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Abstract 

To remain profitable in today's competitive business environment, organizations must 
attract new customers while maintaining their existing customer base. However, because the 
costs of attracting new customers are significantly higher than the cost of retaining existing 
ones, customer loyalty has become increasingly important to profit and nonprofit 
organizations. This paper aims to explore the relationship between perceived satisfaction and 
loyalty of the Spanish arts participants as a way to help an arts organization understand its 
market and better evaluate strategies to reach and maintain new and current audiences. 

 Evidence suggests that customer satisfaction plays a key role in an organization's 
ability to maintain a relationship with its customers. We examined the link between 
satisfaction and loyalty within a theoretical framework based on an empirical study in which 
data from more than 14,000 respondents was obtained. This data allowed us to evaluate the 
arts consumer from an attitudinal and behavioral perspective looking at their interests, 
satisfaction level, frequency of attendance, and compare it using the participant’s education 
level. 

A descriptive statistical analysis using descriptive statistics, ANOVA, correlation, 
partial correlation, and multiple regression provided evidence that education level plays a 
significant role in people’s interest and satisfaction does not impact loyalty in the context of a 
leisure service. In order to provide insight in the loyalty conceptualization, it is suggested to 
extend the analysis to other services offered at a specific time (competition) and assess 
loyalty from a “communal consumption” perspective. 

This arts-based study provides a new approach on how and why different kinds of 
people engage with the arts in Spain today. It can also be used as a source of insight and ideas 
for building new audiences for the arts and find new ways to attract and inspire people. 

Introduction. Satisfaction and loyalty in the arts sector.  

The relationship between satisfaction and loyalty has been seen as being perfectly 
linear and, back in the seventies, part of one single concept. However, it is until the end of the 
nineties when researchers have begun to distinguish the theoretical difference between 
satisfaction and loyalty [1-4]. The concept of loyalty has gained more popularity among 
researchers and managers in most settings. 

As described by recent theorists, loyalty’s most popular indicator is the one that 
measures the regular and repeated use of services, also called “frequency of purchase”. This 
repeated use of services generates profitability to the organization [5-7]. Thus, the more a 
product or service is used, the lower the maintenance and acquisition costs, costs that affect 
income statements significantly. 
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The main problem we have identified lies in the general assumption that there is an 
expected high correlation between satisfaction and loyalty for all kinds of managerial 
contexts, including the provision of leisure services and arts activities. A consumer decision 
process when attending an arts show might differ from consumption of commodities or 
traditional services. Instead, a non-experienced arts consumer performs non-compensatory 
algorithms due to his inability to compare rationally and objectively the attributes of the 
service received [8]. This is the case of a leisure service like a theater play, a film, or a 
performing arts show. Services that fulfill emotional and self-expression needs (like the arts) 
depend on a subjective evaluation and decisions are embodied on holistic perceptions [9]. 
Affective models that measure non-compensatory perceptions show a high multicollinearity 
effect. Arts consumers without the knowledge experience difficulty to divide and assess 
specific arts attributes. 

From an academic point of view, not all kinds of services share the same situational and 
intrinsic elements. For instance, managing leisure services and arts organizations present 
special characteristics from managing other types of service organizations [10-12]. Two 
perspectives can aid to identify loyalty in the context of a leisure service like the arts in 
comparison to other types of services: first, leisure services should be considered as 
experiential activities

Second, it is assumed that consumption should be seen as an act of an individual who is 
responsible for deciding, purchasing, paying, owning and disposing even when particular 
services are consumed simultaneously with others. Communal Consumption in the 
performing arts should cast light in the absence of these kinds of studies. O’Sullivan [17] 
explores the experience of audience members as a consuming community and suggests that 
communal aspects of an experience is a relevant attribute of arts attendance, but it is complex 
and variable. Similarly, Cova and Pace [18] demand for an “Ethno marketing” approach to 
assess consumption with a more holistic methodology in which lifestyle and interpersonal 
environment are considered. 

. From a managerial viewpoint, experiences are heterogeneous and 
involve an interactive moment with a product or service’s stimuli where significant emotions 
are present [13] and a sufficient level of challenge, surprise and novelty are met with the 
appropriate expertise from the audience [14, 15]. Experiences create loyalty when the 
organization connects consumer’s similar values, personality types, and enjoyment with non-
functional attributes [16]. This link between the service offered and the audience’s 
characteristics is emotional 

The belief that high levels of satisfaction lead to increased loyalty among customers has 
been extensively applied by managers in the form of satisfaction surveys as a base to increase 
frequency of purchase indicators. Contrary to common belief, some authors state that 
maintaining high levels of satisfaction does not necessarily keep them loyal or increase 
market share [19]. From a managerial perspective, satisfaction surveys that are not 
scientifically designed provide little evidence for predicting return to the service provider [3]. 
These surveys have also been misinterpreted in the decision making process and, since 
satisfaction is used to measure a broad range of perceptions that influence the individual’s 
behavior, they are often misused [20].  

Discussion And Hypothesis 

Although there is a significant consensus that customer loyalty is a consequence of 
customer satisfaction [21, 22], researchers don’t agree on the nature of the relationship 
[3].This nature is strongly related to the type of market analyzed, specifically the kind of 
industry and the competitors; depending on these two factors the relationship takes different 
forms [23]. According to Reichheld [24, 25], on average, 60 to 80% of customers who defect 



 
 

to competitors say they were “satisfied” or “very satisfied” with their former provider. 
Contrary to common belief, some researchers don’t agree on the nature of the relationship [3] 
and some authors state that maintaining high levels of satisfaction does not necessarily keep 
them loyal or increase market share [19]. 

As mentioned above, competition also plays a significant role in the satisfaction-loyalty 
relationship. Artistic and entertainment activities are easily and perfectly imitable and 
replaceable. They can satisfy consumer’s entertainment and self-expression needs in similar 
ways. It is reasonable to expect that most arts organizations can end up with very different 
satisfaction levels in spite of investing in marketing activities. Identical investments among 
competitors, aimed at improving satisfaction will not lead to identical outcomes. Therefore, 
since different firms in a competitive market make similar investments and end up with 
different satisfaction levels, perhaps other factors can cause this uncertainty. We consider 
that, when the consumer takes a decision that depends on interpersonal criteria and opinions, 
as it is the case of attending a performing arts show or a movie, satisfaction’s moderating 
effects are reduced significantly

Competition plays a significant role in the conceptualization of loyalty; the arts sector is 
integrated by numerous organizations and activities. From a hedonistic point of view, arts 
activities and leisure service providers face strong competition by fulfilling the same personal 
and social needs of entertainment, escape from reality, social recognition, or belonging [26-
28].  Similarly, Slavich [29] identifies three main factors that cause the arts market structure 
to increase and be more complex: new technologies, increasing competition and the 
emergence of different artistic realities. Therefore, direct and indirect competitors affect the 
way arts organizations retain their position in the marketplace via satisfaction surveys to 
increase loyalty indicators. In other words, the higher the score on a satisfaction survey, the 
more loyal a respondent will be. 

. Therefore, we propose that personal interest towards a 
particular artistic activity have a stronger moderating effect than satisfaction itself. 

According to Garbarino [10], all the customer’s attitudes toward a product or service 
show a strong correlation among each other; in other words, a “halo effect” [30] or 
“multicollinearity effect” [31]. This effect is the result of a cognitive and a mental process 
that synthesize the information from “inferences built from other inferences” or “ideas from 
other ideas” [32]. A multicollinearity effect is difficult to evaluate because evaluation of a 
product or a service doesn’t involve rational calculations as when receiving an arts service.  

Therefore, we posit four hypotheses. The first hypothesis is related to the education 
level; an individual with a higher degree of education would be more interest and more loyal 
towards an arts activity. The second explains the non existent association between customer 
satisfaction and loyalty in a leisure service. The third suggests that because interest and 
satisfaction are both attitudinal constructs, there must be a multicollinearity effect between 
them. The fourth suggests that the interest a subject shows towards an arts activity has more 
impact on loyalty than satisfaction itself. 

 
 Hypothesis 1: An individual with higher education level will show more interest and will be more loyal 

towards an arts activity. 
 Hypothesis 2: An arts consumer’s satisfaction level is not associated with loyalty. 
 Hypothesis 3: Attitudinal dimensions like satisfaction and interest will present multicollinearity. 
 Hypothesis 4: Interest towards an arts activity has stronger moderating effects in the satisfaction-loyalty 

relationship than satisfaction itself. 

Empirical Study 

 The empirical study consisted of a cross-sectional design conducted by the Spanish 
Ministry of Culture to obtain information about the participant’s artistic habits, satisfaction 
level and degree of interest, based on the activities they participated in the last three months. 



 
 

The sampling technique used was stratified with two-steps into which the Spanish population 
was partitioned based on census districts. 16.408 people responded a questionnaire if they 
were 15 years or older throughout all Spanish territory. The following artistic activities were 
integrated in the analysis: attendance to museum, theater, classical and contemporary music 
concerts and cinema. Data collection took place during the year 2007 but the file was ready 
for analysis during the first trimester of 2009, after cleaning and coding.  

The analysis was conducted by selecting three items to operationalize each of the three 
dimensions in the study. For the attitudinal dimension, we selected degree of interest, 
measured with a 10-point Likert scale ranging from 1 (minimum degree) to 10 (maximum 
degree); to assess the participant’s satisfaction we used satisfaction level with the last activity 
where you participated, measured with a 10-point Likert scale where 10 was the maximum 
satisfaction degree; finally, we operationalized the loyalty dimension with frequency of 
attendance, measured with a ratio scale. In addition, we used classification variables as 
education level, and age. Age was measured with a ratio scale and education level as a 
categorical variable for four groups: a) primary school, b) junior high school, c) high school 
and technical studies; and d) undergraduate/university degree.  

Several statistical techniques were used in this study for the purpose of the analysis of 
the data at the individual and at the group level. A descriptive statistical analysis with mean 
and standard deviation, obtained from the 3 dimensions, was used to describe the dependency 
between each dimension and education level (individual level). In order to determine whether 
data can be aggregated from individual to group level, we conducted a one-way analysis of 
variance (ANOVA) test to examine mean differences in education level (see Table 1). This 
test allowed us to check the appropriateness of aggregating data to analyze data at the group 
level. Next, we statistically analyzed data with Pearson correlation, partial correlation and 
multiple regression. In the case of the multiple regression, we extended the analysis to other 
variables like age and education level to obtain the standardized coefficient that best predicts 
loyalty. 

Results 

Statistical dependency of interest, loyalty and satisfaction with education level 

Table 1 shows three scatter plots that represent the dependency between interest, 
loyalty, and satisfaction with education level.  The ANOVA test for the first scatter plot, 
degree of interest, provided an F statistic that is significant in all the activities. Thus, for each 
activity, a higher education level plays a significant role in increasing levels of interest. The 
more education level of an individual, the more interest he shows for any activity. For the 
second scatter plot, loyalty, significant and increasing differences were found in museum, 
cinema, and theater attendance; in other words, an individual with a higher education is likely 
to attend a museum, a theater or the cinema more. However, the third scatter plot shows no 
significant dependency between education and satisfaction for museum, theater, and classical 
music concert attendance. In addition, significant differences were found for contemporary 
music concert and cinema attendance but without a visible pattern. As a consequence, the 
ANOVA test confirms hypothesis 1 and suggests that aggregation of the data could only be 
performed for certain activities using frequency and satisfaction. The next step was to 
perform the correlation analysis at an individual level.  

 
 
 
 
 
 



 
 

 
 
 
 
 
 
 
 

TABLE 1 
Mean differences in education categories 
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Relationship between satisfaction and loyalty after controlling for interest 

Table 2 reports the correlation and partial correlation concerning the variables of study, 
based on the education level. The results revealed four major findings: column 1 indicates 
that there is not any relationship between satisfaction and loyalty in 17 of 20 the cases, only 
three cases showed some significance but very low correlation coefficients. Column 2 shows 
higher and more significant correlations between interest and loyalty (13 of 20); however, 
these correlations range from 0.13 to 0.27, indicating a poor association. In addition, a partial 
correlation analysis was used to explore the relationship between satisfaction and loyalty 
while controlling for interest towards an activity (columns 4 and 5). This suggested that, 
although there is some multicollinearity between satisfaction and interest, controlling for 
interest had no effect on the satisfaction-loyalty association. However, the strength of this 
relationship is zero in all activities. This helped us confirm hypothesis 2. 

A multicollinearity effect was detected for the two attitudinal factors interest and 
satisfaction (column 3): 17 of 20 cases were significant and ranged from 0.08 to 0.40 
indicating different association levels per education and activity. Therefore, we confirm 
hypothesis 3, satisfaction and interest present multicollinearity.  

 
 
 
 



 
 

 
 
 
 
 
 
 
 

 
TABLE 2 

Correlation coefficients per education level and activity 

MUSEUM
(1) SATISFACTION-

LOYALTY
(2) INTEREST-

LOYALTY
(3)  SATISFACTION-

INTEREST
(4)  SATISFACTION-
LOYALTY / INTEREST

(5)   INTEREST-LOYALTY / 
SATISFACTION

Less than 8yrs 0,16 0,21 -0,061 0,18 0,22
>8 yrs and Secondary(ESO) 0,07 0,18** 0,28** 0,02 0,16**
Highschool 0,03 0,13** 0,24** -0,01 0,12**
Under/Graduate Univ 0,04 0,21** 0,2** -0,002 0,20**

THEATER
SATISFACTION-

LOYALTY INTEREST-LOYALTY
SATISFACTION-

INTEREST
SATISFACTION-

LOYALTY / INTEREST
INTEREST-LOYALTY / 

SATISFACTION

Less than 8yrs 0,13 0,01 0,05 0,13 0,00
>8 yrs and Secondary(ESO) 0,62 0,19** 0,22** 0,02 0,18**
Highschool 0,08 0,19** 0,19** 0,05 0,17**
Under/Graduate Univ -0,06 0,24** 0,18** -0,11* 0,26**

CLASSICAL MUSIC
SATISFACTION-

LOYALTY INTEREST-LOYALTY
SATISFACTION-

INTEREST
SATISFACTION-

LOYALTY / INTEREST
INTEREST-LOYALTY / 

SATISFACTION

Less than 8yrs 0,35 0,18 0,26 0,32 0,1
>8 yrs and Secondary(ESO) 0,14 0,22** 0,21** 0,09 0,20**
Highschool 0,08 0,27** 0,26** 0,01 0,26**
Under/Graduate Univ 0,16* 0,19** 0,36** 0,01 0,14*

CONTEMPORARY  MUSIC
SATISFACTION-

LOYALTY INTEREST-LOYALTY
SATISFACTION-

INTEREST
SATISFACTION-

LOYALTY / INTEREST
INTEREST-LOYALTY / 

SATISFACTION

Less than 8yrs 0,11 -0,01 0,40** 0,13 -0,06
>8 yrs and Secondary(ESO) -0,01 0,04 0,20** -0,02 0,04
Highschool 0,062 0,10** 0,15** 0,05 0,10**
Under/Graduate Univ 0,10* 0,08 0,11* 0,09 0,07

CINEMA
SATISFACTION-

LOYALTY INTEREST-LOYALTY
SATISFACTION-

INTEREST
SATISFACTION-

LOYALTY / INTEREST
INTEREST-LOYALTY / 

SATISFACTION

Less than 8yrs 0,12 0,166 0,39** 0,06 0,13
>8 yrs and Secondary(ESO) 0,05* 0,19** 0,20** 0,01 0,19**
Highschool -0,014 0,24** 0,08** -0,03 0,24**
Under/Graduate Univ 0,03 0,24** 0,17** -0,01 0,24**

* p<0,05 (bilateral)
** p<0,01 (bilateral)

PEARSON CORRELATION PARTIAL CORRELATION

 
 
In addition, a regression analysis using stepwise method, as shown in Table 3, was 

performed to determine the extent to which interest and satisfaction predict loyalty. We also 
included age and education level so that the stepwise procedure selects only the variables that 
account for most variation. The results of the estimated models revealed that none of the 
variables explained a sizable proportion of variance in any of the arts activities. This indicates 
that, although interest was selected as the best predictor variable, it only contributes with 3%-
5% to predict loyalty. Only in the case of contemporary music concerts, age was selected as 
the best predictor but the model accounts for no variance in the model. This test also supports 
hypothesis 2. 

 
 



 
 

 
 
 
 
 
 
 
 
 
 
 
 

TABLE 3 
Summary of multiple regressions using stepwise estimation 

MUSEUM THEATER
CLASSICAL 

MUSIC
CONTEMPORARY 

MUSIC CINEMA

Adjusted R2 0,033 0,043 0,043 0,00 0,05

β   INTEREST 0,18** 0,21** 0,21** 0,22**

β   AGE -0,07**
F 78,27** 51,45** 26,77** 8,13** 282,14**

EXCLUDED FROM ANALYSIS
Age, education, 

satisfaction
Age, education, 

satisfaction
Age, education, 

satisfaction

Interest, 
education, 

sati s faction
Age, education, 

satisfaction
Standardized regression coefficients reported at **p <0,01

INTRODUCED IN ANALYSIS

 

Conclusions 

This study aimed to examine the influence of satisfaction on loyalty at an individual 
and at an aggregate level. Contrasting means by education level revealed that Spanish arts 
consumers with higher education levels are more interested in arts activities than people with 
lower education levels. In some cases, the education level also affects frequency of 
attendance to activities like museums, theater, and cinema. However, satisfaction level did 
not have significant differences throughout education groups. This suggests that perceived 
satisfaction is an independent construct that varies with a particular show, exhibition, movie 
or music concert experienced. 

Empirical results also revealed that satisfaction is not associated with loyalty in any 
activity analyzed. This supports the assumptions that leisure services should be conceived as 
experiential services [13] and that consumption should be seen as an act of a group of people 
with communal aspects that take place in the decision taking process [17]. In addition, 
competition as a situational factor has a strong influence on participation and arts market 
structure [29]. As a consequence, high satisfaction levels might not necessarily lead to loyal 
arts patrons. 

Attitudinal constructs within the consumer behavior discipline like perceived value, 
perceived quality, interest level, or satisfaction share a high level of abstraction due to 
affective and emotional reasons, especially in the arts context. This study shows that interest 
and satisfaction have a multicollinearity effect which is also confirmed by previous academic 
research [10, 31]. Because incorporating attitudinal variables difficult developing models that 
predict loyalty, situational and interpersonal factors should be included in the analysis. 

Similarly, although the results revealed that interest towards an arts activity does not 
have a strong influence on loyalty, such attitude should not be dropped from a further 
analysis but it should rather be incorporated to other behavioral dimensions to complement 
further analyses. 



 
 

Implications And Limitations And Suggestions For Further Research 

The findings of this study support the theoretical propositions on the relationship 
between satisfaction and loyalty, depending on the nature of the service studied. The findings 
also support the propositions about the multicollinearity obtained with attitudinal constructs. 
Empirical evidence also contributes to theory development and research on predicting loyalty 
with non-traditional constructs. From a managerial perspective, marketing activities that 
target individuals with higher education degrees will result in more effective results since this 
segment shows more interest to the art in general. 

Nevertheless, from the partial-correlation and multiple regression results, one may 
argue that interest is the only relevant variable in the model but it has a weak impact on 
predicting loyalty. This supports the dissenting view about the need to extend the analysis to 
other communal consumption, and competition aspects as proposed by some researchers. We 
suggest operationalization with constructs like: opinion seeking, opinion leadership, and 
experiential value.  

In spite of the convenience of having a large sample size, one main limitation of this 
study is that it was conducted with one single variable that represented each dimension. For 
instance, other attitudinal and behavioral loyalty constructs like retention, word of mouth or 
commitment have not been used. Further research should provide greater insight to find if 
satisfaction is related to other types of loyalty. 

This study suggests further examination of these relationships. From a methodological 
perspective, the use of partial correlation and multiple regressions are useful to have a general 
view but they do not fully explain loyalty as a consequence of the above suggested variables. 
The basic statistical methods are not sufficient to test a hypothesized model with multiple 
dimensions. Further research with structural equation modeling estimation is recommended 
to have a more detailed assessment of the complete phenomenon of the study. Finally, a 
reexamination of the loyalty concept is needed. 
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