184). In addition, Kotler 

and Kotler (1998:203) suggest that museums should lend their collections to other 

museums, thus enhancing the access to their collections.  

3.5.4. Communication/promotion  

Kotler and Keller (2009:74) suggest that an organisation should communicate the 

value of its offering by using promotional tools. They further define promotion “as a 

means whereby an organisation can establish dialogue and build relationships with 

consumers”. In the same vein, Clow and Baack (2004:5) assert that 

communication/promotion is a process “of transmitting and processing information”.  

The marketing communication mix comprises eight elements, namely, advertising, 

sales promotions, events and experiences, public relations, direct marketing, 

interactive marketing and word of mouth (Kotler & Keller, 2009:7). According to 

Duncan (2002:20), other marketing communication functions include marketing 

public relations, merchandising, point of sale purchase materials, packaging, 
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licensing, e-commerce, internal marketing, trade shows and customer service while, 

according to Morrison (2002:373), the goals of the elements of promotion are to 

inform, persuade and remind customers and prospects about an organisation‟s 

market offering. 

Hooper-Greenhill (1994 in McLean, 1997:129) maintains that “communication in the 

museum includes those aspects of the institution that impinge either on the 

museum‟s image or on the general experience of the visit”. A museum‟s promotional 

tools may include annual reports, newsletters, brochures, the museum website, 

public service announcements, print advertising, news releases, feature articles, 

letters to editors, documentary and public education programming, film and slide 

shows, speaker bureaus, bulletin boards, posters and flyers, speciality advertising (t-

shirts, balloons, pens and calendars), classified advertising, chambers of commerce, 

promotions, public address systems, billboards, corporate sponsored advertising, 

personal contacts, business cards, and service clubs (Anderson, 2004:184). The 

following table summarises the characteristics of the marketing communication mix: 

Table 3.2: Characteristics of the marketing communication functions 

Marketing communication  Characteristics  

Advertising  “Non-personal, paid announcements by an identified sponsor  

Public relations  
Programmes that focus on the opinions of relevant members of 
the public and manage corporate communication and reputation  

Marketing public relations  Product publicity, nonpaid stories or brand mentions in the media  

Sales promotion  Tangible incentives to stimulate consumer behaviour  

Merchandising  In store promotional materials  

Point of purchase materials  Displays in the interiors of shops  

Direct marketing  
A database-driven marketing approach that combines demand 
creation and fulfilment in one operation  

E-commerce  Selling directly to customers through the internet  

Internal marketing  
Selling marketing programmes to employees whose support is 
needed  

Events and sponsorships  
Highly targeted brand associations that involve prospects 
personally  

Trade shows  
Periodic gatherings at which manufacturers, suppliers and 
distributors display their products  

Customer service  
A customer-focused attitude toward business to life through all 
non-product activities” 

Source: Duncan (2002:21–22) 
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However, McLean (1997:147) argues that most museums rely on printed material 

with which to promote their services with this printed material usually taking the form 

of posters and fliers. It is clear that the marketing communication mix comprises 

multiple elements and that all these elements may be used to promote the product 

offering of an organisation.  

3.5.5. People  

According to Goldsmith (1999:182) and Mercer (2001:30), the personnel dimension 

of the marketing mix refers to those employees who interact with customers or, in the 

case of museums, with visitors. Goldsmith (1999:182) further asserts that the 

services marketing theory “places emphasis on hiring, training, supporting, 

evaluating and rewarding employees‟‟. As a result, it may be said that the quality of a 

service is determined by the quality of employees. Consistent with Goldsmith‟s view, 

Kasper et al. (2006:374) also maintain that employees‟ interactions with customers 

or visitors in the museum context are important in an organisation‟s efforts to meet 

the expectations of these visitors.  

3.5.6. Physical assets  

For Vignali (2001:2) and Mercer (2001:30) physical assets refer to cleanliness, décor 

and ambience of service with these tangibles being important determinants of 

customer satisfaction. Customers will shun organisations such as museums of which 

the buildings are dirty and falling apart (Kasper et al., 2005:162).  

3.5.7. Procedure 

Procedure may be defined as blueprinting, automation and control procedures. 

These procedures may include automated pay points or bar code scanners. For 

instance, McDonald‟s has over 24 500 restaurants in 116 countries across the world. 

Nevertheless, the procedure for preparing the food remains the same in all 

McDonald restaurants. In the museum context, procedure may include processes 

whereby visitors buy tickets (Vignali, 2001:2; Groutcutt, 2005:162). 

3.5.8. Personalisation  

Personalisation is a business philosophy in terms of which each customer is treated 

as an individual and not as a member of a target audience. It is essential that 

marketers understand the needs and preferences of the individual customer and 
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deliver a customised product. Within the museum context it may be said that 

personalisation means that no two visitors are the same with some visitors visiting 

museums for educational reasons while others will visit them for entertainment 

reasons (Goldsmith, 1999:182). In the section above the eight elements of the 

marketing communication mix were described. In the following section, IMC, as the 

theoretical framework of the study, will be discussed.  

3.6. INTEGRATED MARKETING COMMUNICATION 

According to Garber and Dotson (2002:1), in a highly “fragmented, cluttered, global, 

deregulated and unprecedented competitive environment”, an organisation such as a 

museum should embrace integrated marketing communication as a survival tool. In 

emphasising this view of Garber and Dotson, Reid, Johnson, Ratcliffe, Skrip and 

Wilson (2001:239) state that “the growing importance of IMC is due to increasingly 

dynamic market conditions”. In addition, with increased competition in the 

marketplace, product messages have reached a saturation point with the result that 

organisations such as museums are forced to use IMC to break the communication 

clutter and appeal to consumers (Navarro, Sicilia & Delgado-Ballester, 2009:223). It 

is against this background that this section will focus on IMC as the theoretical 

framework of this study. 

3.6.1. Integrated marketing versus integrated marketing communication  

It is important at this juncture to emphasise that the focus of this study is IMC and 

not integrated marketing (IM). In their seminal work, Driving brand value, Duncan 

and Moriarty (1997:xiv) label IMC as “the tip of the integration iceberg”. They further 

argue that “marketing communication is futile if contrary, more powerful, messages 

are being sent by other actions of a company”. According to Duncan and Moriarty 

(1997:xiv), full communication integration requires an organisation to adopt the ten 

drivers of IM. The ten drivers of IM include the following: 

 Create and nourish relationships rather than merely conclude transactions. 

 Focus on stakeholders rather than on just the customers or just the 

shareholders. 

 Maintain strategic consistency rather than independent brand messages. 

 Generate purposeful interactivity rather than simply a mass media monologue. 
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 Market a corporate mission and not the individual products. In simple terms, 

the focus should be on the organisation‟s strategic thrust and, thus, all 

activities should be aligned to the organisation‟s strategic intent.  

 Use zero-based planning rather than adjusting the previous year‟s plans. 

 Use cross-functional, rather than departmental, planning and monitoring. 

 Create core competencies rather than merely communication specialisation 

and expertise. 

 Use an integrated agency rather than a traditional, full service agency. 

 Build and manage databases in order to retain customers rather than just 

acquire new customers (Duncan & Moriarty, 1997:16–17). 

3.6.2. Historical evolution of IMC  

Communication integration is not a new concept and, in fact, the concept of 

communication integration emerged as early as the 1930s. During this period the 

sales representatives would collaborate with the advertising team while, by 1966, 

scholars had already recommended the combined use of promotional tools in order 

to ensure synergy (Thorson & Moore, 1996:13).  

The late 1970s and the 1980s saw an increase in merger activity in the advertising 

industry. This trend came about as a result of an industry-wide effort to offer more 

than advertising and to provide a one-stop service to clients (Thorson & Moore, 

1996:13). In the late 1980s, this new integration was labelled the “new advertising”. 

However, this elicited an outcry from public relations academics, who saw the new 

concept as being, what they termed, a marketing imperialism and, to them; this new 

concept would mean a domination of marketing over public relations (Thorson & 

Moore, 1996:14). 

The 1990s saw IMC becoming one of the most topical marketing issues (Percy, 

1997:ix). Moreover, it was in the 1990s that IMC emerged as a discipline (Kerr, 

Schultz, Patti & Kim, 2008:514; Holm, 2006:24). Possible names that were 

suggested for the new discipline included integrated communications (IC), total 

communication and IMC with the latter emerging as the most favoured term (Kerr et 

al., 2008:514). 
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Juxtaposed to the view that IC was an alternative term for IMC, Rensburg and Cant 

(2009:3) are, nevertheless, of the opinion that IC differs from IMC. According to 

them, IMC deals with integration within “the realm of marketing”, while IC goes 

beyond marketing to include communication fields such as corporate design, public 

relations and corporate communication (Rensburg & Cant, 2009:3). The following 

table illustrates the differences between IMC and IC: 

Table 3.3: Differences between IMC and IC  

IMC  IC  

Customer centred to the exclusion of other 
stakeholders  

Focuses on both customer and noncustomer 
stakeholders  

Communication is mainly one-way  Communication is two-way 

External communication is important  
Both internal communication and external 
communication are important  

Communication is a departmental process Communication is an organisation-wide process  

Technical in nature  Strategic in nature  

Source: Rensburg & Cant (2009:3) 

Despite its popularity; there is still no consensus among scholars on the definition of 

IMC (Kerr et al., 2008:514; Grove, Carlson & Dorsch, 2007:37; McGrath, 2005:192; 

Anantachart, 2005:102). In the next section, the definition of the concept will, despite 

the confusion and lack of clarity about its meaning, be examined.  

3.6.3. Defining IMC  

Despite confusion and ambiguity, several scholars have, nevertheless, proposed 

definitions of the concept of IMC. The following table presents various definitions as 

offered by some of the authoritative voices on the concept: 

Table 3.4: Definitions of IMC 

Author  Date Definition  

American 
Association of 
Advertising 
Agencies  

1989 “A concept of marketing communications planning that recognises 
added value in a programme that integrates a variety of strategic 
disciplines – e.g. general advertising, direct response, sales promotion, 
and public relations − and combines these disciplines in order to provide 
clarity, consistency and maximum communication impact”  

Schultz  1991 “The process of managing all sources of information about a 
product/service to which a customer or prospect is exposed and which, 
behaviourally, moves the customer toward a sale and maintains 
customer loyalty”  
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Keegan  1992 “The strategic coordination of all messages and media by an 
organisation in order to influence its perceived brand value 
collectively”  

Kotler  1999 “IMC is the concept under which a company carefully integrates and 
coordinates its many communication channels to deliver a clear, 
consistent and compelling message about the organisation and its 
message” 

Duncan  2002 “A cross-functional process for creating and nourishing profitable 
relationships with customers and other stakeholders by strategically 
controlling or influencing all messages sent to these groups and 
encouraging data-driven, purposeful dialogue”  

Schultz & 
Schultz  

2004 “IMC is a strategic process used to plan, develop, execute and 
evaluate coordinated, measurable, persuasive brand communication 
programmes over time with consumers, customers, prospects and 
other targeted, relevant internal and external audiences”  

Kliatchko  2005 “IMC is the concept and process of strategically managing audience-
focused, channel-centred and results-driven brand communication 
programmes over time”  

Source: Kerr et al. (2008:515) 

It may be deduced from the abovementioned definitions that IMC is about the 

combined use of promotional tools in order to bring about “clarity, consistency, and 

maximum communication impact” (Schultz & Schultz, 2003:93). However, it would 

not seem as if any agreement about the definition of IMC is in sight. Moreover, 

understandably, the lack of a clear definition and a solid theoretical base has 

resulted in IMC being a poorly defined discipline (Kerr et al., 2008:516; Fitzpatrick, 

2005:93; McGrath, 2005:192). In addition, there is vociferous scholarly debate about 

whether IMC is a new concept, with three opposing groups of scholars taking part. 

The first group regards IMC as a new discipline while the second group sees IMC as 

an old discipline. In other words, the second group sees IMC as an old idea under 

the guise of a new label with this group arguing that, as early as the 1950s, 

advertising agencies such as Leo Burnett were practising IMC (Thorson & Moore, 

1996:14). On the other hand, the third group claims that IMC is irrelevant (Kerr et al., 

2008:517).  

The following table illustrates the differences between the viewpoints of the first two 

groups: 
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Table 3.5: The development of IMC as a discipline  

IMC is a new discipline  IMC is nothing new  

“Similar to other new disciplines which define 
and redefine themselves  

Ambiguous definition and lack of rigorous theory  

All new disciplines involve other disciplines  Repackaging of existing marketing concepts  

The concept of IMC is not new although the 
processes of managing it are new  

The concept of IMC is not new  

Strategy is what distinguishes IMC – 
marketing communication in the past was not 
strategically coordinated  

Advertising agencies have always coordinated 
other marketing communications  

Result of changes in communication, 
technology, consumers and the marketplace  

Result of economic imperative on the part of 
advertising agencies to address both the shift of 
marketing communication dollars and the 
expansionist move by schools of mass 
communication  

IMC is able to use financial value and 
behavioural measures with which to evaluate 
performance  

Marketing communication has traditionally been 
evaluated by using attitudinal and communication 
measures”  

Source: Kerr et al. (2008:517)  

There are significant differences between the traditional marketing communication 

approach and IMC. The following table illustrates the differences between these two 

perspectives:  

Table 3.6: Differences between traditional marketing communication and IMC  

Traditional marketing communication 
approach  

IMC approach  

There is emphasis on generating sales   The emphasis is on building relationships   

The focus is on customers  The focus is on stakeholders  

A wide variety of marketing communication tools  
Emphasis is on maintaining message 
consistency  

Communication is one way  Communication is two-way  

The emphasis is on cause related marketing  The organisation markets the corporate mission  

Communication practitioners are specialists  The communication practitioners are generalists  

Previous marketing plans are revised  Zero-based planning is used  

There is departmental planning  There is cross-functional planning  

There is mass marketing  There is targeted marketing  

Traditional agencies are used  Integrated agencies are used  

Source: Rensburg & Cant (2003:13) 

It is clear from the above table that the main difference between IMC and traditional 

marketing communication is the fact that IMC is interactive. This view is supported 
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by Peltier et al. (2003:94) when they argue that IMC promotes both interactivity and 

consumer centricity. Grove et al. (2007:38) agree with this view when they assert 

that IMC promotes a communication two-way process. In other words, an 

organisation sends messages and feedback is received from the recipients of the 

messages. Furthermore, interactive media allow organisations to tailor make and 

deliver communication messages. However, whilst some organisations have 

embraced interactive communication strategies others are, nevertheless, still 

reluctant to accept this approach in spite of advances in technology (Peltier et al., 

2003:94–96).  

3.6.4. Obstacles to communication integration 

The road to communication integration is not easy and it is hampered by numerous 

obstacles. Hartley and Pickton (1999:97) define communication disintegration as 

“placing promotional activities into discrete boxes” with Fill (2001:410), as well as 

Hartley and Pickton (1999:98), agreeing that the structure of the communication 

industry may promote disintegration with specialist communication agencies being 

the source of disintegration as a result of the fact that they are not able to offer 

complete integrated services. Accordingly, separate agencies are sought and the 

result is communication disintegration. In addition, disintegration is also exacerbated 

by the existence of separate professional bodies (Fill, 2001:410–411). While the 

previous section looked at the obstacles, the following section will look at the 

reasons for communication integration.  

3.6.5. Reasons for communication integration 

While there are obstacles in the way of IMC there are, nevertheless, a number of 

factors that have forced organisations to adopt IMC. These factors include 

developments in information and communication technology, fragmentation of the 

media, changes in the structure of communication agencies, the increasing 

sophistication of both clients and retailers, increasing cost of advertising media, 

perceived decreasing effectiveness of traditional media, increasing competition and 

the decreasing cost of database usage. In addition, another compelling reason for 

the adoption of IMC “is the need to overcome „the silo mentality associated with 

promotion mix singularity”. This statement suggests that the traditional promotion 

tools are used in isolation from each other and, hence, the need for their combined 
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use (Schultz & Schultz, 2003:9; Hartley & Pickton, 1999:98; Thorson & Moore, 

1996:15–16).  

The use of IMC may benefit an organisation in several ways. Marketing 

communication tools have both inherent weaknesses and strengths and IMC makes 

it possible for these disparate communication tools to complement one another 

(Anantachart, 2005:104). For example, public relations may be used to boost 

advertising. IMC harmonises promotional messages and, thus, ensures consistency 

(Grove et al., 2007:37; Fill, 2001:409–410) with consistent messages helping to 

diminish communication clutter. 

IMC reduces media costs, thereby increasing the profitability of an organisation 

(Grove et al., 2007:37). In addition, IMC enhances brand equity. In other words, IMC 

boosts brand image and awareness by changing both brand attitude and customer 

memory (Madhavaram, Badrinarayanan & McDonald, 2005:71; Anantachart, 

2005:102). In the next section, the stages of IMC will be described.  

3.6.6. Stages of IMC  

According to Thorson and Moore (1996:24), the IMC integration process comprises 

the following stages, namely, awareness, image integration, functional integration, 

coordinated integration, consumer-based integration, stakeholder integration and 

relationship management integration.  

Awareness: The business environment is dynamic. In other words, economic, social, 

technological and cultural factors all have an impact on the existence of an 

organisation and are a compelling reason for a move to new, integrated marketing 

systems (Thorson & Moore, 1996:24). 

Image integration: It is essential that an organisation present “a consistent message, 

look and feel”. In other words, the messages to all stakeholders and their physical 

presentation should be consistent, as consistency of image and message eliminates 

both internal contradictions and a fragmented image (Thorson & Moore, 1996:24). 

Functional integration: Prior to functional integration, the strengths and weaknesses 

of all the marketing communication tools should be analysed. These tools include 

public relations, advertising, sales promotions and direct marketing. Of special 
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interest is the fact that these tools all complement each other (Thorson & Moore, 

1996:26). As Thorson and Moore (1996:26) suggest, “public relations permits an 

organisation to use third-party credibility with careful targeting and placement of 

newsworthy stores in media while advertising allows a message to be repeated” 

Accordingly, the right mix of tools should be selected in order to ensure both 

message consistency and maximum communication impact with written policies, 

manuals and guidelines being used to achieve the desired results. In addition, cross-

functional communication is important in order to ensure successful integration 

(Thorson & Moore, 1996:26). 

Coordinated integration: The communication integration may be driven by either an 

organisation or a communication agency. In the case of an organisation, each of the 

communication disciplines may lead the integration, depending on the marketing 

goals and objectives of the organisation. The glue that binds the communication 

disciplines within an organisation “is shared budgets, shared performance measures, 

and outcomes”. In the case of an agency driving the communication integration, it is 

recommended that an integrated agency, as opposed to a traditional agency, be 

used (Thorson & Moore, 1996:27).  

Consumer-based integration: During this stage, an organisation gathers information 

about both customers and prospects with a view to improving its communication 

efforts with the profiles of customers and prospects being an important consideration 

when determining a communication mix. To this end, it is advised that databases be 

established as these databases will enable the organisation to match its market 

offering with the needs of its customers. This, in turn, will enable the organisation 

both to increase its customer retention rates and to attract prospective customers 

(Thorson & Moore, 1996:30). 

Stakeholder integration: Customers are the main reason why an organisation exists. 

However, noncustomer stakeholders also constitute an important part of the 

stakeholder community of an organisation with these noncustomer stakeholders 

including employees, the community, government, press, vendors and suppliers 

(Thorson & Moore, 1996:30). Employees are at the heart of the implementation of 

IMC because they are the embodiment of the brand. Accordingly, it is essential that 

employees “live the brand”. The growing importance of employees reinforces the 
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view that internal communication is an important tool in re-orientating employees in 

line with the IMC culture, together with the concomitant change in values and beliefs 

(Fill, 2001:414).  

Relationship management integration: This stage involves measuring the 

effectiveness of both the marketing communication efforts and the role that the 

communication professionals are playing in the strategic direction of the 

organisation. IMC elevates communication professionals to a strategic level where 

they are able to make a meaningful contribution to the strategic direction of an 

organisation. For example, they may assist in the implementation of programmes 

such as total quality management. Significantly, they may also make a contribution 

when an organisation enters into strategic alliances with other organisations 

(Thorson & Moore, 1996:33).The following figure illustrates the stages of IMC:  

 

Figure 3.3: Stages of IMC  

Source: Thorson & Moore (1996:22) 
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This section presented the stages of IMC while the following section will focus on the 

principles of IMC.  

3.6.7. Principles of IMC  

According to Schultz and Schultz (2003:50), there are eight guiding principles in the 

implementation of IMC. These principles include the following: become a customer-

centric organisation, use outside-in planning, focus on the total customer experience, 

align consumer goals with corporate goals, set customer behavioural objectives, 

treat customers as assets, streamline functional activities and converge marketing 

communication activities. Each of these eight principles will now be briefly described:  

Become a customer-centric organisation: It is essential that an organisation‟s 

activities revolve around the final consumer as it is the customers who are the 

lifeblood of an organisation. Failure to meet the ever-changing needs of consumers 

may signal the demise of an organisation. “Unless a firm is financially successful, it 

cannot reward employees, shareholders, management and society.” Accordingly, it 

may be stated categorically that an organisation should spare no effort in meeting 

the needs of its target market (Schultz & Schultz, 2003:50–51). 

Use outside-in planning: If an organisation is to become a customer–centric 

organisation then the organisation should implement an outside-in planning system. 

In terms of such a system the organisation is informed by the needs of its customers 

and determines both its objectives as well as the way in which these objectives will 

translate into reality. Of special significance is the fact that such a system links the 

financial goals of an organisation to the marketing spending levels. Accordingly, if an 

organisation wants a high return on investment, then the organisation should spend 

more on marketing communication (Schultz & Schultz, 2003:53).  

Focus on the total customer experience: A customer‟s total marketing experience is 

not limited to the marketing communication activities of an organisation but includes, 

inter alia, the customer‟s interaction with intermediaries. As a result, an 

organisation‟s partners are critical in ensuring communication integration (Schultz & 

Schultz, 2003:56).  

Align consumer goals with corporate goals: The needs of consumers are ever-

changing and, thus, in order to keep their customers satisfied, it is essential that 
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organisations align their corporate goals to the needs of their customers. In other 

words, the strategic direction of an organisation should be determined by the needs 

of customers and not vice versa (Schultz & Schultz, 2003:57).  

Set customer behavioural objectives: An organisation should set the following 

customer behavioural objectives in an effort both to attract and retain customers − 

acquire new customers, retain and maintain present customers, retain and grow 

sales and migrate existing customers through the firm‟s product or service portfolio 

(Schultz & Schultz, 2003:60). 

Treat customers as assets: It is essential that an organisation such as a museum be 

consumer orientated as an organisation that does not satisfy its customers‟ needs is 

doomed to fail in the marketplace. It must be remembered that customers are the 

source of income of an organisation while the other activities within an organisation 

are mainly cost centres. Accordingly, an organisation should invest in its customers 

as an asset (Schultz & Schultz, 2003:63). 

Streamline functional activities: An organisation should disseminate messages and 

provide incentives to both customers and prospects. These messages may be sent 

out via marketing communication tools such as advertising and public relations while 

incentives in the form of sales promotional activities may attract customers and 

prospects alike (Schultz & Schultz, 2003:63). 

Converge marketing communication activities: Marketing communication activities 

should be converged in order to effect integration. As indicated earlier, integration 

results in message consistency and maximises communication impact (Schultz & 

Schultz, 2003:63).  

In this section, the principles of implementing IMC were described while the next 

section will focus on the four messages of IMC. 

3.6.8. IMC message typology  

As indicated in chapter 1, messages are one of the pillars of IMC with this study 

focusing on the planned, unplanned, product and service messages of the museums 

selected. As a prelude to the empirical analysis these messages will be discussed in 

this section. An organisation creates and disseminates messages in many ways. 
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Grönroos (2007:303) maintains that what employees say, how they say it, how they 

behave, how service outlets, machines and other physical resources look, and how 

they function, all communicate something to the customers. Planned messages refer 

to what an organisation says; product and service messages refer to what an 

organisation does while unplanned messages refer to what others say about the 

organisation (Grönroos, 2007:305). 

The harmonisation of promotional messages is a challenging process. There are 

eight challenges in respect of maintaining message consistency. These challenges 

include: 

 “An organisation has multiple stakeholders. 

 Each audience has different message needs. 

 Stakeholder audiences overlap and, therefore, receive multiple brand 

messages. 

 Organisations are increasingly using co-branding, ingredient branding and 

multiplier branding.  

 Brand messages originate from a wide variety of sources. 

 Brand messages are received at many different contact points.  

 Message impact varies.  

 Messages that are the least controlled often have the greatest impact. 

 Increased expertise in marketing communication functions creates greater 

competition for the wider control of the marketing communication budget and 

planned messages.  

 The number of employees from different departments who communicate with 

stakeholders has increased significantly” (Duncan & Moriarty, 1997:76). 

In order to ensure message consistency it is essential that organisations control or 

influence their brand messages (Duncan & Moriarty, 1997:77). In essence, an 

organisation should manage its multiple touch points in order to ensure message 

consistency across all functions within the organisation. Each of four types of 

message will be described in the next section. 
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3.6.8.1. Planned messages 

In chapter 1 it was stated that planned messages constitute the traditional elements 

of the marketing communication mix, namely, advertising, personal selling, public 

relations, sales promotions and sponsorships (Duncan & Moriarty, 1997:78). 

Grönroos (2007:305) maintains that planned messages refer to those messages that 

are sent out via a planned marketing communication campaign. According to 

Duncan and Moriarty (1997:78), planned messages are used for the purposes of a 

brand promise. In other words, they are used to inform and persuade customers to 

buy an organisation‟s offering. However, planned messages are perceived as the 

least credible of all messages as they originate with the organisation itself (Duncan & 

Moriarty, 1997:78). The elements of the marketing communication mix comprise the 

sources of planned messages. The key elements of the marketing communication 

mix will be described in the next section.  

Personal selling  

According to Lazer, Dallas and Riegel (2006:343) personal selling refers to “oral 

communication with actual and potential customers”. Assael (1993:554) concurs that 

personal selling refers to face-to-face communication between company sales 

representatives and customers. Kotler and Keller (2009:591) maintain that “nearly 

12% of the total workforce in the US works in full-time sales occupations, both non-

profit and for-profit. Hospitals and museums use fund-raisers to contact donors and 

solicit donations”. McLean (1997:145) is of the opinion that “personal contact 

between the museum employees and visitors is a personal selling experience”. 

McLean (1997) further suggests that museum employees should become 

ambassadors of the museum. In other words, even non-communication staff should 

take on the role of promoting the museum and they should also be consciously 

aware that their behaviour may communicate either negative or positive messages 

about the museum.  

Public relations  

Harlow (1976, in Tench & Yeomans, 2009:4) defines public relations “as a distinctive 

management function which helps establish and maintain mutual lines of 

communication, understanding, acceptance and co-operation between an 

organisation and its publics”. Public relations, according to the Institute of Public 
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Relations and Communication of South Africa (PRISA), may be defined as “the 

management through communication of perceptions and strategic relationships 

between an organisation and its internal and external stakeholders” (Skinner, Essen 

& Mersham, 2004:4). In support of the PRISA definition Fill (2002:619) states that 

“public relations is a management activity that attempts to shape the attitudes and 

opinions held by an organisation‟s stakeholders”. According to Duncan (2002:7), 

stakeholders, in this context, comprise those individuals or groups who may either 

affect or be affected by an organisation. Organisations use various methods and 

techniques in terms of which to build sound relations with their publics. According to 

Gruescu, Pirvu and Nanu (2008:257), as well as Fill (2002:631), public relations 

activities include publicity issues, management, public affairs, lobbying, investor 

relations and corporate advertising. 

Public relations has the potential to increase both a museum‟s membership and its 

attendance (Capriotti, 2010:283). Genoways and Ireland (2003:261) suggest that a 

museum should use public relations in order to build sound relations with its 

stakeholders, including museum enthusiasts, people who are interested in museums 

and even people who do not visit museums. Other important stakeholders of a 

museum are its staff members with this group of stakeholders having the power 

either to make or to break the image of a museum. For example, if staff members 

are happy, they will be prepared to help to realise the mission of a museum and vice 

versa (Genoways & Ireland, 2003:261). Other stakeholders of a museum include 

central and local government, business, the media, tourist boards, economic 

development agencies, museum organisations, governing bodies, volunteers, 

donors, educators, scholars, guest speakers, community leaders, purchasers of 

store merchandise and patrons (Wallace, 2006:4). 

There are two types of public relations programmes, namely, reactive and active 

public relations programmes. An active public relations programme would allow a 

museum to control or to influence its image while a reactive public relations 

programme addresses crises as they arise. According to Genoways and Ireland, 

(2003:261) a reactive public relations approach implies that “the museum is always 

putting out fires and coping with complaints and problems”. In order to avoid reactive 

public relations, Kotler and Kotler (1998:237) advise that “a museum that is not 
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currently in a crisis should consider itself in a “pre-crisis” and prepare for the crisis 

that looms in the horizon”. This statement of Kotler and Kotler contains a warning 

that no museum is immune to crises and, thus, it is essential that a museum be 

proactive, identify risks and plan accordingly as this would enable the museum to 

protect its image in the event of a crisis.  

There are a number of public relations activities within the museum context. These 

activities include creation of image, product publicity as well as financial public 

relations efforts. In view of the fact that a museum needs the goodwill of the 

community in which the museum is located if the museum is to survive, it is essential 

that the museum creates a positive image. This goodwill comes from government, 

businesses and members of the community. Product publicity, in turn, serves to 

create visitor expectations (Genoways & Ireland, 2003:263) with product publicity 

comprising the core marketing public relations activity. Marketing public relations 

may be defined as the combined use of marketing and public relations activities to 

effect maximum communication impact (Seitel, 2011:375).  

It is essential that a museum generate media coverage of its product offering by 

sending the information on newsworthy activities to media outlets. These outlets 

include both the electronic and print media (Gürel & Kavak, 2010:42). Financial 

public relationship efforts, on the other hand, involve the dissemination of information 

about the museum to potential donors, boards of directors, the membership of the 

museum and the public in order to raise the funds which are crucial for the smooth 

operation of a museum (Genoways & Ireland, 2003:264).  

Khodarahmi (2009:539), Tench and Yeomans (2009:178) and Genoways and 

Ireland (2003:264) all maintain that a museum‟s public relations programme 

comprises the following seven steps, namely, identify the museum‟s relevant public, 

measure image and attitudes, establish image and attitude goals for key public 

bodies and individuals, identify cost effective strategies, prepare for public relations 

crises, choose specific public relations tools and implement actions with which to 

evaluate results. The seven steps may be described as follows:  

 Identify the museum’s relevant public: The museum should identify relevant 

segments of its target audience.  
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 Measure image and attitudes: Research should be conducted into the 

perceptions of each segment of the target audience. 

 Establish image and attitude goals for key public bodies and individuals: The 

museum should set image and attitude goals and compare these with the target 

audience‟s perceptions.  

 Identify cost effective strategies: The museum should adopt cost effective 

strategies aimed at changing audience attitudes. 

 Prepare for public relations crises: The museum should develop a crisis 

communication plan that would assist in dealing with negative publicity, should it 

arise.  

 Implement actions and evaluate results: Evaluation involves comparing the goals 

set with actual performance For example, an increase in visitor numbers would 

be indicative of a change in attitudes towards, and an awareness of, the museum 

(Genoways & Ireland, 2003:264). 

Advertising  

According to Raju (2009:48), advertising is “any kind of paid, non-personal method of 

promotion by an identified organisation or individual.” This viewpoint is shared by 

Henley (2001:158) and Cutlip, Center and Broom (1999:11) who define advertising 

as information placed in the media by an identified sponsor who pays for either the 

time or space. In addition, advertising is aimed at informing, reminding and 

persuading consumers to buy the market offering of the enterprise concerned. 

According to Kotler and Keller (2009:547), the major media types include 

newspapers, television, direct mail, radio, outdoor advertising, yellow pages, 

newsletters, brochures, internet and telephone. The following table showcases 

profiles of the major media types.  

Table 3.7: Profiles of the major media types  

Medium  Advantages  Limitations  

Newspaper  “Flexibility, timeliness, good local market 
coverage, broad acceptance, high 
believability  

Short life, poor reproduction quality, 
small pass-along audience  

Television  Combines sight, sound and motion, 
appealing to the senses, high attention, 
high reach  

High absolute cost, high clutter, fleeting 
exposure, less audience selectivity  

Direct mail  Audience selectivity, flexibility, no ad 
competition within same medium, 
personalisation  

Relatively high cost, “junk mail” image  
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Radio  Mass use, high geographic and 
demographic selectivity, low cost  

Audio presentation only, lower attention 
than television, standardised rate 
structures, fleeting exposure  

Outdoor  Flexibility, high repeat exposure, low 
cost, low competition  

Limited audience selectivity, creative 
limitations  

Yellow 
pages  

Excellent local average, high 
believability, wide reach, low cost  

High competition, long ad purchase lead 
time, creative limitations  

Newsletters  Very high selectivity, full control, 
interactive opportunities, relatively low 
costs  

Costs could run away  

Brochures  Flexibility, full control, may dramatise 
messages  

Overproduction could lead to runaway 
costs  

Internet  High selectivity, interactive possibilities, 
relatively low cost  

Relatively new media with a low number 
of users in some countries  

Telephone  High selectivity, interactive possibilities, 
relatively low cost  

Relatively new media with a low number 
of users in some countries” 

Source: Kotler & Keller (2009:547) 

In spite of the enormous benefits of advertising, some museums still consider 

advertising as an expense rather than an investment. Nevertheless, advertising, as a 

promotion tool in terms of museum marketing, may serve to persuade visitors to visit 

the relevant museum. In most cases, advertising is used when a museum hosts 

special exhibitions. Therefore, a museum‟s permanent collections should be made 

special as this would serve as a permanent visitor attraction (Blackall & Meek, 

1992:67). 

A museum may engage in different forms of advertising, namely, institutional 

advertising, product advertising, classified advertising and promotional advertising 

(Kotler & Kotler, 1998:149). McLean (1997:150), in turn, suggests that, in order to 

reach its target audience, a museum needs to know which newspapers, magazines 

and programmes the members of its target audience read, watch or listen to.  

Sales promotion 

According to Shimp (2003:4), sales promotion refers to “all marketing activities that 

attempt to stimulate quick buyer reaction or immediate sales of a product”. In other 

words, sales promotion may be defined as inducements given to customers in order 

to encourage them to use a company‟s products. Such sales promotional tools 

directed at consumers include coupons that may be redeemed for cash, 

sweepstakes and contests that involve prizes and rebates on a purchase (Assael, 

1993:553). Museums may use “sales promotion to attract first time visitors, to attract 

underserved segments, to distribute audiences more evenly across peak and off-
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peak periods and eliminate overcrowding and to expand membership” (Kotler & 

Kotler, 1998:259). A museum may also use special promotions, events or offers as 

incentives to use the museum. These incentives may include discounts and 

complimentary purchases such as cups of coffee in the cafe, or discounts on 

entrance fees to exhibitions (McLean, 1997:150). 

Direct marketing  

The Direct Marketing Association (DMA), as quoted by Percy (2008:153), defines 

direct marketing as “an interactive process where responses from or about buyers 

are recorded in a database for building profiles of potential customers and providing 

valuable marketing information for more efficient targeting”. According to Kotler and 

Keller (2009:512), direct marketing is “the use of mail, telephone, fax, e-mail, or 

internet to communicate directly with or solicit response or dialogue from specific 

customers and prospects”. Whilst direct mail is an established promotional technique 

within the commercial enterprise context, it is fairly new in the performing arts sector. 

However, museums could use this promotional tool in order to build personal 

relationships with their visitors. Moreover, direct mail may be a useful tool in raising 

funds (Kotler & Kotler, 1998:247; McLean, 1997:147). This view is echoed by Henley 

(2001:163) in the assertion that direct marketing is “the mainstay of fundraising 

campaigns”. In addition, a museum could also establish a “friend‟s scheme” in terms 

of which its members are invited to private viewings and events (Kotler & Kotler, 

1998:247; McLean, 1997:147). 

3.6.8.2. Product messages  

As indicated in chapter 1 product messages refer to those messages that emanate 

from the attributes of a product such as pricing, durability, distribution networks, 

form, features, performance and conformance quality, reliability, reparability and 

style (Kotler & Keller, 2009:363; Aaker, 1995:204).  

The product messages of museums would emanate from the museum setting itself 

and may refer to objects, collections, exhibitions and programmes. For example, if 

the museum buildings are dilapidated, visitors are bound to form negative 

perceptions about the museum. Museum visitor expectations and needs are varied 

in terms of collections as the core offering of a museum. Accordingly, museums 

should make a conscious effort to identify these needs and to develop an offering 
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that matches these divergent needs and expectations. Museums should also move 

away from specialisation which may isolate some segments of the market (Kotler & 

Kotler, 1998:175).  

Visitors also form opinions based on a museum‟s exhibitions. Traditionally, museums 

always presented objects in exhibition cases. Accordingly, in contrast to this 

traditional approach, an exhibition should be developed and presented in 

accordance with the following guidelines:  

 visitor centred 

 object and image centred 

 provocative  

 the media must be matched with the correct message (Kotler & Kotler, 

1998:177). 

The quest for new, exciting exhibitions has led to some museums establishing 

exhibition teams with these exhibition teams usually comprising a curator, a 

designer, an educator, a writer, an audience and a communications or marketing 

specialist (Kotler & Kotler, 1998:181). 

Ongoing programmes such as lectures, classes and tours are also sources of 

product messages. Educational workshops designed to meet the needs of the 

different segments of the target audience will also help a museum to attract new 

segments of the market. A museum‟s programmes are usually related to its 

collections and exhibitions. For example, an art museum may offer art classes. It is, 

however, significant to note that some museums organise special events that are not 

related either to their collections or to their exhibitions, for example, a social 

gathering of young professionals at musical or theatrical performances (Kotler & 

Kotler, 1998:181–182). 

In conclusion, it may be stated that, while it is not possible to control product 

messages, a museum should endeavour to influence these product messages by 

proactively anticipating visitors‟ needs and adapting its product offering to 

accommodate the varied and ever-changing needs of its visitors. 
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3.6.8.3. Unplanned messages  

Unplanned messages comprise “brand or company related news stories, employee 

gossip, actions of special interest groups, comments made by the trade and by 

competitors, findings by government agencies or research institutions and word of 

mouth”. In other words, unplanned messages refer to those messages that 

customers receive from intermediary sources such as friends, relatives and the 

media (Grönroos, 2007:305). 

Unplanned messages are generally deemed believable because the sources of 

these unplanned messages are regarded as credible. However, these messages 

create the most difficult consistency problems because they are not under the control 

of the organisation concerned and may only be influenced by the organisation 

(Duncan & Moriarty, 1997:88). External sources of unplanned messages include 

word of mouth and media editorials with these sources being considered credible 

because they are perceived to be neutral and, unlike marketing communication 

activities, they are intermediary sources that are deemed to be unbiased. Positive 

messages from intermediary sources help to build the image of the organisation 

whereas negative messages may damage the image of the organisation (McLean, 

1997:140). 

Word of mouth  

Kotler and Keller (2009:512) define word of mouth as “people to people oral, written 

or electronic communications that relate to the merits or experiences of purchasing 

or using products or services”. According to Grönroos (2007:308), word of mouth 

refers to messages “about the organization, its credibility, and trustworthiness, its 

ways of operating, its goods and services and so on communicated from one person 

to another”.  

Word of mouth is an effective communication tool. In addition, not only is it effective 

but it is also cost effective. Satisfied visitors are a museum‟s best advertisement as 

satisfied visitors tend to spread the message about their wonderful experience at a 

museum to both friends and relatives. As an intermediary source of information 

about a museum‟s market offering friends and relatives are deemed to be credible 

sources (Grönroos, 2007:308; Genoways & Ireland, 2003:267). Harrison and Shaw 
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(2004:23) agree that word of mouth advocacy is an important communication tool for 

both museums and for the arts world in general.  

Employee messages in the form of grapevines and rumour mills may undo the 

positive effects of planned messages. In order to limit the effect of employee gossip, 

an organisation should use internal marketing in order to transform its employees 

into advocates of the organisation (Duncan, 2002:135). In addition, McLean 

(1997:21) suggests that museum directors should build personal relationships with 

influential players as these personal relations may translate into benefits for the 

museum. For example, these influential people may assist the museum to raise 

funds. 

Traditional media  

The traditional media is a source of unplanned messages with traditional media 

including newspapers and magazines, radio and television (Blakeman, 2009:94). 

Media coverage takes the form of features, news, reviews and listing and, notably, a 

museum has no control over the content of these forms of media coverage (McLean, 

1997:153). In line with this view of McLean, Henley (2001:163) maintains that media 

coverage is “an independent endorsement” of an organisation and its market 

offering”. This view is true because planned communication is perceived as self-

promotion. In other words, it may be said that planned communication is biased as 

opposed to media coverage which comes from a neutral source. Accordingly, it may 

also be said that a story in the media is more effective than an advertisement 

because the media is deemed to be a neutral source. The media is always looking 

for interesting stories and, thus, museums should supply the media with information 

on newsworthy activities (Genoways & Ireland, 2003:268). According to Duncan and 

Moriarty (1997:88), an organisation such as a museum should formulate a 

communication crisis plan to mitigate the effects of negative publicity should it arise. 

Social media  

Traditionally, an organisation is a source of information about its market offering. In 

contrast to this traditional view, consumers are, increasingly, obtaining information 

from their fellow consumers. Consumer-generated information sources include 

online media which, in turn, include search engines, e-mail, web logs, chartrooms, 
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personal mobile communications and social networking (Nandan, 2005:269). There 

are different categories of social media, namely, macro blogs (Word Press, Blogger, 

BlogSpot), micro blogs (Twitter, Yammer, Yelp), content sharing sites (YouTube, 

Flickr, Delicious) and social network sites (Facebook, MySpace, Orkut) (Bodle, 

2011:112).  

According to Kidd (2011:67), social media is “an obvious way of informing people 

about upcoming events and exhibitions of a museum”. In line with Kidd‟s view, Bodle 

(2011:108) claims that “social media sites and services provide innovative tools for 

dynamic forms of communication and participation”. These social media sites and 

services have radically changed the way in which individuals and organisations 

exchange information and, most importantly, they have accelerated the pace of 

these exchanges. Accordingly, organisations such as museums should endeavour to 

influence the messages about their products or services emanating from the social 

media (Nandan, 2005:269). 

3.6.8.4. Service messages 

According to Duncan and Moriarty (1997:84), service messages “originate from 

interactions with the organisation‟s employees”. Parasuraman, Zeithmal and Berry 

(1988:23) identify the following five determinants of service quality, namely, 

tangibles, reliability, responsiveness, assurance and empathy. Museums are service 

organisations (Lagrosen, 2003:136) and, as such, in order to enhance visitor 

satisfaction, they should improve the quality of their products and services (Yucelt, 

2000:4). 

There is consensus that service quality is important to both organisations and 

customers alike. Accordingly, service quality may make an immense contribution to 

the financial success of an organisation as it may help an organisation to increase 

both its market share and its return on investment (Parasuraman, Zeithmal & Berry 

1985:41). According to Parasuraman et al. (1988:3), “delivering superior service 

quality appears to be a prerequisite for success, if not survival, of businesses”.  

The characteristics of service, namely, intangibility, heterogeneity and inseparability, 

make it difficult to define service quality. However, it may still be said that service 

quality refers to the difference between customer expectations and actual 
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performance (Parasuraman et al., 1985:42). Grönroos, as quoted by Parasuraman et 

al. (1985:43), maintains that there are two dimensions to service quality, namely, 

technical quality and functional quality. Technical quality refers to the actual benefits 

that the customer receives while functional technical quality refers to the way in 

which a service is rendered. The determinants of service quality will be described in 

the next section. 

Determinants of service quality  

Service quality may be determined by a number of factors. These factors include 

reliability, responsiveness, competence, access, courtesy, communication, 

credibility, security, understanding the customer and tangibles (Parasuraman et al., 

1985:47). The following table summarises the determinants of service quality: 

Table 3.8: Determinants of service quality  

Determinant of 
service quality  

Description  

Access Access may be defined as follows: 

 The service is easily accessible by telephone; 

 Waiting time to receive the service is not excessive; and, 

 Convenient hours of operation. 

Communication Communication refers both to keeping customers informed in a language they 
are able to understand and to listening to them. It also involves explaining the 
service itself, explaining how much the service will cost and assuring 
customers that their problems will be dealt with. 

Competence  Competence refers to the possession of the requisite skills and knowledge. 
These requisite skills and knowledge would incorporate: 

 Knowledge and skills of contact employees; 

 Knowledge and skills of operational support personnel; and 

 Research capability of the organisation. 

Courtesy Courtesy involves politeness, respect, consideration and friendliness on the 
part of the contact personnel as well as other factors such as consideration for 
the consumer‟s property 

Credibility Credibility involves trustworthiness, believability, honesty and having the 
customer‟s best interests at heart. It also involves both the company name and 
reputation. 

Reliability Reliability involves consistency of performance and dependability in the 
following respects: 

 The organisation performs the correct service the first time; 

 Accurate billing; 

 Correct records, 

 Performing the service at the designated time. 

Responsiveness  Responsiveness refers to the willingness or readiness of employees to provide 
service in terms of: 

 Service timelines;  

 Calling the customer back quickly; and, 

 Rendering prompt service. 
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Tangibles  Tangibles may be defined as “the environment in which a service is delivered 
and where the firm and the customer interact”. Tangibles may directly 
influence the service experience itself, the satisfaction level and the perceived 
service quality. Servicescape consists of three components, namely, facility 
exterior, facility interior and other tangibles. Facility exterior includes exterior 
design, signage, parking, landscaping and the surrounding environment while 
facility interior refers to interior design, equipment used to serve the customer 
directly or to run the business, signage, layout, air quality and temperature. 
The other tangibles include such items as business cards, stationery, billing 
statements, reports, brochures and uniforms. 

Understanding 
and knowing the 
customer  

Understanding and knowing the customer involves making the effort to 
understand the customer‟s needs by learning about the customer‟s specific 
requirements, providing individualised attention and recognising the regular 
customer. 

Security  Security refers to freedom from danger, risk or doubt and, as such, is 
inextricably linked to: 

 Physical security; 

 Financial security; and, 

 Confidentiality.  

Source: Parasuraman et al. (1985:47) 

The above ten determinants may be grouped into five categories, namely, tangibles, 

reliability, responsiveness, assurance, and empathy (Parasuraman et al., 1988:24).  

The following table illustrates the five dimensions of service quality: 

Table 3.9: Dimensions of service quality  

Quality dimension  Description 

Tangibles  Physical facilities, equipment and appearance of personnel  

Reliability  Ability to carry out the promise in a dependable and reliable way  

Responsiveness  Willingness to help customers and provide prompt service  

Assurance  
Knowledge and courtesy on the part of employees and their ability to inspire 
trust and confidence  

Empathy  Caring, individualised attention that the organisation renders to its customers  

Source: Parasuraman et al. (1985:47) 

It is essential that a museum should not create false expectations that it is not able to 

fulfil. According to McLean (1997:121), “there should be recognition of the need for 

accuracy in promotional material by not exaggerating the museum‟s performance”. In 

other words, a museum that claims to render services dependably and reliably 

should live up to its claims with failure to do so likely to cause lasting damage to both 

the image and the integrity of the museum.  
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Tangibles may either make or break the image of a museum. McLean (1997:121) 

maintains that “museum attendants dressed in uniforms, glossy promotional 

material, dusted cases and an even management of the flow of visitors‟‟ all convey 

positive messages about the museum concerned and this, in turn, implies  that 

visitors will form their opinions, either positive or negative, on the basis of tangibles.  

The responsiveness of museum staff determines the quality of service. As McLean 

(1997:121) suggests, “the person writing the labels for exhibits, the cleaner dusting 

down the cases, the demeanour of the attendant at the entrance are crucial in 

defining the quality of the service”. Furthermore, museum staff should give caring 

and individualised attention to visitors as employees who are rude will chase away 

visitors (Yucelt, 2000:4). 

Service failure 

Service failure occurs when a service or a product fails to meet the expectations of 

the customer. According to Shapiro and Nieman-Gonder (2006:125), “when a 

service breaks down there is disconnection between customer expectations and 

reality”. However, service failure is not necessarily entirely negative because it may 

present an opportunity “to interact with customers and restore customer satisfaction” 

(Shapiro & Nieman-Gonder, 2006:125). 

Service recovery 

In order to deal with service breakdowns, an organisation such as a museum should 

have in place a service recovery strategy. Such a programme should be based on 

the justice theory. The justice theory comprises three dimensions, namely, 

distributive justice, interactional justice and procedural justice. Distributive justice 

includes refunds, exchanges and discounts on future purchases while interactional 

justice refers to “truthfulness, a reasonable explanation, politeness, empathy and 

apology”. Procedural justice, on the other hand, entails “consistent, unbiased and 

impartial customer policies” (Shapiro & Nieman-Gonder, 2006:126–127). In this 

section the IMC message typology was discussed. In the next section three IMC 

models will be discussed and, significantly, these models will also be critiqued.  
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3.6.9. IMC models 

The goal of the study is to develop an integrated marketing communication 

framework for Ditsong and Iziko clusters of museums. Therefore, it is prudent to 

review existing IMC models as a precursor to the proposed integrated marketing 

communication framework. In this section, three IMC models will be discussed and 

critiqued. These models are Schultz and Schultz‟s IMC model, Duncan‟s zero-based 

IMC planning process model and Belch and Belch‟s IMC model. The three models 

were selected because the authors are authorities in the field of IMC.  

Schultz and Schultz’s IMC model  

Schultz and Schultz‟s IMC model comprises the following five steps: Identifying 

customers and prospects, estimating the value of customers, planning the 

communication messages, post-programme analysis and future planning. The 

following figure illustrates Schultz and Schultz‟s IMC model:  

 

Figure.3.4: Schultz & Schultz‟s IMC model 

Source: Adapted from Schultz & Schultz (2003:69) 
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As the figure illustrates Schultz and Schultz‟s IMC model comprises five steps. Each 

of these steps will now be described: 

 Identifying customers and prospects: An organisation should identify and 

understand both its customers and its prospects. This may be done by collecting 

various types of information including demographic, geographic, psychographic 

and other relevant data. Having collected the information pertaining to its 

customers in the form of databases, an organisation may streamline both its 

product offering and its messages to the various segments of the target 

audience. Of special note is that mass marketing has failed as a result of the fact 

that the needs of consumers are varied and ever changing (Schultz & Schultz, 

2003:68).  

 Estimating the value of customers: During this step an organisation should 

estimate the financial contribution of each segment of its customer base. The 

segments of a target audience are not always the same in terms of their 

contribution to the financial success of the organisation. Accordingly, an 

organisation should focus its efforts on those segments that make a significant 

contribution to the financial success of the organisation (Schultz & Schultz, 

2003:68). 

 Planning communication messages: During this step an organisation identifies 

the customers‟ brand contacts. A communication programme incorporating basic 

marketing tools such as product attributes, pricing policies, distribution and 

communication should be formulated. The execution of such a programme 

involves the formulation and delivery of communication messages to the various 

segments of the target audience (Schultz & Schultz, 2003:72). 

 Estimating return on customer investment: This step involves determining the 

financial impact of the IMC programme. Traditionally, communication 

measurement has been accomplished on a discipline by discipline basis. For 

example, public relations was measured separately from advertising. However, 

there has been a shift to a holistic, integrated form of measurement and, thus, 

IMC measurement should measure beyond awareness and include measures 

such as stock market value, customer value and brand value (Schultz & Schultz, 

2003:73).  
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 Post-programme analysis and future planning: Once the IMC programme has 

been implemented, evaluation should commence. Evaluation entails comparing 

the targets set with actual performance. If there are deviations, corrective action 

should be taken with the feedback from the evaluation process being used to 

revise the IMC programme. This revised programme should then be implemented 

with the result that the IMC cycle will begin all over again (Schultz & Schultz, 

2003:73). 

Duncan’s zero-based IMC planning process 

In contrast to the IMC process model of Schultz and Schultz, Duncan (2002:202) 

recommends a zero-based planning approach. According to Duncan this process 

comprises the following eight steps with the figure below illustrating this zero-based 

IMC planning process: 

 Analyse strengths, weaknesses, opportunities and threats: It is essential that an 

organisation analyse both internal and external factors. The internal factors refer 

to both the strong and the weak points of an organisation. Strong points refer to 

an organisation‟s ability to offer better services and products than the competition 

while weak points refer to those areas in terms of which an organisation performs 

worse than the competition (Duncan, 2002:203). External factors refer to 

opportunities and threats as they occur within the environment of an organisation. 

These opportunities and threats emanate from economic, political and 

technological factors (Duncan, 2002:204). A SWOT analysis should be externally 

orientated, that is, the analysis should take into account the views of external 

stakeholders, such as customers, and not rely only on internal judgements which 

may be biased.  

 Analyse the targets and relationships: This step entails the identification of 

current and prospective customer segments. The profile of the targeted segments 

should be used as the basis for developing a marketing communication plan. 

During this phase, an organisation should also utilise research in order to 

determine the state of its customer relationships (Duncan, 2002:210).  

 Determine marketing communication objectives: Marketing communication 

objectives are set in order to address the key findings of a SWOT analysis. These 
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objectives should be geared towards creating awareness and shaping the 

behaviour of customers (Duncan, 2002:213).  

 

Figure 3.5: Zero-based IMC planning process 

Source: Adapted from Duncan (2002:202) 

 Developing strategies and rationales: The findings of the SWOT analysis and the 

marketing communication objectives should determine the marketing 

communication mix and media mix. It is advisable to use a combination of 

marketing tools that complement each other (Duncan, 2002:218). 
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 Determine the budget: Resources should be deployed to those activities that 

seek to achieve the set objectives. This is known as the objective-and-task 

approach (Duncan, 2002:220).  

 Determine the timing and scheduling: Timing and scheduling means deciding on 

which media placements, promotional programmes and other marketing 

communication activities to use (Duncan, 2002:223). 

 Test the marketing communication mixes: The organisation should attempt 

different marketing communication mixes and select the right mix (Duncan, 

2002:224). 

 Evaluate effectiveness: The organisation should monitor and evaluate all the IMC 

activities in order to determine whether there have been any deviations and then 

take corrective actions, if so required (Duncan, 2002:224).  

Belch and Belch’s IMC model  

According to Belch and Belch (2009:28), the IMC process consists of seven steps, 

namely, review of the marketing plan, analysis of the communication process, 

budget determination, development of the IMC programme, and monitoring, 

evaluation and control. The figure on the following page illustrates Belch and Belch‟s 

IMC model:  

As illustrated in the figure Belch and Belch‟s model comprises a seven step process. 

Each of the steps will now be described:  

 Review of the marketing plan: This entails developing an understanding of the 

organisation‟s current marketing situation. Such a review will help an organisation 

to identify the problems, if any, that should be addressed in the next 

communication campaign.  

 Analysis of promotional programme situation: This involves internal and external 

analysis. Internal analysis entails examining the organisation‟s capacity to 

implement promotional programme, and reviewing results of a previous 

promotional programme. External analysis is about investigating consumer 

behaviour, market segmentation and market positioning.  
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 Analysis of the communication process: This involves formulating the marketing 

communication objectives. In other words, the setting of advertising, sales 

promotion, personal selling and direct marketing objectives.  

 Budget determination: Financial resources should be allocated in order to realise 

the objectives which have been set.  

 

Figure 3.6:  Belch & Belch‟s IMC model  

Source: Adapted from Belch & Belch (2009:28) 
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 Development of an integrated marketing communication programme: This refers 

to the combined use of the traditional marketing communication tools in order to 

ensure synergy. For example, public relations may be used to augment an 

advertising campaign.  

 Integrate and implement marketing communication strategies: In this phase, an 

organisation should integrate its promotion-mix strategies. Moreover, the 

organisation should implement marketing communication activities.  

 Monitoring, evaluation and control: During this phase an organisation such as a 

museum should compare the targets set with the actual performance. If there are 

deviations from the targets set corrective action should be taken (Belch & Belch, 

2009:28). In this section, the three models were presented. In the next section, 

these models will be critiqued.  

A critique of the IMC models 

While there is consensus that IMC involves the harmonisation of the four messages, 

nevertheless, the three models do not adequately address the integration of all the 

messages in practical terms. As far as the identification of customers is concerned, 

the models focus on customers only and, in the context of this study, on visitors only. 

As Genoways and Ireland (2003) suggest, a museum‟s success is determined by a 

number of stakeholders with these stakeholders including visitors and noncustomer 

stakeholders such as the media and donors. Accordingly, it may be said that the 

focus should be on both the customer and noncustomer segments of the market.  

With regard to the formulation of communication objectives, it has been observed 

that the three models suggest that the objectives should be linked solely to planned 

messages. In other words, planned message or marketing communication objectives 

only should be set .Contrary to this view, the objectives within an IMC context should 

be linked to the four messages. These objectives should planned, unplanned, 

product and service message objectives. Accordingly, it may be concluded that the 

objectives should not be termed communication objectives and, instead, they should 

be termed IMC objectives so as to reflect their alignment to IMC message typology.  

While Schultz and Schultz‟s model notes that there are different brand contacts, the 

model fails, in practical terms, to illustrate how an IMC programme should be aligned 
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to the four messages while the models of Duncan and of Belch and Belch limit an 

IMC programme to marketing communication activities. In simple terms, the models 

suggest that an IMC programme should be aligned to planned messages or 

marketing communication only. Contrary to this view, an IMC message typology 

orientated programme should involve activities that address all four messages.  

As Duncan‟s IMC definition suggests, an organisation should control (planned 

messages) or influence the messages (product, unplanned, and service messages) 

to its stakeholders. On the whole, it may, thus, be said that an IMC programme 

should incorporate both activities aimed at making a brand promise or creating 

customer expectations (planned messages) and also activities aimed at influencing 

the unplanned, product and service messages. Therefore, in order to ensure 

message consistency and maximum communication impact, an IMC message 

typology orientated programme should involve planned message activities, product 

message activities, unplanned message activities, and service message activities.  

In terms of the evaluation of an IMC programme, consistent with what has been said 

previously, performance should not only be monitored as it pertains to the 

achievement of planned message or marketing communication objectives but the set 

targets with regard to unplanned, product, and service messages should also be 

monitored.  

In conclusion, it may be argued that IMC is not limited to the integration of planned 

messages (marketing communication tools) and that all the stages in an IMC model 

should be aligned to the IMC message typology in its entirety. 

3.7. SUMMARY  

The purpose of this chapter was to analyse IMC by means of a literature review. To 

that end, the chapter commenced with a discussion of the museum marketing mix. 

The literature review revealed that there is a move away from the four Ps to the four 

Cs with the four Cs referring to customer value, customer cost, convenience and 

communication.  

It was also revealed that communication integration is a relatively old concept dating 

from the 1930s. However, as a discipline, IMC emerged in the 1990s. IMC differs 
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from IC in that IMC deals with communication integration in the marketing realm 

while IC refers to integration in the communication realm.  

The literature review also revealed that, in spite of the increased interest in IMC, 

there is still ambiguity over the definition of the concept with various scholars offering 

different definitions over the years.  

In addition to the confusion over the definition, there is also an academic debate over 

whether IMC is a new concept or not with some scholars claiming that IMC is a new 

concept while another group argues the converse. Interestingly, there is also a third 

group which regards IMC as both irrelevant and an old concept under a new label.  

The chapter also revealed that communication integration comprises more than the 

mere harmonisation of promotional messages and that, in fact, it involves an 

organisation-wide process known as IM. In operationalising IM it is suggested that 

organisations should adopt and implement the ten drivers of IM.  

If an organisation were to implement IMC successfully the organisation would have 

to go through a number of stages. These stages include awareness, image 

integration, functional integration, coordinated integration, consumer-based 

integration, stakeholder integration and relationship management integration. In 

addition, there are a number of principles involved in implementing IMC. 

In view of the fact that the harmonisation of messages so as to ensure message 

consistency is at the heart of IMC, planned, unplanned, product and service 

messages were also discussed in this chapter. In order to ensure message 

consistency, an organisation should either control or influence these four types of 

messages.  

The IMC model of Schultz and Schultz was described .This process model 

comprises the following five steps: identifying customers, estimating the value of 

customers, planning communication messages, post-programme evaluation and 

future planning. However, contrary to Schultz and Schultz‟s view, Duncan suggests a 

zero-based IMC planning approach. This model of Duncan, in turn, comprises eight 

steps, namely, analyse strengths, weaknesses, opportunities and threats, analyse 

targets, determine marketing communication objectives, determine strategies, 
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determine budget, determine timing, test the marketing communication mixes and 

evaluate effectiveness. The third IMC model described was that of Belch and Belch. 

This model comprises five steps, namely, review of the marketing plan, analysis of 

the communication process, budget determination, development of the IMC 

programme, and monitoring, evaluation and control. Of special note is the fact that 

the three models all propagate a simplistic view of integration as they focus on the 

integration of planned messages only and ignore the other three messages. 
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CHAPTER 4  

EMPIRICAL ANALYSIS OF THE PLANNED, UNPLANNED, PRODUCT 
AND SERVICE MESSAGES OF THE DITSONG AND IZIKO 

MUSEUMS 

4.1. INTRODUCTION  

As the literature review has shown, in order to ensure message consistency and 

maximum communication impact, it is essential that organisations such as museums 

create visitor expectations through planned messages or marketing communication. 

In addition, they should be able to influence the product, service and unplanned 

messages that emanate from their institutions. In essence, a museum should strive 

to ensure that its visitors‟ expectations match their actual experience, as reflected in 

the product, service and unplanned messages.  

In pursuit of the research goal of developing an integrated marketing communication 

framework for the Ditsong and Iziko clusters of museums, this chapter presents and 

interprets the results of the empirical analysis conducted on the planned, unplanned, 

product and services messages of the museums. Adopting a mixed method research 

approach, this research study combined both qualitative and quantitative research 

methods. Thus, in order to analyse the IMC messages of the museums, in-depth 

interviews were held with the marketing managers at the two clusters and a survey 

involving museum visitors was conducted. The sample size was 384.  

The analysis of the qualitative data consisted of the researcher reading and 

rereading the field notes and interview transcripts in order to identify any themes that 

may emerge while the quantitative data was analysed using SPSS. The SPSS 

programme enabled the effective organisation and tabulation of the data. A factor 

analysis was conducted to reduce the data while t-tests and ANOVAs were carried 

out to test the differences between the extracted factors.  Structural Equation 

Modelling was done to indicate the significant relationships between the messages in 

the IMC typology. 

The purpose of this chapter is to present and interpret the research results. The first 

section of the chapter presents the qualitative research results while the second 

section outlines the results of the quantitative survey.  
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4.2. QUALITATIVE RESEARCH RESULTS  

In the qualitative component of the study in-depth interviews were conducted with 

the marketing managers of the two clusters of museums. These interviews were 

intended to bring to light the participants‟ perspectives on the planned, unplanned, 

product and service messages of the museums based on their experience. See 

Appendix 3 for the interview guide used in this component of the study. Questions 

that focused on the planned, unplanned, service and product messages only were 

posed to the participants.  

4.2.1. Planned messages  

According to Duncan and Moriarty (1997:78), planned messages refer to messages 

that are sent to customers via the traditional marketing communication tools, such as 

advertising, personal selling, public relations, sales promotion and sponsorships. 

Most museums have separate marketing and public relations departments. This 

separation is a cause for concern from a message consistency point of view as the 

separation may result in separate communication campaigns which may, in turn, be 

characterised by internal contradictions (Genoways & Ireland, 2003:247). 

Commenting on the planned messages of the museums, the participants indicated 

that they have a combined use of promotional tools such as media relations, events 

and websites, as well as advertising in newspapers, on radio and in magazines, to 

create awareness of their product offering. In addition, the participant from the Iziko 

Museums indicated that they also use television while, the museums also use below-

the-line advertising products such as posters and leaflets. This is in line with 

McLean‟s statement (1997:147) that most museums rely on printed material in the 

form of posters and fliers. Kidd (2011:67) suggests that social media is an effective 

vehicle for museums to create awareness about their upcoming events and 

exhibitions. However, contrary to Kidd‟s advice, the participant from the Iziko 

Museums indicated that they do not use social media, although the participant from 

the Ditsong Museums confirmed that they use Facebook. As far as marketing 

partnerships are concerned, the participants indicated that they do have partnerships 

with hotels and tourism agencies. These partnerships assist the museums to 

distribute their promotional material through the partners‟ networks to their clients.  
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Genoways and Ireland (2003:252) suggest that the admission fees charged by a 

museum should be in line with the museum‟s mission. “We offer free entry to 

persons under the age of 18 years”, one participant remarked. This assertion is 

consistent with Genoways and Ireland‟s statement (2003:252) that public museums 

should serve the interests of the public because they are funded by the public purse. 

In addition, the participants also stated that adults pay discounted admission fees of 

between R20 and R25. 

Sponsorship is one of the traditional marketing communication tools. If they are to 

meet their social responsibilities it is suggested that organisations such as museums 

should sponsor community projects. According to the participant from the Iziko 

Museums, they host workshops for teachers and present programmes that are 

“parallel to the school curriculum”. However, the participant from the Ditsong 

Museums remarked that “We do not necessarily sponsor community projects 

because we are a public entity”. 

Thus, in order to ensure message consistency and maximum communication impact, 

the museums have a combined use of the traditional marketing communication tools 

such as advertising, publicity and sponsorships. Through these marketing 

communication tools, the museums create visitor expectations which they should 

meet or surpass with actual performance, as reflected in their product, service and 

unplanned messages.  

4.2.2. Unplanned messages  

Unplanned messages refer to messages that come from intermediary sources such 

as friends, relatives and media. As Nandan (2005:269) states, consumers are 

increasingly obtaining information from fellow consumers using communication tools 

such as social networking. According to McLean (1997:140), positive messages from 

intermediary sources such as family and friends help to build the image of an 

organisation, whereas negative messages may damage its image. The participants 

in this study indicated that the museums receive many visitors through referrals and 

that their staff also play an important role in spreading messages about the 

museums.  
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Henley (2001:163) maintains that media coverage is an “independent endorsement 

of an organisation and its market offering”. As regards the issue of media monitoring, 

the participants asserted that they do monitor media “intensively” to detect negative 

publicity should it arise. However, Kotler and Kotler (1998:237) advise that a 

museum that is not currently in crisis should consider itself in a pre-crisis state and 

prepare for the crisis that is looming on the horizon. Consistent with Kotler and 

Kotler‟s view (1998:237), the participants indicated that they have crisis 

communication plans in place to mitigate the impact of negative publicity when it 

arises.  

Thus, it may be concluded that the museums are making an effort to influence their 

unplanned messages. To this end, the museums monitor media to detect negative 

publicity when it arises. In addition, the museum staff members play an important 

role in spreading messages about the museums‟ market offering. 

4.2.3. Product messages  

Product messages refer to messages that emanate from objects, collections, 

exhibitions and programmes. Caullton (1998:76) advises that a museum should 

develop a product that meets the learning and other needs of the target audience. 

According to the participants, their museums have a wide variety of collections, 

including natural history, agricultural history, military history and social history 

collections. In addition, in order to meet the ever-changing needs of visitors, the 

participants stated that the museums are continuously producing new products. As 

one of the participants stated, “we are constantly bringing new exhibitions”. In terms 

of the educational and entertainment value of the collections, the participant from the 

Iziko Museums is of the view that their collections are more educational than 

entertaining, while the participant from the Ditsong Museums is of the opinion that 

their exhibitions provide numerous learning opportunities for children. The 

participants also indicated that their collections feature themed displays. 

It is, thus, clear that the museums attempt to influence their product messages by 

developing a wide variety of products. Moreover, they are consistently improving 

their product offering (exhibitions) in order to meet the ever changing needs of their 

target market. The focus is, therefore, undoubtedly on the educational value of the 

museum. 
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4.2.4. Service messages  

According to Duncan and Moriarty (1997:84), service messages refer to messages 

that originate from interactions with an organisation‟s employees. Service failure 

occurs when a service or product fails to meet customer expectations. The 

participants indicated that visitor complaints are dealt with quickly and in a friendly 

manner. The Ditsong museums, for example, have a visitor complaints 

questionnaire. As regards their hours of operation, the participants indicated that 

they are convenient. As one of the participants stated: “We are open 363 days, a 

year except on Christmas and New Year‟s Day”. Shaw and Morris (2000:12) are of 

the opinion that an organisation‟s product should be accessible to its customers 

while Genoways and Ireland (2003:252) assert that most museums are located in 

the central business districts of major cities. Likewise, these two clusters of 

museums are conveniently located in the central business districts of major cities in 

South Africa. In addition, as the participants pointed out, the clusters have multiple 

delivery sites. According to the participant from Iziko, in order to increase access this 

museum has established a partnership with Metro Rail whereby visitors to the 

museum are transported free of charge.  

As McLean (1997:121) suggests, “[t]he person writing the labels for exhibits, the 

cleaner dusting down the cases, the demeanour of the attendant at the entrance are 

all crucial in defining the quality of the service”. According to the participants, their 

museum staff members are both competent and friendly. “They are very good 

ambassadors”, said one participant, while another participant maintained that “[w]e 

receive positive feedback about our staff from visitors”.  

A museum‟s tangibles may either make or break the image of the museum. 

According to the participants, their museum buildings are all in a good state of repair. 

Commenting on the state of the museum buildings, one of the participants said, 

“They are heritage buildings. Most of our buildings were built over 100 years ago so 

they have that historic appeal to them.” As to the parking facilities, the participant 

from the Iziko Museums lamented that they are under the control of municipalities 

and, therefore, beyond their control. In terms of the cleanliness of the surroundings, 

this participant pointed out that this is also the responsibility of the municipalities. 
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Nevertheless, the participant from the Ditsong museums is of the opinion that the 

parking facilities are adequate and the surroundings are clean.  

Thus, it may be argued that the museums have created an environment which is 

conducive to for visitors having a meaningful experience. This is mainly as a result of 

the fact that the staff members at the museums are both competent and friendly. 

Furthermore, the physical environment (tangibles) is, in the main, conducive to the 

provision of quality services.  

The qualitative results clearly revealed that the two clusters of museums make a 

brand promise through marketing communication tools. In addition this aspect of the 

study also revealed that these museums make an effort to influence product, service 

and unplanned messages. However, as regards developing the framework, it is also 

important to assess the visitors‟ views on the same issues as, what may be 

considered important by managers may not be viewed as such by visitors. 

Accordingly, the next section will focus on the quantitative research results.  

4.3. THE QUANTITATIVE RESEARCH RESULTS  

According to Moriarty (1994:39), the IMC message typology is a logical structure of 

developing a communication strategy. Thus, the quantitative component of the study 

also focused on the views of the visitors with regard to the planned, unplanned, 

product and service messages of the museums. The study first sought to establish 

the demographic profile of the respondents.  

4.3.1. Demographic and general information  

The first section of the questionnaire focused on certain demographic variables of 

the respondents to this section of the study, including gender, age, province of 

residence, occupation and educational level. It was felt that this information may 

influence the type of messages the museum delivers to its target market. The 

research also sought to establish whether the respondents were repeat visitors or 

not and, lastly, respondents were expected to indicate how they had heard about the 

museums − a direct reflection on the current planned and unplanned messages of 

the museums.  
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4.3.1.1. Gender  

 

Figure 4.1: Gender 

Source: Researcher‟s own compilation  

As the above figure indicates, consistent with Black‟s view (2005:17), 52% of the 

respondents were female while 48% of the respondents were male. A study 

conducted by Yeh and Lin (2005:282) also revealed that female visitors to museums 

were in majority.  

4.3.1.2. Age  

The respondents were asked to indicate the year in which they had been born. In 

order to simplify the data for interpretation purposes, the ages were categorised. 

According to Black (2005:17), museum audiences in the United Kingdom indicate 

smaller percentages for 16 to 24 year olds and those of over 55 years. In this study 

the age breakdown was as follows:  

Male 
48% 

Female 
52% 
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Figure 4.2: Age  

Source: Researcher‟s own compilation  

Contrary to Black‟s assertion, the figure above indicates that the largest proportion of 

the respondents was under 25 years of age (27%) while the second largest segment 

comprised those respondents between 31and 40 years of age (24%). In addition, 

22% of the respondents were aged 50 and above, 15% were 41 to 50 years of age 

and 12% in the 25 to 30 years of age bracket. It may, thus, be concluded that for this 

sample there were a fairly even distribution between the various age groups.  

4.3.1.3. Province of residence 

In this question, the respondents were asked to indicate where they were from. The 

following figure illustrates the provinces from which the respondents originate: 

 

Figure 4.3: Province of residence  

Source: Researcher‟s own compilation  
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This trend may be indicative of the growing interest among foreign travellers in South 

Africa‟s rich cultural heritage in the form of museums and other cultural product 

offerings. The other respondents were from Western Cape (16%), Free State (4%), 

KwaZulu-Natal (4%), Limpopo, (4%), Mpumalanga (2%), Northern Cape (2%), North 

West (2%) and Eastern Cape (1%). The fact that these statistics reveal a wide 

spread as regards interest in these museums is encouraging.  

4.3.1.4. Occupation  

The respondents were asked to indicate their occupations. This was an open 

question and it was thus summarised into categories. The figure illustrates the 

different categories of occupation of the respondents:  

 

Figure 4.4: Occupation  

Source: Researcher‟s own compilation 

As the figure indicates the majority of the respondents were professionals (49%). 

The other respondents included students (18%), those that were self-employed 

(9%), unemployed (10%), in technical occupations (5%), administrative positions 

(3%), and pensioners (6%). The fact that professionals are in the majority may be as 
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a result of the fact that they have more disposable income than the other groups, 

thus providing them with the means to participate in leisure activities.  

4.3.1.5. Educational level  

The respondents were asked to indicate their level of education. The following figure 

illustrates the level of education of the respondents in percentages:  

 

Figure 4.5: Educational level  

Source: Researcher‟s own compilation  

As suggested by Richards (2007:15), cultural tourism appeals to highly educated 

people and this correlates with the respondents holding either a diploma or a degree 

(36%). The other respondents had a matriculation exemption (35%), post-graduate 

qualifications (7%), professional qualifications (6%) and other qualifications (6%). On 

the other hand, 10% of the respondents have never attended school or had not yet 

finished grade 12. 

4.3.1.6. Visitor retention  

Black (2005:26) maintains that the “only way to combat running out of visitors in the 

long-term is to encourage people to come back”. Figure 4.6 illustrates the 

percentages of first time visitors and repeat visitors:  
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Figure 4.6: Visitor retention 

Source: Researcher‟s own compilation  

As the figure above indicates, the majority of respondents (64%) were first time 

visitors while 36% of the visitors were repeat visitors. It may, thus, be concluded that 

the museums are able to retain a sizeable number of visitors. However, this statistic 

may be improved as most of the current visitors reside in South Africa with 27% 

being foreign visitors. In addition, it is essential that visitors be made aware of the 

changes in the exhibitions and events at these museums to improve visitor retention.  

4.3.1.7. Sources of information about the museums  

The respondents were asked to indicate how they had come to hear about the 

museums. The respondents were allowed to choose more than one option. The 

following table illustrates the results:  

  

Repeat visitors 
36% 

First-time visitors  
64% 
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Table 4.1: Sources of information about the museums  

Source  
Response (%) 

Yes No 

Word of mouth 35 65 

Website 35 65 

Television 2 98 

Radio  0 100 

Magazine  1 99 

Outdoor advertising  15 85 

Newspaper  0 100 

Brochure  13 87 

Other 2 98 

Source: Researcher‟s own compilation  

Table 4.1 shows that the majority of the respondents had heard about the museums 

through word of mouth (35%), websites (35%), outdoor advertising (15%) and 

brochures (13%) while other respondents had heard about the museums through 

television (2%), other communication tools (2%) and magazines (1%). Surprisingly, 

not one of the respondents had heard about the museums through radio and/or 

newspaper although the managers of these museums had indicated that they used 

these forms of media. However, this trend may be attributed to failure on the part of 

the museums to highlight the news value of their activities or else the advertising is 

not effective enough to attract the market. Clearly, word of mouth (unplanned 

messages) and websites (planned messages) are the preferred marketing 

communication tools.  

In terms of the demographic profile of the respondents, it may, thus, be concluded 

that the majority of the respondents in this study were female, under the age of 25, 

highly educated, in professional occupations and from Gauteng. As far as visitor 

retention is concerned, the research revealed the majority of the respondents were 

first time visitors who had heard about the museum through the web and word-of-

mouth communication. This section investigated the demographic profiles of the 

respondents and also general information. The next section will focus on the 

descriptive analyses of the planned, unplanned, product and service messages.  
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4.3.2. Descriptive analyses of the planned, unplanned, product and service 
messages  

As indicated previously, the study used a questionnaire as the instrument of data 

collection with the questionnaire being aligned to the four IMC messages. 

Accordingly, in this section, the frequencies, means, standard deviations, minimum 

values and maximum values of items pertaining to the planned, unplanned, product 

and service messages are presented.  

4.3.2.1. Planned messages 

As indicated previously, planned messages are messages that are sent via the 

traditional marketing communication tools. The following table illustrates the 

descriptive statistics pertaining to the planned messages:  

Table 4.2: Descriptive statistics pertaining to the planned messages  

PLANNED MESSAGES 

Statements 

Response (%) 

Min Max Mean 
Std 

deviation 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 

Museums should 
establish marketing 
partnerships with 
other role players in 
the tourism industry  

- 0 4 17 79 2 5 4.75 .527 

Television 
advertisements may 
be considered an 
effective marketing 
tool for museums 

- 0 1 17 82 2 5 4.80 .444 

Radio 
advertisements may 
be considered an 
effective marketing 
tool for museums 

0 1 3 19 77 1 5 4.73 .566 

Magazine 
advertisements may 
be considered an 
effective marketing 
tool for museums 

- 0 3 21 76 2 5 4.73 .527 

Museums should 
make use of websites 
as a marketing tool  

- 0 
 

11 89 2 5 4.88 .346 

Museums should 
communicate with 
their target market 
through brochures 

- 0 3 16 81 2 5 4.77 .507 

Museums should 
communicate with 
stakeholders through 
annual reports 

- 1 14 20 65 2 5 4.48 .778 
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Museums should use 
social media 
(Facebook, Twitter 
etc) to inform visitors 
of upcoming events 
and exhibitions 

8 3 8 12 69 1 5 4.32 1.231 

Museums should use 
both marketing and 
non-marketing staff 
to promote their 
product offering  

- 1 5 17 77 2 5 4.69 .636 

Museums should 
offer a service which 
is good value for 
money  

 
0 1 9 90 2 5 4.88 .388 

Museums should 
encourage repeat 
visits by charging 
cheaper admission 
fees  

 
0 2 11 87 2 5 4.85 .428 

Museums should 
sponsor community 
projects as part of 
their marketing 
communication 
efforts  

 
0 2 11 87 2 5 4.85 .419 

Museums should 
send direct marketing 
material (brochure, 
postcard etc) to their 
audience 

 
0 1 8 91 2 5 4.89 .376 

Museums should 
organise events to 
create publicity 
opportunities  

 
0 1 7 92 2 5 4.91 .327 

Museums should 
improve their profiles 
in the media by 
highlighting the news 
value of their 
activities 

 
0 1 5 94 2 5 4.92 .333 

Source: Researcher‟s own compilation  

With regard to planned messages, table 4.2 above indicates that the majority of 

respondents are of the view that museums should highlight the news value of their 

activities (94%, M = 4.92) and organise events (92%, M = 4.91) and while 

approximately 90% (M = 4.88) of the respondents are of the opinion that museums 

should offer service that is value for money. In addition, 91% (M = 4.89) of the 

respondents are of the opinion that museums should use direct marketing. Eighty-

seven per cent of the respondents (M = 4.85) are of the view that the museums 

should charge discounted admission fees and, similarly, 87% (M = 4.85) of them 

maintain that museums should sponsor community projects. Seventy nine percent of 
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the respondents (M = 4.75) concur that the museums should establish marketing 

partnerships with other role players in the industry while 77% (M = 4.69) of the 

respondents agree that both marketing and non-marketing staff should participate in 

the marketing of the museums. 

Furthermore, the respondents are of the view that, in order to make a brand promise 

or create visitor expectations, museums should use websites, (89%), television 

(82%), brochures (81%) radio (77%), magazine (76%) and social media (69%). The 

museums should also use annual reports (65%) to reach their audience. 

Surprisingly, despite the fact that none of the respondents had heard about the 

museums through radio, a significant majority of the respondents (77%) recommend 

that museums should use radio to reach their audience. Thus, on the whole, it may 

be said that museums should use the abovementioned traditional marketing 

communication tools since the results indicate that they are extremely popular with 

the respondents. It may also be concluded that, with the mean values of all the items 

above 4 on a 1 to 5 scale, it is clear that the respondents considered these items as 

important.  

     

4.3.2.2. Unplanned messages 

The literature review has shown that unplanned messages refer to those messages 

that come from intermediary sources. The following table illustrates the descriptive 

statistics pertaining to unplanned messages:  

Table 4.3: Descriptive statistics pertaining to unplanned messages  

UNPLANNED MESSAGES 

Statements 

Response (%) 

Min Max Mean 
Std 

deviation 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 

Museums should 
develop crisis 
communication 
plans to counteract 
negative publicity 
when it arises 

- 0 2 14 84 2 5 4.81 .460 

Museums should 
use word of mouth 
as a tool to promote 
their product 
offering 

0 1 4 10 85 1 5 4.77 .609 

 

 

 



144 

 

 
Museums should 
monitor media 
coverage of their 
activities to detect 
negative publicity 
when it arises  

- 1 6 10 83 2 5 4.76 .579 

Museums should 
deal with visitors‟ 
complaints in a 
friendly manner  

- 0 1 7 92 2 5 4.91 .325 

Source: Researcher‟s own compilation  

In terms of unplanned messages, table 4.3 indicate that the respondents are of the 

view that museums should deal with visitors‟ complaints in a friendly manner (92%, 

M = 4.91) while 84% (M = 4.81) of the respondents are of the view that museums 

should have crisis communication plans in place. Eighty-five per cent of the 

respondents (M = 4.77) are of the opinion that word of mouth is an effective 

marketing tool while 83% (M = 4.76) of the respondents view media monitoring as an 

important communication activity. Thus, it may be concluded that, in view of the fact 

that the respondents consider the unplanned communication activities as important, 

museums should strive to influence their unplanned messages. 

4.3.2.3. Product messages 

Product messages refer to messages that emanate from objects, collections, 

exhibitions and programmes. As far as product messages are concerned, the 

majority of the respondents (95%, M = 4.94) appear to be of the view that the 

collections should have educational value while 92% (M = 4.94) are of the opinion 

that museums should continuously improve their product offering. In addition, 93% 

(M = 4.92) of the respondents state that interpretative labels should be clear, 93% (M 

= 4.91) of the respondents maintain that audio-visual materials at museums should 

complement collections, 91% (M = 4.89) of the respondents are of the view that 

museums should offer a wide variety of collections, 90% (M = 4.88) of the 

respondents believe that museums should have themed displays while 68% (M = 

4.23) are of the view that collections should have entertainment value. It may, thus, 

be concluded that the respondents agree that museums should influence their 

product messages to ensure message consistency and maximum communication 

impact.   
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Table 4.4: Descriptive statistics pertaining to product messages  

PRODUCT MESSAGES 

Statements 

Response (%) 

Min Max Mean 
Std 

deviation 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 

Museums will 
„sell‟ better if 
they present a 
wide variety of 
collections 

- 0 1 8 91 2 5 4.89 .356 

Museums should 
continuously 
improve their 
product offering 

- 0 0 8 92 2 5 4.91 .326 

Museum 
collections 
should have 
educational 
value.  

- 0 
 

5 95 2 5 4.94 .269 

Museum 
collections 
should have 
entertainment 
value.  

8 4 11 9 68 1 5 4.23 1.283 

Museums should 
have themed 
displays, 
conveying ideas 
and meanings 
and not just facts  

0 0 1 9 90 1 5 4.88 .411 

Interpretative 
labels at 
museums should 
be clear  

- 0 1 6 93 2 5 4.92 .329 

Audio-visual 
materials at 
museums should 
complement 
their collections.  

- 0 1 6 93 2 5 4.91 .346 

Source: Researcher‟s own compilation  

4.3.2.4. Service messages 

Service messages refer to messages that emanate from visitors‟ interaction with staff 

and the physical environment in which an organisation operates. Table 4.5 illustrates 

the descriptive statistics of service messages. 

As regards service messages, the table shows that an overwhelming majority of 

respondents (97%, M = 4.96) are of the view that museums should be disability-

friendly while 95% (M = 4.94) believe museum staff should be friendly and polite and 

also responsive. 
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Table 4.5: Descriptive statistics pertaining to service messages  

SERVICE MESSAGES 

Statements 

Response (%) 

Min Max Mean 
Std 

deviation 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 

The hours of 
operation of 
museums should 
be convenient. 

- 1 0 8 91 2 5 4.90 .355 

Museums should 
be conveniently 
located.  

- 0 1 8 91 2 5 4.89 .356 

Museum staff 
members should 
be friendly and 
polite.  

- 0 
 

5 95 2 5 4.94 .269 

Museum staff 
members should 
be responsive. 

- 0 
 

5 95 2 5 4.94 .269 

Museum staff 
members should 
possess the 
required skills 
and knowledge.  

- 0 
 

6 94 2 5 4.93 .277 

Directional signs 
at museums 
should be clear.  

- 0 
 

6 94 2 5 4.93 .285 

Parking facilities 
at museums 
should be 
satisfactory.  

- 0 
 

5 95 2 5 4.94 .264 

Museums should 
be housed in 
attractive 
buildings  

- 0 1 6 93 1 5 4.91 .392 

Museum 
buildings should 
be disability 
friendly  

- 0 
 

3 97 2 5 4.96 .226 

The museum 
surroundings 
should be kept 
clean and tidy.  

- 0 5 4 91 2 5 4.86 .478 

Source: Researcher‟s own compilation  

Ninety five percent (M = 4.94) of the respondents maintain that parking facilities at 

museums should be satisfactory, 94% (M = 4.93) are of the opinion that museum 

staff should possess the required skills and knowledge and 94% (M = 4.93) are of 

the view that directional signs at museums should be clear. In addition, 93% (M = 

4.91) of the respondents are of the opinion that museums should be housed in 

attractive buildings, 91% (M = 4.86) maintain that the museum surroundings should 

be kept clean and tidy, 91% (M = 4.90) of the view that the hours of operations of 
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museums should be convenient while 91% (M = 4.89) of the respondents maintain 

that museums should be conveniently located. It is, thus, clear from the service 

messages that visitors to museums have high expectations – a fact of which 

museums should be aware. This section presented the descriptive data from the 

quantitative component of the study. The next section will focus on a discussion on 

the factor analysis of the various messages.  

4.3.3. Factor analysis of the various messages 

According to Hair et al. (2006), factor analysis is used to analyse relationships 

between variables and to explain the variables in terms of their factors or 

dimensions. In order to determine the validity of the research instrument, a factor 

analysis was conducted in respect of the planned, unplanned, product and service 

messages (Also later used in the Structural Equation Modelling). Planned messages 

revealed significant factors while the product, unplanned and service messages 

measured the item at hand. Planned messages revealed three factors from the 15 

items with 62.6% of the total variance explained.  

Principal axis factoring was used with direct oblimin rotation to extract the factors. 

The Kaiser Meyer-Olkin measure of sampling adequacy was at an acceptable level 

(.875), thus indicating that the factor analysis may be regarded as reliable for this 

sample size. In addition, the p-value for the Bartlett‟s test of sphericity was 0.000 

seen as significant. This is an indication of the fact that the correlation between the 

variables was sufficient for a factor analysis.  

As indicated previously, the factor analysis for planned messages produced three 

factors. Of special note is the fact that item, B8 (Museums should use social media 

(Facebook, Twitter etc) to inform visitors of upcoming events and exhibitions) did not load on any 

specific factor as the loading was below 0.3. This aspect will thus be reported on 

separately. Of special note is that social media can be a source of both planned and 

unplanned messages. The factor loadings are contained in appendix 5. The following 

table depicts the three factors: 
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Table 4.6: Factor analysis for planned messages 

Item 
No. 

Items  Factor label  

B2 
Television advertisements may be considered an effective 
marketing tool for museums 

Factor 1: Above-the line Media 
B3 

Radio advertisements may be considered an effective 
marketing tool for museums 

B4 
Magazine advertisements may be considered an effective 
marketing tool for museums 

B5 Museums should make use of websites as a marketing tool  

B1 
Museums should establish marketing partnerships with 
other role players in the tourism industry 

Factor 2: Internal and external 
marketing activities 

B6 
Museums should communicate with their target market 
through brochures 

B7 
Museums should communicate with stakeholders through 
annual reports 

B9 
Museums should use both marketing and non-marketing 
staff to promote their product offering  

B10 
Museums should offer service which is good value for 
money  

Factor 3: Marketing public 
relations activities 

B11 
Museums should encourage repeat visits by charging 
cheaper admission fees  

B12 
Museums should sponsor community projects as part of 
their marketing communication efforts  

B13 
Museums should send direct marketing material (brochure, 
postcard and so on) to their audience 

B14 
Museums should organise events to create publicity 
opportunities  

B15 
Museums should improve their profiles in the media by 
highlighting the news value of their activities 

Source: Researcher‟s own compilation  

As indicated in Table 4.6, factor 1 is labelled above-the-line media comprising mainly 

television, radio, magazine, advertisements and websites. The Cronbach‟s alpha 

value is .839, which is highly acceptable (Field, 2007:668). Factor 2 is termed 

internal and external marketing activities because brochures, annual reports, the 

establishment of partnerships and internal marketing all address both internal and 

external stakeholders directly. The Cronbach alpha value of factor 2 is moderate 

(.650), but still acceptable.  

Factor 3 is labelled marketing public relations activities comprising improving 

relationships and the image of the museums, for example, cheaper admission fees, 

sponsorships and direct marketing material, events and media relations. The 

Cronbach alpha value of factor 3 is .883, which is also highly acceptable. These 

factors, together with unplanned, product and service messages, will be included in 
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the framework. The next section discusses the reliability analysis of the planned, 

unplanned, product and service messages. This, in turn, is important in the 

development of the framework.  

4.3.4. Reliability of the planned, unplanned, product and service messages  

According to Churchill and Iacobucci (2005:295), reliability may be defined as the 

similarity of results provided by independent, but comparable, measures of the same  

construct. In this study, the Cronbach‟s Alpha coefficient was used to determine the 

reliability of the factors for the planned, unplanned, product and service messages, 

as determined by the responses. The following table illustrates the results of the 

reliability analysis:  

Table 4.7: Reliability analysis  

Section/factor  
Cronbach’s 
alpha value 

Number of 
items 

Inter Item 
correlations  

Factor 1: Above the line media  .839 4 .577 

Factor 2: Internal and external marketing 
activities  

.650 4 .322 

Factor 3: Marketing public relations activities  .883 6 .567 

Unplanned messages  .793 4 .529 

Product messages  .630 7 .452 

Service messages  .922 10 .617 

Source: Researcher‟s own compilation  

As indicated in Table 4.7 the Cronbach‟s alpha values of the sections/ factors are as 

follows: Above the line media − 0.839, Internal and external marketing activities − 

0.650, Marketing public relations activities − 0.883, Unplanned messages − 0.793, 

Product messages − 0.630 and Service messages − 0.922. Accordingly, it may be 

said that the data is reliable as all the levels of reliability are acceptable and they 

may, thus, be used as such in the development of the framework. This section 

focused on the reliability analysis while the next section will focus on correlations.  

4.3.5. Interrelatedness of the messages 

As indicated in the literature review, an organisation such as a museum creates 

customer expectations or makes a brand promise through planned messages. The 

brand promise which is made through planned messages should match actual 
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performance as manifested in the organisation‟s product, service and unplanned 

messages. In simple terms, a museum should create visitor expectations through 

planned messages and, on the basis of experience (product and service messages), 

the visitors then form unplanned messages about a museum and its market offering. 

The following table illustrates the correlations (This was further explored in the 

Structural Equation Modelling):  

Table 4.8: Spearman rank correlations 

 

Planned messages Other messages 

Marketing 
public 

relations 
activities 

Above 
the line 
media 

Internal and 
external 

marketing 
activities 

Social 
media 

Unplanned Product Service 

Marketing 
public 
relations 
activities 

1 .417
**
 .501

**
 .113

*
 .547

**
 .596

**
 .612

**
 

Above the 
line media 

.417
**
 1 .441

**
 .277

**
 .370

**
 .513

**
 .474

**
 

Internal and 
external 
marketing 
activities 

.501
**
 .441

**
 1 .240

**
 .490

**
 .487

**
 .422

**
 

Social 
media 

.113
*
 .277

**
 .240

**
 1 .172

**
 .357

**
 .196

**
 

Unplanned 
messages 

.547
**
 .370

**
 .490

**
 .172

**
 1 .559

**
 .557

**
 

Product 
messages 

.596
**
 .513

**
 .487

**
 .357

**
 .559

**
 1 .658

**
 

Service 
messages 

.612
**
 .474

**
 .422

**
 .196

**
 .557

**
 .658

**
 1 

*. Correlation is significant at the 0.05 level (2-tailed). 
** Correlation is significant at the 0.01 level (2-tailed)  

Source: Researcher‟s own compilation  

The table above indicates there is a relationship between product messages and 

service messages, with the relationship having large effect (.658). Thus an increase 

in product messages will lead to an increase in service messages. There is a 

positive correlation between service messages and planned messages (factor 3: 

marketing public relations activities) with the relationship having a large effect (.612). 

As services messages increase the marketing and public relations and activities also 

increase. There is also a positive correlation between product messages and 

unplanned messages with the relationship having large effect (.559). Thus an 

increase in product messages will lead to an increase in unplanned messages. In 

addition, there is a positive relationship between unplanned messages and service 
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messages with the relationship having large effect (.557) while there is also a 

positive correlation between unplanned messages and planned messages (factor 3: 

marketing public relations activities) with the relationship having a large effect (.547). 

Finally, there is a positive relationship between product and planned messages with 

the relationship having large effect (.596).  

In conclusion, it may be said that there is a positive correlation between planned 

messages and product, service and unplanned messages with regard to 

communication impact and message consistency. It may also be said that there is a 

positive correlation between product messages and unplanned messages with 

regard to communication impact and message consistency and a positive 

relationship between product and service messages. In addition, there is relationship 

between product and planned messages and, finally, it may be argued that there is a 

positive correlation between service messages and unplanned messages with 

regard to communication impact and message consistency. It is important to see 

from these findings that the various messages are interrelated and an increase in 

one of the messages lead to an increase of the other messages. The following tables 

illustrate the inter item correlations:  

Table 4.9: Inter item correlation matrix: Factor 1 – Above the line media 

 
 

B2 B3 B4 B5 

B2 
Television advertisements may be considered an effective 
marketing tool for museums 

1.000 .603 .639 .586 

B3 
Radio advertisements may be considered an effective 
marketing tool for museums 

.603 1.000 .708 .444 

B4 
Magazine advertisements may be considered an effective 
marketing tool for museums 

.639 .708 1.000 .479 

B5 Museums should make use of websites as a marketing tool  .586 .444 .479 1.000 

Source: Researcher‟s own compilation  

The above table depicts that the items of factor 1 are closely related. 

Table 4.10: Inter item correlation matrix: Factor 2 – Internal and external marketing 

 
 

B1 B6 B7 B9 

B1 
Museums should establish marketing partnerships with other 
role players in the tourism industry 

1.000 .253 .280 .223 

B6 
Museums should communicate with their target market through 
brochures 

.253 1.000 .405 .362 

B7 
Museums should communicate with stakeholders through 
annual reports 

.280 .405 1.000 .407 
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B9 
Museums should use both marketing and non-marketing staff 
to promote their product offering  

.223 .362 .407 1.000 

Source: Researcher‟s own compilation  

The above table depicts that the relationships between most of the items are low.  

Table 4.11: Inter item correlation matrix: Factor 3 – Marketing public relations 

 
 

B10 B11 B12 B13 B14 B15 

B10 
Museums should offer service which is good 
value for money  

1.000 .512 .557 .636 .512 .585 

B11 
Museums should encourage repeat visits by 
charging cheaper admission fees  

.512 1.000 .595 .438 .482 .455 

B12 
Museums should sponsor community projects 
as part of their marketing communication 
efforts  

.557 .595 1.000 .650 .552 .580 

B13 
Museums should send direct marketing 
material (brochure, postcard etc) to their 
audience 

.636 .438 .650 1.000 .600 .694 

B14 
Museums should organise events to create 
publicity opportunities  

.512 .482 .552 .600 1.000 .655 

B15 
Museums should improve their profiles in the 
media by highlighting the news value of their 
activities 

.585 .455 .580 .694 .655 1.000 

Source: Researcher‟s own compilation  

The above table depicts that items belonging to factor 3 are related. The next section 

will focus on the results of the t-test and the analysis of variance (ANOVA).  

4.3.6. Factors influencing views of the visitors on the IMC message typology  

It was necessary to determine the views of respondents in respect of planned, 

unplanned, product and service messages with regard to their demographic 

differences. This was done by means of t-tests and One-Way-Analysis-of-Variance. 

The t-test focuses on the differences between the means of the two groups as 

regards the different items while ANOVA is meant to test whether there is a 

statistically significant difference in the population means of more than two groups 

(Zikmund & Babin, 2010:565–573). 

 

4.3.6.1. Comparison by gender  

The effect of gender on the respondents‟ views in respect of planned, unplanned, 

product and service messages was analysed by means of a t-test. The following 

table illustrates the comparison by gender: 
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Table 4.12: Comparison by gender  

 
Gender N Mean Std. Deviation p value 

Marketing Public Relations 
Male 182 4.85 0.35 

0.049* 
Female 201 4.91 0.25 

Above the line media 
Male 182 4.74 0.45 

0.047* 
Female 201 4.82 0.33 

Internal and external marketing 
Male 182 4.65 0.47 

0.314 
Female 201 4.69 0.41 

Social media 
Male 181 4.36 1.21 

0.499 
Female 201 4.27 1.25 

Unplanned messages 
Male 182 4.77 0.47 

0.064 
Female 201 4.85 0.31 

Product messages 
Male 182 4.81 0.36 

0.991 
Female 201 4.81 0.29 

Service messages 
Male 182 4.92 0.28 

0.994 
Female 201 4.92 0.22 

* p ≤ 0.05 

Source: Researcher‟s own compilation  

Statistical significant differences were found for gender and marketing public 

relations and above the line media. Females considered marketing public relations 

(M = 4.91, SD = .025) more important than males (M = 4.85, SD = .035). Females 

also rated above the line media (M = 4.82, SD = .033) more important than males 

(M = 4.74, SD = .045). Table: 4.12 above also indicates that both the male 

(M = 4.92) and female (M = 4.92) respondents regard the statements on service 

messages as the most important of all the IMC messages. Notably, all the means 

are over 4. Thus, it may be inferred that both the male and female respondents 

agree with the statements regarding the museum IMC message typology in its 

entirety. 
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4.3.6.2. Comparison by age 

The age categories included the following: under 25, 25–30, 31–40, 41–50 and 50 

and above. The following table illustrates comparison by age: 

Table 4.13: Comparison by age  

 
Age N Mean Std. Deviation p value 

Marketing public relations 

Under 25 104 4.8670 .31791 

0.68 

25–30 45 4.9185 .20908 

31–40 91 4.8883 .29612 

41–50 59 4.9096 .22172 

50 and above 83 4.8506 .38036 

Total 382 4.8812 .30375 

Above the line media 

Under 25 104 4.7460 .37419 

0.23 

25–30 45 4.7167 .42507 

31–40 91 4.7885 .36309 

41–50 59 4.8644 .33258 

50 and above 83 4.8193 .42826 

Total 382 4.7869 .38519 

Internal and external marketing 

Under 25 104 4.5865 .44717 

0.18 

25–30 45 4.6833 .41079 

31–40 91 4.6786 .41547 

41–50 59 4.7500 .36554 

50 and above 83 4.6998 .50134 

Total 382 4.6697 .43804 

Social media 

Under 25 104 4.6731 .82958 

0.00* 

25–30 45 4.3333 1.12815 

31–40 91 3.8571 1.56753 

41–50 58 4.2241 1.22894 

50 and above 83 4.4096 1.15860 

Total 381 4.3123 1.23313 

Unplanned messages 

Under 25 104 4.8029 .36978 

0.42 

25–30 45 4.7611 .51111 

31–40 91 4.8599 .28918 

41–50 59 4.8630 .33432 

50 and above 83 4.7711 .49879 

Total 382 4.8139 .39886 

Product messages 

Under 25 104 4.8077 .28346 

0.72 

25–30 45 4.8000 .30213 

31–40 91 4.7786 .34815 

41–50 59 4.8378 .26721 

50 and above 83 4.8411 .38001 

Total 382 4.8118 .32159 

Service messages 

Under 25 104 4.9019 .23647 

0.91 

25–30 45 4.9215 .22227 

31–40 91 4.9352 .19286 

41–50 59 4.9322 .19158 

50 and above 83 4.9205 .35810 

Total 382 4.9209 .25092 

* p ≤ 0.05 

Source: Researcher‟s own compilation  
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Table: 4.13 shows statistical significant differences regarding social media and age 

with respondents younger than 25 years of age (M = 4.67, SD = .083) considering 

social media more important than the respondents between 31 and 40 years 

(M = 3.85, SD = 1.56). It is, thus, advisable to reach younger people using more 

advanced technology and media. No other significant differences were found 

between the various age categories and the identified messages. 

4.3.6.3. Comparison by province of residence  

In this section, the effect of the respondents‟ province of residence on their views 

regarding planned, unplanned, product and service messages was analysed by 

means of an ANOVA. The following table illustrates the comparison by province of 

residence: 

Table 4:14: Comparison by province of residence  

 
Province N Mean Std. Deviation p values 

Marketing 
public 
relations 

Gauteng 144 4.92 0.22 

0.30 

Free State 14 4.86 0.31 

KZN 16 4.89 0.23 

Limpopo 17 4.75 0.50 

EC 5 4.77 0.35 

Mpumalanga 8 4.88 0.35 

WC 61 4.87 0.29 

NC 6 4.67 0.52 

NW 6 4.78 0.40 

Other 102 4.88 0.35 

Total 379 4.88 0.30 

Above the 
line media 

Gauteng 144 4.71 0.40 

0.00* 

Free State 14 4.77 0.42 

KZN 16 4.77 0.35 

Limpopo 17 4.60 0.51 

EC 5 4.55 0.45 

Mpumalanga 8 4.66 0.48 

WC 61 4.91 0.24 

NC 6 4.71 0.46 

NW 6 4.50 0.57 

Other 102 4.87 0.39 

Total 379 4.78 0.39 
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Internal 
and 
external 
marketing 

Gauteng 144 4.63 0.45 

0.02* 

Free State 14 4.66 0.37 

KZN 16 4.72 0.35 

Limpopo 17 4.40 0.35 

EC 5 4.50 0.59 

Mpumalanga 8 4.41 0.52 

WC 61 4.78 0.35 

NC 6 4.58 0.41 

NW 6 4.50 0.32 

Other 102 4.74 0.47 

Total 379 4.67 0.44 

Social 
media 

Gauteng 144 3.86 1.50 

0.00* 

Free State 14 3.71 1.49 

KZN 16 3.69 1.66 

Limpopo 17 4.41 1.06 

EC 5 5.00 0.00 

Mpumalanga 8 4.63 0.74 

WC 61 4.82 0.50 

NC 6 4.67 0.52 

NW 6 3.00 1.90 

Other 101 4.80 0.58 

Total 378 4.31 1.24 

Unplanned 
messages 

Gauteng 144 4.85 0.34 

0.04* 

Free State 14 4.84 0.30 

KZN 16 4.83 0.27 

Limpopo 17 4.72 0.34 

EC 5 4.70 0.21 

Mpumalanga 8 4.69 0.59 

WC 61 4.80 0.41 

NC 6 4.25 0.87 

NW 6 4.58 0.38 

Other 102 4.83 0.44 

Total 379 4.81 0.40 

Product 
messages 

Gauteng 144 4.75 0.33 

0.00* 

Free State 14 4.68 0.28 

KZN 16 4.78 0.24 

Limpopo 17 4.69 0.30 

EC 5 4.69 0.33 

Mpumalanga 8 4.80 0.36 

WC 61 4.91 0.19 

NC 6 4.64 0.40 

NW 6 4.74 0.43 

Other 102 4.90 0.35 

Total 379 4.81 0.32 
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Service 
messages 

Gauteng 144 4.92 0.21 

0.19 

Free State 14 4.94 0.15 

KZN 16 4.77 0.38 

Limpopo 17 4.89 0.25 

EC 5 4.84 0.22 

Mpumalanga 8 4.86 0.35 

WC 61 4.96 0.11 

NC 6 4.78 0.37 

NW 6 4.80 0.40 

Other 102 4.95 0.31 

Total 379 4.92 0.25 

* p ≤ 0.05 

Source: Researcher‟s own compilation  

It can be seen in Table 4.14 shows significant differences regarding province of 

residence and several IMC messages. It emerged that the respondents from the 

Western Cape Province value product messages (M = 4.91, SD =0.19) more than 

the respondents from other areas while the respondents from the Western Cape also 

rate above the line media (M = 4.91, SD = .024) more highly than the respondents 

from the other areas. In addition, the respondents from the Eastern Cape rate social 

media (M = 5.00, SD = .0.00) more highly than the respondents from the other areas. 

Clearly, the Ditsong and Iziko museums should make use of factor 1: above the line 

media and social media to attract respondents from the Eastern and Western Cape 

Provinces. In addition the museums clusters should also ensure that their product 

messages are consistent with their planned messages in order to attract and retain 

visitors from these provinces. Differences were also identified for Internal and 

External Marketing where visitors from Western Cape province (M = 4.78, 

SD = 0.35) rated this IMC message as more important than visitors from 

Mpumalanga (M = 4.41, SD = 0.52). Significant differences were also identified for 

unplanned messages where visitors from Gauteng (M = 4.85, SD = 0.34) rated 

unplanned messages as more important than visitors from Northern Cape (M = 4.25, 

SD = 0.87).  

In general foreign visitors are of the view that service messages (M = 4.95, 

SD = 0.31) are the most important type of IMC message. Thus, it can be concluded 

that museums should plan and implement activities to influence service messages to 



158 

 

ensure that their activities are consistent with the brand promise made through 

planned messages.  

4.3.6.4. Comparison by visitor retention  

The reactions of first time and repeat visitors to the various messages were analysed 

by means of a t-test. The respondents were both first time visitors and repeat 

visitors. The following table illustrates the comparison by visitor retention:  

Table 4.15: Comparison by visitor retention 

 
Visited 

museum 
N Mean Std. Deviation p values 

Marketing public relations 
Yes 137 4.86 0.30 

.29 
No 242 4.89 0.31 

Above the line media 
Yes 137 4.78 0.38 

.92 
No 242 4.79 0.40 

Internal and external 
marketing 

Yes 137 4.67 0.45 
.93 

No 242 4.67 0.43 

Social media 
Yes 137 4.20 1.28 

.22 
No 241 4.37 1.21 

Unplanned messages 
Yes 137 4.79 0.42 

.40 
No 242 4.83 0.39 

Product messages 
Yes 137 4.79 0.32 

.42 
No 242 4.82 0.33 

Service messages 
Yes 137 4.93 0.18 

.45 
No 242 4.91 0.29 

* p ≤ 0.05 

Source: Researcher‟s own compilation  

It is interesting to note that no significant differences were found for first time and 

repeat visitors in terms of the various IMC messages. The table above indicates that 

both repeat visitors (M = 4.93) and first-time visitors (M = 4.91) rated service 

messages as the most important of all the IMC messages.  

4.3.6.5. Comparison by educational level  

An ANOVA was used to determine whether there are any significant differences as 

regards the various educational levels (no education, matriculation exemption, 

diploma/degree, post-graduate, professional and other qualifications) and the various 

IMC messages. The following table illustrates the comparison by educational level:  
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Table 4:16: Comparison by educational level  

 
Educational 

level 
N Mean 

Std. 
Deviation 

p values 

Marketing public relations 

No education 40 4.9500 .16538 

0.70 

Matriculation 135 4.8736 .35737 

Diploma/Degree 136 4.8640 .29341 

Post graduate 26 4.8590 .37325 

Professional 22 4.8939 .23314 

Other 23 4.9130 .14097 

Total 382 4.8807 .30370 

Above the line media 

No education 40 4.9313 .19601 

0.01* 

Matriculation 135 4.7728 .43924 

Diploma/Degree 136 4.7371 .39712 

Post graduate 26 4.8365 .27333 

Professional 22 4.6364 .47389 

Other 23 4.9239 .25489 

Total 382 4.7823 .39298 

Internal and external 
marketing 

No education 40 4.8375 .30250 

0.09* 

Matriculation 135 4.6611 .48721 

Diploma/Degree 136 4.6434 .43422 

Post graduate 26 4.6731 .35192 

Professional 22 4.5114 .38170 

Other 23 4.7101 .43799 

Total 382 4.6684 .43780 

Social media 

No education 40 4.8500 .57957 

0.00* 

Matriculation 135 4.6519 .86662 

Diploma/Degree 135 4.1111 1.35859 

Post graduate 26 3.2308 1.65669 

Professional 22 3.2273 1.54093 

Other 23 4.8261 .38755 

Total 381 4.3123 1.23313 

Unplanned messages 

No education 40 4.9438 .17438 

0.33 

Matriculation 135 4.8185 .41590 

Diploma/Degree 136 4.7886 .42369 

Post graduate 26 4.7885 .35137 

Professional 22 4.7500 .40089 

Other 23 4.7681 .47271 

Total 382 4.8120 .39979 

Product messages 

No education 40 4.9321 .12524 

0.01* 

Matriculation 135 4.8026 .38189 

Diploma/Degree 136 4.7820 .31048 

Post graduate 26 4.7070 .34646 

Professional 22 4.7662 .27371 

Other 23 4.9689 .08568 

Total 382 4.8103 .32204 
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Service messages 

No education 40 4.9050 .25515 

0.78 

Matriculation 135 4.9279 .29434 

Diploma/Degree 136 4.9081 .24707 

Post graduate 26 4.9154 .19938 

Professional 22 4.9136 .14241 

Other 23 4.9913 .02881 

Total 382 4.9206 .25089 

* p ≤ 0.05 

Source: Researcher‟s own compilation  

As indicated in the table above, there are significant differences in terms of 

educational level and some of the IMC messages. These messages include social 

media, above the line media, internal and external marketing as well as product 

messages. In terms of above the line media it was found that respondents with no 

education (M = 4.93, SD = 0.19) and respondents with other qualifications (M = 4.92, 

SD = 0.25) rated this IMC message more important than respondents with 

professional qualifications (M = 4.63, SD = 0.47). Respondents with no formal 

education (M = 4.83, SD = 0.30) rated internal and external marketing more 

important than respondents with professional qualifications (M = 4.51, SD = 0.38). It 

was interesting to find that people with no formal education (M = 4.85, SD = 0.57) 

and respondents with other qualifications (M = 4.82, SD = 0.38) regarded social 

media as more important than respondents with professional qualifications 

(M = 3.22, SD = 1.54) and post-graduate qualifications (M = 3.23, SD = 1.65). 

Regarding product messages it was found that respondents with no formal education 

(M = 4.93, SD = 1.25) and respondents with other qualifications (M = 4.96, 

SD = 0.08) rated these messages as the most important. 

 

4.3.6.6. Comparison by occupation  

An ANOVA was used to determine whether there any significant differences as 

regards the various occupation categories and the different IMC messages. The 

occupation categories include professionals, students, self-employed, unemployed, 

technical occupations, administrative positions and retirees. The following table 

illustrates the comparison by occupation:  
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Table 4.17: Comparison by occupation  

 
Occupation N Mean Std. Deviation p values 

Marketing public relations 

Professional 185 4.9045 .24304 

0.16 

Technical 19 4.9263 .15736 

Self-employed 36 4.8981 .19631 

Administrative 13 4.9359 .18682 

Retirees 21 4.7698 .67593 

Student 69 4.9082 .24344 

Unemployed 36 4.7870 .40749 

Total 379 4.8881 .29485 

Above the line media 

Professional 185 4.8149 .35716 

0.02* 

Technical 19 4.9079 .25291 

Self-employed 36 4.8125 .35038 

Administrative 13 4.8462 .29823 

Retirees 21 4.7619 .70034 

Student 69 4.7681 .35697 

Unemployed 36 4.5648 .45124 

Total 379 4.7852 .39135 

Internal and external 
marketing 

Professional 185 4.7041 .39689 

0.11 

Technical 19 4.7237 .36223 

Self-employed 36 4.7176 .41081 

Administrative  13 4.8654 .21926 

Retirees 21 4.6310 .74001 

Student 69 4.6123 .43836 

Unemployed 36 4.5139 .47413 

Total 379 4.6730 .43553 

Social media 

Professional 184 4.1304 1.35273 

0.02* 

Technical 19 4.4211 1.01739 

Self-employed 36 4.7222 .84890 

Administrative 13 4.3846 1.26085 

Retirees 21 3.9524 1.56449 

Student 69 4.6667 .94972 

Unemployed 36 4.3056 1.14191 

Total 378 4.3148 1.23771 

Unplanned messages 

Professional 185 4.8347 .36609 

0.16 

Technical 19 4.7500 .40825 

Self-employed 36 4.8333 .35355 

Administrative 13 4.9615 .13868 

Retired 21 4.6190 .76083 

Student 69 4.8225 .33514 

Unemployed 36 4.7361 .47413 

Total 379 4.8111 .40112 
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Product messages 

Professional 185 4.8299 .28436 

0.00* 

Technical 19 4.8985 .21470 

Self-employed 36 4.8849 .22084 

Administrative 13 4.7582 .24317 

Retirees 21 4.6701 .67555 

Student 69 4.8634 .21973 

Unemployed 36 4.6032 .41979 

Total 379 4.8118 .32247 

Service messages 

Professional 185 4.9492 .17511 

0.00* 

Technical 19 4.9316 .12496 

Self-employed 36 4.9667 .09856 

Administrative 13 4.9385 .15021 

Retirees 21 4.7667 .67626 

Student 69 4.9333 .18284 

Unemployed 36 4.7824 .36003 

Total 379 4.9208 .25156 

* p ≤ 0.05 

Source: Researcher‟s own compilation  

As indicated above, there are significant differences in terms of occupation and 

above the line media, social media, product messages and service messages. 

Regarding above the line media it was found that respondents in technical 

occupations (M = 4.90, SD = 0.25) considered this type of IMC message as more 

important than unemployed respondents (M = 4.56, SD = 0.45). It was also found 

that self-employed respondents (M = 4.72, SD = 0.84) and students (M = 4.66, 

SD = 0.94) considered social media more important than retirees (M = 3.95, 

SD = 1.56). Respondents in professional positions (M = 4.82, SD = 0.28), technical 

positions (M = 4.89, SD = 0.21), who are self-employed (M = 4.88, SD = 0.22) and 

students (M = 4.86, SD = 0.21) consider product messages more important than 

retirees (M = 4.67, SD = 0.67) and unemployed respondents (M = 4.60, SD = 0.41). 
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4.3.7. TOWARDS A MODEL FOR THE IMC TYPOLOGY 

 

 

 

 

 

 

 

 

 

 

Figure 4.7: The conceptual model for the IMC typology 

Source: Researcher‟s own compilation based on the literature review 

The conceptual model in Figure 4.7 was developed based on the literature discussed 

in chapter 3. However due to the results of the factor analysis the conceptual model 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.8: The adapted conceptual model for the IMC typology 

Source: Researcher‟s own compilation based on the factor analyses 

was adapted to that of Figure 4.8 to make provision for the factors identified in 

planned messages namely marketing public relations activities, above the line media 

Unplanned messages 

Planned messages 

Service messages 

Product messages 

Marketing Public 
Relations Activities 

Above the line media 

Internal & External 
Marketing Activities 

Social Media 

Unplanned messages 

Product messages 

Service messages 
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and internal and external marketing activities. Since social media did not load in the 

factor analysis it is treated further in the analysis as an individual item. The adapted 

model will thus be tested by means of structural equation modelling. 

4.3.7.1. Structural equation modelling (SEM) 

SEM is a multivariate technique used to estimate a series of separate yet 

interdependent relationships simultaneously. It thus gives an indication of the causal 

relationships between latent variables and often diagrammed for better 

understanding in the form of a path analysis. It can also represent a single 

relationship at a time (Hair, Black, Babin & Anderson, 2010:635; Cooper & Emory, 

1995:532). These models have the ability to estimate multiple and interrelated 

dependence relationships; observe latent concepts and define the model to explain 

the entire set of relationships (Hair et al., 2010:635). 

Step 1: Identification and definition of the constructs 

The identification and definition of the latent variables were done in chapter 3 and 

focused on planned messages (marketing public relations activities, above the line 

media, internal and external activities), unplanned messages, product messages and 

service messages. Each latent variable comprises a set of observed variables. 

Step 2: Developing and specifying the measurement model 

The measurement model was developed by identifying the latent constructs and 

assigning variables to each of these constructs. The model was specified as a 

confirmatory factor analysis model. Maximum Likelihood (ML) estimation was used 

to estimate the model. ML is regarded as considerably more robust than other 

estimation methods such as generalised least squares or weighted least squares 

(Olsson, Foss, Troye & Howell, 2000:557).  

Step 3: Designing a study to predict empirical results 

The research design and model estimation are important in this step where four 

issues are discussed: the type of data analysed (covariance or correlations), sample 

size, model estimation and the computer software used in the current study. 
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 Type of data 

It is important to make decisions about the type of data that will be analysed 

(covariance or correlation data). Researchers should consider the choice of 

correlation or covariance based on interpretative and statistical issues. This 

structural equation modelling was based on covariance data. 

 Sample size 

Hair et al. (2006:740) indicated that SEM requires a relatively large sample size to 

maintain the accuracy of estimates and to ensure representativeness. Hair et al. 

(2006:742) proposed the following guidelines for the influence of sample size when 

using SEM: 

 SEM models containing five or fewer constructs, each with more than three 

items (observed variables) and with high item communalities (6 or higher) can 

be adequately estimated with sample sizes as small as 100-150. 

 If any communality is modest (0.45-0.55) or the model contains constructs 

with fewer than three items, then the required sample size is more in the order 

of 200. 

 When the number of factors is larger than six, some of which use fewer than 

three measured items as indicators, and multiple low communalities are 

present, sample size requirements may exceed 500. 

 

In the current study, the conceptual model contains six components where, besides 

social media, each construct was measured by more than three items. The sample 

size is 384. Although sample size should be based on a set of factors, a larger 

sample generally produces more stable solutions that are more likely to be replicable 

(Hair et al., 2006:737). The method used for examining the relationships between 

latent variables was inspection of the standardised coefficients for the regression 

paths (Tabachnick & Fidell, 2001:673). 
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Figure 4.9: Model for integrated marketing typology 

Source: Researcher‟s own compilation based on the literature review and factor analyses 

Table 4.18: Hypotheses for the integrated marketing typology model 

H1 There is a relationship between marketing public relations activities and unplanned messages 

H2 There is a relationship between marketing public relations activities and product messages 

H3 There is a relationship between marketing public relations activities and service messages 

H4 There is a relationship between marketing public relations activities and above the line media 

H5 There is a relationship between marketing public relations activities and internal and external 
marketing activities 

H6 There is a relationship between above the line media and unplanned messages 

H7 There is a relationship between above the line media and product messages 

H8 There is a relationship between above the line media and service messages 

H9 There is a relationship between above the line media and internal and external marketing 
activities 

H10 There is a relationship between internal and external marketing activities and unplanned 
messages 

H11 There is a relationship between internal and external marketing activities and product 
messages 

H12 There is a relationship between internal and external marketing activities and service 
messages 

H13 There is a relationship between social media and unplanned messages 

H14 There is a relationship between social media and product messages 

H15 There is a relationship between social media and service messages 

H16 There is a relationship between product messages and unplanned messages 

H17 There is a relationship between product messages and service messages 

H18 There is a relationship between service messages and unplanned messages 
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A variety of estimation methods have been used in SEM to indicated how closely the 

correlation or covariance matrix implied by a hypothesized model conforms to the 

covariance matrix of the observed data, thus guiding attempts to find best-fitting 

models. Maximum Likelihood (ML) estimation was thus used to estimate the models 

ML is regarded as robust and chosen due to the problem of missing data. The 

standardised coefficients for the regression paths were used to examine the 

relationships between latent variables. 

Table 4.19: Maximum likelihood estimates – regression weights 

    

Standardised 
regression 

weights 
estimate 

P-label 

H1 Unplanned 
messages 

<--- 
Marketing public relations 
activities 

-.234 .026* 

H2 Product messages <--- 
Marketing public relations 
activities 

.700 .000** 

H3 Service messages <--- 
Marketing public relations 
activities 

.077 .384 

H4 Above the line media <--> 
Marketing public relations 
activities 

.478 .000** 

H5 Internal & external 
marketing activities 

<--> 
Marketing public relations 
activities 

.681 .000** 

H6 Unplanned 
messages 

<--- Above the line media -.063 .304 

H7 Product messages <--- Above the line media .155 .002* 

H8 Service messages <--- Above the line media .147 .005* 

H9 Internal & external 
marketing activities 

<--> Above the line media .536 .000** 

H10 Unplanned 
messages 

<--- 
Internal and external 
marketing activities 

.291 .002* 

H11 Product messages <--- 
Internal and external 
marketing activities 

.091 .225 

H12 Service messages <--- 
Internal and external 
marketing activities 

-.109 .151 

H13 Unplanned 
messages 

<--- Social media .039 .325 

H14 Product messages <--- Social media -.047 .166 

H15 Service messages <--- Social media .037 .289 

H16 Unplanned 
messages 

<--- Product messages .838 .000** 

H17 Service messages <--- Product messages .728 .000** 

H18 Unplanned 
messages 

<--- Service messages .041 .599 

 C1 <--- Unplanned messages 1.000  

 C2 <--- Unplanned messages 1.181 *** 

 C3 <--- Unplanned messages .988 *** 

 C4 <--- Unplanned messages .726 *** 

 D1 <--- Product messages 1.000  
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 D2 <--- Product messages .997 *** 

 D3 <--- Product messages .846 *** 

 D4 <--- Product messages .926 *** 

 D5 <--- Product messages .999 *** 

 D6 <--- Product messages .950 *** 

 D7 <--- Product messages 1.012 *** 

 E1 <--- Service messages 1.000  

 E2 <--- Service messages 1.009 *** 

 E3 <--- Service messages .954 *** 

 E4 <--- Service messages .957 *** 

 E5 <--- Service messages .936 *** 

 E6 <--- Service messages .922 *** 

 E7 <--- Service messages .878 *** 

 E8 <--- Service messages .950 *** 

 E9 <--- Service messages .692 *** 

 E10 <--- Service messages .853 *** 

 B5 <--- Above the line media 1.000  

 B4 <--- Above the line media 1.936 *** 

 B3 <--- Above the line media 1.932 *** 

 B2 <--- Above the line media 1.540 *** 

 B9 <--- 
Internal and external 
marketing activities 

1.000  

 B7 <--- 
Internal and external 
marketing activities 

1.106 *** 

 B6 <--- 
Internal and external 
marketing activities 

.804 *** 

 B1 <--- 
Internal and external 
marketing activities 

.653 *** 

 B15 <--- 
Marketing public relations 
activities 

1.000  

 B14 <--- 
Marketing public relations 
activities 

.929 *** 

 B13 <--- 
Marketing public relations 
activities 

1.121 *** 

 B12 <--- 
Marketing public relations 
activities 

1.163 *** 

 B11 <--- 
Marketing public relations 
activities 

1.004 *** 

 B10 <--- 
Marketing public relations 
activities 

1.095 *** 

Remarks: *p<0.05; **p<0.001; NS Not significant 
 

From Table 4.19 it is clear that the path coefficients of the individual items were 

statistically significant and that H1, H2, H4, H5, H7, H8, H9, H10, H16, H17 path 

coefficients were statistically significant for the hypotheses tested.   

Step 4: Assessing measurement model validity 

The measures of fit can include a combination of criteria. For each measure of fit, a 

decision as to what represents a good enough fit between the model and the data 
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must reflect other contextual factors such as sample size (very large samples make 

the Chi-square test overly sensitive), ratio of indicators to factors, and the overall 

complexity of the model. These include: the chi-square-square test, the Normed Fit 

Index (NFI), the Relative Fit Index (RFI), the Tucker-Lewis Index (TLI), the 

Comparative Fit Index (CFI), the Expected Cross-Validation Index (ECVI), the 

Relative Noncentrality Index (RNI) and the Root Mean Square Error of 

Approximation (RMSEA). To assess the fit of the current model, it is suggested that 

multiple fit indices should be used to assess a model‟s goodness of fit. 

Table 4.20: Goodness-of-fit indices 

 MODEL  

Chi-square 2455.701 

DF 577 

CMIN/DF 4.26 

p-value p<.000 

CFI .808 

RMSEA [90% CI for RMSEA] 0.092 [.088; .096] 

 

The hypothesised model was tested and support was found for the hypothesised 

model,  (chi-square) = 2455.701 (n= 384, df = 577, p<.000). Although the Chi-

square statistic indicate a poor fit, it is viewed by some as an overly strict indicator of 

model fit, given its power to detect even trivial deviations from the proposed model 

(Hancock & Mueller, 2010). Mueller (1996) suggested that the Chi-square test 

statistic be divided by degrees of freedom. This value was 4.26 which is smaller than 

5 which indicate acceptable fit.  The comparative fit index (CFI) = .808 and the root 

mean square error of approximation (RMSEA) = .092. Mueller (1996) described 

values of above 0.9 as indicative of a good overall fit for a Comparative Fit Index. A 

relatively acceptable Comparative Fit Index (CFI) of 0.80 was found for the model 

while a Root Mean Square Error of Approximation (RMSEA) value of 0.092 with a 

90% confidence interval of [0.088; 0.96] was obtained, which is smaller than 0.1 

indicating an acceptable fit. It is considered good practice to report multiple fit 

indices, typically from three broad classes (Hancock & Mueller, 2010). From Table 

4.19, it is clear that the path coefficients of individual items were statistically 

significant as for the Integrated Model for the IMC Typology. When analysing the 

path coefficients for the hypotheses, it is clear that the path coefficients for H1, H2, 

H4, H5, H7, H8, H9, H10, H16, H17 were statistically significant.   

http://en.wikipedia.org/wiki/Sample_size


170 

 

Hypotheses supported: 

H1 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Marketing Public Relations Activities and Unplanned 

Messages. This is supported by the standardised path coefficient of -.234 (p= .026) 

indicating a negative relationship. It is currently clear that respondents do not see the 

link between these two important messages and more effort should be made to 

encourage synergy between these.  

H2 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Marketing Public Relations Activities and Product Messages. 

This is supported by the standardised path coefficient of .700 (p= .000). The 

implementation of public relations activities is supportive of the product messages. 

These types of activities will therefore create more awareness concerning the 

collections that museums have, the educational and entertainment value of museum 

as part of the cultural product. 

H4 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Marketing Public Relations Activities and Above the Line Media 

Messages. This is supported by the standardised path coefficient of .478 (p= .000). 

Again it was found that Marketing Public Relations Activities support Above the Line 

Media Messages such as radio and television. This indicates the importance of not 

only focusing on one element in the marketing mix but have a range of media in the 

marketing plan. 

H5 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Marketing Public Relations Activities and Internal and External 

Marketing Activities. This is supported by the standardised path coefficient of .681 

(p= .000). The importance of public relations cannot be underestimated for museums 

as these also support the internal and external marketing activities of these 

museums. This adds to the value of designing and integrated marketing effort. 

H7 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Product Messages and Above the Line Media. This is 

supported by the standardised path coefficient of .155 (p= .002). It is clear that 

product messages are supported by the efforts of advertising on television and radio. 
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These messages clearly show possible visitors what to expect from the museum and 

what is on offer. 

H8 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Service Messages and Above the Line Media. This is 

supported by the standardised path coefficient of .147 (p= .005). Service messages 

including the hours of operation, responsiveness of staff members, and accessibility 

of the museums are supported by the above-the-line media campaign. It is important 

that marketing managers realise the importance of providing this information in their 

advertisements and not only what is on offer or to see at the museums. 

H9 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Internal and External Marketing Activities and Above the Line 

Media. This is supported by the standardised path coefficient of .536 (p= .000). This 

finding also indicates a supportive relationship between these factors, again 

highlighting the importance of an integrated strategy. 

H10 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Unplanned Messages and Internal and External Marketing 

Activities. This is supported by the standardised path coefficient of .291 (p= .002). It 

is very important for museums that marketing messages influence the unplanned 

messages as that creates additional publicity and a possible increase in visitor 

numbers. An effort should thus be made to communicate the most appropriate 

messages via internal and external marketing activities as that influence the 

unplanned messages. 

H16 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Unplanned Messages and Product Messages. This is 

supported by the standardised path coefficient of .883 (p= .000). This finding is also 

very positive in working towards an integrated approach where the product 

messages support and influences the unplanned messages. Thus when delivering 

the cultural product at the right standard and offering visitors an experience to 

remember will influence the messages given to friends and family. 

H17 was confirmed at the 5% significance level, thereby supporting the hypothesised 

relationship between Service Messages and Product Messages. This is supported 
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by the standardised path coefficient of .728 (p= .000). The product messages 

supports and influences the service messages and it is thus important to deliver a 

quality product as it will also influence opinions with regard to the service delivery. 

This indicates the interrelatedness of service and product which are both visible in 

the delivery of a tourism product such as a museum experience. 

In conclusion it can be seen from Figure 4.10 below, that Marketing Public Relations 

Activities have an influence on Unplanned Messages, Product Messages and 

Internal and External Marketing Activities. Above the Line Media has an influence on 

Product Messages and Service Messages. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.10: The empirical model for the IMC Message typology 

Source: Researcher‟s own compilation based on structural equation modelling 

It was also found that Unplanned Messages, Product Messages and Service 

Messages influence and support each other in the integrated marketing 

communication message typology. It is important for cultural products such as 

museums to realise that it is not only important for museums to offer a good product 

but it is also important to do integrated marketing which will increase the visitors 

numbers to these types of products. It was interesting to note that in this research 

social media did not influence the various messages which can be related to the type 
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of product as well as the type of visitor. It is however important to investigate Social 

Media further in this context. 

4.4. SUMMARY  

In line with one of the objectives of the study, this chapter presented and interpreted 

the results of the empirical analysis of the planned, unplanned, product and service 

messages of the Iziko and Ditsong clusters of museums. In the qualitative 

component of the study, in-depth interviews were conducted with marketing 

managers while in the quantitative component; a survey involving visitors was 

conducted.  

In terms of the demographic and general information regarding the respondents the 

studies revealed that the majority of the respondents are female, under 25 years of 

age, come from Gauteng Province, are professionals, have either a degree or 

matriculation and were first-time visitors.  

With regard to planned messages the research indicated that, consistent with the 

respondents‟ views, the museums use traditional marketing communication tools 

such as advertising, publications, websites, events, and media relations. However, 

the Iziko Museums only use sponsorships as a communication tool. In line with the 

respondents‟ suggestions museums enter into marketing partnerships with other role 

players in the tourism industry while, also in line with the respondents‟ opinions, the 

museums offer discounted admission fees. In addition, the research also indicated 

that the majority of respondents had heard about the museums through word of 

mouth and websites.  

In terms of unplanned messages the study revealed that, consistent with the views of 

the marketing managers, the visitors are of the view that museums should influence 

unplanned messages by using word of mouth as a communication tool; develop 

crisis communication plans, use social media and monitor the media to detect 

negative publicity when it arises.  

In addition, in line with the views of the marketing managers, in order to influence 

product messages, the visitors recommend that museums should develop a wide 
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variety of collections, improve their existing product offerings and develop collections 

which are of educational and entertainment value.  

As far as service messages are concerned, the study revealed that, in line with the 

recommendations of the visitors the museums are conveniently located. Moreover, 

the hours of operation of the museums are convenient, as suggested by the 

respondents while the staff members at the museums are both friendly and 

competent, as was recommended by the participants. In addition, in line with the with 

respondents‟ views, the museums are housed in attractive buildings.  

The reliability analysis indicated that the level of reliability of sections b, c, d, and e of 

the questions is at an acceptable level. The factor analysis produced three factors, 

namely, factor 1: above the line media, factor 2: internal and external marketing and 

factor 3: marketing public relations. The research results indicate that museums 

should use these three factors and also social media to make brand promises.  

The correlations revealed that there are positive relationships between planned 

messages and product, service and unplanned messages. As indicated previously, 

an organisation such as a museum makes a brand promise through planned 

messages. Based on the brand promise made and their actual experience (product 

and service messages), visitors form their own opinions (unplanned messages) 

about the organisation‟s market offering.  

The t-test and ANOVAs revealed that the respondents across age, province of 

residence, visitor retention, educational level and occupation rate service messages 

the most highly of all the IMC messages. Thus, in view of the importance of service 

messages, it is essential museums pay special attention to their interactions with 

visitors and the tangibles or physical environment in the delivery of their services. 

The structural equation model for the IMC typology indicated the integratedness of 

the messages which highlights the importance of including these in the IMC 

framework. Finally, it is worth noting that, in addition to the literature review, the 

research results of the empirical phase of the study will inform the development of 

the framework.  
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CHAPTER 5 

CONCLUSIONS AND RECOMMENDATIONS 

5.1. INTRODUCTION 

Despite the growing importance of IMC, as Šerić and Gil-Saura (2011:403) point out, 

there has been limited research conducted on IMC in the tourism sector. Thus, 

based on the obvious need to supplement the paucity of research evidence in the 

area of museum marketing with special reference to integrated marketing 

communication, this study investigated the concept of integrated marketing 

communication as it relates to the Ditsong and Iziko museums in South Africa. The 

goal of the study was to develop an integrated marketing communication frame work. 

In order to realise the goal of the study, four objectives were set. In line with the first 

objective, chapter 2 analysed the South African cultural tourism sector by means of a 

literature review while, in an attempt to achieve the second objective, chapter 3 

analysed integrated marketing communication also by means of literature review. 

Using a mixed methods research approach, chapter 4 empirically analysed the 

planned, unplanned, product and service messages of the Iziko and Ditsong 

museums. All of these objectives led, ultimately, to the development of the integrated 

marketing communication framework. 

The purpose of this chapter is to draw conclusions based on both the literature 

review and the empirical study. However, most importantly, the chapter will present 

the proposed integrated marketing communication framework in line with the fourth 

objective of the study. The chapter will also offer recommendations regarding the 

implementation of the proposed framework while an integrated communication 

strategy based on the proposed framework will be presented as part of the study. 

The next section will focus on the conclusions of the study.  

5.2. CONCLUSIONS BASED ON THE LITERATURE REVIEW 

This section will present the conclusions which were drawn based on the literature 

review.  
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5.2.1. Conclusions based on the analysis of the South African cultural 
tourism sector  

The first objective of the study was to analyse the South African cultural tourism 

sector. Based on the literature review the following conclusions may be drawn: 

 Tourism is an elusive concept that lends itself to a plethora of definitions (cf. 2.2).  

 Tourism is one of the pillars of the global economy (cf. 2.3).  

 Cultural tourism forms a significant proportion of the global tourism industry (cf. 

2.3).  

 Tourism is a globalised product and, thus, it is not immune to the impact of 

globalisation (cf. 2.4). 

 Globalisation is a not a threat to culture but, instead, it is critical in the promotion 

of culture (cf. 2.4).  

 Culture as a tourism product offering is a catalyst for development (cf. 2.7).  

 The emergence of cultural tourism has diversified the South African tourism 

product mix (cf. 2.5). 

 Arts and tourism organisations create an environment which is conducive to the 

development and promotion of the cultural product offering in South Africa (cf. 

2.6).  

 The South African tourism system comprises national, provincial and local 

structures that facilitate the development and promotion of tourism (cf. 2.6).  

 The cultural tourism market is classified in terms of travel motivations and the 

level of interest in the cultural product offerings (cf. 2.9). 

 South Africa‟s cultural product offering is multifaceted with arts, cultural villages; 

literature, battlefields, museums, heritage sites and religion constituting the main 

tourist attractions (cf. 2.10). 

 A lack of authenticity is a major challenge in the South African cultural tourism 

product portfolio (cf. 2.11).  

 There is no consensus on the definition of the concept “museum”. Nevertheless, 

museums may be seen as educational, research and entertainment centres (cf. 

2.13.2). 

 Museums play a strategic role in the socio-economic development of society (cf. 

2.13.4).  

 Museums showcase a community‟s identity to the world (cf. 2.13.4).  
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 Museums form an integral aspect of a tourist destination (cf. 2.13.4).  

 Environmental factors that have an impact on the existence of museums include 

economic, political, and technological factors (cf. 2.13.5).  

 Museums are constrained by a number of factors including cutbacks in public 

funding and increased competition (cf. 2.13.6).  

 Public museums serve the interests of all sectors of society and not merely the 

interests of the elite (cf. 2.13.7).  

 The Ditsong and Iziko museums offer a diversified product portfolio (cf. 2.13.7).  

5.2.2. Conclusions based on the analysis of integrated marketing 
communication  

The second objective of the study was to analyse integrated marketing 

communication by means of literature review. Based on the literature review which 

was conducted in chapter 3 the following conclusions may be drawn: 

 There is an increased interest in arts marketing (cf. 3.2). 

 Arts institutions such as museums have become visitor-oriented (cf. 3.2). 

 It is mandatory that public museums inform the public about their market offering 

because they are funded by the public purse (cf. 3.2). 

 Museum marketing is a process that involves identifying the needs and 

expectations of visitors with a view to matching these to an appropriate market 

offering (cf. 3.2).  

 The museum marketing concept implies that museums should meet the needs of 

their visitors in order to realise their organisational objectives (cf. 3.2). 

 A museum‟s admission fees should be in line with its mission (cf. 3.5.2). 

 Most museums are located in the central districts of major cities (cf. 3.5.3). 

 Most museums rely on printed material in the form of fliers and posters (cf. 3.5.4). 

 The marketing mix paradigm has shifted from the four Ps to the four Cs to denote 

the notion of consumer orientation (cf. 3.5).  

 The physical environment of museums should be conducive to the provision of 

quality services (cf. 3.5.6).  

 IMC is a departmental communication process whereas IM is an organisation-

wide process (cf. 3.6.1). 
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 IMC focuses on customers while IC focuses on both customers and non-

customer stakeholders (cf. 3.6.2).  

 IMC is new in terms of theory but old in practice (cf. 3.6.2).  

 There is no consensus on the definition of IMC. However, it may be seen as a 

cross-functional process in terms of which an organisation sends planned 

messages and influences the product, service and unplanned messages to its 

stakeholders to ensure message consistency and maximum communication 

impact (cf. 3.6.3). 

 IMC is an interactive communication process (cf. 3.6.3). 

 The continued scholarly debate on IMC is a good catalyst for theoretical 

development in the field (cf. 3.6.3). 

 Planned messages are perceived as the least credible of all the messages 

because they originate with the organisation itself (cf. 3.6.9). 

 Museums are not able to control product messages but they may influence these 

messages by proactively anticipating visitors‟ needs and adapting their product 

offering to accommodate the ever changing needs of its visitors (cf. 3.6.9).  

 Positive messages from intermediary sources (unplanned messages) help to 

build the image of an organisation such as a museum (cf. 3.6.9).  

 The quality of a service is determined by the quality of the employees (cf. 3.6.9).  

 IMC involves the harmonisation of the entire IMC message typology and not only 

planned messages (cf. 3.6.10) 

 Schultz and Schultz‟s IMC model, Duncan‟s zero-based IMC planning process 

model and Belch and Belch‟s IMC model limit communication integration to the 

integration of marketing communication tools or planned messages (cf. 3.6.10).  

 An organisation should make a brand promise through planned messages and be 

able to influence product, service and unplanned messages to ensure maximum 

communication impact and message consistency (cf. 3.6.10).  

5.3. CONCLUSIONS BASED ON THE EMPIRICAL STUDY  

The third objective of the study was to analyse empirically the planned, unplanned, 

product and service messages of the two clusters of museums selected for the 

purposes of the study. The following conclusions were drawn based on the empirical 

study in terms of which in-depth interviews were carried out with the marketing 
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managers of the two clusters of museums and a survey that involved visitors was 

conducted. In accordance with Bazeley‟s (2009:204) suggestions the integration in 

this study happened at the level of conclusions and, thus, the conclusions from both 

the qualitative and quantitative components of the study were integrated. Notably, 

the conclusions encompass the planned, unplanned, product and service messages 

of the museums. The following conclusions were drawn:  

 Consistent with the respondents‟ views, the museums use traditional marketing 

communication tools such as advertising, publications, websites, events, and 

media relations. However, the Iziko Museums only use sponsorships as a 

communication tool (cf. 4.2 & 4.3.2).  

 As the respondents suggested, the museums have entered into marketing 

partnerships with other role players in the tourism industry (cf. 4.2 & 4.3.2). 

 In line with the respondents‟ views, the museums offer discounted admission fees 

(cf. 4.2 & 4.3.2). 

 As the respondents suggested, the museums consider word of mouth to be an 

effective communication tool (cf. 4.2 & 4.3.2).  

 As suggested by the respondents the museums have crisis communication plans 

in place to mitigate the impact of negative publicity should it arise (cf. 4.2 & 

4.3.2). 

 Contrary to both the respondents‟ suggestion and Kidd‟s advice (2011), the Iziko 

museums do not use social media as a communication tool although the Ditsong 

museums are on Facebook (cf. 4.2 & 4.3.2). 

 Concomitant with the perspectives of the respondents, the museums monitor 

media to detect negative publicity should it arise (cf. 4.2 & 4.3.2). 

 In line with the recommendations of the respondents, the museums offer a wide 

variety of collections (cf. 4.2 & 4.3.2). 

 As suggested by the respondents the museums are continuously improving their 

product offerings (cf. 4.2 & 4.3.2). 

 As the respondents indicated in the survey the collections at the Iziko Museums 

are more educational than entertaining while there are more educational offerings 

at the Ditsong Museums (cf. 4.2 & 4.3.2). 

 The museums are conveniently located, as suggested by the respondents (cf. 4.2 

& 4.3.2). 
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 The hours of operation of the museums are convenient, as recommended by the 

respondents (cf. 4.2 & 4.3.2). 

 In line with the recommendation of the participants, the staff members at the 

museums are both friendly and competent (cf. 4.2 & 4.3.2). 

 Consistent with the respondents‟ suggestion the museums are housed in 

attractive buildings (cf. 4.2 & 4.3.2).  

 The factor analysis produced three factors, namely, factor 1: above the line 

media, factor 2: internal and external marketing and factor 3: marketing public 

relations (cf. 4.3.3).  

 The t-test and ANOVAs revealed that the respondents, across age, province of 

residence, visitor retention and educational level, rate service messages the most 

highly of all the IMC messages (cf. 4.3.6).  

 The structural equation model indicates the importance of the relationships 

between the messages (cf. 4.3.7.1).  

 Marketing Public Relations Activities have an influence on Unplanned Messages, 

Product Messages and Internal and External Marketing Activities (cf. 4.3.7.1). 

 Above the Line Media has an influence on Product Messages and Service 

Messages (cf. 4.3.7.1). 

 Unplanned Messages, Product Messages and Service Messages influence and 

support each other in the integrated marketing communication typology (cf. 

4.3.7.1). 

 Social media did not influence the various messages which can be related to the 

type of product as well as the type of visitor – this requires further investigation 

(cf. 4.3.7.1). 

This section presented the conclusions arising from both the literature review and the 

empirical study. The next section will present the proposed IMC framework.  

5.4. THE PROPOSED INTEGRATED MARKETING COMMUNICATION 
FRAMEWORK  

As indicated previously, an organisation such as a museum should match the brand 

promise it makes thorough planned messages with actual performance as reflected 

by its product, service and unplanned messages. As a prelude to the development 

and presentation of the proposed IMC framework, it is deemed necessary at this 
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juncture to reiterate the correlations which were discussed in chapter 4. Based on 

table 4.6 the following figure summarises the correlations between planned, 

unplanned, product and service messages:  

 

 

Figure 5.1: Correlations between planned, unplanned, product and service messages  

Source: Researcher‟s compilation  

In line with table 4.6 the figure above indicates the following: There is a relationship 

between product messages and service messages (.658), a positive correlation 

between service messages and planned messages (.612), a positive correlation 

between product messages and unplanned messages (.559), is a positive 

relationship between unplanned messages and service messages (.557), a positive 

correlation between unplanned messages and planned messages (.547) and a 

positive relationship between product and planned messages (.596). Clearly, visitors 

form their own opinions (unplanned messages) about a museum‟s market offering on 

the basis on the brand promise made (planned messages) and actual experience 

(product and service messages). It is clear that it is not possible for planned 

messages to function in isolation but that there is a relationship between planned 

messages and unplanned, service and product messages.  
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As indicated previously, the goal of this study was to develop an integrated 

marketing communication framework for selected museums in South Africa and, 

thus, an integrated marketing communication framework has been developed on the 

basis of both the literature review and the empirical study. The framework takes into 

account the specific context of the museums. However, the proposed six-step 

framework differs from the earlier work of Duncan (2002) and Belch and Belch 

(2009) in that it addresses the integration of all the messages adequately.  

The new framework breaks away from the tradition of limiting communication 

integration to the harmonisation of planned messages. In addition, the framework is 

consistent with Moriarty‟s view (1994) that, in its entirety, IMC message typology 

represents a logical structure of developing stakeholder communication strategies. 

However, in contrast to earlier studies on IMC, the framework proposes that both the 

communication objectives and IMC programme should be aligned to the four 

messages. Most importantly, the framework has been translated into an integrated 

marketing communication strategy which will serve as an example to museums 

regarding the way in which to translate the framework into reality. The following 

figure depicts the proposed IMC framework: 
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Figure 5.2: Proposed integrated marketing communication framework for Ditsong and Iziko museum 
clusters 

Source: Researcher‟s compilation  

Identify visitor and non-visitor segments of the target audience (literature 

review) 

This step involves identifying both customer and non-customer stakeholders. While 

IMC focuses on customers only and, in this case, on visitors, it is recommended that 

the two clusters of museums focus on all stakeholders as all the stakeholders all 

equally important in ensuring that the museums survive in the highly competitive 

environment in which they operate. In line with McLean‟s recommendation (1997), 

the stakeholders of the two clusters should include central and local governments, 

business, the media, tourist boards, economic development agencies, museum 

organisations and volunteers. 
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It is essential that the museums understand the different segments of the markets 

and be able to tailor their market offering and communication efforts accordingly. For 

example, the needs of high school learners are not the same as those of adult 

visitors. It is, therefore, recommended that the museums conduct surveys to 

establish the demographic profiles of their target audience. Furthermore, the 

museums should establish databases and, thus, to this end, the museums should 

keep visitor registers.  

Conduct integrated marketing communication situational analysis (literature 

review) 

During this phase, the museums should determine whether the visitors‟ expectations, 

as created through planned messages, are consistent with actual performance as 

reflected in the product, service, and unplanned messages. In essence, the 

museums should check whether there are gaps or inconsistencies between the 

planned messages and the other messages. In other words, the museums should 

strive to ensure that the visitor expectations which have been created through 

planned messages match the museums‟ actual performance as manifested in the 

product, service and unplanned messages. In order to understand visitors‟ views as 

regards their planned, unplanned, product and service messages, the museums 

should, from time to time, conduct surveys. In addition, the museums should also 

identify barriers and enablers through a SWOT analysis as a prelude to the 

development of integrated marketing communication objectives.  

Set integrated marketing communication objectives (literature review) 

In line with Belch and Belch‟s advice (2009), the museums should set 

communication objectives with these objectives representing the targets which will 

guide the museums‟ communication efforts. However, contrary to Belch and Belch‟s 

advice, the communication objectives should not be linked to planned messages 

only but, instead, the objectives of the museums should also be aligned to the 

unplanned, product and service messages. It is against this background that the 

museum‟s objectives should be termed IMC objectives and not mere communication 

objectives as this will highlight the fact that the objectives have been aligned to the 

IMC message typology in its entirety. Accordingly, the museums should formulate 

planned message objectives, unplanned message objectives, product message 



185 

 

objectives and service message objectives. In addition, the objectives should be 

SMART, that is, they should be specific, measurable, achievable, relevant and time-

bound. 

Develop an integrated marketing communication programme (literature review 

and empirical study) 

As indicated in the literature review, IMC involves disseminating clear and consistent 

messages to an organisation‟s stakeholders. As advised by Moriarty (1994), the 

museums should use the four messages to structure their communication efforts.  

In order to achieve full integration of communication, the communication activities of 

the museums should not be aligned to planned messages only. While Duncan 

(2002) and Belch and Belch (2009) agree that IMC involves the harmonisation of the 

four messages, their IMC models suggest that an IMC programme involves the 

integration of planned messages only. However, contrary to this suggestion, the IMC 

programme in this framework also encompasses the other messages. While the 

museums do not have control over unplanned, product and service messages, they 

should influence them. In other words, they should try to match the visitors‟ 

expectations which were created through planned messages with the actual 

experience as manifested in the form of product, service and planned messages as 

a match between visitor expectations and actual experience (product and service 

messages) will result in positive unplanned messages, that is, maximum 

communication impact and message consistency. In line with the IMC message 

typology, the IMC programme formulated by the museums should be divided into 

four sections, namely, planned, unplanned, product and service message activities. 

Based on the empirical study the following IMC activities are recommended:  

Planned message activities: 

The factor analysis produced three factors, namely, factor 1: above the line media, 

factor 2: internal and external marketing, and factor 3: marketing public relations (cf. 

4.3.3). Consistent with the views of the respondents, it is recommended that the Iziko 

and Ditsong museums should use factor 1 (television 82%, radio 77%, magazines 

76%, websites 89 %, and social media 69%) to make a brand promise or to create 

visitor expectations. Moreover, the museum should use factor 2 (annual reports 65% 

and brochures 81%) to reach their target audience. In addition, they should establish 
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marketing partnerships (79%) and use marketing and non-marketing staff (77%) in 

their marketing efforts (factor 2). They should also offer good value for money and 

charge cheaper admission fees (87%) (factor 3) and they should sponsor community 

projects (87%) and use direct marketing (91%) to reach their audience (factor 3). 

Lastly, they should organise events (92%) and highlight the news value of their 

activities (94%) (factor 3) (cf. 4.3.2). Of special note is that the planned message 

activities should be deployed in an integrated manner. 

Product message activities: 

The ANOVA test revealed that the foreign visitors (27%) rate product messages 

highly (M=4.96, SD=.85). Accordingly, it is recommended that the two museum 

clusters pay special attention to these messages and, in line with the 

recommendations of the respondents, the two clusters of museums should influence 

product messages in the following ways: 

 Develop a wide variety of collections (91%).  

 Continuously improve their product offering (92%). 

 Develop collections with both educational (95%) and entertainment value (68%).  

 Produce themed displays of collections (90%). 

 Ensure clear, interpretative labels (93%). 

 Produce audio-visual collections that complement their collections (93%) (cf. 

4.3.2). 

Service message activities:  

The t-test and ANOVAs revealed that the respondents across age, province of 

residence, visitor retention, occupation and educational level rate service messages 

the most highly of all the IMC messages. In line with the recommendations of the 

respondents, the museums should strive to influence service messages in the 

following ways: 

 Ensure that the hours of operation are convenient (91%). 

 Make sure the museums are conveniently located (91%). 

 Encourage staff to be friendly and polite (95%).  

 Encourage staff to be responsive (95%).  

 Train staff in the required skills and knowledge (94%).  
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 Make certain that directional signs are clear (94%).  

 Build parking facilities that are satisfactory (95%).  

 Erect buildings that are attractive (93 %). 

 Ensure that buildings are disability friendly (97%).  

 Make certain that the museum surroundings are clean and tidy (91%) (cf.4.3.2).  

Unplanned message activities: 

The respondents with no education were of the view that unplanned messages are 

important (M = 4.96, SD = .85). In order to influence unplanned messages in 

accordance with the views of the respondents, the museums should do the following:  

 Develop crisis communication plans to counteract negative publicity should it 

arise (84%).  

 Use word of mouth as a tool to promote their product offering (85%).  

 Monitor media coverage of their activities to detect negative publicity should it 

arise (83%).  

 Deal with visitors‟ complaints in a friendly manner (92%) (cf. 4.3.2). 

It may be concluded that the hallmark of the IMC programme in the proposed 

framework is that it incorporate marketing communication activities (planned 

messages) to make a brand promise and, significantly, that it also include activities 

to influence, product, service and unplanned messages.  

Implement an integrated marketing communication programme (Literature 

review) 

The implementation of an IMC programme refers to the establishment of a structure 

and the allocation of resources to implement the programme. In line with Duncan‟s 

suggestion (2002), once the integrated marketing communication programme is 

clear, the required resources, including financial resources, should be allocated. In 

other words, structure and resources should follow strategy and not vice versa. A 

cross-functional team comprising a curator, an integrated marketing communication 

manager, educational officers, maintenance staff and frontline staff should be 

established. The planning and implementation of IMC requires a cross-functional 

team because IMC extends beyond the scope of the traditional marketing 
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communication to include issues which normally reside with other functions within an 

organisation.  

Conduct monitoring and evaluation (literature review) 

It is essential that the museums monitor and evaluate the IMC programme. 

Monitoring and evaluation are important instruments to ensure that the museums are 

on track to realising the IMC objectives which have been set. As stated by Schultz 

and Schultz (2003), the museums should compare the objectives set with the actual 

performance with the cross-functional team meeting on a weekly basis to review 

progress on the implementation of the programme. In addition, the team should also 

compile an exit report to highlight the lessons learnt from the campaign. Consistent 

with Schultz and Schultz‟s advice (2003), the museums should use the feedback 

from the monitoring and evaluation process to revise the IMC programme. The 

revised programme will then be implemented with the result that the IMC cycle will 

begin all over again. The following table shows the sources of the different stages of 

the proposed framework: 

Table 5.1: Sources of the proposed integrated marketing communication framework  

Stage  Source  

Identify visitor and non-visitor segments of the 
target audience  

literature review 

Conduct integrated marketing communication 
situational analysis  

literature review 

Set integrated marketing communication 
objectives  
 

literature review 

Develop an integrated marketing communication 
programme  

literature review and empirical study 
 

Implement an integrated marketing 
communication programme  

Literature review 

Conduct monitoring and evaluation  literature review 

 

The next section presents an example of an IMC strategy.  

5.5. INTEGRATED MARKETING COMMUNICATION STRATEGY  

Based on the proposed integrated marketing communication framework, an example 

of an integrated marketing communication strategy has been developed. The 

strategy has been developed for both clusters of museums.  
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Background  

The Iziko and Ditsong museum clusters were established in terms of the Cultural 

Institutions Act of 1998. The Iziko museums consist of the Bo-Kaap Museum, the 

South African Museum, the Planetarium, the South African National Gallery, the 

Michaelis Collection, Rust en Vreugd, Koopmans de Wet House, the Slave Lodge, 

the Maritime Centre, the SAS Somerset, Groot Constantia, the Historic Precinct and 

the Castle of Good Hope. Thus, the museums‟ market offering covers a wide range 

of fields from cultural history to maritime history. The Ditsong cluster of museums 

contains a wide range of collections encompassing a number of fields, namely, 

fauna, palaeontology, anthropology and archaeology. The cluster comprises the 

following eight museums − the Museum of Cultural History, the Museum of Military 

History, the Museum of Natural History, the Pioneer Museum, the Tswaing Meteorite 

Crater, the Willem Prinsloo Agricultural Museum, Sammy Marks Museum and the 

Kruger Museum 

Target audience  

This study revealed that, in terms of demographic profile, the majority of visitors to 

the two museum clusters are female, under the age of 25, highly educated, in 

professional occupations and from Gauteng. As far as visitor retention is concerned, 

the research revealed the majority of the respondents were first-time visitors who 

had heard about the museums through both the web and word of mouth 

communication. 

In this integrated marketing communication campaign, the visitor audience includes 

adults, school learners, university students and researchers while the non-visitor 

audience includes the Departments of Tourism and Sport and Arts and Culture, the 

provincial tourism authorities, tourism associations, museum associations, chambers 

of commerce as well as other role players in the tourism industry such as hotels, 

airlines and tour operators. 

Integrated marketing communication situational analysis  

The integrated communication campaign will take place at a time when South Africa 

and the rest of the world are still reeling from the economic recession. It is, therefore, 

anticipated that it will be difficult to persuade visitors to buy the museum‟s market 
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offering. Nevertheless, it should be noted that there has been an increased interest, 

both locally and internationally, in the South Africa‟s cultural product offering. In 

addition, in recent years, there has been an influx of school learners and university 

students to the museums as a result of realisation of the educational and 

entertainment value of the museums‟ market offering. With regard to planned 

messages the research indicated that, consistent with the respondents‟ views, the 

museums use traditional marketing communication tools such as advertising, 

publications, websites, events, and media relations. However, the Iziko Museums 

only use sponsorships as a communication tool. As the respondents suggested, the 

museums have entered into partnerships with other role players in the tourism 

industry while, in line with the respondents‟ opinions, the museums offer discounted 

admission fees. In addition, the research also indicated that the majority of 

respondents heard about the museums through word of mouth and websites.  

This research study solicited the views of visitors and marketing managers with 

regard to the planned, unplanned, product and service messages of the two clusters. 

In terms of unplanned messages the study revealed that, consistent with the views of 

the marketing managers, the respondents are of the view that museums should 

influence unplanned messages by using word of mouth as a communication tool; 

develop crisis communication plans, use social media and monitor the media in 

order to detect negative publicity should it arise.  

In line with the views of the marketing managers, in order to influence product 

messages, it is recommended that museums should develop a wide variety of 

collections, improve existing product offerings and develop collections which have 

both educational and entertainment value.  

As far as service messages are concerned, the study revealed that, in line with the 

recommendations of the respondents, the museums are conveniently located. 

Moreover, as suggested by the respondents, the hours of operation of the museums 

are convenient and the staff members at the museums are both friendly and 

competent. In accordance with the with respondents‟ suggestion the museums are 

housed in attractive buildings.  
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Integrated marketing communication objectives  

Planned message objectives:  

 to increase the number of visitors by 10% this year  

 to increase the level of awareness of the museums‟ market offering  

 to increase profit by 5% during this financial year  

 to increase donations by 3%  

Unplanned message objectives:  

 to counteract negative publicity within three hours of its occurrence  

 to generate free media coverage worth R1 million  

 to reduce the amount of negative publicity  

Product message objectives:  

 to improve existing exhibitions  

 to provide a more diversified product offering  

Service message objectives:  

 to reduce the number of visitors‟ complaints by 20% during this financial year  

 to provide prompt, courteous and knowledgeable responses to all visitor 

enquiries  

 to create a conducive service environment  

 to increase the level of visitor satisfaction  

 to increase the number of repeat visitors by 5%  

Integrated marketing communication programme  

In order to ensure a consistent image and maximum communication impact, an 

action plan has been developed by a cross functional team. The communication 

activities included in this plan seek to create visitor expectations (planned messages) 

while, at the same time, trying to align the expectations with the actual meaningful 

experience (product, service and unplanned messages). The museum may, for 

example, initiate its planned communication campaign with a media launch or a 

media statement and sustain communication using both marketing and public 

relations. In others words, the items of factors 1, 2, 3 and the social media should be 

deployed in an integrated manner. In order to achieve maximum communication 
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impact the museums should not conduct separate marketing and public relations 

campaigns. In addition, consistent with the principles of communication integration, 

the museums should have one plan which includes elements of the various 

communication disciplines. The following action plan outlines some of the 

promotional tools that may be used by the clusters.  

Action required Deadlines Budget Status 

PLANNED MESSAGE ACTIVITIES 

Establish marketing and communication partnerships with role 
players in the tourism industry  

   

Develop and implement an advertising (magazine, radio, television) 
campaign  

   

Design, print and distribute posters and leaflets     

Arrange media conferences     

Compile and send out media releases     

Write and send out media invitations     

Write and place opinion pieces    

Design and print branding material     

Arrange media interviews     

Organise events    

Arrange stakeholder meetings     

Inform visitors of upcoming events and exhibitions through social 
media  

   

Solicit funds from potential donors     

UNPLANNED MESSAGE ACTIVITIES 

Monitor media stories and write daily reports     

Respond rapidly to negative media stories     

Handle all media enquiries within three hours of receipt     

Appoint artists, business executives and soccer personalities as 
ambassadors  

   

PRODUCT MESSAGE ACTIVITIES 

Acquire additional cultural history collections     

Diversify into natural history collections     

Improve existing exhibitions     

Develop three new travelling exhibitions     
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SERVICE MESSAGE ACTIVITIES 

Train all staff members in customer service     

Arrange refresher courses for all staff members     

Establish a visitors‟ complaints desk     

Establish a suggestion box     

Renovate old buildings     

Improve the parking facilities     

Draw up a database of visitors     

 

Implementation  

It is recommended that each museum cluster should implement its own campaign. 

However, opportunities for partnerships may be explored. The campaign should be 

implemented by a cross functional team comprising a curator, an integrated 

marketing communication manager, educational officers, maintenance staff and 

frontline staff. Each museum should cost the communication activities and budget 

accordingly while bearing in mind that some of the communication activities may be 

implemented at minimal cost.  

Monitoring and evaluation  

The cross functional team of each cluster will monitor the implementation of the 

strategy and submit weekly reports to management. At the end of the campaign, the 

teams will compare the objectives which have been set with the actual performance. 

If there are deviations from the objectives, corrective action will be taken. The teams 

will be led by the integrated marketing communication manager and report to top 

management on a weekly basis. In addition, the cross-functional teams will compile 

an exit report to highlight the lessons learnt from the campaign and these lessons 

will then be used to inform future communication campaigns.  

5.6. CONTRIBUTIONS OF THE STUDY 

It is hoped that this study will contribute to a better understanding of the South 

African cultural tourism sector in general and the different facets of South Africa‟s 

cultural product offerings in particular. Significantly, the thesis has provided insights 

into IMC from a conceptual point of view while it has also shed light on the IMC 

message typology as it relates to the museum sector. Of particular importance is the 



194 

 

fact that the critique of existing IMC models has contributed to the academic 

discourse on IMC which has been addressed in this study. 

In line with the goal of the study, an integrated marketing communication framework 

was developed from both a literature and a practical point of view. This framework 

will assist museums to promote their market offering effectively by focusing not only 

on planned messages as part of the IMC but also on the unplanned, service and 

product messages, thus emphasising a more integrated approach. In accordance 

with the view of Hill et al. (1998), the framework will assist museums to build brand 

equity, provide information effectively, generate demand, influence consumer 

behaviour and ensure communication differentiation. Thus, the application of this 

framework will make these museums more competitive and create a greater 

awareness of their products as an integral part of the tourism industry. 

It is also anticipated that the framework will serve as a planning guide for the 

museum sector in South Africa and, as such, the framework will shed light on how to 

plan, implement and evaluate an IMC programme. In addition, the framework will 

help museums to maximise the impact of their communication efforts and, most 

importantly, it will provide them with guidance on how to ensure message 

consistency. A consistent image and maximum communication impact will, in turn, 

translate into an increase in both visitor numbers and revenue. In other words, the 

framework will enable museums to compete sustainably against “an ever-expanding 

array of alternative entertainment choices” (Izquierdo & Samaniego, 2007:810).  

Based on this new proposed framework, an IMC strategy was developed for the 

selected museums. It is hoped that both the proposed framework and the strategy 

will benefit scholars and museum marketing practitioners respectively. The 

framework and the strategy will be communicated to the museum sector in South 

Africa and also to the two museum clusters which participated in this study. This 

section outlined contributions of the study. The next sections will discuss the 

limitations of the study and also future research opportunities.  

5.7. LIMITATIONS OF THE STUDY  

The study focuses on IMC as a departmental process as opposed to integrated 

marketing which is an organisation-wide process. It should also be noted that there 
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is limited literature on both the South African cultural tourism sector and on IMC 

within the museum context. While the sample size was determined in accordance 

with the recommendations of Krejcie and Morgan (1970), a limitation of the study 

may well be that the research was based on a convenient sample. Moreover, the 

study only focused only focused on one of the pillars of IMC. Notably, only planned 

messages revealed significant factors. Furthermore, social media has had a low 

loading when factor analysis was conducted.  

5.8. FUTURE RESEARCH OPPORTUNITIES 

The focus of the study was on selected museums in South Africa. It is, thus, 

recommended that future studies on the IMC application focus on the entire museum 

sector in South Africa. In addition, the theoretical framework of the study was IMC 

which is a departmental communication integration process. As indicated in the 

literature review, integrated marketing is a broader concept than IMC and it entails 

an organisation-wide, communication integration process. Hence, there are 

opportunities to investigate the concept of integrated marketing within the South 

African museum context. It is also recommended that researchers conduct research 

into the proposed integrated marketing communication framework. The model can 

also be improved in future research. 
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APPENDICES 

Appendix1: Letter to Ditsong Museums 

 

 

14 Linthout Place  
Philip Nel Park 
Pretoria West  

09 December 2011  
 
 
Mr Makgolo Makgolo  
Ditsong Museums  
Pretoria 
 
Dear Sir  
 
RE: REQUEST FOR PERMISSION TO CONDUCT RESEARCH AT YOUR 
MUSEUM 
 
I would like to request permission to conduct a study at your museum. I am a PhD 

student at the University of North-West. My research topic is: Developing an 

integrated marketing communication (IMC) framework for selected museums in 

South Africa. 

 

While there is research evidence to the effect that there is increased interest in 

marketing within the global museum sector, there is still no IMC framework for 

promoting South African museums individually or as a sector. It is, therefore, 

necessary to investigate the concept of IMC as it relates to museums as an 

important element of the tourism sector in South Africa. In essence, the objective of 

the study is to develop an IMC framework for selected museums in South Africa. 

 

The research will be conducted in two phases. The first phase will be an interview 

with the marketing manager. The second phase will involve a survey where the 

participants will include 192 visitors. The interviews and the survey will be conducted 

at the premises of the museum.  
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Your cooperation will be highly appreciated.  

 

 
Yours faithfully  
 
 
 
Mr Takalani Eric Mudzanani  
Lecturer  
Department of Communication Science  
University of South Africa  
Tel: 012 429 6025 
E-mail: mudzate@unisa.ac.za  
From: Funanani Netshitomboni [mailto:funanani@ditsong.org.za]  
Sent: 18 January 2012 14:12 
To: Mudzanani, Takalani 
Subject: RE: Request for permission to conduct research at Ditsong museums  
 
Dear Takalani. We welcome your request to do a research in our museum. Please 
note that we will request that you provide us with a copy of your research document 
and also be able to use the outcome of your research. Please indicate when we 
should meet to discuss the details on how you will conduct your research.  
 
Regards 
Funanani 
 

  

mailto:mudzate@unisa.ac.za
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Appendix 2: Letter to Iziko Museums  

 
14 Linthout Place  

Philip Nel Park 
Pretoria West  

05 October 2011  
 
 
The Marketing and Communication Manager  
Iziko Museums  
Cape Town  
 
Dear Ms Phumeza Mgxashe  
 
RE: REQUEST FOR PERMISSION TO CONDUCT RESEARCH AT YOUR 
MUSEUM 
 
I would like to request permission to conduct a study at your museum. I am a PhD 

student at the University of North-West. My research topic is: Developing an 

integrated marketing communication (IMC) framework for selected museums in 

South Africa. 

 

While there is research evidence to the effect that there is increased interest in 

marketing within the global museum sector, there is still no IMC framework for 

promoting South African museums individually or as a sector. It is, therefore, 

necessary to investigate the concept of IMC as it relates to museums as an 

important element of the tourism sector in South Africa. In essence, the objective of 

the study is to develop an IMC framework for selected museums in South Africa. 

 

The research will be conducted in two phases. The first phase will be an interview 

with the marketing manager. The second phase will involve a survey where the 

participants will include 192 visitors. The interviews and the survey will be conducted 

at the premises of the museum.  

 

Your cooperation will be highly appreciated.  

 

Yours faithfully  

 
Mr Takalani Eric Mudzanani  
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Lecturer  
Department of Communication Science  
University of South Africa  
Tel: 012 429 6025 
E-mail: mudzate@unisa.ac.za  
 
From: Phumeza Mgxashe [mailto:pmgxashe@iziko.org.za]  
Sent: 13 October 2011 15:35 
To: Mudzanani, Takalani 
Cc: Wendy Jones 
Subject: RE: Survey at Iziko Museums 
 
Hi Takalani, 
 
Good news is that we would like to give you the go ahead to conduct the research at 
our sites. 
 
Wendy Jones, one of my colleagues, will forward you a bearer‟s letter to facilitate 
access to our sites. We will CC this letter to Iziko Site Managers as well. 
 
I look forward to the research and the report on the findings. 
 
Best regards 
 
Phumeza Mgxashe 
 
  

mailto:mudzate@unisa.ac.za
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Appendix 3: Interview Guide  

 
INTERVIEW GUIDE 

 
Introduction  
 
Good day, my name is................................. The objective of the interview is to 
understand your perspectives as a marketing officer of the planned, unplanned, 
product and service messages of your museum. The findings will help to improve the 
museum‟s communication efforts. To this end, I will ask you four questions.  
Thank you very much for your willingness to participate in the study. I want to assure 
you that that all the data collected will be used for research purposes only.  
 
 

What are your comments on the planned messages of the museum? 
 

 What marketing communication tools do you use to promote your market 
offering? 

 How do you integrate the communication tools? 
 

 Do you have marketing partnerships with tourism industry role players like 
hotels, travel agents? Please elaborate 

 

 What is your view on the price versus value of your market offering? 
 

 Do you sponsor community projects? Please elaborate.  
 

  Do you use social media as a communicational tool? Please elaborate.  
 

What are your comments on the product messages of the museum? 
 
 

 What are your comments on the collections of the museum?  

 What are your comments on product development at the museum?  
 

 What are your views on the entertainment and educational value of the 
collections? 

 

 Does the museum have themed displays of collection? Please elaborate 
 

What are your comments on the service messages of the museum? 
 

 Do you think the museum„s hours of operation are convenient? Please 
elaborate 

 What are your views on the location of the museum?  
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 What is your comment on the competence and attitude of staff at your 
museum? Are staff members competent and friendly? Please elaborate 

 

 Are the parking facilities adequate? Please elaborate 
 

 Are the museum buildings appealing? Please elaborate 
 

 Are the surroundings at the museums clean? Please elaborate 
 
 

What are your views on the unplanned messages of the museums? 
 Do you have a crisis communication plan? Please elaborate 

 

 Do you use word of mouth as a tool to promote the services of your museum? 
Please elaborate 

 How do you handle visitor‟s complaints? Please elaborate 
 

 do you  monitor media coverage of your activities? Please elaborate 
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Appendix 4: Questionnaire  

 

 
 
INTRODUCTION 
Good day, my name is..................................................................... I have been 
requested by Takalani Eric Mudzanani, a PhD student at North-West University 
(Potchefstroom Campus), to conduct this survey on his behalf. The aim of this 
research is to understand your views on how the museum communicates with you as 
a visitor. The findings will help to improve the museum‟s communication efforts and 
ultimately to improve the current standing of museums in South Africa. 
Thank you very much for your willingness to participate in the survey. I want to 
assure you that this a confidential survey and that all the data collected will be used 
for research purposes only.  

QUESTIONNAIRE 
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SECTION A: DEMOGRAPHIC AND GENERAL INFORMATION 
Answer the following questions:  
 
1.What is your gender?  

Male 1 

Female 2 

 

2.In which year were you born?___________________________________ 
 
3.Where do you come from?  

Gauteng Province  1 

Free State Province  2 

Kwazulu-Natal Province  3  

Limpopo Province  4  

Eastern Cape Province  5 

Mpumalanga Province  6 

Western Cape Province  7 

Northern Cape Province  8  

North West Province  9 

Other country (specify) 10 

 

4.What is your occupation? ______________________________________ 
5.What is your highest level of education? 

No school  1 

Matric  2 

Diploma/degree  3 

Post-graduate  4 

Professional  5 

Other (specify) 6 
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6.Have you ever visited this museum before?  

Yes  1 

No  2 

 

7.How did you hear about this museum? 

Word of mouth 1 

Website 2 

Television 3 

Radio  4 

Magazine  5 

Outdoor advertising  6 

Newspaper  7 

Brochure  8 

Other (specify 9 

 

It is important for museums to send effective and consistent messages to 
prospective and current visitors. Please indicate the extent of your agreement or 
disagreement with each of the following statements focusing on the messages 
museums deliver. Mark your choice with an X in the appropriate block. The response 
scale is as follows:  

1. Strongly disagree  

2. Disagree  

3. Neutral  

4. Agree  

5. Strongly agree  

SECTION B : PLANNED MESSAGES 

  Scale 

 Statements 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 

1 
Museums should establish marketing 
partnerships with other role players in the 
tourism industry  

1 2 3 4 5 

2 
Television advertisements can be considered an 
effective marketing tool for museums 

1 2 3 4 5 

3 
Radio advertisements can be considered an 
effective marketing tool for museums 

1 2 3 4 5 

4 
Magazine advertisements can be considered an 
effective marketing tool for museums 

1 2 3 4 5 

5 
Museums should make use of websites as a 
marketing tool  

1 2 3 4 5 

6 
Museums should communicate with their target 
market through brochures 

1 2 3 4 5 
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7 
Museums should communicate with 
stakeholders through annual reports 

1 2 3 4 5 

8 
Museums should use social media (Facebook, 
twitter etc) to inform visitors of upcoming events 
and exhibitions 

1 2 3 4 5 

9 
Museums should use both marketing and non-
marketing staff to promote their product offering  

1 2 3 4 5 

10 
Museums should offer good value for money 
service  

1 2 3 4 5 

11 
Museums should encourage repeat visits by 
charging cheaper admission fees  

1 2 3 4 5 

12 
Museums should sponsor community projects 
as part of their marketing communication efforts  

1 2 3 4 5 

13 
Museums should send direct marketing material 
(brochure, postcard etc) to their audience 

1 2 3 4 5 

14 
Museums should organise events to create 
publicity opportunities  

1 2 3 4 5 

15 
Museums should improve their profiles in the 
media by highlighting the news value of their 
activities 

1 2 3 4 5 

SECTION C: UNPLANNED MESSAGES 

  Scale 

 Statements 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 

1 
Museums should develop crisis communication 
plans to counteract negative publicity when it 
arises 

1 2 3 4 5 

2 
Museums should use word-of-mouth as a tool to 
promote their product offering 

1 2 3 4 5 

3 
Museums should monitor media coverage of 
their activities to detect negative publicity when 
it arises  

1 2 3 4 5 

4 
Museums should deal with visitors‟ complaints in 
a friendly manner  

1 2 3 4 5 

SECTION D: PRODUCT MESSAGES 

  Scale 

 Statements 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 

1 
Museums will „sell‟ better if they present a wide 
variety of collections 

1 2 3 4 5 

2 
Museums should continuously improve their 
product offering 

1 2 3 4 5 

3 
Museum collections should have educational 
value.  

1 2 3 4 5 

4 
Museum collections should have entertainment 
value.  

1 2 3 4 5 

5 
Museums should have themed displays, 
conveying ideas and meanings not just facts  

1 2 3 4 5 

6 Interpretative labels at museums should be clear  1 2 3 4 5 

7 
Audio-visual materials at museums should 
complement their collections.  

1 2 3 4 5 

SECTION E: SERVICE MESSAGES 

  Scale 

 Statements 
Strongly 
disagree 

Disagree Neutral Agree 
Strongly 

agree 

1 
Museums‟ hours of operation should be 
convenient. 

1 2 3 4 5 

2 Museums should be conveniently located.  1 2 3 4 5 

 



229 

 

3 
Museum staff members should be friendly and 
polite.  

1 2 3 4 5 

4 Museum staff members should be responsive. 1 2 3 4 5 

5 
Museum staff members should have the 
required skills and knowledge.  

1 2 3 4 5 

6 Directional signs at museums should be clear.  1 2 3 4 5 

7 
Parking facilities at museums should be 
satisfactory.  

1 2 3 4 5 

8 Museums should have appealing buildings  1 2 3 4 5 

9 Museum buildings should be disability-friendly  1 2 3 4 5 

10 
Surroundings at museums should be kept clean 
and tidy.  

1 2 3 4 5 

 

 
 
Any other comments: 
 

 

 

 

 

 

 

 

 

 

 

Thank you for participating in the survey  
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Appendix 5: Factor loadings  

KMO and Bartlett's Test        

Kaiser-Meyer-Olkin 
Measure of Sampling 
Adequacy. 

 .876      

Bartlett's Test of 
Sphericity 

Approx. Chi-
Square 

2526.544      

 df 105      

 Sig. 0.000      

        
Communalities        

 Initial Extraction      

B1 .223 .282      

B2 .561 .644      

B3 .581 .645      

B4 .607 .747      

B5 .455 .555      

B6 .375 .415      

B7 .353 .581      

B8 .162 .199      

B9 .375 .471      

B10 .539 .568      

B11 .458 .437      

B12 .574 .623      

B13 .647 .676      

B14 .565 .617      

B15 .615 .642      

Extraction Method: 
Principal Axis Factoring. 

       

        
Total Variance 

Explained 
       

Factor Initial 
Eigenvalues 

  Extraction Sums of Squared 
Loadings 

Rotation Sums 
of Squared 
Loadings

a 

 Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

Total 

1 5.751 38.338 38.338 5.330 35.536 35.536 4.609 

2 1.981 13.204 51.543 1.595 10.634 46.170 3.430 

3 1.207 8.049 59.592 .730 4.868 51.038 2.623 

4 1.042 6.947 66.539 .447 2.981 54.019 .608 

5 .764 5.096 71.635     

6 .691 4.610 76.245     

7 .559 3.724 79.969     

8 .536 3.575 83.544     

9 .508 3.385 86.929     

10 .456 3.038 89.968     
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11 .402 2.680 92.648     

12 .331 2.204 94.852     

13 .295 1.967 96.818     

14 .253 1.688 98.506     

15 .224 1.494 100.000     

Extraction Method: 
Principal Axis Factoring. 

       

a. When factors are correlated, sums of squared 
loadings cannot be added to obtain a total variance. 

     

        
Factor Matrix

a 
       

 Factor       

 1 2 3 4    

B13 .740 -.311      

B15 .732 -.283      

B10 .722 -.212      

B12 .697 -.336      

B14 .684 -.314      

B5 .613 .250  .303    

B4 .605 .586      

B2 .605 .480      

B11 .582 -.311      

B3 .563 .528      

B9 .550  .365     

B6 .526  .323     

B1 .425   .306    

B7 .438 .266 .553     

B8 .240 .241  -.248    

Extraction Method: 
Principal Axis Factoring. 

       

a. 4 factors extracted. 17 
iterations required. 

       

        
Pattern Matrix

a 
       

 Factor       

 1 2 3 4    

B13 .833       

B12 .808       

B15 .797       

B14 .703   .238    

B10 .677       

B11 .635       

B4  .846      

B3  .784      

B2  .760      

B5  .540  .350    

B7   .765     

B6 .317  .474     
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B9 .302  .449 -.240    

B1   .272 .305    

B8  .242  -.277    

Extraction Method: Principal Axis Factoring.  
 Rotation Method: Oblimin with Kaiser Normalization. 

     

a. Rotation converged in 
10 iterations. 

       

        
Structure Matrix        

 Factor       

 1 2 3 4    

B13 .816 .348 .295     

B15 .796 .357 .313     

B12 .783 .280 .341     

B14 .749 .295 .295 .352    

B10 .743 .372 .409     

B11 .653  .347     

B4 .318 .858 .368     

B3 .308 .792 .319     

B2 .346 .781 .358     

B5 .437 .622 .357 .367    

B8  .314 .270 -.282    

B7 .229 .375 .749     

B9 .471 .336 .599     

B6 .497 .207 .566     

B1 .340 .294 .377 .318    

Extraction Method: Principal Axis Factoring.  
 Rotation Method: Oblimin with Kaiser Normalization. 

     

        
Factor Correlation 

Matrix 
       

Factor 1 2 3 4    

1 1.000 .371 .432 .163    

2 .371 1.000 .414 -.011    

3 .432 .414 1.000 -.018    

4 .163 -.011 -.018 1.000    

Extraction Method: Principal Axis Factoring.   
 Rotation Method: Oblimin with Kaiser Normalization. 

     

        
Factor Score 

Coefficient Matrix 
       

 Factor       

 1 2 3 4    

B1 .019 .017 .092 .200    

B2 -.002 .261 .045 .210    

B3 .006 .254 -.024 -.185    

B4 -.018 .411 .018 -.254    

B5 .026 .138 .027 .374    

B6 .057 -.028 .209 .055    
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B7 -.021 .035 .492 -.010    

B8 -.005 .038 .058 -.182    

B9 .065 .017 .241 -.248    

B10 .155 .016 .070 -.012    

B11 .114 -.026 .059 .039    

B12 .212 -.018 .021 -.127    

B13 .233 .015 -.058 -.018    

B14 .177 -.008 -.005 .316    

B15 .199 .022 -.032 -.041    

Extraction Method: Principal Axis Factoring.  
 Rotation Method: Oblimin with Kaiser Normalization. 

     

        
Factor Score 

Covariance Matrix 
       

Factor 1 2 3 4    

1 2.285 1.899 2.976 1.857    

2 1.899 1.947 2.440 1.677    

3 2.976 2.440 3.560 2.122    

4 1.857 1.677 2.122 2.026    
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Appendix 6: proof of language editing  

ALEXA BARNBY 

Language Specialist 

Editing, copywriting, indexing, formatting, translation  

 
 
 
 
18 March 2013 
 
 
 
This is to confirm that I, Alexa Kirsten Barnby, ID No. 5106090097080, have 

language edited Takalani Mudzanani‟ PhD thesis titled “Developing an integrated 

marketing communication framework for selected museums in South Africa”. 

The onus is on the author, however, to make the changes suggested. 

 

  

Signed:  
 

 
 

Mobile: 0718721334 barnbak@unisa.ac.za 
Tel:      012 361 6347  


