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Abstract 
How to design the ambicultural business-model for cause-based partnerships (Parker 
& Selsky, 2004)? We attempt to apply the theoretical perspectives of ambiculture 
(Chen, 2014) and ambidexterity (Luo & Rui, 2009), in the empirical context of the 
first national underwater-museum in Taiwan. Owing to the richness of 
underwater-cultural-assets located in the Penghu-islands, about 260-kilometers of 
land-and-marine distance from Taipei, we conducted this feasibility-study for 
evaluating the potential museum-sites and designing its business-model. The 
survey-results on a sample of 331 respondents indicated that the identity of 
“marine-nation” was the most significant factor to increase the endorsement to 
establish this proposed underwater-museum, and their local experiences in Penghu 
and passion for “marine-culture” to increase their willingness to visit this museum in 
Penghu. Such preliminary results imply that the ambicultural business model for 
ambidextrous innovation is important to cope with the challenges of cause-based 
partnerships, particularly when facing the resource constraints for sustainability. 
Following Chen’s definition of “ambicultural organizations” as a combination of the 
best of two or more entities—cultures, ideas, practices—while avoiding the 
shortcomings of each, we propose to change the museum business-model from a 
public agency to a public-and-private joint-venture. Following Luo and Rui’s 
specification of ambidexterity as comprising co-evolution, co-competence, 
co-opetition, and co-orientation, we propose underwater museums to form a global 
alliance to preserve-and-exploit as well as promote-and-explore marine-culture 
beyond national and organizational boundaries. 
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Introduction 

For designing an ambicultural business-model for cause-based partnerships (Parker & 
Selsky, 2004), this research applied the theoretical perspectives of ambiculture (Chen, 
2014) and ambidexterity (Luo & Rui, 2009), in the empirical context of the first 
national underwater-museum in Taiwan. Owing to the richness of underwater cultural 
assets located in the Penghu-islands, about 260-kilometers of land-and-marine 
distance from Taipei, we conducted this feasibility-study for evaluating the potential 
museum-sites and designing its business-model.  

One of the major tasks of this feasibility-study was to explore the potential factors of 
the citizens to support such a new type of museum. The survey results of logistic 
regressions on a sample of 331 respondents indicated that the identity of 
“marine-nation” was significant to influence their endorsement to establish this 
proposed underwater museum, as well as the local experiences and passion for 
“marine-culture” to influence their willingness to visit this proposed museum in 
Penghu, among 6 museum-specific and 4 respondent-specific independent variables, 
specified in our hypothesized model.  

The following sessions review the literature relevant to cause-based partnerships, 
propose our hypothesized model to examine the factors to support a cause-based 
partnership, and then discuss the research methods, preliminary findings, and research 
implication for designing the business model of a cause-based partnership, such as the 
underwater museum in Penghu. 

Literature Review 

Attempting to explore the research inquiry, how to design an ambicultural 
business-model for cause-based partnerships (Parker & Selsky, 2004), we developed a 
hypothesized model to specify and then to examine the factors to generate the citizen 
support for an public and long-term investment project. Parker & Selsky defined 
“cause-based partnerships” as those between a corporation and one or more nonprofit 
organizations that address social meta-problems such as environmental sustainability 
or social-justice challenges (Parker & Selsky, 2004). Theoretically, this research 
proposed to extend the application of cause-based partnerships from an alliance 
between private corporations and non-profit organizations to a multi-stakeholder 
platform by adding the government agencies, as well as its cause from addressing 
social meta-problems to development a solution for environmental sustainability and 
cultural education. Empirically, we chose the first national underwater museum in 
Taiwan, proposed to be established in Penghu islands, as the research context to 
illustrate such boundary-crossing potential of cause-based partnerships.  

Even though Taiwan is not a member of United Nations, the background of this 
feasibility-study was based on the Convention on the Protection of the Underwater 
Cultural Heritage of UNESCO (United Nations Educational, Scientific 
and Cultural Organization) in 2001. Two major styles of underwater museums include 
to display the underwater cultural assets in the off-shore building and to preserve the 
artifacts in the natural water-environment of river, lake, or ocean. The first underwater 



museum in the world is the Mary Rose Museum2 in the UK, established 1984 
(Museum, 2017; Trust, 2018; Whyma, 2013; Wikipedia, 2018b), and the first 
underwater museum located in the ocean is the Cancún Underwater Museum3 in 
Mexico, established 2010 (Wikipedia, 2018a). The business models of existing 
underwater museums, such as the Mary Rose Museum and the Cancún Underwater 
Museum are typical cause-based partnerships, with an organization type of nonprofit 
trust or foundation and supported by the donations from private corporations.  

Exhibit 1: The development path of the first underwater museum in Taiwan 

Contrastingly, the business model of existing museums with large investment or 
endowment in Taiwan is a public agency or foundation, whose investment and 
operation are almost 100% funded by the government budget. Based on the findings 
of the feasibility-study4, the central and local governments in Taiwan are expected to 
invest about USD 57 ~ 190 millions to build this first national underwater museum in 
the next decade. Moreover, the financial reports of three reference museums in 
Taiwan showed their average of annual loss was 130% of operation revenues, without 
factoring in the depreciation costs of facility. Therefore, due to the budget and human 
resources constraints of governments, we propose the business model of this museum, 

2 The Mary Rose Museum is a historical museum located at Historic Dockyards in Portsmouth in 
the United Kingdom run by the Mary Rose Trust. The museum is dedicated to the 16th-century Tudor 
navy warship Mary Rose as well as the historical context in which she was active. The museum opened 
in 1984 and displays artefacts from the ship as well as the ship itself in a dedicated ship hall. Since 
opening it has been visited by over a million people. 
3 The Cancún Underwater Museum (Spanish: Museo Subacuático de Arte, known as MUSA) is a 
non-profit organization based in Cancún, Mexico devoted to the art of conservation. The museum has a 
total of 500 sculptures, most by the British sculptor Jason deCaires Taylor and the others by five 
Mexican sculptors, with three different galleries submerged between three and six meters deep in the 
ocean at the Cancún National Marine Park. The museum was thought up by Marine Park Director 
Jaime Gonzalez Canto, with Taylor's assistance, with the objective of saving the nearby coral reefs by 
providing an alternative destination for divers. It was started in 2009 and officially opened in 
November 2010. 
4 The author was in charge of the survey and business-model as one of the five research members of 
the Center for Ocean and Underwater Technology Research at Tamkang University, to conduct this 
feasibility-study on the first underwater museum in Taiwan, commissioned by the Bureau of Cultural 
Affairs of Penghu County, in 2018.  



aiming both environmental sustainability in ocean, and cultural education like 
Underwater Cultural Heritage, as a hybrid cause-based partnership, with the funding 
and operation from private corporations, nonprofit organizations, and governments. 
(COUTR-TU, 2018) 

Furthermore, following Chen’s definition of “ambicultural organizations” as a 
combination of the best of two or more entities—cultures, ideas, practices—while 
avoiding the shortcomings of each (Chen, 2014), we propose to change the 
mainstream museum business-model from a public agency or private trust / 
foundation to a public-and-private joint-venture or hybrid organization. In addition, 
following Luo and Rui’s specification of ambidexterity as comprising co-evolution, 
co-competence, co-opetition, and co-orientation (Luo & Rui, 2009), we propose such 
a hybrid museum to form a global alliance, in order to preserve-and-exploit as well as 
promote-and-explore marine-culture beyond national and organizational boundaries. 

Hypothesized Model 

One of the major tasks of the feasibility-study on the first national 
underwater-museum in Taiwan, was to explore the potential factors of the Taiwanese 
citizens to support such a new type of museum, particularly when a large amount of 
government investment is expected. Therefore, we conducted this survey project and 
developed a hypothesized model to test which factors may enhance the endorsement 
of such large investment-budget and the willingness to visit an underwater museum as 
two dependent variables. As shown on Exhibit 1, our model specified two sets of 10 
independent-variables, including 4 respondent-specific factors of Sex, Education, Age, 
and Type, as well as 6 Museum-Specific Independent-Variables of Identity of marine 
nation, Passion for marine culture, Diving-experiences, Frequency of museum-visit, 
Local experiences in Penghu, and Prior knowledge of underwater museum. 

In addition to the common demographic factors of Sex, Education, and Age, our 
model specified three types of survey respondents of Local-residents, 
Museum-visitors, and Students, for comparing their support levels. In addition to the 
types of residents in Penghu islands, and visitors of the marine and cultural (yet not 
underwater) museums in two non-Penghu counties, this survey included the third type 
of university students, because the business model of this proposed underwater 
museum highlighted the additional educational programs, like exchange 
semester-programs and summer camps as an academy extension to the research and 
exhibition functions of mainstream museums. Based on the passion for cultural 
activities as museum visit and the economic growth generated by such a large local 
investment, we hypothesized that female or senior respondents with higher education 
and the type of local-residents, tend to support this museum more than male or senior 
respondents with lower education and the types of museum-visitor and student among 
different demographic groups. 

In addition to the respondent-specific factors, our model also hypothesizes three 
intangible and three tangible museum-specific factors to increase citizens’ support to 
build this proposed underwater museum in Penghu. The intangible factors focus the 
support reasons on the respondents’ general connection and/or appreciation of 
underwater cultural assets, including their identity of marine nation, passion for 
marine culture, and diving experiences, which is relevant because the underwater 



access to the underwater cultural assets, such as diving in the aquarium or underwater 
tunnel is proposed. Moreover, the tangible factors focus the support reasons on the 
respondents’ local connection and/or economic benefits appreciation of underwater 
museum in Penghu, including their prior frequency of museum-visit, and local 
experiences in Penghu and their prior knowledge of underwater museum before 
answering the survey. 

Exhibit 2: The hypothesized model on the citizen support of a cause-based 
partnership 

Research Methods 

To test which of the potential factors facilitate higher citizens’ support of the 
underwater museum in Penghu, as specified in the aforementioned hypothesized 
model, we conducted a research survey during March and April in 2018. The 
following describe the sample, and odd-ratio tests by logistic regressions. 

This survey, written in Chinese, included both and qualitative questionnaire for 
collecting opinion about designing the business model. There are 20 questions 
categorized into three parts: 1) 14 quantitative questions 5 ; 2) 3 type-specific 
qualitative questions for either Penghu local-residents, Museum-visitors, or Students; 
3) 3 general qualitative questions for all respondents. As the prior discussion, this
paper only discussed a part of quantitative questions, which was hypothesized to 
increase the citizens’ support as shown on Exhibit 1.  

Based on the likelihood consistency of each sample to be drown from the population, 
there are two major sampling methods, including probability sampling, such as simple 
random sampling, stratified sampling, systematic sampling, cluster sampling; and 
nonprobability sampling, such as convenience sampling, purposive sampling, quota 
sampling (Battaglia, 2008; Wu, Huang, & Lee, 2014). We attempt to explore the 
expectation-priority and open-end-poll from both local residents and museum visitors 

5 Please refer to Appendix B for the Chinese questionnaire and the comparison among three types of 
respondents. 



about the proposed the first underwater museum in Penghu, which may be built about 
ten years after this survey.  

Therefore, it is unlikely that the survey sample represents the population of museum 
stakeholders in the future. Particularly, “underwater museum” is a new and unknown 
concept for most respondents. The survey results that 65% of the respondents have 
never heard about “underwater museum” attested to our expectation that the citizens’ 
insufficient knowledge. To counter with such low level of prior knowledge, the 
survey team prepared the 8-page slides in the format of PDF for google-form or 
colorful print-out for in-person respondents. We also designed two stickers with the 
images of the Penghu landmark and underwater cultural assets as the gift to survey 
respondents, shown as Appendix A.  

As a result, it is more appropriate for this feasibility-study to use nonprobability 
sampling than probability sampling. In addition, because this survey was 
commissioned by Bureau of Cultural Affairs of Penghu County, we used the method 
of purposive sampling, in order to identify the design priority and policy development, 
as well as to meet the sampling requirement as at least 50% respondents of Penghu 
residents in the minimal sample size of 300. Following the purposive sampling 
method, we identified three major stakeholders of underwater museum as type of 
respondents or sub-samples: 1) Penghu local-residents (N=180); 2) Museum-visitors 
(N=81); 3) Students (N=70).  

As shown on Table 1, in addition to the three types of respondents, we collected the 
311 responses from two survey formats: 1) Google form by the website link (187; 
56.5%); 2) Paper form by the in-person interview (144; 43.5%). All of the 70 
university students answered the survey via Google form distributed by the faculty of 
our research team in the classes of the Institute of Oceanography, National Taiwan 
University (IONTU), the Institute of Industrial Design, Shih Chien University, and 
Penghu University of Science and Technology. In addition to the accessibility of such 
student sample, these three classes were chosen to represent more diverse and related 
sources of educational program in the proposed underwater academy, such as 
Oceanography, Design, and Technology.  

All of the 81 museum-visitors from Keelung Marine Technology Museum and New 
Taipei City Shihsanhang Museum of Archaeology answered the survey via on-site 
and in-person interviews. These two museums in Taiwan were chosen to represent the 
National level of museum scale and the boundary-spanning assets with Archaeology 
culture and marine technology. We collected the 180 local responses via both 
google-form (35%) and in-person interview (65%) in Penghu. Table 2 showed the 
Sample description of the 12 model variables. 



Table 1: Sample description based on three types of respondents and two survey 
formats 

Sub-sa
mple 

% Sub-
grou
p 

% Googl
e 
Form 

% Pape
r 
For
m 

% 

Full-sample 331 100% 187 56.5% 144 43.5% 
P/ Penghu Locals 180 54% 100

% 
117 65% 63 35% 

P1/ Penghu Residents 145 81% 99 68% 46 32% 
P2/ Penghu Tourists 35 19% 18 51% 17 49% 
M/ Museum Visitors 81 24% 100

% 
0 0% 81 100% 

M1/ KMTM* 41 51% 0 0% 41 100% 
M2/ NSMA** 40 49% 0 0% 40 100% 
S/ Students 70 21% 100

% 
70 100% 0 0% 

S1/ Penghu Students 30 43% 30 100% 0 0% 
S2/ Non-Penghu 
Students   

40 57% 40 100% 0 0% 

*Keelung Marine Technology Museum; ** New Taipei City Shihsanhang Museum of
Archaeology 



Table 2: Sample Description of the 12 model variables 
The number of respondents in each sub-sample No. (%); N=331 

4 Respondent-specific Independent-Variables 
Sex 

Male 160 (48%) 
Female 171 (52%) 

Education 
High-school & below 63 (19%) 
College-degree 205 (62%) 
Advanced-degree 63 (19%) 

Age 
Youth (18~24) 105 (32%) 
Middle-aged (25~44) 144 (44%) 
Senior (45+) 82 (25%) 

Type 
Resident 180 (54%) 
Museum-Visitor 81 (25%) 
Student 70 (21%) 
6 Museum-Specific Independent-Variables 

Identity of marine nation (High vs Low) 
High (4+) 312 (94%) 
Low (3&-) 19 (6%) 

Passion for marine culture (High vs Low) 
High (4+) 310 (94%) 
Low (3&-) 21 (6%) 

Diving-experiences (YES vs NO) 
YES 226 (68%) 
NO 105 (32%) 

Frequency of museum-visit (High vs Low) 
High (11 times+) 86 (26%) 
Low (10 times &-) 245 (74%) 

Local experiences in Penghu (YES vs NO) 
YES 280 (85%) 
NO 51 (15%) 

Prior knowledge of underwater museum (YES vs NO) 
YES 128 (39%) 
NO 203 (61%) 
Dependent-Variables 

Endorsement-to-Establish (Y1) (High vs Low) 
High (4+) 270 (82%) 
Low (3&-) 61 (18%) 

Willingness-to-Visit (Y2) (High vs Low) 
High (4+) 271 (82%) 
Low (3&-) 60 (18%) 



As we discussed in the session of sampling methods, it is unlikely to assume a 
specific distribution of the population to estimate its parameters during this early 
design stage of feasibility study. In addition, the survey responses were specified as 
binary (Yes or No) and the Likert scale; therefore, we used the odds ratio6 estimates 
of logit regression to test the quantifiable strength of the association or correlation 
between two events (Wikipedia, 2018c), X as 10 factors and Y as two dependent 
variables to demonstrate the citizens’ support. Although statistically, the odds ratio is 
symmetric in these two events, there is no causal direction implied beween our 
specified independent variable and dependent variable, our research attempt is to 
explore the potential factors to generate higher citizens’ support, rather than to 
prescribe the causality model from a specific theoretical lens.  

Research Findings 

 Our hypothesized model specified 10 factors, consisting of 4 respondent-specific 
variables, as well as 3 intangible and 3 tangible museum-specific factors, to increase 
citizens’ support of the proposed underwater museum located in Penghu as shown on 
Exbibit 1. As discussed in the session of research methods, the odds ratio estimates 
were used to test the strength of those factors to increase the citizens’ support, 
measured by two dependent variables as the endorsement to establish and the 
willingness to visit in the future. Although two independent variables were 
significantly corelated, the preliminary results of the 331 survey-respondents showed 
different strength of association for the same factor. 

Table 3 showed the preliminary results of the odds ratio estimates and their 
significance levels of the hypothesized factors on Endorsement-to-Establish (Y1) and 
Willingness-to-Visit (Y2). All of the odds ratio estimates of the specified 4 
respondent-specific factors, including Sex, Education, Age, and Type, were not 
significant. Such test results rejected the hypothesis that female or senior respondents 
with higher education and the type of local-residents, tend to support this museum 
more than male or senior respondents with lower education and the types of 
museum-visitor and student. The survey results suggested no significant differences 
among various demographic groups about their support level to this proposed 
museum. 

Among three intangible museum-specific factors, the odds ratio estimates of 
“Diving-experiences” demonstrated no significant influences on both dependent 
variables. Such lack of association of diving experiences may be because it is difficult 
for the respondents to imagine the proposed underwater facility, even though they saw 
the image and PDF documents of other underwater museums. Contrastingly, that 
“Identity of marine-nation” was the only significant factor to increase the 

6 The odds ratio is defined as the ratio of the odds of X in the presence of Y and the odds of X in the 
absence of Y, or equivalently (due to symmetry), the ratio of the odds of Y in the presence of X and the 
odds of Y in the absence of X. Two events are independent if and only if the odd ratio (OR) equals 1: 
the odds of one event are the same in either the presence or absence of the other event. If the OR is 
greater than 1, then X and Y are associated (correlated) in the sense that, compared to the absence of Y, 
the presence of Y raises the odds of X, and symmetrically the presence of X raises the odds of Y. 
Conversely, if the OR is less than 1, then X and Y are negatively correlated, and the presence of one 
event reduces the odds of the other event. 



endorsement to establish this proposed underwater-museum, and “Passion for marine 
culture” was the only significant factor to increase their willingness to visit this 
museum in Penghu. The odds-ratio estimates of “Identity of marine-nation” as 8.038 
suggested that the odds-ratio of those with higher levels of identity of Taiwan as 
marine nation were estimated to endorse this museum 8 times higher than those with 
lower levels. The odds-ratio estimates of “Passion for marine culture” as 4.124 
suggested that the odds-ratio of those with higher levels of passion for marine culture 
were estimated to visit this museum 4 times higher than those with lower levels. 

Among three tangible museum-specific factors, the odds ratio estimates of 
“Frequency of museum-visit” and “Prior knowledge of underwater-museum” 
demonstrated no significant influences on both dependent variables. Although the 
majority of the respondents (61%) have never heard about “underwater-museum,” 
their preferences in both dependent variables were not different from those who knew 
the new concept. Such lack of association of museum-visit experiences suggested the 
visit motivation may be driven by the contents of exhibition rather the museum 
activity or facility. Contrastingly, that “Local experiences in Penghu” was the only 
significant factor to increase their willingness to visit this museum in Penghu. The 
odds-ratio estimates of “Local experiences in Penghu” as 5.974 suggested that the 
odds-ratio of those having ever lived or visited Penghu were estimated to visit this 
museum 6 times higher than those having not lived or visited at all. 



Table 3:  Preliminary results on the factors of Endorsement-to-Establish (Y1) and Willingness-to-Visit (Y2) 
* significant  <0.1；*** significant  <0.01* Endorsement-to-Establish (Y1) Willingness-to-Visit (Y2) 

Odds Ratio Estimates Coefficient 95% Wald 
Significance 

Coefficient 95% Wald 
Significance 

Confidence Interval Confidence Interval 
4 Respondent-specific Independent-Variables 
Sex （Male vs Female） 1.518 0.679 3.393 0.808 0.375 1.744 
Education 

College-degree vs High-school & below 0.411 0.103 1.635 0.997 0.291 3.416 
Advanced-degree vs High-school & below 0.359 0.076 1.698 0.821 0.196 3.444 
Advanced-degree vs College-degree 0.873 0.327 2.335 0.824 0.313 2.168 

Age 
Middle-aged vs Youth 0.266 0.081 0.873 1.488 0.555 3.986 
Senior vs Youth 0.492 0.107 2.263 2.575 0.663 9.997 
Senior vs Middle-aged 1.851 0.54 6.345 1.731 0.48 6.238 

Type 
Tourists vs Residents 0.246 0.083 0.731 1.064 0.332 3.407 
Students vs Residents 0.306 0.081 1.164 1.25 0.365 4.282 
6 Museum-Specific Independent-Variables 

Identity of marine nation (High vs Low) 8.038 1.762 36.671 *** 0.596 0.107 3.321 
Passion for marine culture (High vs Low) 1.343 0.28 6.449 4.124 0.972 17.49 * 
Diving-experiences (YES vs NO) 1.74 0.708 4.28 1.834 0.765 4.394 
Frequency of museum-visit (High vs Low) 0.876 0.319 2.409 1.846 0.659 5.172 
Local experiences in Penghu (YES vs NO) 0.61 0.197 1.882 5.974 2.018 17.687 *** 
Prior knowledge of underwater museum  
(YES vs NO) 1.33 0.499 3.543 0.269 0.111 0.653 

Alternative Dependent Variables 
Willingness-to-Visit (Y2) (High vs Low) 14.906 5.567 39.91 *** 
Endorsement-to-Establish (Y1) (High vs Low) 14.445 5.596 37.285 *** 



Conclusions 

Our preliminary results of this feasibility study on imply that the ambicultural 
business model for ambidextrous innovation is important to cope with the challenges 
of cause-based partnerships, particularly when facing the resource constraints for 
sustainability. Following Chen’s definition of “ambicultural organizations” (Chen, 
2014), we propose to change the museum business-model from a public agency to a 
public-and-private joint-venture, particularly focusing on crowd fundraising through 
underwater virtual-reality events and websites approaching to global villagers. 
following Luo and Rui’s specification of ambidexterity (Luo & Rui, 2009), we 
propose such a hybrid museum to form a global alliance, in order to 
preserve-and-exploit as well as promote-and-explore marine-culture beyond national 
and organizational boundaries. Last but not least, four named oceans: the Atlantic, 
Pacific, Indian, and Arctic, as well as marine culture are all connected on Earth.  
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Appendix A: The stickers as the gift to survey respondents 



Appendix B: The comparison among three types of respondents 
Note: This questionnaire was 

written in Chinese 
Residents Museum-Visitor Student 

p-value Significant 
α=0.05 Total N=180 N=81 N=70 

N(%) N(%) N(%) 
問卷型態

紙本問卷 63 (35%) 81 (100%) 0 (0%) 
電子問卷(Google form) 117 (65%) 0 (0%) 70 (100%) 
基本人口學變項

性別 0.0267 * 
男性 75 (42%) 47 (58%) 38 (54 %) 
女性 105 (58%) 34 (41.98%) 32 (46%) 
最高學歷 0.004 * 
國中/國小 8 (4%) 4 (5%) 0 (0%) 
高中/高職 39 (22%) 8 (10%) 4 (6%) 
專科/大學 107 (59%) 51 (63%) 47 (67%) 
碩士/博士 26 (14%) 18 (22%) 19 (27%) 
年齡 <.0001 * 

18~24歲 39 (22%) 18 (22%) 48 (69%) 
25~44歲 81 (45%) 51 (63%) 12 (17%) 
45~64歲 53 (29%) 9 (11%) 10 (14%) 
65歲以上 7 (4%) 3 (4%) 0 (0%) 
居住地 <.0001 * 
澎湖 145 (81%) 2 (2%) 30 (43%) 
非澎湖 35 (19%) 79 (98%) 40 (57%) 

廣義性問卷之變項

認為台灣是否為海洋國家 0.3484 
非常不同意 0 (0%) 0 (0%) 0 (0%) 
不同意 4 (2%) 0 (0%) 0 (0%) 
沒意見 8 (4%) 6 (7%) 1 (1%) 
同意 61 (34%) 26 (32%) 23 (33%) 
非常同意 107 (59%) 49 (60%) 46 (66%) 

喜歡海洋相關的文化藝術 0.2363 
非常不喜歡 0 (0%) 0 (0%) 0 (0%) 
不喜歡 0 (0%) 0 (0%) 1 (1%) 
沒意見 10 (6%) 5 (6%) 5 (7%) 
喜歡 88 (49%) 49 (60%) 39 (56%) 
非常喜歡 82 (46%) 27 (33%) 25 (36%) 

潛水之經驗 0.382 
沒有 55 (31%) 23 (28%) 26 (37%) 
浮潛過 100 (56%) 50 (62%) 38 (54%) 
接受潛水訓練 8 (4%) 4 (5%) 3 (4%) 
海洋潛水 15 (8%) 5 (6%) 5 (7%) 



有潛水執照 20 (11%) 2 (2%) 3 (4%) 
曾拜訪各種博物館頻繁度 <.0001 * 
沒有 1 (1%) 0 (0%) 0 (0%) 
1~10次 125 (69%) 62 (77%) 57 (81%) 
11~20次 33 (18%) 14 (17%) 7 (10%) 
21~30次 3 (2%) 1 (1%) 3 (4%) 
30次以上 18 (10%) 4 (5%) 3 (4%) 
曾拜訪過哪些博物館 <.0001 * 
澎湖生活館 149 (83%) 8 (10%) 33 (47%) 
基隆海洋科技館 25 (14%) 48 (59%) 20 (29%) 
屏東海洋生物館 110 (61%) 54 (67%) 43 (61%) 
新北市十三行館 56 (31%) 52 (64%) 22 (31%) 
其他 17 (9%) 7 (9%) 1 (1%) 
喜歡博物館之理由 0.0319 * 
家族活動 60 (33%) 41 (51%) 24 (34%) 
文化素養 97 (54%) 27 (33%) 32 (46%) 
藝術欣賞 105 (58%) 34 (42%) 39 (56%) 
學習新知 116 (64%) 48 (59%) 45 (64%) 
其他 4 (2%) 0 (0%) 4 (6%) 
曾住過澎湖之天數 <.0001 * 
沒去過澎湖 0 (0%) 37 (46%) 15 (21%) 
當天來回沒住過 0 (0%) 3 (4%) 0 (0%) 
1~7天 25 (14%) 37 (46%) 14 (20%) 
8~30天 6 (3%) 1 (1%) 2 (3%) 
30天以上 149 (83%) 3 (4%) 39 (56%) 
過去至澎湖之理由 <.0001 * 
居住 153 (85%) 2 (2%) 33 (47%) 
旅遊 47 (26%) 41 (51%) 25 (36%) 
公務出差 4 (2%) 2 (2%) 6 (9%) 
拜訪親友 18 (10%) 3 (4%) 4 (6%) 
讀書 17 (9%) 0 (0%) 26 (37%) 
服兵役 10 (6%) 1 (1%) 3 (4%) 
工作(非兵役) 24 (13%) 0 (0%) 2 (3%) 
其他 0 (0%) 1 (1%) 0 (0%) 
喜歡澎湖之理由 <.0001 * 
居住 126 (70%) 3 (4%) 25 (36%) 
潛水 43 (24%) 10 (12%) 10 (14%) 
海洋活動(非潛水) 94 (52%) 26 (32%) 32 (46%) 
自然景觀 114 (63%) 38 (46%) 40 (58%) 
歷史文化 65 (36%) 10 (12%) 18 (26%) 
民風純樸 110 (61%) 9 (11%) 35 (50%) 
其他 0 (0%) 0 (0%) 0 (0%) 
曾聽過水下博物館 0.0437 * 



沒聽過 111 (62%) 58 (72%) 34 (49%) 
有聽過 64 (36%) 23 (28%) 34 (49%) 
有去過 5 (3%) 0 (0%) 2 (3%) 
水博設施中感興趣之規劃(平均值±標準差) <.0001 * 
潛水/潛水艇接近海下文物 3.73±1.58 3.79±1.56 4.23±1.18 
從水族館玻璃牆（水下電梯)

看海下文物

3.78±1.56 4.11±1.41 4.17±1.16 

潛水/觀看水下藝術品 3.51±1.66 3.06±1.72 4.13±1.23 
靜態水下文物（沈船）展示 3.15±1.63 3.24±1.67 3.87±1.19 
虛擬實境 3.22±1.67 3.08±1.74 3.56±1.44 
互動遊戲區 3.25±1.63 2.8±1.8 3.66±1.35 
教育文化活動 3.23±1.59 2.59±1.71 3.63±1.36 
博物館園區生態觀光導覽 3.41±1.61 2.91±1.76 3.89±1.25 

(Y2)興建後參觀澎湖水下博物館之意願 0.0262 * 
不想去 4 (2%) 0 (0%) 0 (0%) 
再多了解 8 (4%) 2 (2%) 4 (6%) 
可能會去 18 (10%) 15 (19%) 9 (13%) 
會想去 106 (59%) 58 (72%) 43 (62 %) 
想經常去 44 (24%) 6 (7%) 14 (20%) 

(Y1)澎湖設立水下博物館之意見 0.0023 * 
非常不贊成 6 (3%) 0 (0%) 0 (0%) 
不贊成 4 (2%) 3 (4%) 1 (1%) 
沒意見 24 (13%) 15 (18%) 8 (11%) 
贊成 58 (32%) 44 (54%) 26 (37%) 
非常贊成 88 (49%) 19 (23%) 35 (50%) 




