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Abstract. The aim of the paper isto analyze the level of innovation in terms of market and
businessorientationwithin cultural firms, to gain competitivenessintheglobal market. We
conducted a census on the population of cultural organizationsin the area of Naples. We
applied some univariate and bivariate descriptive statistics and multivariate statistical
analysis. Results show that the selected cultural firmsare still rather conservative, even if
weidentifiedthreedifferent clusters, with different level sof businessand mar ket orientation.
Our paper adds content to ongoing research on the topic. It offers a quantitative analysis
within a literature that is mainly based on conceptual works. Both the principles and the
proposed methodol ogy can be applied, mutatismutandis, to other geographical contextsin
the same sector for interesting comparisons. However, theanalysisisfocused on a specific
area and the selected sampleis heterogeneousin terms of firm' s typology (heritage sites,
museums, monuments, etc.), reflecting the typical structure of Italian cultural offer.
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1. INTRODUCTION

In afast growing competitive environment, firms are called to face progressively
more complex contextsin different industries. In such setting, cultural firms have
undergonesignificant changes, sincethey haveto competeintheglobal market and
with several types of emerging attractive factors (Burton et al., 2003). Research
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studies concerning this sector are still fragmented and dealt with totally different
perspectives. This is due to several reasons. First of all, the cultural sector is
widespread and by no means it is a homogeneous one, since it is made of totally
different specialized firmswith different goals. Secondly, thisindustry has always
been conceived as unproductive and not interesting from a business point of view
since organizations are mostly non-profit entities that mainly pursue social and
collectivegoals. Yet, thereisagrowing interest in cultural resourcesboth intourist
destination management andin connected manufacturingindustries(craftsmanship,
enogastronomy and entertainment, just to name the most important ones), in order
to highlight and emphasize local identities. Cultural firms mostly represent local
resourcesthat can represent, de facto, significant attractive factorsin adestination
(Cooke and L azzaretti, 2008). From this point of view, another interesting aspect
intheanalysisisthefact that Italy isone of therichest countriesin termsof cultural
resources (Tarasco, 2013), evenif itisincreasingly losing market share in terms of
both national and international visitors' flows.

Inthisstudy, we decided to concentrate on museums sincethey represent one
of the most significant cultural resources. Furthermore, they are usually perceived
as “non-profit organizations, wherein social objectives prevail (education,
conservation, custody, etc.)” (Camarero et a., 2012). However dueto their forced
interactionswith other industries(tourism, entertainment, manufacturing of typical
productions), they have necessarily embraced a more business-oriented logic,
based ontypical businessissuessuch asstrategy and strategic networks, marketing,
efficiency and financing, with an increasing approach towards privatization
(Camarero et a., 2011). In fact, since many Italian museums, as well as most
European ones, depend financially on central rather than local government funding,
they are more and more involved in a process of autonomy and responsibility for
their own finance, thus enlarging their stakeholders' map intensely. This has aso
forced them to market orientation and innovation.

Evenif theabove mentioned reasonsare challenging intermsof research, the
issue still appears unexplored theoretically and requires further studies. For the
above underlined reasons, in this paper we try to verify museums’ innovativeness
interms of market and business orientation, in order to be better prepared to get to
sustai nabl e competitive advantage (Han et al ., 1998; Argawal et a., 2003; Mengue
et al., 2006). With this aim, we first anayze museums business managerial
orientation in terms of:

— relationships with stakeholders;
— marketing and services;
— organization.
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In the second part of the paper, we focus on the link between manageria
choices and some specific clusters, singled out by the results of thefirst analysis,
inorder toverify if thelatter influencetheformer. For thiskind of analysis, weadopt
a combined approach between Resource-Based Theory (RBT — Rumelt, 1984;
1991; Wernefelt, 1984; Barney, 1991) and service-dominant logic (S-D-L - Vargo
et a., 2004; 2008; 2009).

Intheempirical analysis, we performed asurvey with faceto faceinterviews
in order to interact directly with the main decision makers of the selected
organizations. Thefocusison 52 cultural sitesin theareaof Naples. Thischoiceis
very specific, sincein Europeand Italy thereisahighvariety in cultural offer among
tourist destinations as well as inside the destinations themselves. Therefore,
conducting the analysisin one specific destination allows to have afirst glance of
an area-type of several Italian and European destinations.

2. MUSEUMSASCULTURAL RESOURCES: A FOCUSINITALY AND
IN THE AREA OF NAPLES

Cultural goods can be defined as a set of artistic works, historical, cultural, social
and technical - scientific marksthat identify the culture of acountry so asitshistory
and civil evolution (Montella, 2003).

Theltalian law hasawaysadopted policies of protection and conservation of
cultural resources, often preventing their potentialities. Moreover, in Italy, such as
in Europe, the main mission for a museum is preserving heritage and culture by
custody and research before fostering culture and education.

According to the European Commission, there are approximately 200,000
protected monuments in the European Union (EU), and 2.5 million buildings of
historical interest (European Commission, 2008).

The concept of “cultural goods’ and of their relative value finds its essence
first of al in the law which regulates it. In Italy ever since the “Commissione
Franceschini”, set up in 1964, the consideration of cultural resources has changed.
For thefirsttimetheroleof “material mark that hasavalueof civilization” hasbeen
recognized.

However, evenif thisrevolution dates back to the Sixties, it'sonly during the
Eightiesthat theMinister of theCultural Goodsof that timeintroduced aprivatization
in the administration of the collateral services to the cultural goods through
entrustments and concessions. After this period, in fact, museums have started to
borrow more strategy and marketing concepts from profit organizations, while
keeping their main mission (Griffin, 2003).
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Considering the list of the most visited art museumsin the world, Europeis
the areawith the highest number of museums, since 46 sites appear inthelist, with
85 million visitors (52.2%). Italy plays arelevant role with 13 museums and over
17 million visitors, which represent one-fifth of European amount and 10.6% of
total visitorsin the world (The Art Newspaper, 2013).

Italy is defined by the expertsin this field as a “museum in the open air”
(Paolucci, 1996) asit has over the 40% of the cultural heritage of the world and 47
sites in the World Heritage List (first country in Unesco List, Unesco 2013). A
recent research of Italian National Statistical Institute (I STAT, 2013) bringsout that
thereare4.588 museumsof different naturedistributed homogenously inthewhole
country.

Italian heritage museums are characterized by a density of 1.5 sites per
100km?. The set of museums hasacapillary diffusion on theterritory with medium
or small structures made up of boards strictly linked to the area where they are
located.

They are places of conservation of findings, discovered in nearby diggingsor in
placeswherethey preservethememory and the culture of aspecific geographical area.

Concerning theproperty, according to | STAT data, the 63.8% of the museums
are public, the 22.3% are private and the 13.9% belong to the Church. Among the
4,588 structures, 3.847 are real museums, 240 are archeological areasand 501 are
monuments and permanent structures such as historical buildings, important
residences that can be visited.

The public museums attract more than 40 million visitors, or 38.8% of the
total, which in 2011 was amost 104 million units.

Fromthispoint of view, in cultural heritage management aswell asintourism
management, local resources, if adequately promoted and used, can be determinant
attractive factorsfor potential touristsin their choiceto visit acertain destination.
The area of Naples presents countless different typologies of tourist products
thanksto its own resources, such as beautiful landscapes, the sea, spasand mainly
museums and monumental sites. Because of itsgeographical position (centrality in
the Mediterranean area), its landscapes became the set of the greatest Italian and
international movies. Sorrento and Amalfi coasts, the isles of Ischia and Capri,
Pompeii and Herculaneum, are among the most attractive tourist destinations for
international cultural tourism.

Thecity of Naplesboaststhe presenceof animportant harbor, which hasseen,
in the last two decades, the growth of the traffic of cruises and of an international
airport, that is a vital hub for the whole southern Italy, with 1.2 million of
international arrivals, +2.2%in 2013 (SRN, 2013). According to CampaniaRegion
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Annual Bulletin on the cultural heritage (2012), the whole number of museums
located in Campania is 199, most of them (42%) are concentrated in the Area of
Naples; the 27% of them of City Council property. The 27.2 % of the museumsare
State-owned and the 14% of thetotal private museums. A hefty part, over the 7%,
is represented by university museums. Besides all of these monuments, there are
asotherelevant ancient archeol ogical sitesof Pompeii, Herculaneum, Oplonti and
Baia, aswell asthe extraordinary monumentswhich symbolize the history and the
evolution of this area.

Evenif the entire areahasa certain complexity dueto the presence of several
resources(artsand culture, meetingsandincentives, wellness, seaside, countryside,
etc), with alack of coordinationin destination marketing and management, cultural
resources in particular (beautiful museums and churches, ancient residences,
archeological sites, theatres and monuments) make it avery attractive place. This
is proved by the protection by UNESCO of the architectural and artistic heritage,
whichin 1995 entitled the historic center of Naples a site of humankind heritage.

3. MUSEUMSAND CULTURAL FIRMSASSTRATEGIC RESOURCES
IN RBT AND S-D-L PERSPECTIVE

Cultural resources can be defined as attractive factors from atourist point of view
(Délla Corte, 2014; Della Corte et al., 2016), which means that they can be
resources able to attract visitors reinforcing the motivation to visit a certain
destination. Looking at the 6Asmodel, the destination, in order to become atourist
destination, has to be able to attract tourists autonomously and this can happen if
it providesall servicesincluded in the 6As model (Della Corte, 2012; Della Corte
et a., 2012): access, with reference both to access towards the destination and
within thedestination (intermobility); accommodation (referring to hotels, country
houses, B& B); attractions, that is attractive factors (local resources, both cultural
and natural and man-made); amenities (restaurants, theatres, entertainment,
craftsmanship, commercial activities); ancillary services(referred to both destination
companies, excursion firms, and local government, that has the duty of supporting
and favoring tourist development); assemblage, that refersto packages' proposals
developed by tour operators rather than complex offers promoted by more actors
together, through networking initiatives.

Moving from the industrial organization assumptions (Woodward, 1965;
Tirole, 1988), the resource-based approach shifts the focus from the sector to the
firm and sheds light on the differences between resources, capabilities and
competences (Barney, 1991; Amit et al., 1993) and on their role in influencing
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external factorsand in gaining competitive advantage. Further contributionsonthe
theme have merged into the so called VRIO framework. VRIO is an acronym for
the four question framework: the question of Value; the question of Rarity; the
question of Imitability; and the question of Organization, through which it is
possible to analyse the level of “strategicity” of a resource and its ability in
generating competitive advantage by considering itsvalue, rarity, inimitability and
implementation in the organization (Barney, 1997; 2001).

Insuchascheme, accordingto RBT (Barney, 1991; 2001; Barney et al., 2001)
cultural resourcescan and haveto become strategic attractivefactors (attractions of
the 6AS) if they are valuable (able to reduce threats and/or catch or create
opportunities, thusincreasing revenues or reducing costs); rare, that is owned and/
or controlled by anumber of firmsinferior to that of perfect competition; difficult
or costly toimitateand usedin organi zationsterms. Therefore, theV RIO framework
helps singling out the resources that generate sustai nable competitive advantage.

When all these features are present, they are considered to be strategic and
therefore source of sustainable competitive advantage.

Thesereflectionshaveconducted other scholars(Fang et a., 2011; Ramaswami
et a., 2009) to investigate the role of RBT in marketing, particularly focusing on
the fact that market-based resources are critical to firm performance because of
their links with marketing activities “such as building brands, relationships,
innovations and knowledge” (Kozlenovaet al., 2013).

From this point of view, S-D-L perspective can be considered as a specific
approachinmarketing studi esthat canbecomeitself sourceof sustainablecompetitive
advantage. This approach (Vargo et a., 2004; 2008; 2009; Gronroos et a ., 2009)
is based on the idea that the consumer is a co-producer of the offer and that goods
haveto beconceived asabundl eof services. Thelink between thesetwo approaches
isEdith Penrose’ sthought (Penrose, 1959), according to whom“ theresourceswith
whichaparticular firmisaccustomed to workingwill shapethe productive services
its management is capable of rendering”.

In such aview, museums are strategic attractive factorsfor adestination and
ingeneral relevant resourcesfor local, regional and national economies, whenthey
are managed with amore entrepreneurial approach, which is more typical of for-
profit organizations. Thismay appear odd or even contrasting with the social goals
these organi zations have to achieve. And yet, in modern society business manage-
ment standpoint and social goal sarenot necessarily atrade-off asrecent contributions
oncorporatesocial responsibility confirm (Werther et al., 2010; Carrol et al ., 2011).
Such organizations, in fact, become expression of two components: the territory
with its attractions that constitute and determine its expressed identity and the
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serviceswhich maketheattractionsusabl e, enriching the overall created value al so
through customer’s involvement in the process.

Thisapproach has conducted usto thefollowing theoretical model, based on
both RBT and S-D-L logics (Figure 1).

INNOVATIVENESS

Level of strategicity of resources
and capabilities

MUSEUMS

Relationship INNOVATIVE
with BUSINESS AND Organization
stakeholders MANAGEMENT

ORIENTATION

Level of interaction within and
outside cultural organization

VISION FUNCTION

of cultural resources “visit” facilities

Figure 1: Theroots of museums' innovative business and managerial orientation
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Asshowninthemodel, weanalyzethelevel of innovativenessof museums, interms
of businessand managerial orientation, accordingtotheabovecited approaches:

— resource-based theory, trying to identify the level of strategicity of these
attractions (resources and capabilities);

— service-dominant logics, considering the level of interactions between the
museums and their main stakeholders, both internal and external.

The analysis therefore proceeds considering in particular three areas:
relationships with stakeholders, marketing activities and organizationa choices.

Thisapproach has conducted to the singling out of two main aspectsthat help
us defining the level of innovativeness of such firms:

— the“vision” of the cultural resource, that dependson thetype of cultural site, on
the specific type of museum, on the governance (private, public, other), on the
institutional function of the resource as well as on its role, both in social,
relational and cultural terms;

— theendowment of “visitfacilities’, that mainly refer to morefunctional aspects,
such as times and days in which museums are open, types of offered services,
the presence of scientific structures and facilities for visitors.

With reference to the above explained model, we got to two hypotheses:

Hypo 1: innovative museumsinter ms of businessand managerial orientation
have a more innovative vision of the cultural resource as attraction factor;

Hypo 2: innovative museumsin termsof businessand managerial orientation
are more endowed with richer visit facilities.

Wetherefore decided to proceed with an empirical analysis, aimed at finding
the specific approach of the cultural siteslocated in the areaof Naples. The model,
however, as it will be explained further, can be applied to any cultural area.

4. RESEARCH METHOD AND MAIN RESULTS

We decided to carry out an empirical research in the area of Naples, since
Neapolitan cultural heritage is very dissimilar, both with reference to the type of
cultural resourcesand to their management style. Thetask of the survey istwofold:
1) analyzing museums' business managerial orientation in terms of relationships
with stakeholders, organization marketing and services; 2) verifying if there are
clusters with a specific profile according to market and business orientation.

A survey hasbeen carried out being aware of therolethat cultural institutions
play as complex systems which offer services addressed to specific targets of
costumers (Trimarchi et al. 2007). Pursuing these objectives, we adopted the
conceptual framework of servicemarketing, within both resource-based theory and
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service-dominant logic approaches, in order to explore both the nature of cultural

resources as parts of complex supply systems, and the experience they offer in an

interactive relationship, “promising” to visitors some expected and pre-chosen
specific experiences.

The survey has aimed at analyzing the business orientation of museums,
archeol ogical sites, monumentsand historical residencesinthe provinceof Naples,
whose access is regulated. This choice has been made in order to identify
institutions that express a good capacity of attraction and the need of human
resources, goods and services.

More in detail, the three categories of the identified cultural goods, can be
defined asfollows:

— the so called museums, with a permanent collection,

— archeological sites, characterized by their exposure, in the original places of
findings, handmade, most of them architectural, dug up through several periods
of excavations;

— monuments, characterized by the presence of more architectural aspects than
those connected to eventual collections of movable historical-artistic goods.

The research has been based on different data sources using pre-existing
documents and data collected by adirect survey.

I nformati onfrom pre-existing documentshasbeen used to definethepopul ation
of cultural goods. In this first phase we determined an index of museums,
archeological sites and monuments, through a documentary research that could
give ageneral vision of the referring context, useful to the following step.

The survey has had, as main task, the comprehension of the business
orientation of management and the quality of services furnished by the system of
cultural sitesintheprovince of Naples. Therefore, wetried to define, first of al, the
structural and functional featuresof the Neapolitan cultural supply, toindividualize
the mission and the identity in which the cultural managers identify themselves,
underlining the perception they have of the“public” and, as a consequence, about
the main approaches and tools employed to support the usability of the cultural
good.

Lastly, we verified the presence of arelationship between the hosting place
and visitors' typology, how this relationship is perceived by decision makers and
how these relate to the other actors of the cultural and territorial system.

In the second part of the survey, we studied the links between the market and
the business managerial approach (both strategic, marketing, organization-based)
and the characteristics of the main clustersidentified by the different interviewed
organizations.
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Asitisevident fromthecognitivegoal sof the survey, thequality of museums,
archeological sites or monuments has been evaluated not only on the basis of the
relevance of the owned collections or the grade of attraction or the fame, but rather
underlining the capacity of providing services consistent with the mission of
efficiency proposed by management and with the needs and expectations of
demand (improving thesatisfaction connected with thetourist/cultural experience),
and of satisfying the social needstypical of the mission of amuseum (the care and
custody of collections, preserving, maintenance).

4.1 DATA COLLECTION

In the whole Area of Naples, 250 units have been identified, as museums,
archeological sites or monuments.

We have chosen only the sites with a regulated access, excluding from the
survey al the cases that neither have such a structure or features to define a
conservation/exposition activity of the good, nor keep any record of the visiting
experience.

Then, someunitshave been excluded asthey were closed both for renovations
and décor.

Takingintoaccount theabovedefined constraints, asubset of 52 organi zations
has been selected in the area of Naples. This represents a census of the entire
population of considered sites. Since most of the selected structures are submitted
toltalian publicpolicies, itwasonly possibleto verify if thereisagrowing business-
oriented approach in the management of these organization, whichisafirst stepto
take towards privatization.

Tables1and 2 show thepercent distribution of sitesby typol ogy and museums
by scientific sector, respectively.

Table 1: Percent distribution of sites by typology

Typology of sites Frequency
Archaeological/Art Museum 36.5%
Ethnographi c/Science Museum 23.1%
Monuments/historic houses 13.5%
Archaeological site 26.9%

Total 100.0%
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Table 2: Percent distribution of museums by scientific area

Typology of museum Freguency
Art Museum 32.30%
Archaeological Museum 19.30%
Natural Science Museum 9.70%
Science and Technology museum 9.70%
Historical museum 6.50%
Ethnographic museum 6.50%
Territorial museum 6.40%
Other 9.60%
Total 100.00%

Asregardsthe number of the exposed works, shown in Table 3, the 48.4% of
the museumshol dsmorethan 1000 works. Only the 3.2% keepslessthan 50 works.
Table 4 shows the percent distribution of sites by ownership: thereisasignificant
role played by the state (53.9%) and by local authorities (17.3%).

Table 3: Percent distribution of museums by number of exhibited opera

Number of exhibited opera Frequency
<50 3.2%
50-99 9.7%
100-500 29.0%
501-1000 9.7%
>1000 48.4%
Total 100.0%

Table 4: Percent distribution of sites by ownership

Owner ship of cultural sites Frequency
Public sites 53.9%
Local Authorities 17.3%
Private sites 15.4%
Church sites 3.8%
Universities 9.6%
Total 100.0%

It is interesting to understand how the sites are distributed for typology
compared to the ownership. Table 5 showsthat the State ownsthe major number of
archeological museums and sites, art museums and monuments. The private ones,
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onthecontrary, own manly ethnographi c and science museums. However, it can be
inferred how archeological areas, monuments and historical residences are under
the protection of local authorities.

Table 5: Percent distribution of site typologies by owner ship

Site ownership
Other/ Local Private | Church State- Total
Universities | authorities| sites sites owned
sites
Type Monuments/Historic 0.0% 14.3% 0.0% 0.0% 85.7% [100.0%
of houses
St€ | Archaeological/Art 0.0% 316% | 158% | 105% | 421% |100.0%
Museum
Ethnographic/Science |  41.7% 16.7% 41.7% 0.0% 0.0% [100.0%
Museum
Archaeological site 0.0% 0.0% 0.0% 0.0% 100.0% |100.0%
Total 9.6% 17.3% 15.4% 3.8% 53.9% [100.0%

4.2 QUESTIONNAIRE

Starting from the results of the preliminary step of theresearch (desk analysis), we
have used afaceto face guided interview method. Each interview had aduration of
onehour and was conducted by ateam of experienced researchers. Therespondents
were selected among persons having a management role in administration,
communications or exhibition of the site (Table 6).

Table 6: Percent distribution of respondents by role

Role of respondent Frequency
Genera Director / President 7.7%
Communications manager 51.9%
Exhibition manager 21.2%
Member of scientific committee 19.2%
Total 100.0%

The questionnaire has been structured into 3 sections each of them with a
specific aim of collecting data concerning the different prearranged tasks and a
descriptive schedul e of the sitefeatures. Thefirst section deal swith the managerial
functional characteristic of the units. In particular, information dealing with the
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opening to the public and the cost of the entry, besidesto the site dimension, have
been collected. The second section has been built up in order to register the
perceived identity of thesite, regarding both therelationship with the publicand the
idea that the manager has about the more appropriate business orientation of the
good he/she has to execute. Last section has been structured to understand which
arethe extraservicesthat are offered to the public, how much they are considered
important to the improvement of the visiting experience and which marketing and
networking actionsareplanned by theoperatorsinorder toinvolveandinteract with
the customer.

The second section mainly shows aresource-based perspective, with afocus
on the business managerial orientation, on the adopted tools and techniques, in
order to check if they just remain an organizational variable or rather can become
themsel ves sources of competitive advantage (whether temporary or sustainable,
according to the relative degree if inimitability). From this point of view, cultural
firms, owing to their non for profit purposes, have traditionally been managedin a
very conservative away, often far away from thetypical business approaches of for
profit organizations. For this reasons, some managerial aspects, that are taken for
granted infor profit organizations, can be distinctive and at | east rarein the case of
cultural sites. In order to get to the variables that are considered to be relevant on
thistopic, webothlooked at theliteratureonthetheme, whichisstill un-exhaustive,
and submitted aproposed set of variablesto agroup of expertsof both cultural sector
and tourism industry, in order to verify their appropriateness, modify them or add
some missed parts. After two focus meetings, wegot to thefinal groupsof variables
to test empirically. Of course, in this case, not al of the variables used for profit
organizations could be considered, since in Italy the process of privatization of
cultural resources hasrecently started and proceedsvery slowly: most of museums
and monuments are public, with avery strict and precise law to manage them. In
spiteof this, somekind of moremanagerial approachiswidespreadingasointhese
organizations.

4.3 THE EXAMINED STRUCTURES

From the data analysis, it emerges that the size has an asymmetrical distribution
with amedian equal to 800 m? and amean equal to 4735 m?. Thisshowsthat Naples
and its province are mostly surrounded by small museums (61.5% are small-sized
structures, Table 7). As regards the typology of entrance, the 55.8% uses an
admissionticket and theremaining part hasafree entry (Table 8). The 90.4% of the
structures assures an admission to public for the whole year (Table 9). So, in
general, accessibility to sites doesn’'t represent a difficulty to visitors.
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Table 7: Percent distribution of size of exhibition area

Exhibition Area Frequency
<1000 nv? 61.54%
1001-10000 m? 21.15%
>10000 m? 17.31%
Total 100.00%
Median 800 m?
Mean 4735 m?

Table 8: Percent distribution of accessto the site

Access Frequency
By ticket 55.8%
Free 44.2%
Total 100.0%

Table 9: Percent distribution of opening periods

Opening Frequency
On demand 4.0%
Y ear-round 90.4%
In specific period 5.6%
Total 100.0%

The 51.9% of the examined sites affirms that the leading function is the
conservation of the cultural good and only the 19.2%, on the contrary, testifiesthat
the principal function isthe permanent exhibition. Only avery small percentage,
11.5%, believesthat the cultural good could “teach art and history”, showing aless
traditional vision about therol ethat the heritage asastrategic factor for the cultural
development of the considered area (Table 10). Looking at the socia function, it
emergesthat the 42.3% of managersthinks cultural siteshave a“Piece of art” role
while the 40.4% claimsthat sites could be comparable to aschool (Table 11). The
traditional vision of the cultural good roleis confirmed also by the recreation role
it has: the 61.5% says* studying”, whilethe 7.7% indicates“ playing and working”
and the 23.1% “travelling” . Table 12 showsthat the recreational roleisstill under-
valued and mainly connected with “studying” function. This reveas a rather
traditional approach also in education. In the end, as regards the educational
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function (Table 13), the 44.2% of theinterviewed managersdeclaresthat asite has
“telling”. The 25%, on the contrary, says “teaching” and smaller percentages
(19.2% and 11.5%) indicate “amazing” and “exciting”.

Table 10: Percent distribution of main institutional function of site

Main institutional function Frequency
Cataloging artworks 9.6%
Permanent exhibitions 19.2%
Preserving heritage 51.9%
Restoring artworks 5.8%
Teaching art and history 11.6%
Temporary exhibition 1.9%
Total 100.0%
Table 11: Percent distribution of social role played by site
Social role Frequency
Laboratory 7.7%
Square/place 9.6%
School 40.4%
Piece of Art 42.3%
Total 100.0%

Table 12: Percent distribution of recreation role played by site

Recreational role Frequency
Playing 7.7%
Studying 61.5%
Travelling 23.1%
Working 7.7%
Total 100.00%
Table 13: Percent distribution of educational role played by site
Educational role Freguency
Amazing 19.2%
Exciting 11.5%
Telling 44.3%
Teaching 25.0%
Total 100.0%




76 Aria, M., Della Corte, V., Piscitdli, A.

Such results show that avery few organi zations have amore modern business
orientation. The magjority of the firms show a very out of date, conservative
approach, that showstraces of avery old style culture of thisindustry in Italy. The
conclusion here is that cultural resources in the area of Naples are of course
valuable, rare, difficult or costly to imitate (i.e. Pompeii, Herculaneum and the
Archeological Museum in Naples). They however show countless weaknessesin
organizational terms. This makes them potential resources, that could contribute
much more to sustainable competitive advantage for the whole area. These
organizational weaknesses, however, cannot be ascribed to managers only (who,
however, often have a human sciences background, without any sort of manage-
ment and/or marketing education) but also to the fact that this specific sector is
embedded in very strict laws regarding the monuments and fine arts service.

L ast section of thequestionnairecoll ectsinformation concerning servicesand
actions made by management to improve the visiting experience and intensify
relationshipswith customers, in order toinvol vethemin the val ue creation process.
Most of selected sites provide basic services (Figure 2.a), such as information
service (90.4%) and box officesto buy tickets(59.6%); 86.5% of organizationsal so
offer aservice of guided tour.

In order to verify what kind of marketing approach better characterizes
cultural offers, we asked managers what are, in their own experience, the main
lacking servicesfor visitors(Figure2.b). Meansof transport and signposts (76.9%)
arethe servicesthat according to managers, first of al, should beimproved. Itisso
interesting to seethat the 71.2% believes sites shoul d set up abookshop and asales
point as tourists complain this lack a lot. As regards, in particular, the activities
aimed atimprovingthevisitingexperience(Figure2.c), the65.4% of theinterviewed
organizes events and only the 36.5% carries out partnerships. This aspect, even if
very weak indeed, represents a positive eval uation factor in changing the vision of
the public management in terms of renewal of the local cultural heritage
administration (Montella, 2004).

Among thedifferentinteractionsacultural firm hasto deal with, the customer
represents a key stakeholder in the process of value creation, according to the
assumption that he/sheis conceived as an “operant” resource, a set of knowledge,
experience and skillsthat can be strategic in the value co-creation process (Vargo
et al., 2004). Involving the customer in the co-creation process allows to generate
remarkable experiences for himself and to create new value propositions for
cultura products(DellaCorte, 2014). Inanetworking perspective, thecollaboration
isstrategicinorder to acquireknowledgeand skill sthroughwhich both thefirmand
thestakehol dersmay gainadvantages(du Plessis, 2007). Inparticul ar, thenetworking
approach extends this vision considering also inter-firm cooperation for the
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Figure 2. Services and actions made by management to improve the visiting experience.

creation of sustainable competitive advantage. Sharing this concept, collaboration
may extend firmsboundariesthrough the creation of new internal resourcesaswell
as having access to the external resources generated by the relational networks
(Aryaand Lin, 2007; Oliver et al., 1998).

In Herculaneum, for example, the virtual archaeological museum (MAV) is
located near the heritage site, so tourists have the possibility to experience a
multisensory visit, linking the sophisticated offer of the museum with the archae-
ological resources of theVesuvian areas. It represents agreat example of systemic
integration that enrich both the MAV offer and the Herculaneum archaeol ogical
product (DellaCorte et a., 2009).

In the following, to assure an easy interpretation of results, we merge some
residual categories of ownership variable. In particular, State-owned and local
authoritiesowned siteshavebeenjointinthe” publicownership” category. Universities
and Church owned sites have been joint in the “ other ownership” category.

From Table 14 it comes out that universities are the first actor willing to
develop collaboration actions with other operators (80% of considered sites). The
astonishing result isthat both private and public museums’ managers appear rather
reluctant towards the idea of collaboration with other organizations of the same
sector 0 in other sectors (Della Corte et al., 2014).
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Table 14: Percent distribution of owner ships by participation to partnerships

Site Participation to partner ships:
Yes
Church museum 50.0%
Museum of local authorities 33.3%
Universities 80.0%
Private museum 37.5%
State-owned museum 28.6%
Total 36.5%

Cramer’sV 0.311

Table 15 showshow the property of thecultural heritage setsitself towardsthe
main role that it carries out. It brings out the fact that most public sites (78.6%)
believe that cultural good focal role isto protect and preserve (folk memory). On
the other hand, 50% of managers of private property sitesdeclaresthat the cultural
good main roleisthe permanent exposition. This aspect supportsthe thesisthat in
our regionthemarket and busi ness-oriented management isnot so spreadyet. L ocal
authorities, on the contrary, have different opinions: some of them think that
cultural sites have to play traditional roles as preserving and showing (33.3% and
22.2%), while the others support an active function of the cultural good in our
society, giving it arelevant educational function (22.2%).

Table 15: Percent distribution of owner ships by main institutional function of the site

Main Function

Ownership of Cataloging | Permanent | Preserving | Restoring | Teaching | Temporary Tota

cultural sites artworks | exhibitions | heritage artworks atand | exhibitions

history
Church museum 0.0% 50.0% 0.0% 50.0% 0.0% 0.0% 100.0%
Museum of local
authorities 11.1% 22.2% 33.3% 0.0% 22.2% 11.1% 100.0%
Other 40.0% 0.0% 20.0% 0.0% 40.0% 0.0% 100.0%
Private museum 25.0% 50.0% 12.5% 0.0% 12.5% 0.0% 100.0%
State-owned
museum 0.0% 10.7% 78.6% 7.1% 3.6% 0.0% 100.0%
Total 9.6% 19.2% 51.9% 5.8% 11.5% 1.9% 100.0%

Cramer'sV 0.463
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Intermsof actionsto undertake in order to improve strategic orientation and
market performance, considering the nature of the ownership (Table 16), it clearly
emerged that only private organizations appear more oriented to develop and
manage new activities in a more proactive perspective. In particular, private and
other ownershipshave put in placemoreimprovement actionsregarding exhibition
spaces (60.0%), networks (40.0% and 60.0%) and event organization (80.0% and
40.0%). Public managershavefocused their resourcesonimprovementsin artwork
restoration activities (73.0%).

Table 16: Percent distribution of improvement actions by owner ship

Owner ship Cramer’s
Public | Private | Other \%
Info point
- Yes 45.9% | 50.0% | 60.0% 0.084
-No 54.1% | 50.0% | 40.0%
Artwork restoration
- Yes 73.0% | 30.0% | 20.0% 0.431
-No 27.0% | 70.0% | 80.0%
Improvement
Actions Improvements of exhibition spaces
- Yes 29.7% | 60.0% | 60.0%
) -No 70.3% | 40.0% | 40.0% 0.282
(multiple
response)
New collaborations / networks
- Yes 29.7% | 40.0% | 60.0% 0.306
- No 70.3% | 60.0% | 40.0%
Organization of new events
- Yes 64.9% | 80.0% | 40.0% 0.214
- No 35.1% | 20.0% | 60.0%

4.4 TYPOLOGICAL ANALYSISOF STRUCTURES

Inorder toidentify the“typologies’ of structureswith similar profilesaccording to
the collected information, acluster analysis on the latent variables obtained by the
Multiple Correspondence Analysis has been carried out.

Multiple correspondence analysis (MCA) is a multivariate methodology
which allowsthe analysis of the pattern of relationships of several variableswhen
these are categorical instead of quantitative (Greenacreet al., 1994). Indeed, MCA
isused to analyze a set of observations described by a set of categorical variables.
Likeprincipal componentsanalysis, correspondenceanalysisallowsresearchersto
reduce a complex data matrix into a simpler one, without losing meaningful
information.
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A significant advantage of correspondence analysis is that it permits the
graphic presentation of the complex relationship structure of main information
collected on data. Categoriesof variableswith similar frequency profilesareplaced
aspointsclustered together in ageometric space. Ontheother hand, categorieswith
dissimilar frequency profilesaredisplayed aspointsthat aredistant from each other.

From MCA results we identify two significant factors which explain the
62,36% of the total inertia calculated through Benzecri's correction formula
(Benzecri, 1979).

The list of active variables used in the MCA isreported in the Table 17.

Table 17: Variables analyzed by multiple correspondence analysis and cluster analysis

ID Variable Categories Label (in Figure 3)
D4 Exhibition Area - <1000 m? <1000 mg1001
- 1001-10000 m? -10000 mq
- >10000 m? > 10000 mq
D5.1 | Reason of the Closing for:
closure of the - mounting of anew exhibition 5.1 closing for moun
exhibition spaces - restoration of artworks 5.1 closing for rest
- excavationsin anew archaeologica site 5.1 closing for exca
- lack of staff 5.1 closing for lack
- inadequacy of the spaces 5.1 closing for indadeq
D6 | Opening periods - opening in aspecific period 6_periodic opening
- opening year-round 6_opening year-round
- opening on demand 6_opening on demand
D7 | Opening weekly - <4days 7 <4 days
schedule (days per - 5or6days 7_5-6 days
week) - 7days 7_7 days
D8 Business hours - <4hours 8 upto4
- from 4 to 8 hours 8 4-8
- >8hours 8 >8
D9 | Closing days - none 9_no day
- Monday 9 Monday
- Sunday 9_Sunday
- another day 9 _another day
D10 | Typeof access - entry ticket Entry ticket
- freeaccess Free ticket
D11 | Ticket price - 1-2 euros 1-2 euros
- 34euros 3-4 euros
- S-6euros 5-6 euros
- >7euros > 7 euros
D12 | Mainfunction - Cataloging artworks 12_role: filing and
- Permanent exhibitions 12_role: permanent
- Preserving heritage 12_role: preserving
- Restoring artworks 12_role: restoring
- Teaching art and history 12 role: teaching
- Temporary exhibition 12_role: temporary

segue
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segue Table 17: Variables analyzed by multiple correspondence analysis and cluster analysis

ID Variable Categories Label (in Figure3)
D13 | Socid role - Laboratory 13 Socia Role: lab
- Square/place 13 Socia Role: temp
- School 13 Socia Role: school
- Pieceof Art 13 Socia Role: piece
D14 | Recredtiona role - Playing 14 Playing Role
- Studying 14 Studying Role
- Travelling 14 _Travelling Role
- Working 14 Working_Role
D16 | cultural - Teaching 16_Cultural Role: teac
(Educationdl) role - Telling 16_Cultural Role: tel
- Amazing 16_Cultural Role: am
- Exciting 16_Cultural Role: ex
D17 | shentific sructures - Lecture or Conference Room (Y es/No) 17_L ecture Room (_yes/_no)
(available for - Library (Yes/No) 17 _Library (_yes _no)
visitors) - Photo library (Yes/No) 17 _Photo library (_yes/_no)
- Video library (Yes/No) 17_Video library (_yes/_no)
- Teaching room (Y es/No) 17 _Teaching Room (_yes_no)
- Studying room (Y es/No) 17 _Studying Room (_yes_no)
D18 | services - Info service (Yes/No) 18 Information service (_yes/
(provided) _no)
- Box office (Yes/No) 18 Box office (_yes/_no)
- Book shop (Yes/No) 18 Book shop (_yes_no)
- Bar/ cafeteria (Y esNo) 18 Bar (_yes/_no)
- Play room (Y es/No) 18 Play room (_yes/_no)
- Restaurant (Yes/No) 18 Restaurant (_yes/_no)
- Guided tour (Yes/No) 18 Guided Tour (_yes_no)
D19 | services (not - Transport service (Yes/No) 19 Trasp (_yes_no)
provided) - Information signs (Y es’No) 19 Information (_yes/_no)
- Guided tour (Yes/No) 19 Guided Tour (_yes_no)
- Audio guide (YesgNo) 19 Audio (_yes_no)
- Subtitles (Yes/No) 19 Subtitles (_yes/_no)
- Play room (Yes/No) 19 Play room (_yes/_no)
- Bookshop (Yes/No) 19 Bookshop (_yes'_no)
D20 | Typeof visitors - “Enthusiast” Enthusiast
- “Planned” Planned
- “Curious’ Curious
- “Academic” Academic guest
D21 | Improving actions - Artwork restoration (Y es/No) 21 Restoring (_yes_no)
- Info point (Yes/No) 21 Info (_yes/_no)
- Exhibition spaces (Y es/No) 21 Exhibition room (_yes/_no)

- New Partnerships /networks (Y es/No)
- Organization of new events (Y es/No)

21 Partnership (_yes/_no)
21 Organizing Events (_yes/
_ho)
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In Figure 3, we show the projection of the variable-points on the first two
factorial axes. Thesize of apoint indicatesthe contribution of each modality to the
total inertia of the factorial plan.

The first factor can be interpreted as “the vision of the cultura resource
management” . Infact, ontheleft of thegraph wefind State-managed cultural goods
which show a“ passive” management. They aremainly museumsand archeol ogical
sites which do not offer extra services as bars, restaurants, conference halls.
Management does not take part in partnerships; the social function that it givesto
thecultural goodisof just apieceof art to preserve. Moving ontheright of thegraph,
wefindall thosecultural goodswhose management hasacompl etely different point
of view. The social function given to the good isthat of school, of laboratory, with
several extra services like reading rooms, restaurants, bookshops and info points.
They think itisnecessary totake part to collaborationswith other operators, inorder
to start and develop systemic initiatives like the organization of events.

The above explained results confirm hypothesis 1, according to which:
innovative museums in terms of business and managerial orientation have amore
innovative vision of the cultural resource as attraction factor.

The second factor could be defined as“visit facilities’, referred to the cluster
of the structures mainly concentrated on customers, in order to improve their
visiting experience.
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Along the axis, moving to the top, we find those sites that do not provide
servicesasfor example guided tours, while towardsthe lower part, there are those
organizations that have more structured activities that include bar, areas for kids,
guided tours, information services and so on.

Looking at the graph, it comes out clearly that the level of functional aspects
(visit facilities), al'so impacts on the innovativeness of cultural firmsaswell ason
their level of innovativeness, thus confirming hypothesis 2, according to which:
innovative museums in terms of business and managerial orientation are more
endowed with richer visit facilities.

In the new space set up in thisway, a hierarchical cluster analysis has been
made, in order to individualize homogeneous “typologies’ of siteswith reference
to the adopted management.

Hierarchical Cluster Analysis (HCA) isastatistical set of methodsrelated to
grouping or segmenting acollection of objects(al socalled observations, individuals,
cases, or datarows) into subsets or “clusters’, such that those within each cluster
are more closely related to one another than objects assigned to different clusters
(Hastie et d., 2009).

Hierarchical clustering creates a hierarchy of partitions which may be
represented in atree structure called dendrogram. The root of the tree consists of
asinglecluster containing all observations, and theleaves correspond to individual
observations. Any valid metric can beused asameasure of similarity between pairs
of observations. The choice of which clustersto mergeis determined by alinkage
criterion, whichisafunction of the pairwise distancesbetween observations. In our
analysis, we choose to use an average linkage with a Euclidean distance measure.

Theresult of the HCA isapartition of the considered sitesinto three groups.

Group 1 identifies sites having a multiplicity of extra services besides the
fruition and that consider the cultural good as a place where culture can be spread.
In this group there are art and archeological museums, whose owners are mostly
private and local public authorities. Because of their vision and position, they can
be labeled as “Progressives’ . The group is composed of 19 units.

Group 2, on the contrary, includes archeologica sites and the historical
monuments whose owner is, on the contrary, the State. The characteristic of these
units is the quite absolute lack of a modern and market oriented management. In
fact, there is a deep lack of extra services (bars, box offices, libraries and photo
libraries). It is due to the physical features of the goods, being archeological sites
and monuments that belong to the historical heritage of the territory. They can be
called “Protectionists’. The group is composed of 20 units.

Group 3 finaly, includes all the museums of ethnographic and scientific
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naturewhoseownershipisof another authority (University). They have someextra-
services aimed at improving the visiting experience, with amanagerial vision that
triestorenew thecultural heritagetraditional offer intoamoreinnovativeone, even
if they appear more focused on the issues of cataloging artworks and documents.
They havetherefore beenlabel ed asthe Reformists’. Thegroup iscomposed of 13
units.

45 MARKET AND BUSINESSMANAGEMENT ORIENTATION

Having singled out clusters, we decided to verify if the different profilesare
different of applied to business management by contingency table analysis using
Cramer’sV association index, moderate or strong relationships have been reported
(V = 0.20).

We therefore examined the main functions and managerial activities by
clusters(Table 18). Itisclear that while preservation still represent the main goal
for the protectionists (80.0%) and one of the main barriersfor reformists (53.8%),
thelatter are al so concentrated on activitieslike catal oging artworks (38.5%), apart
from more customer-oriented activitieslike teaching interactively during thevisits
(7.7%). Progressivesfocus on more extraserviceslike teaching (26.3%), restoring
artworks (10.5%), permanent and temporary exhibition (36.8% and 5.3%).

Table 18: Percent distribution of main functions of the site by clusters

Clusters
Progressives Protectionists Reformists
Main Cataloging artworks 0.0% 0.0% 38.5%
Functions Preserving heritage 21.1% 80.0% 53.8%
Teaching art and history 26.3% 0.0% 7.7%
Permanent exhibitions 36.8% 15.0% 0.0%
Temporary exhibitions 5.3% 0.0% 0.0%
Restoring artworks 10.5% 5.0% 0.0%
Total 100.0% 100.0% 100.0%

Cramer’'sV 0.593

Trying to examine the social role of the different clusters, Table 19 shows
clearly that while progressives consider cultural sites as placeswhereto stimulate
creativity and knowledgethrough lab and educational activities, being aware of the
fact that they are pieces of art, though protectionists view their role in the place/
square where they are located, with a vision of a cultural resource that has to be
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preserved as primary goal. For the third cluster —the Reformists— the educational
aspect is still the most important, being in line with universities main missions.

Table 19: Percent distribution of social role of site by clusters

Clusters
Progressives Protectionists Reformists
Social Role Laboratory 21.1% 0.0% 0.0%
of site Sguare/place 0.0% 20.0% 7.7%
School 52.6% 5.0% 76.9%
Piece of art 26.3% 75.0% 15.4%
Total 100.0% 100.0% 100.0%

Cramer’'sV 0.543

Trying to examine the recreational role (Tablen20), reading appears to be the
most relevant for al clusters, and thereafter travel sites and playing. Results are
significantly different among clusters, confirming the above described characteristics.

Table 20: Percent distribution of recreational role of site by clusters

Clusters
Progressives Protectionists Reformists
Recr eational Playing 10.5% 0.0% 15.4%
Role of site Working 0.0% 20.0% 0.0%
Reading 68.4% 45.0% 76.9%
Travel site 21.1% 35.0% 7.7%
Total 100.0% 100.0% 100.0%

Cramer’sV 0.357

In terms of educational activities, it is interesting to notice that “teaching”,
“telling” and “amazing” are the most important aspects, even if with different
intensity according to the main vocation of the clusters (Table 21). It could be odd
tofindthat stimulationismorerel evant for theprotectionistsbutinthequestionnaire,
theconcept recalled management’ sideaabout theability of thecultural resourceper
se to stimulate curiosity and motivation to visit customer’s. This is an outdated
perspective: having cultural resourcesin asite meansautomatically attractiveness.

Asexplored above, innovative museumsin terms of business and managerial
orientation, offer bundles of services, with different purposes and aimed at
maximizing the experience for the customer, moving the cultural resourceinto an
attraction factor.
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Table 21: Percent distribution of educational role of site by clusters

Clusters
Progressives Protectionists Reformists

Teaching 36.8% 5.0% 38.5%
Educational Telling 31.6% 55.0% 46.2%
role Amazing 26.3% 0.0% 7.7%

Exciting 5.3% 40.0% 7.7%
Total 100.0% 100.0% 100.0%
Cramer'sV 0.436

Looking at the scientific interactive offer (Table 22) and at the facilities for
visitors (Table 23), cultural organizationsin the areaof Napoli are able to propose
their results, which are, again, totally coherent with the main vocation of each

cluster.

Table 22: Percent distribution of scientific structuresfor visitorsby clusters

Clusters Cramer’'sV
Progressives | Protectionists | Reformists
Conference room
Scientific - Yes 84.2% 25.0% 61.5% 0.520
structuresfor - No 15.8% 75.0% 28.5%
visitors -
(multiple Library
response) - Yes 57.9% 15.0% 61.5% 0.438
-No 42.1% 85.0% 28.5%
Audio library
- Yes 47.4% 5.0% 7.7% 0.488
- No 52.6% 95.0% 92.3%
Video library
- Yes 7.4% 0.0% 15.4% 0.509
- No 452.6% 100.0% 85.6%
Teaching room
- Yes 78.9% 5.0% 76.9% 0.712
-No 21.1% 95.0% 23.1%
Sudy room
- Yes 31.6% 5.0% 61.5% 0.488
- No 68.4% 95.0% 38.5%
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Table 23: Percent distribution of facilitiesfor visitors by clusters

Clusters Cramer’'sV
Progressives | Protectionists | Reformists
Facilities Info point
for visitors - Yes 100.0% 95.0% 69.2% 0421
(multiple - No 0.0% 5.0% 30.8%
response) Ticket office
- Yes 100.0% 45.0% 23.1% 0.648
- No 0.0% 55.0% 76.9%
Bookshop
- Yes 84.2% 25.0% 15.4% 0.615
- No 15.8% 75.0% 84.6%
Bar / Cafeteria
- Yes 73.7% 30.0% 0.0% 0.600
- No 22.3% 70.0% 100.0%
Spaces for children
- Yes 42.1% 10.0% 38.5% 0.330
- No 57.9% 90.0% 62.5%
Catering services
- Yes 21.1% 0.0% 0.0% 0.380
- No 78.9% 100.0% 100.0%
Guided tours
- Yes 100.0% 80.0% 76.9% 0.301
- No 0.0% 20.0% 23.1%

5. CONCLUSIONS: THEORETICAL DISCUSSIONANDMANAGERIAL
IMPLICATIONS

This paper proposes aframework to analyzethelevel of innovativenessin cultural
firms' business and managerial orientation, considering two main factors: amore
“visionary” one (vision of the cultural resource) and amore “functional one” (the
level of endowment of visit facilities). The framework takes into account thelevel
of strategic of cultural offer, intermsof contentsof thecultural siteaswell asof the
capabilitiesinvolvedinitsmanagement, and thelevel of interactivity of thecultural
organizations with different stakeholders. The firs aspect has been borrowed by
resource-based theory, while the second by service-dominant logic.

The proposed model has then been tested empiricaly, through a survey
conducted in the area of Naples, on a selected number of cultura firms. The
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empirical analysis has allowed to answer both research hypotheses and to get to
some groups with almost homogeneous behaviors, singled out through cluster
analysis. By the cluster analysis, some cultural “typos’ emerge, according to their
more innovative or conservative approach.

On the whole, that cultural offer in the area of Naplesis not adequate to the
actual need of innovation and proactiveness that are involving also cultural sector
globally.

These results appear consistent with other studies on the topic (Camarero et
al., 2011), according to which, despite the common ideas that smaller is more
flexible and therefore able to innovate (Shefer et al., 2005), in museums, size can
haveapositiveindirect effect. From thispoint of view, larger museumsand cultural
sitesimprovetheir organizations, can createhigher valuefor and with the customer,
thus outperforming smaller museums. This explainsthelow level of innovation of
Neapolitan museums, mostly of small size. Coherently with the same work, it
comes out that public funding does not represent an incentive towards managerial
innovation. As underlined in other contributions (Benhamou, 1998; Schuster,
1998), the private nature of ownership does not guarantee a business and market-
oriented approach, since these organizations are still too much bridled in difficult
laws and bureaucracy.

From amanageria point of view, the analysis has been conducted within a
specificarea. Evenif itistherefore geographically limited, it givesaclear photo of
the actual situations regarding managerial approaches in the cultural offer. The
work provides tools and a methodology that can be applied also to different
contexts, in order to compare results. We are now applying this methodology to
other contexts such as the capital city — Rome — without finding significant
differencesin managerial approaches. Thistestifiesthat in spite Italy isacountry
full of incomparable cultural beautiesand potential attractivefactors, itisacountry
that seriously needs aradical innovation process that involves different areas and
stakeholders: The State and its laws; the relationship between the ownership
structure and the “managerial fiat”; the monuments and fine arts service, that
hampers the process embracing the management in terrible bureaucracies.

Generally, it comesout that many cultural firmsarestill linked to atraditional
vision of the good, in a product-oriented image, having as their main task the
resource’s preservation and conservation. The market-oriented perspective, on the
contrary, considersthe customer in the center of itsmanageria strategies, trying to
implement continuous actionsaimed at improving hisvisiting experience, in order
to satisfy hisnecessitiesand to create apositive knock-on effect ontheimage of the
good itself. Among the less tangible aspects, a certain lack of sociability and
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relationships can also be found in aweak and sectorial view of the cultural good.
Another relevant weaknessis alack of supporting servicesto thefruition. So, itis
necessary not only to improve the cultural supply but the visiting experience too,
seen as a meeting between the visitor and the cultural good. Furthermore, the
analysis underlines agreat attention to the organization of events as a manageria
strategy to make Neapolitan cultural supply more interesting. From this point of
view, in the area of Naples, for example, we found a serious managerial myopia:
decision makersdo not seemto beaware of the strategic for theterritory of thesites
they have been called to manage; even worse, they are aware of the uniqueness of
the patrimony but for this same reason they think that making it an organized and
devel oped attractive factor, both in managerial and marketing view, can reducethe
resource-value. Therefore, neither RBT nor S-D-L seem to be contemplated inthis
empirical test, even if they could offer very interesting hints for innovation.

Thus, this paper adds content both to theoretical advancesin the sector andin
managerial applications. However, thisstudy showsthat different cultural sitesand
different typesof museumsareexaminedwithinthesel ected aggregate, that reflects
theheterogeneity of theuniverse. Thisaggregationfor ameta-analysiswashowever
necessary in order to get to some morerelevant results, trying to seeif thereisany
kind of systemic interactions among the organizations of the sector or with actors
of other industries (mainly tourism industry and local manufacturing).

The main source of information has been decision makers themselves, with
a conseguent conceptual biasin the analysis.

Such limitations, however, open up to anew landscape based on comparative
analysisbetween different areasof different countries. Furthermore, anoverlapping
view between demand and supply could bevery helpful in analyzing both the level
of market orientationandinnovationincultural sitesmanagement, andinovercoming
the previously mentioned conceptual bias.

However, itisascertained that if in countrieslikeltaly entrepreneurshipisnot
fostered inthe cultural sector, the resourcesthat represent undoubted fully aunique
source of sustainable competitive advantage can become themsel ves weaknesses,
in front of an increasingly competitive and shifting environment.

This is a typical example that “in many cases, restructuring of cultural
institutions does not entail a shift towards a market approach, but rather adopting
an arms length approach by the state, which prefersahands off policy” (Camarero
etal., 2011). Yetinnovation, in cultural organizations, requiresnot only generating
collections of arts but also of ideas, that can generate a positive turmoil among
scholars, artists, professional s(in design, entertainment, marketing, management),
educators’ students, media (Litchfield et al., 2012). Creativity should movein an
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open, network-based context, with not uncertain boundaries (Della Corte et al.,
2011).

Of courseg, the level of heterogeneity of the examined universe did not allow
to make any kind of further analysis according to some organizational variables.
Thisisdueto the specific existing law of cultural resources’ management in Italy.
The process of privatization, in fact, has started late and slowly, and further
developments merit to be examined in the future. Another limitation of this paper
isthefact that it examines a specific context in Italy, that should be compared with
other destinationsin Europe, also study if different lawsand approaches canimpact
on cultural resources’ management.

Ingeneral, theareaof cultural firmsstill appearsasnon-opento collaboration
and ownership, sincethey do not share either ahomogeneousvision of theregional
cultural heritage or a destination management approach.

In thelight of the aforementioned characteristics both of the supply and of a
management vision, it isclear that beside the diversification of the targetsit’salso
necessary toimprovetheaccessibility tothe good and to act through qualified event
management in order to make cultural resources themselves more innovative in
their fruition.

Innovation of cultural organizations both in promotion and with referenceto
the visiting experience seems to be an obliged tool for urban renewal and
attractions' improvements. From this point of view the examined destination, in
spite of its huge potentialities, findsit hard to grow up.
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