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[Abstract]

This study sheds light on the Instagrammable features and viewing experiences of <Accidentally Wes
Anderson (AWA)>. A research model and hypotheses are formulated using variables including
Experience Quality (EQ), Perceived Value (PV), Attitude toward AWA (ATAWA) and Behavioral
Intention toward AWA (BITAWA). Although AWA has strong the Instagrammable features in terms of
PV, it provides aesthetic or healing experience rather than a pleasure. PV has a significant correlation
with DOS and DOI, but it does not influence on BITAWA. In addition, DOS has a positive impact on

the increase in DOI, length of viewing time and intention to upload and share photos on Instagram.

» Key words: Instagrammable exhibition, Perceived Value(PV), Experience Quality(EQ),
Degree of Satisfaction(DOS), Degree of Immersion(DOI),
Behavioral Intentions toward AWA(BITAWA)
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I. Introduction
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II. Preliminaries

1. Related works

1.1 Instagrammable Exhibition
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E} 72t}2 A A|(Instagrammable Exhibition) 2} B
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Fig. 1.

Exhibition Poster of AWA & Exhibition Space

1.2 Previous researches related to Exhibition
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Fig. 2. Research Model of Previous studies [15]
(Source: Chen & Chen, 2010)
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III. The Proposed Scheme

1. Research Model
et As A16]22]9] A+t 2 Wele AR,
B 3 A ZA(Experience Quality, 0|3} EQ), ¢
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Perceived Value (PV):
1) Taking Photos & Instagram

friendly environment
2) Enjoyment & Pleasure

Behavioral Intentions toward
AWA(BITAWA):

Experience Quality (EQ):
Entertainment, Aesthetic
Educational, Escapist
Healing

1) to Revisit AWA
2) to Recommend AWA to Others
3) to Upload and Share Photos on
Instagram

y

Fig. 3. Research Model

Attitude toward AWA
(ATAWA):

1) Exhibition Theme
2) Exhibition Artworks
3) Exhibition Space
4) Degree of Satisfaction
5) Degree of Immersion
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Table 1. Hypothesis Settings
No. Hypothesis
H1 EQ and PV are consistent
H2 PV has a correlation with DOS
H3 PV has a correlation with BITAWA
H4 DOI has a correlation with DOS
H5 DOS has a correlation with BITAWA

2. Survey Design
<AWA>4 }\E}_’ﬂtﬂ‘j El_ A al o EU]- 73—6—4% EE,]'}\HT_)']‘

o X «w

7] 30, ATHE TBRE AL polA] ETEA o

gog Az 2RI AH|32]E %511 AT RAL
(2022.01.04.-01.24)2 A343Ac}. Ma) o] webA &

Al AE Eot UHEE—J‘A(Museum Exhibition

Evaluation Matrix)[33]3} 24 7]&% Q9 ®Holo] ¥y

=] AR xAL] Ralo|= 2] E 74 Az (Likert Scale)2t
MEYY T&do] HEE D, AFFATA HH, 4 54

(EQ). Ix1= 7IR](PV), AWAO] Tjjgt o] -8 Bl =(ATAWA),
AWAO] tfst x]&A %= OJAHBITAWA) 5 20230
;w;q O*E}(Table 2). ﬁ SRS u
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Table 2. Components of the Questionnaire Al A= st HIoF BF Q9lof Bl Aoz =2
Variable T —— P F5sion, AAY QAE I E S4do= 9l
age, gender, companion, frequency of 3 XAl &4(EE)o] AA] ZA|(ET)ECE =2 7= 9ok
Demographic museum visiting, source of ==
E K] RFO] A 7]-7(4 O] ARX [
information(n=6) | information, previous experience with (Table 3)‘ ﬂo] }\}‘—] 4 ] ] ﬂ ‘9‘—"(84 IA))
. photograhic exhibitions 7} 7}75)]— e~ H]_‘%—g ﬁ%cﬂiq
Exopﬁglltiatr;ce entertainment, aesthetic, educational,
escapist, healin . .
(EQ, n=1) P ¢ Table 3. Ratios of Detailed Factors of DOS
Perceived Value | taking photos & Instagrammable
(PV, n=2) environment, enjoyment & pleasure Detailed Factors of DOS Ratio(%)
Attitude toward Degree. of sat.isfaction(DOS), d.egr_ee Visual mise-en-scéne elements
AWA of lmmersmn(D.OD,. exhibition EA_ inherent in the artworks such as 84.1
(ATAWA. n=8) artworks (EA), exhibition theme(ET), (m= tones and symmetrical spaces
: exhibition_space(ES) 69.9) Inspirational photos of nature
Behavioral Intention to revisit AWA, Intention to sp I:ngsja Z Znods travel ' 55.7
Intentions recommend AWA to others, Intention — p —
toward AWA to upload and share photos on ET Exhibition theme consisting of 227
(BITAWA, n=3) Instagram (m= retrospective, journey and inspiration '
18.75) | Exhibition zoning approached by the 148
3 R It d Di . exhibition themes ’
. Results an IScussion ) )
) ) ] Aesthetic quality of atmosphere and 375
3 88%o] Alogt AERAN] ¥lw 24 ZAue] 29 (ES space design :
m=
Uyee Amed, oo Au|(76.1%)7F Yd=Aoz =9oF 27.25) | Ease of taking photos and Instagram 170
friendly environment ’
on, ZMH7t 2/3%8=(67.0%)5 Hasich gk
(63.6%) 0]A}2] MEAIIRFE <QA|LL APEIAI>(62.9%) S
e} 2T a :_1__ U © K{A]D}Z‘Q—ED]’—:’-O]L/]‘ S }\] 0‘215(85 2%) EO]- UH 7{3
QAERTHE Ao tigh AP ZFdE 724 Qlloh, e -
_ _ Aoz HriE]9lon, =ast tlatoA] <AWA>L= EF AA
83.0% HE0| APROIALL 402 ol BPgch g r WA A o2t AN :
off ula) MAIZUE(74.6%)7F £oUch MY 7ol 2

Aojrte] Fofzo] FFS 04l F ok B FA
o

(82.2%). A7} Q1| %(49.3%). 29l U SNS T2t _ 5 &

(205%) So| TFESiT. WY 7] Freie pp g (Table 4. difs Sadee HE dy

- =]
7183 o7} AIZkS wU7] $I3H47.6%)0] 71 g vl (engagement  BBTRSRIAN, 1 ARh 2%
S ARGI=Y], o]z ol =urUAS =aiEt ulg (engrossment, 72.8.0%)01LF 2™ =(Total
(85.9%)0] =9Jt}. o]Qlo] SNSO] 74 #ala olst wal  immersion, 55.7%)0] DJAA]= R3HCh <AWA>Of| Cieh

9uH44.0%) D AFRlo] Ojgt THAl 9 Al ol xiyjo] AF AAITHER 3 AAZYLE UKo =9t THE,

a 7_< a M - -
2(202%)% 5 T £7]2 &2 Table 39} 220] X474 &% OJAHBITAWA)] A% 89l

3adt vieh o] SNS U 371 W oAf Aol & w2 BIE AT, AWA AYZ(64.8%) 25 B
U Bat 57] 9uo) AR ofgelos Araqied), Ak 91o] ciEt A4l 27(96.6%)0lt B QIARL T A
2 HAlof tigh 20 R o] tigt Ble 74 éﬂoﬂ/\iE TH2H(72.4%)0] =9kt

A3 9 R(27.9%)0]Lt QAEI 2™ 9
B SNS(39.5%)7F i 02 w2 vla= E}L,it}. & Table 4. A Attitude and Intention toward AWA

gk EfQle] He 733 (47.6%)01Ht KW Yol oigt ATAWA Factors Ratio(%)
A H(33.3%), A9 O1AE} T EX XtH(25.0%)0] Degree of Satisfaction (DOS) 77.3
SNS AH 7Alo] =9 o]& Ey]i RAE9 o, SNS Degree of Immersion (DOI) 85.2
}\i Q%@' Kéi%—g—’é((f) 1%)5 H] H l“‘7ﬂ %7}54913} B%TAWA Fac.to.rs Ratio(%)
KR 0 2 <AWA AFR] Abm s |22 ojo)e} Intention to Revisit AWA 648
ALEAC < —>f Al "_Eoﬂ e o Intention to Recommend AWA to Others 96.6
7}i](76 %)= 7;’"%6;\1130:], AR A2 <AWA>Q] & Intention to Take Photos 93.0
Al T AES U 3R C=(77.3%) F715iTt. Table Intention to Upload and Share Photos 247
4 IE B 34, ) BRo2 2 B ua on Jgtoaram |
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Table 5. Type of photo taken in AWA

Type of photo Ratio(%)
artwork 80.2
photo zone 36.0
poster, ticket, leaflet 27.9
exhibition space (interior) 25.6
exhibition space (exterior) 5.8
companion 25.6
selfie 14.0
me and companion 10.5
Oek ARAOIRH93. 0% RAIS BstHA ATl
g, Yuka olY(57.0%) 2074-40% =] A}
o b

u} x S 42 Hl&2 Uik
(50.1%) = oL}, Amo] ulg2 14.0%0] H=Hct.
AR 1/4 J=(24.7%)80] I FEY 719
(58.3%), EXQlte] MA] T 489 57(52.8%), SNS9
Ef o] &AolAl A F7H(30.6%), B 371 AH4(25.0%)
59 ZA02 SNSO A o]u]x]E AAIgien, SNS 7}
24| QIAEFTH(78.0%)Q] o] 850

d
N
o
H
x2
fs)

4. Hypothesis validation

71 7450 9 stg) Babe TS Qe AAUE

=(DOS) % AAIZUEDON] chet 5t} 237 U o

RAE2 BAMstct 247t 519 23FEo|A Cronbach’s
alphag 74tsh Aat FAITE LA 0.972, FAZUE
oA 0.8969] =2 XS ATt SHAITE B QQ19] A%
Aol WA ARl Aol 27
HI. <AWA>9] ¢ S4(EQx} 7o) AAlo] st
AR ZHRI(PV)= LRIt} QAR ZHR|(PV)S] 74
(Table 6), tithpo] Aol AA] 749 AT &
off thgh Ag(78.4%), & A9 AAETHHEN &
I A HEs Soll de 718 Aul(88.7%) 59 &
S|A B30l ol 3] =21 37t
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Table 6. Ratios of Detailed Factors of PV

Detailed Factors of PV Ratio(%)
taking photos & Instagrammable environment 78.4
pleasure & enjoyment 88.7

s}A]gF Table 7oA AAIE i} 2o MK 02 3
FA(EQ] TR ATOIAE Tuks o ge] M IAP}
AU1%] S(56.8%)0 Tl ¥52 ol BIon, Ax
efefole AAe) diERQl S 288 Sde 9.1%

Table 7. Ratios of Detailed Factors of EQ

Detailed Factors of EQ Ratio(%)
Aesthetic 56.8
Healing 227
Entertainment 9.1
Escapist 9.1
Educational 2.3

H2. 71e] QA JIRIPV)E £248, FAUEE

3ok APl 29 3 AT Al

=(DOS)e} HEAE

HAKTable 8

7419} QlR|El ZHR|(PV)E HAI2YE(DONoLE §2jo]

NPT Bk @ of
SI5h 2t w4 7] 27
W2 A T H2

P

o wpn

e

rr w
=
£
o

o] AnAS 2]

Table 8. Correlations between PV and DOS, and PV

abd DOI
Correlation to | Correlation to
Detailed Factors of the DOS the DOI
PV (* p < .05 *x | (* p < .05, *
p < .01) p < .01)
Taking photos &
Instagram friendly 376xx AT79*x
environment
Enjoyment and 389+ 601
pleasure

Table 9. Regression
abd DOI

between PV and DOS, and PV

R? of R? of
Detailed Factors of Regression to | Regression to
PV the DOS the DOI
(*** p< .001) (x** p< .001)
Taking photos &
Instagram friendly RVAELS 230%xx
environment
Enjoyment and 299wk 309kxx
pleasure

(¢}

my

H3. 2Y7e) QAlE JIKIPVIE £842. AIAA 3
5 OJAKBITAWA)] §ojol3t g nlAlc)
o] uYe Al
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(BITAWA) Afolof q-ojnjgt 4]
o2 H32 71z+g9ich Est 7—!’ %O]Z_]'q A} BAS

Q5] g3t SIARA oA Sojujgt AuE x| Rt

Table 10. Correlations between PV and BITAWA

Detailed Correlation to
. eta . Detailed Factors of the BITAWA
ac F‘,’\r/s ° BITAWA (* p < .05, *=
p < .01)
Taking Intention to Revisit AWA -0.021
photos & Intention to Recommend 0.089
Instagram AWA to Others )
friendly Intention to Upload and 0.039
environment Share Photos )
Intention to Revisit AWA 0.079
. Intention to Recommend
Enjc:;r;went AWA to Others 0.028
leasure Intention to Upload and
P Share Photos on 0.023
Instagram
H4. AAZ2Y (DOl AARHEE(DOS)o| #-2fu)gh
YL UAh FABYEL ELHS MANEE
0.321x%, p < .01)& 571517] TZofl Hd= A== QT

B oLt AU REE B

= L.

059k gojolat AT

2 AFAIZHO.261%, p <

o

Fig. 4. Regression between DOI and DOS

H5. AAIUFEE(DOS)= |44 = OJAHBITAWA)O]
Qo]ujgt QakS njAITk Table 119] AFHEA Ante A
K]4A 1= 0|2 OJAHBITAWA)]

AE ol | AAEFT] AKT A D F5 QAL
(0.249%, p < .05)0] =etai A AJHAAE 7HHCE 2, HS
£ A ek S AARERe} Bl Hoist

.

_\;
Mo
in)
FE

AL obs fojulet AA(0.169)7F =2 E Al ook
Kok MAOHEG7} =oa2 ol AELTIEo] AR AA]

% BRI s CI daac 9 BAEYE
: B5 <AYBITAWAI] A% 22) 1]

1% Hlsb] Sl APl HAIEE l%ﬂ— %%—ﬂm
FoA AL MO, Sojujgt AT x| B3t

Table 11. Correlations between DOS and BITAWA,
and Correlations between DOI and BITAWA
. Correlation
ngttgilsedof Detailed Factors of to the EQ
ATAWA BITAWA (x p < .05,
** p < 01)
Intention to Revisit AWA 0.073
Intention to Recommend 004
DOS AWA to Others )
Intention to Upload and
Share Photos on 0.249+
Instagram
. Correlation
FEs:g;lsedof Detailed Factors of to the EQ
ATAWA BITAWA (x p < .05,
** p < 01)
Intention to Revisit AWA 0.037x*x
Intention to Recommend 0115
DOI AWA to Others )
Intention to Upload and
Share photos on 0.154
Instagram
IV. Conclusions
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