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[Abstract]

The purpose of this study is to shed light on the relationship between perceived value(PV), attitude toward
the exhibition(ATYCSE), and behavioral intention toward the exhibition(BITYCSE) through literature review
and quantitative research, focusing on <Yumi's Cells Special Exhibition (2020)> as an Instagrammable
exhibition. The exhibition has strong entertainment experience quality, and taking pictures has a positive
correlation with the satisfaction as well as the immersion, while sharing the viewing experience on Instagram
does not influence on the ATYCSE in terms of the PV. Satisfaction also has meaningful correlations with
the immersion and the detail factors of BITYCSE. In particular, it can be confirmed that the storytelling
factor occupied a superiority over the exhibit factors or the exhibition environment of the Instagram-friendly
exhibition, and through this, the importance of storytelling was confirmed. This research unveils implications
for the influence of the interactivity and participatory features of the Instagrammable exhibition on the ATYCSE

as a potential factor of PV, and the importance of storytelling in Instagrammable exhibitions.

» Key words: Attitude toward the Instagrammable Exhibition, Behavioral Intention toward the Instagrammable
Exhibition, Experience Quality, Perceived Value, Instagrammable Exhibition
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I. Introduction

“AE(webtoon)' = I Afo] E(website)oll FANE o]u]
A mtd gAlo] njrjoi9t gksHcartoon)ol2ts 27t A
=l gofolcH1]. AE2 1990 FHHEE] Y Au|A
o] ey} ghEe] QY gkEl, el gy, R
e}, ‘weid gl S 2Ee ou|g Aglon, ajuet
9] Aol <Ak 7H(1999)>, <uFdEF2(2001)>, <}
H 2 2(2002)> 5ol £7] oMol Aol sHFerH2]. o
T F2U19= QIgh ARE ol AF9 7htE 4%
Zo]7t 7HAlg} =it sk RI= 715 (0]st KOCCA)o]
SR BuA(2021)[8)s et UeS SEA et
ozt Z2419 o]¢ 20204 <AF9] & 12] ol%f o8&
(64.5%)2 =219 odat vluwdls of
11.6%7F 57H=|9= w9t oflet, &z 2 124 AR
TeE SoEoic

AE AR Aol A Ala-g9l AolRt HeA
AN AR FAIE Havt . &, et AE A
DA g T FHIRO] AH|2RE oofeh EfHA
tol9] YA ERlzzA9] F&oz Sy Qlot o]
AL x|AxjAFH(Intellectual Property, ©o]s} IP)o] ot
< UiA Aoz #8EE 72 Qulsh=t], K-9&2

Sho) g AulAS B3 22 1 W EX Ao
FUF YRS WA 7Ptest Uolsl Sof AlolA] &l

st 2 9Iri{4]. T3 AE PO AAA SRl AE SAlel
619%7} 241 AAt2o] sy o] & Ade 2a ek A}

cojol, A, A2, BAZ, A Al So2 Yets
P Ale] Afdoe EAEglt) olE Sof, <2t ¢
lsbI2013)>, <dlat &|2017)> So] dsheet opat
<0]A8(2014)>, <oJefjd Z242(2020)>, <ALIEE(2020>,
<gulo] JEE(2021)> S AE YRS stz 3 2
B2 42 Aol s

A3 9H elx 2R AS Po] 2 7hed| <guje]

SARA ARl sttt diolH F= </olef MES>9

S F8eF Eefubes 7R R =] 5 1609 Zi=ol Yl
=i, Eatop AIE1(20219)2t AlE 2(2022'8)7 £
© ol&, W ofydlold, FA1E, VR 5 Tt SRS
Soll AARY 22 L Q6] 2020'99]] o] =2
<90l MlZs E¥7(2020.07.15.-2021.05.30.)> 02 of
o] 2esion, I=it 19 oM 24T Z4 ants
=1 53icH(Fig 1).
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Fig. 1. Poster of Yumi’s Cell Special Exhibition and Exhibits
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II. Preliminaries

1. Related works

1.1 Trends of Instagrammable Exhibition

9= 3.0 Al (Museum 3.0)2] =2fet &7, 44 Y|
EQJ3 AH]A(Social Network Service, 0|5} SNS)+= &
A9 A B= Fotoler e AV M2
== AWshl It} 53] SNS 7he &7t AREAT 139
941 39 qF ©§(20229 7|%)S BR]t AAEH[7] A
& MZ AtE $Aes o FAY 75, 55 Aol
A, AR wo] sk 253 A vto]E  opA[E(viral
marketing)o]] Tt JF=[8]o= &g #at opz} <l
AERIHE A A|(Instagrammable Exhibition) 21 &
2e A2 799 AAE BA7=0 423

Y71mjc]ol{9]o] 2JotH, "UAABFTlOiE 2 QIAETD
ol AXZTRRE ZFXI7E Qle(worthy of being posted
on Instagram) ¥ ‘QIAE}T= XIg}A(Instagram
friendly) S ojjatn, SoUst HelofA] ‘QIAELT2jo2
A UARLTR AR ARdgt ARKlolu QIAARS &

2 2 9t A2 942 2 AAI0ILE AR
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T o 2E(pop up museum)o 7|¥g FH12] A2
JAHE AAlE gIRE AR 5/80] gt 71= Al
IEst[13], Al 2E=E 2 AA] 712, 9

Aol A A&, AN EAolu HeAgAdol 4

=(14], J2E738 AlobA HA] $4[15] 59 542 A
dct ol2igh §44or Qlsl WA AEA vjsdolA
o TAX| AA| WA FERYE Yo} 554 Aol ®
= ealel THATHWOME WA oE 2 1 o
gto] wigh 2 hgEIci10]

201798 7180 2 The Color Factory, the Museum
of Ice Cream, the Museum of Selfies 0] A|55=
AAEIZHE AAlE Ol= H=AlE FHCZ A143]
SAtE 9=, o] 7120 the Museum of Ice Cream-&
125,000709] AAEZH AlA]Zo] T A7t A= HA
QIAERIZOIE RAjo] dafele Ysalagich. 2uje) 7
L <Sugar Planet (2018)>, < o]&<& w7t mz] <M
(2019)>, <24H3] A MHL(Accidentally Wes
Anderson(2021)>5-2 A9 AR @4 I DAL,
AUAEITE Aok HA] &, &7 Aol AlsshH
At 3ol tigh A7 meioly Bl s-Rste =
Aol 815 FHAIZIT16].

g AR E/do] Aet 717 HAlof| stk QIAE
s HAlY] ik U 7] U B, A
Ago] Wels 7PgE B8t ofu2t AEAQl Ulse]
A= 37dAR1 G2 UIRIAL T} ol& =01, 1Al

O 1w oo=2a

olr

S0]& M (Hirshhorn Museum and Sculpture Garden)
ofA] 7§&]" <Yayoi Kusama: Infinity Mirrors (2017)>
U Zejols P (Mori Art Museum)of]A| E3H 2otz
of £8JX|(L. Erliche)®] <Seeing and Believing
(2017-2018)> 52 QAAEIFS ¥]XeE SNSE 53t &
A3t B gqtor F 28 gats ARG AR A
&, 9= T ZEHER FAH 92 A, 299 1
guist A7t w7 5 AbEo] umlE AZA s
#InfiniteKusama, #infinitymirrors, #Kusama S9] A4
g SHAIE = 9ATE 7} o]%2] SNS Aol FREL
On[17], 475,000%9] X718 Fiko} 6,566%2] 3] 57t
5 PAFO8 29 #o2|0]eH,
#fmoriartmuseum, #leandroerlich, #Seeing and
Believing 5] SHAIE| L2 AAISES o Bl=47} 7H =
A ©o]u]A]= <Building (2011)>0]+ 2401, UFx] A
2 9Jof ofef gl ZAY Mol AE| A A
Fhe vsmoR PP ¢ FEU0= AgIow,
g 482 UAE T} SNSO| F-R-E T

rlr

==

]
42,

dl

r

ettt AEA Feb7 o] tigh QIARFIRE0] FeFele
Qb ofyz} "RAIY An dlo](Museum Selfie
Day)[18] & SolA = W5 =1 It 20140 vz of
57} 92(M. Dixson)[19]0] A&l "B An] glo] =
o 19 170 7HE|E]= S3ARIY], A Al o9 Bk
o A ojao] Foldo 2 A o Ao R Af]
Al =9Aet. o] A= wEAe] AFoA ZElpAE F o
A4S duRos Te|u Fojdor sfAst Autg
A E A SAJEf (#MuseumSelfie)S AF2-5A] SNS
o Zfohs AUH|[20], YF 7]HoA= diEo] SNSO
AN A ou]x|E 71X &-8akar QT

1.2 Yumi’s Cell Special Exhibition

2020 T2pE Ala MEAAN ZREE </Ol9] NEs
SE>2 20158 =Y AE FaL 34 & sl ol
o A7He] Yol flE <Rulo] MzE>S A FEi= A
. 7] de2 FA Relg 349 7 R B2
5002k 7HE 7] E5i=d], et 30tk o4 FRolet & F
oM Role] Y&t S SAIsk= 200789] Alaof of
gF AR 0] PAA ok FE <R0 AlZS>9] Al
A ot FEjo] EsiAT|Cojz Aid I T
=4, 2 5 7P tiasQl 2EEIt 82 <[0]9] N2s

o]

|z

ofd2 1 Al HAI2 AAlgo] 2YH stolBe]
210 shgshe <ROl9] MEs SEH>9] 42,
ot 4. 29 R Azl =AY ojojof, €9
Edo]d, HAluls, 2D ofiyuold, Aoy QIEf=E]R
ojojo}, HElATH B e Fo] HAlo| 2. 22}

Ho
[> o |n

o oo Afo|ES g@stn 9t @RI} AA
202041 222 0] AA] EJZ) Wolat clolelo] ojst,
FA BB <Qulo] ALE SWH> 1915 ARG
ATt WOk 8.4%% HACH2). E3F GRIETA
o ofstd, o Al WES Ff A4eHA fo] o
mot ofje} Gl ZARISE 417 olsiE 4 9l
S99 Au, QA il o acs A AR
clost Qe BRx2 QIE & Solo] A
sPA Aato.2A, MZ Ak ol Baely B
u]& 77.5%, MZ Nt 78 u]& 86.1%)=5H 2
9icH22).

ojo] ALE SEA-S Phe] AA| S & FA
AR omacz olzofdl A TYElolck A
19] %90l WE <f0jo] AZE>0] chet e
Aol Al SEA, 019 AL, T 7150]

P

X

44

EE
g =

e

o J

1

28 e o2t

e x

U o> ug‘% o Hr &

=

7

for o
olo
o

A
Jo
]
o

> P
1 ol
ol &

)

e
p-



30 Journal of The Korea Society of Computer and Information

o} I A7} ol 52 A2 B ok A4l £ 29] 7
9 WEO] WY AAQ LS| Tt A eje (el
A AR, Al AL R, Zete) A7t A, Zolo) chof
A, gl HP)OI oleowq umuuu A2 &Y 301

’é)i %WHO*E% —OI < UH *li
A ef S/do] AJete 9] w2, &

= Ewx>0 xh 6:]
2 2w’ v g [e]
LSS QlEfEln jcjo] 2 it Alo) 2o B
shE2 S2iEolr oS Sof, YAASL Ale] Zafe)

A(Prime Cell)& 7] ¢of], 715t A7 RARL A& &
A R|Alof tisf st Al Fofd 4 Qlict ghH A}
29| 'Something Good'o|3t o] i 3eto2 ARE

goid =2AA ojg 7]gt ojgjoje] AL, wHMSo0] O
uje} Solof £olg W e S WHT 4 YUk

III. The Proposed Scheme

1. Research Issues, Research Model

A daMz Aot Asg A123-26]= 33 &2
(Experience Quality, ©]s} EQ), ¢IX]=l 7}X](Perceived
Value, 0]} PV), UH&(Satisfaction, o|s} S), A|&A 3§
= 9JAKBehavioral Intention, ©|s} BI) 59] ¥Holog L
e A 292 Sl #eie dFRle EdlckFie.
2). 7(1/\] %702. 7(1/\]1:1}_75_5 al ;qz\_ﬂ 3145 g],qoﬂ z=Q §_}
Jaot sy A+H23]9] B¢ o

Fel= 4o FA(EQ-> B

]. Pine ¥} J. H. G11more(199 )7} Ajorst Y 71X1Q] A
FA(4Es)[27], & w5A 73 (Education), 738 ¥
Entertainment), Y&A ZA3(Escapism), A0|A 73
Esthetics) 02 2=%tH24, 28].0]0] £ A4, 3E

B0l a3t Ul 71K 2 Jeol AFEHIC,

7H0] Z=IpAl vR2a} L7lo] E
Ly

Py

H1 H5

Behavioral
intention

Exp. Quality

Satisfaction

Fig. 2. Research Model of Previous studies [23]

M2ollA] 7] utet o), QIARTIHE HAl: "
AERTIRE Aol AL ARlol QUISEE EE 4 9l
AP aag ZIE AAl oot P37} AIZolq AR
I U2ETINY] Y TR = JAERIUE
AAIS] AR 7FR](Perceived Value)oltt. ofof] &
ollA= AA] &goliAfe] AAX]E 7H](Perceive Value, ©]
s} PV)2 RhE 7o) WAS RARRH AdeY A129-31]9
RA] AR ARsto] QIAETIRES] ARG HEfE et
sy A8, 215 WY, AR ZFH TUAEIfA
o 43 7T ARIE 7ROl YA Eo AT
= A ZERI(PV)7E He7Re] Aol oot o]§- Efmot

A& 34 Aol wejojet eFe iRt A3 A+
off F=3om[33-34], 27 20] AAIE A7 ZFoflA A
3 FREQ. AR ZIXI(PV), THE(S) 5] ®iflo] g

o) A|&4A WE GALE olEsht] MY Aoz AN

o
S

|

(Attitude toward YCSE, o]at ATYCSE), X|&A 3§z 9]
AKBehavioral Intention toward YCSE, ©]5} BITYCSE)
S| g Wolg FAoR ¢ elArtIo]S A o
3t ol 23S Aokl

189 1] <golel Az
ool Tize] HA] o
3 vigle mAEoz Ao o 5o, Al o
& HES FAUSE T AU Y ATz
F71Eglon[35], o % 7] Qole Agejda @
2, 7127 a9l @73 991 5| Al 402 Py
QICH36L. A4 5 ORHBITYCSE)S] A 9ole, 412}
ATI2OIA ABE AAR S ool B Q9
(YCSE Rt A}, EfQlof] oigh AA] 24 9JAL Q1A
TS A AR QJaho] =TEIOH, et Hel
S0] Zohd At B> 27 31 Zti(Fig. 3).

ed Value Attitude toward the
YCSE:
1) Degree of Satisfact
n 2) Degree o o mmerson.
ram

Fig. 3. Research Model

2. Hypotheses
2 At OA T]ed 2B TN E HAY B, &
QIAET2HE AAIQ] QIX|H ZFR|(PV)7} FA] o] & Ef
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S(ATYCSE) 2 A4 35 QXHBITYCSE) of o}l
F2ig pashed 1 242 S 9ok olo] g 7}
A|(PV)2} HAo] & Ef=ote] HAVY, AAIRE =t A2
Qzote] WA, AAUEE} A4 S olajere] 2
A’dE A5sP7] Yol &k 22 A+ 2AIE AlZIsie
0o, A7 TAIE FACR AAH 7P ' 10 Q9% o]
9JtHTable 1).

A7 Al
ARA7F?

At A 20 AAEIOE FA AR THR]= A
AR PAPIO] =717

At A 30 AAEINTE FA AR THR]= A
AlZ U= AP0l A=7H?

A Al 4 AAEREE FASUES Fojuleh 4
TEAE 7HR=71?

A7 Al 5 WAUFREE A5 s Atet fojo]
St AEEAE 7=

[

11 AAERIHS AAY Q)

o
>
)
N
>
Ir
o

r =

JX-X)NY-Y)
VEX-X)2(Y-Y)

t:’l’ n

Fig. 4. Pearson’s Correlation Coefficient and T—-Distribution

= 20J4] B wlof o, 1x} ARl 9ol o
:rLEﬁ]oHH HE 7(11\] J,}a:] A}K{ 74 oJ 74%4 uxl(EQ)‘ cﬂ
Al 7ERI(PY), FA] o] & EjE=(ATYCSE), |44 s 2
AKBITYCSE) So] 23t%]9lon, & 59550| HA-ExALo]
Rrojgick. 1A} d2zAl] QLEAS Hug e,
1A} AEzAto] ojgh deAfolxte] 85.4%= MZ At
oIt =Hl, 53] Z At Aol&(71.1%)0] Y=A]
02 QNI g Ju] SRolE o14(84.9%)) T
go] JrjFo2 it

Table 2. The Component of the Questionnaire 1

Category Elements

D hi .
emagraphic Gender, Age, Occupation

Table 1. Hypothesis Settings information(n=3)
No. Hypothesis Previous Prior awareness of Medla. 8.(.Art,
- - experience with Frequency of visiting exhibition,
H1 PV has a correlation with DOS expr)\ibition (n=5) Companion, Motivation of visiting
H2 PV has a correlation with DOI exhibition, Information source of YCSE
H3 DOS has a correlation with DOI Degree of satisfaction, Factors of
H4 DOS has a correlation with BITYCSE Attitude toward satisfaction, Degree of immersion,

3. Survey Design
2 AFE AAERTHE AA9] E4do] Al o] H
E(RARER 3 AAERE) R RIS 3 oAt o]

5
A YRS Aot 1 BAS £ ck ol o

7MY RO TN F 67592 o=, £ A}
Aol A 72 Aslol2 E5 229l MBEAH20204
119 3¥~11¥9 11¥9/2021'9 3¥ 10¥~39 15¥)7} %15y
SOITH37). MR RE MY 23} 2E 5

A & (Likert Scale, 174=0§2 59J51A] k2, H&=04¢ =
oy} WgEIglon], ATYL VT BT AT 2N
ARYEH & A7t Qojekg 7% (p-value)S S3l wQl
Aol tigh 7S BEST ARRAe] 4 4
150 Sl M2 2 7lo] FRAS 7 230] B
ZFHA] Foz e mojd  AMA4(Pearson’s

Correlation Coefficient)E &5 5 17 Alg]rt
oletE4% (p-value)= =3
SicHFig. 4).

ofm
ol
——1
N
)
e
o
ox
o do

YCSE (n=10) Degree of Fatigue, Preference for

exhibits and exhibition zoning

Intention to revisit YCSE, Intention to

Behavioral Intenti .
ehaviora ention recommend YCSE to others, Intention

toward YCSE (n=3)

to upload photos on Instagram

2AF dE RAO] 73 {Table 3), 1A} & ZAutola] A
FArodALe] 70% ool ZAItEH: g wal, 200h W
7 00S o MRAAD} ARHC 24 4eE

A9 739, 17 SREAATO FUSPA 8] SHoAE
oPY(71.3%)0] BEEol HhHo Ut S5 25} A
2xAk0] 749(38), <QUIQ] MES SWH>9] QIAEET)

o AAl] Chet RIS 7R, QA Dol A 5
X 3 o], BRI AAE 2 T2 2] Qe 5
= 4% 2go= gt
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Table 3. The Component of the Questionnaire 2

Category Elements

Demographic

Information (n=3) Gender, Age, Occupation

Previous experiences with the webtoon,
Previous experiences with
Instagrammable exhibitions, Motivation
of visiting exhibition, Companion, Usage
of Instagram

Previous experience
with exhibition (n=5)

Experience Quality Entertainment, Educational, Esthetic,

(n=1) Escapist
Perceived value of Taking photos, Sharing photos on
YCSE (n=9) Instagram
. Interaction with exhibits, interaction with
Interaction (n=b) .
companion

Hedonic and entertainment feature,
Interaction between exhibit and visitor,
Interaction among visitors, Emotional

and cognitive response, Comparison
Instagrammable exhibition to exhibitions

at art museums, Requsites for
Instagrammable exhibition

Features of an
Instagrammable
exhibition
(n=10)

Degree of satisfaction, Factors of
satisfaction, Degree of immersion,
Factors of immersion
Intention to revisit YCSE , Intention to
recommend YCSE to others, Intention to
visit the Instagrammable exhibitions

Attitude toward YCSE
(n=13)

Behavioral Intention
toward YCSE (n=3)

4. Frequency Analysis

1A A2 RAle] WlE B4 Adle] 5o 8- Amur,
R ofste] HZATARHA7. 7%) = 2-3'do] oF WA FA|
= Yeksh=
0, ook 2o AH94.8%)= AAE 12t 5 HAof] of
3 AP %o gigick. YAt ol oigt AR 48 2 ol
tieh =2 A2 %(70.8%)= 33| At T 5712 A

B30k At TR0 B Qe TH(38.2%)01Lt
QAERTH26.7%)2 S0 M| A2 Bugon, ks

IX K02 mIISic Table 4). ia]E“
d 2%l 7le el ¥4 a9l V|E= fE5iA TS 2
g HHT AT, YL rﬂo+ SECR B D
3 % RE}@. 7= AolE
AEefRlyg Q9] &
uixlel A B3F
HAl 273(8.1%) 59
04% 71—7(10]}4

23 5] Aza%‘%(zse)%) g
) Hls) s Bhsisict

A=
SRS

873 aglo] mep W1 8% o %
0

(3.0%) 59| 712 9] ujs}) YeAlRtzRE Lo
e Asac,

2T NSy Aol FRALUI AL AR
2 AISkEQl A B 5 A 83T BE AR 89

‘W78 93 (occasional visitor) of SlEEY.C.

o] ~Ea]FE 8R10] vlsh A 71 Arh= 7401Ur. o
Al gogt <gujo AES SHA>0| YES 7]
fros Atde AAlel7] miEe] AAl iﬂl%‘%J g
Z0] =oIth= AMAS AAKSH &0F FSF T2 shHo 2 =
HA| 7R SR E EE S FA] 7 &Y Wojy
ol thet 7id B878(21.3%)°] Al7]=|%17] wzoltt. A
o] TiEh 35 WAl A9 I40.29%) olste] H
AR IAETHES RS SNSE o]8st o

Upebgtt

Table 4. The Attitude toward <YCSE> (The 1°' Survey)

Attitude toward YCSE Ratio(%)
Degree of satisfaction 64.0
Degree of immersion 49.0

Behavioral Intention toward YCSE Ratio(%)
Intention to revisit the exhibition 73.6
Intention to recommend the exhibition to others 97.3
Intention to upload photos on Instagram 98.3

27F HRAAY WIE BA Ao 2 gL A
9, ABFolrte] TiriE2.9%)7t UE Yrto] et A
Aol gglon], ERolrle] s HE(52.5%)E <
AERIEO}2 AA) Chet AV ABS 23 ok 59
o] ot AP ABE FAlo] chet Aol 7|k
(83.8%)2 BATS Wt ofUjat Tol ThEt oA} 27
(68.8%)0l= FRS DR 20 B E7|=E o]} A

7o} 28(86.3%), ¥ A :71(66.3%), ANl nF
9 SNS 59 AA] gt A 271(50.0%) So] 49
= A&osurt

AEAOIAY] ARE(61.3%)= AAEL IO HA]
o RS YA, ko] Aot AAl 57
86.3%)Lt HA|Q] FQ A(83.8%), EEZE(47.5%) SOf
& AR QEEI} 2] Lepdtt Aeroirie] suks
= QAR WOl 2-8/4(53.8%) l tisl 588 cz
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Al 73 R A AE GA(60.0%), A0 WiAiE EA4=
o A0](43.8%), FAIEe] J2AE(33.8%), A AIAl
e AR oz Miqdet A2 RY(31.3%) 5]
HlE&2 R ERF AAE NS RAY 71K
oA, AAEFTNHE FAS] B4 27102 AR
off AT ZEE(21.3%), FAI=(18.8%), HA] Bt
(32.5%) 5] F82/d°] A=A

Py m’g
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M

Table 5. The Attitude toward <YCSE> (The 2" Survey)

Attitude toward YCSE Ratio(%)
Degree of satisfaction 92.6
Degree of immersion 90.1

Behavioral Intention toward YCSE Ratio(%)
Intention to revisit the exhibition 62.6
Intention to recommend the exhibition to others 90.1
Intention to revisit other Instagrammable exhibitions 92.6

Table 6. Satisfaction Factors of <YCSE> (The 2™ Survey)

Attitude toward Exhibition Ratio(%)

SF Webtoon based storytelling 16.3
Entertainment feature in exhibition narrative 16.3
TF Emotion recognition technology 7.5
Projection mapping technology 16.2
EF1 Hybrid feature of exhibition 7.5
Participatory of feature of exhibit 235
Exhibition circulation & Space design 8.8

EF2 - -
Instagram-friendly environment 3.7

Chck HERolAtE <qolo] AES SWabo] AAY
xeo] ol 01 FYR92.6%)02 B7IOm(Table
5). SAlo] FEHel ulamel g Al vls) ok
(90.0%)7} <§ule] MES SHA>9 FAREET} O &
QITHIL ST WX 2L U /|2 s vlnd
AiHTable 6), ~E2]= @17} FAIE Q9l0] 292
A3k AEEEY 891(32.6%). HAIZ 221(31.3%)
7167 291 (23.7%), TR 291 (12.5%). 53] <§0]2]
NZE S8A>9] QAELIolE S4(8L.3%) et o
2} AAIZe] Aol S2(90.0%)0] MAREEA] A
o 9L 03l o2 Uehdth ol ol fo 14
(58.8%)L -9uutu] A=(75.0%) 5o Fois %ol Y
Aet HAIZE HPAOIAIZRE Yo FHA vhg
2 ssg

FAZYE(90.1%) E3t HARE R} SR 2702
019 7 BIEIQlon, SUG Wi AEejHY @

(47.5%), A& Q21(23.8%), 71=% Q21(18.8%), £

A 901(10.0%). E3F AEXARISL <909 MES
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Table 7. Features of Instagrammable Exhibition

(The 2™ Survey)

Features of Instagrammable exhibition Ratio(%)
Instagrammable exhibitions make visitors feel 80.0
free to visit
Instagrammable exhibitions have hedonic and 98.8
entertainment features
Instagrammable exhibitions stimulate 975
interaction between exhibit and visitors
Instagrammable exhibitions stimulate visitor 825
interaction
Instagrammable exhibitions are more emotional 66.3
comparing to exhibitions in art museums
Instagrammable exhibitions are more cognitive 34.2
comparing to the exhibitions in art museums
Instagrammable exhibitions can be regarded as 95.1
art exhibitions
Traditional art museums need Instagrammable 53.8
features

QAERIZol A1) jojo] et B B9 A9,
ik4o] BEAOIRE3.8%)E HA] AIoIAY] QAR
Aol Al gaRiolut Jo) ofs) 2 WL
Bolch o2 SY, BTl A £E oled A
Aok FUsHA 717D 4 9LO](95.1%), AT Bl
AEA ole FAGNE QB0 S4o] Bast
CH53.8%)2 EFon], F3M02 QAEII0E A
Al B4 22to] BAAQl 93RS UIRIA] UIITHBS.0%)

5. Correlation Analysis and Hypothesis Validation

© A7e YLEEHE FAY AR ZHRI(PV)<}

HA] 0] & EJ=(ATYCSE) ¥ X]&A 8= QJAKBITYCSE)
19 WS mgetey 1 BAL £1 9k oo ¢

Ag ZRIPV)S A o] ENE(RAEIEES HAZY
S)ote] A, FAAEE AASYEY WA,
PSR} ALK FS Aete] WAYES 7] o
5 49T bdol U e B9l A5Hh

2]

HI: "Ale] QIRlE FHRIRbY & 2 Bt e 3
Q)= MA|UEEL QL AHIHAIZ /1A Folct
£ AN QAR HAlo) Ey S5 A
A2 7vtoz UL F AV 2 B Aol
92 REQITE WA U 5 A 2ot i Al
Foat HAIREE Rofe) ke HH@% A, A}
A9 2ok FAAFEZIOE Fo) %
(r=.250, pe.05). o] Azke WA B % %%'s}% AR
27} ZVIAE HAURE L & ARS ) .
AEFoAES <RO19 NS E‘*‘H>0ﬂ/‘1 A= 23

L =

ool‘ OH o

517] 9ol 58X 2AF F3U=T(r=.252, p<.05), oflE
S0} At AFSA(r=.357, p<.01)2 AU, AAE
9] BAS wuKr=243, p<.05)5k= BE-S ARRlo| Tobct
(Table 8). 81 Q1 AE}TI2RofA{0] Wt 7&o] o= A

AIRFE 20| FF2 DIR|A] Lok}, T-testE Aledst At
S0} WA thA 7HK]9] AR =

o A4y & (Table
8)ollA= qoulst FAR LAZE =EEA] At o]

HIlAE AfElo] 29F HAIRHSEZooh Rojolet At
AP} Selgone, HIe Aesa 23k

Table 8. Correlations between PV and DOS (*p<.05,
*xp< 01)

Detailed factors of PV DOS

Number of photos taken .250%

Taking active pose for taking photos 252
Taking photos of interacting with exhibits 357 %
Taking photos of imitating exhibits 243*
Uploading photos for a daily record .006
Uploading photos to share with others - .007
Uploading photos for cultural life display .016
Uploading photos to interact with exhibits .044
Uploading photos to share exhibition information | - .020

Table 9. Correlations between PV and DOI (*p<.05,
*xp< 01)

Detailed factors of PV DOI

Number of photos taken .298xx

Taking active pose for taking photos 264%x
Taking photos of interacting with exhibits A50%*
Taking photos of imitating exhibits 292
Uploading photos for a daily record - .065
Uploading photos to share with others .090
Uploading photos for cultural life display .078
Uploading photos to interact with exhibits .010
Uploading photos to share exhibition information | - .038

H2: N9 IR R &9 2 B A8 3
Q= AA2YES YTWAZ 7H ol

T 92 FAY AAERT0IE JHx]e} FAIZYET
HUUAL YERREDL. 423 £ Q9710) R 2

PR L I
e ATEH, W 5 FYshs AR 47t weas A
oIAtY] AAIEY et A53UtHr=298, p<.01). EgH
PAEYETE =245, AR Y2 fol 58400 2=
S F31on(r=264, p<.01), MAIZ}2] 4S4R8 (r=.450,

p<ODolL, HAIZO Thet @(r=292, p<Ol)3hE 24
2 APf10.2 7|2 3rHTable 9). 1|5t Hie| 2o} opit
7A|2 Efelzte] B FE BRIl TR R AN
So| T FYe] BR9 WA A JINIY A 3%
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(Table 9)olAE AVATF £2EIx] 2I9p7] TR, H
= ApEel] 23k
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£ A0 FA] 0§ ElEt AAIREEDOS)S} HA
=(DON2 PYHSICt. of F 7149 ol§ Ej=e] o
UL PN AT, T ol§ Bl o] ojujet T
Ale=473, p<.01pt =2ECE Bot ofe} FA 2
£ A Al 7RIS BY ST AAREE s
p<.01 9] £72] ATTA} ik AMlo] Hlelolct
(Table 10). 29 A Jhel. e 29 4o
(r=.331, p<.0l)= o2 =] SFEte 59| 50|
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Table 10. Correlations between DOI and DOS (*p<.05,
*xp< 01)

DOI and Detailed factors of DOI DOS
DOI A7 3%

Engagement 169%x
Engrossment . 185%x

Total immersion 33 1%

He: AASSEE K44 3E oxet o] BAS 7t
A Folet.

HAREE(DOS)eH K| 45 BB ojxje] Al &= 3to)
NTAS BHG AT A4H BE oJrje] AR Qe
5 <gulo] AmE SWA-o] OiF EA Jal(r=.409,
p<.01)7} 71 £ AUEAS 7100, 1 ool Bt
OHr=309 peOl). Efolo] cigt FH olAi(r- 352
p<.01) 59| QIoJA = HA|HE T o} goju]at o] Abgt
WA} FAUE|9o B2 (Table 11), HoE Al Qe

Table 11. Correlations between Detailed Factors of
BITYCSE and DOS (*p<.05, **p<.01)
Detailed factors of Behavioral Intention toward YCSE DOS
Intention to revisit the exhibition .309*x
Intention to recommend the exhibition to others | .352%
Intention to revisit other Instagrammable exhibitions | .409*x*

IV. Conclusions

ok
2 [o
g P
S
£y
20 o
Oljoo(.)El‘.
o & §
53
= 20>
821
E;N
Ly
2 g °
ru[m
r_>i
>
lo &
O,
2
1

AT %L%‘ 4*}943 JUI FEEAIE 7R

48 S2(EQ FHM Fo)do l I </Ol Alzs
SEA>0] ok AR ZRRI(PV)= Ao A 161t 52
P AP AT Y % Ane ool U
A%o] 292 AXET 71 A5 A olstu,
Eé]. % AHQ_] EE]-%O 7(1/\]13}_,_5 al xqj\lgl_olgg} 01:4 1\1-
TAIS 7R e, 53] AR 99 =0k E%”%
ofsholtt. BHA QIAERTIHoMO] I e &
AR 3 AASUEY 571 Fololgh 0"563:3
AA] S5, of Aibs AATER 3 FASU=Tt =
255 UAEIR0 AR AX R TRt E A=
ot IE Aol A321 UAISHA] oktTt.

ekl 2 A7 JAEIHE A oA/
S/go] T Bieof] njl AR FIH2
22HE ALY AR ZERI(PV)ell o Mz=
AAPES 2Rl oIS S0, datt Ared 54
A T oA EFAS 588 FAIRA A=
Asto] HAlgd Jerrgstes fEsion], AR
2 H U 2 JAEORNY T G S0l

rLE

l‘

H E rlr -[m

Dl
Jal
K%
i)

oA
O] Al

PR 554 HolshRolk. o] ikt 33 X
ZIRIPV)O] AR 2 2 AAETAOIN ] Bt Y]
99 W MR S0l ZRY 4 Uk N5HS

AALel =Tt

AR Z719E9) QIAERIE S Ao siEshe <]
A 9i2(Accidentally Wes Anderson(2021)>S T
Asg AH32]9] 73 AAl=EY] St A RA] #750]
Al AEEYET 205 ARt sHRIg =gt 2
obs 22, & A9 AAEERF AAlEU =0 tigt
e A AoMs AELER Qlo] AAlE Qo]
U QIAERTH ZIobA AA] ol sl 2915 AR5
ol <7ul9 Nz 585> tig/dol =2 e P&
L&A xﬂ:,udgm% il ME} A FhE et o]
AE, AI7ARE] A5k of/d =(82.9%)0] v]HYE A
E2jdgoly 7‘“\] BIEISA=E H £ AjolE

Stk A2 Yulsitt. A= 7.;#% QIAEITRY Alst
A A 70 gigh v]Eo] =2 AR HE HA9

\_.

H=

=
St
=27



36 Journal of The Korea Society of Computer and Information

HE AgelEele] dsta 54 AR

A2 <meba EepLk 22 ol 2o| = (2022)>, < 52
o J2jH, 77] (2022)>, <Miniature Garden (2022)>,
<ojyLojujA mFAME (2022)>, <Hallyu! The Korea
Wave> 5 SNS mE & ol|o] A S FAloR, QIAELT
A= HAPE AR tefd SAl0] dFE UlAAL Atk
S| F=9] vlgeg]ot & Y EN|e(Victoria & Albert
Museum)ojjA] X188 Z9] <Hallyu! The Korea Wave>9]
8% <70 AY (2021)>2 BIXSHA Rt T 3
g}, gof, =atu}, T 5 2000149] Alzo] AAlE| 1 QJct.

A P 90l 9715 AAEIR0] Z2f= HeE WA

— - o
E35] 2711 2 A A= TIHEL HA)0] AojA
E2Jo|ut ofsf o), stafstn ARl A AES M
SH= vie, APE &0 gt AZolu BHe] Tl

AAle] AL

(o]l
-

e (o]
UR= Zo] ofet WAKoz 33
o] FIA] B A % ool = A 3
ok A 71U A, LEES MRS, QA
= E)1 OMIES Fol HAASe| AAEETY YRE
=510} 02Kl JIAER T} AA] IS B
Ic}. 0t ofje} o} 7|zhe FIAI7]E A BAoIA
 AVE] ol ot 879 QI AEE T3 AlabEl MAl

Bl

Dal o
M EEIZ o -

$© o

[2a)

2
o

off o H1 kI mp @
o e

o
— \d
==

Ol

rr
;
a
)

n

(e}

d°
ol
p——1

S~
>

2a)
il
o2

ol
o,
N
=
i)
i}
&

L]

e
-
rr
b

rr el
r>|
>,
s
%2 o
>
ot

— mlo o
ok
T
St
=2

>
b

&ll
i)
=]
39,
ro
[ >
m
[d
o)
=)
e
2
>,
)
=<|DL_:
19
e
o Ja

E

ofh H
)
lo
=
o,
o
o
Jo
odh
1o
[2a)
>

rr
ol
N
)

ol
o

ro
n
fu|o
=,
o
)
)
i(_‘ﬁ
|4
o "
1o 4>
i >
] T O of [ 1}

> rRr
go H W

>~
=
)

b
=
= 0 o
e
Hm ::4;
o -
I o
N
_Ig T
> _Ei‘ re
pr=aliy )
o o
o
o]
o i
T
oo
rok
5 o
N
N>
> g
=2

]

o ol
4 o2

K=}
> 2
>
ro Ho
un 22 o
Hi
> S
ﬂjﬁ e
=
Pt
~
>
19 e o
e oox MM
E o

Hl
oH
zl
T
]
i)
we,
=)
Wy o
®or

o o
re
oy
o
ok
=)
O Pt
T
L g i

p

AR
oM QIAERTB0]
geime] Hxjo] ojet &7 % 4
g0l d 7o® st B o
JEEIECSE N

307 theo] QAELIROlE FlA

e
A
Rl
=
=
]l
=
i)
]l
=
ﬂ
E
i)
i
o]
o]l
=

J

g 979 55 TESP] SEIM, F5 2712 i
23l QAE TN FA] ARIE CPgoR & At

ACKNOWLEDGEMENT

This research was supported by the Chung-Ang
University Research Scholarship Grants in 2022.

REFERENCES

[17 S. Y. Choi, “A Study of Media-Conversion Using Webtoon IP:
Focused on <Along with the Gods>,” The Journal od Digital
Contents Society, Vol. 22, No. 6, pp. 923-932, June 2021. DOL
http://dx.doi.org/10.9728/dcs.2021.22.6.923

[2] K. H. Yoon. “A Study on Measures to Create Local Webtoon
Ecosystem,” Korea Society of Cartoon and Animation Studies,
Vol. 51, No. 8, pp. 181-201, June 2018. DOL: https://dx.doi.org/
10.7230/KOSCAS.2018.51.181

[3] S. Y. Lee, 2021 Webtoon Business Survey, KOCCA, pp.1-141,
2021.

[4] Y. J. Kim, 2020 Cartoon Industry White Paper, KOCCA, pp.
1-281, 2020.

[5]1 T. Y. Kim, 2021 Survey of Cartoon and Webtoon Users, KOCCA
pp. 1-151, 2021.

[6] NewDaily. “Yumi’s Cell Special xhibition” topped the list of
popularity last year through COVID-19, https.//mwww.newdaily.co.
kr/site/data/html/2021/01/13/2021011300052. html

[7] The Small Business Blog. How Many People Use Instagram In
2022? (Instagram Statistics), https.//thesmallbusinessblog.net/insta
gram-statistics/

[8] H. W. Kang, S. W. Park, Y. J. Joo and B. A. Rhee, “The Influence
of Instagram Posts on Exhibition Participation: Focusing on
Generation Z,” Journal of Digital Contents Society, Vol. 21, No.
3, pp. 731-740, April 2020. DOIL: 10.9728/dcs.2020.21.4.731

[9] Wiktionary. Instagrammable, https://en.wiktionary.org/wiki/Instag
rammable

[10] B. A. Rhee, F. Pianzola and G. T. Choi, “Analyzing the Museum
Experience Through the Lens of Instagram Posts,” The Museum
Journal, Vol. 64, No. 3, pp. 529-547, April 2021. DOL: https./
doi-org.proxy.cau.ac.kr/10.1111/cura. 12414

[11] S. N. S. Kim and D. W. Kim, “A Study of Card News on

Instagram,” Journal of Korea Multimedia Society, Vol. 23, No.
8, pp. 1049-1058. August 2020. DOIL: https://doi.org/10.9717/
kmms.2020.23.8.104



A Study on the Factors Affecting the Attitude and Behavioral Intention toward
the Instagrammable Exhibition: A case study on <Yumi’'s Cell Special Exhibition> 37

[12] S. Giodarno, “Pop-Up Museums: Challenging the Notion of the
Museum as a Permanent Institution,” Predella Journal of Visual
Arts, Vol. 33, pp. 4617469, January 2013.

[13] M. Kwandras, “Pop-Up Museums: An Exhibit Utilizing Pop-Up
Practices,” Master Thesis, State University of New York, Buffalo,
NY, May 2019.

[14] J. H. Kim, “Exhibitions at Museums: From an ‘Event to See’
to an ‘Event to Join’,” The Journal of Korean Historical Studies,
Vol. 183, No. 2, 7-67, December 2018. DOL: https://doi.org/I10.
31791/JKH.2018.12.183.37

[15] Museum Next. What we can learn from Pop-Up Museums? Best
practice and ideas from Instagram friendly experiences,
https://www.museumnext.com/article/what-we-can-learn-from-po
p-up-museums-best-practice-and-ideas-from-instagram-friendly-e
xperiences/

[16] B. A. Rhee, F. Pianzola, J. W. Choi, W. S. Hyung and J. S.
Hwang, “Visual content analysis of visitors’ engagement with
an instagrammable exhibition,” Museum Management and
Curatorship, Vol 37, No. 6, pp. 583-597, January 2022.
DOL: 10.1080/09647775.2021.2023902

[17] Smithsonian. Hirshhorn’s “Yayoi Kusama: Infinity Mirrors”
Breaks Records, https:/www.si.edu/newsdesk/releases/hirshhorn
-s-yayoi-kusama-infinity-mirrors-breaks-records

[18] American Alliance of Museums, https://www.aam-us.org/2019/
01/09/say-cheese-3-ways-museums-can-compete-with-instagram
mable-pop-ups/

[19] CNN. Selfies turn museums into playgrounds for a day,
https://edition.cnn.com/2015/01/21/living/feat-museum-selfie-irp
t/index.html

[20] B. A. Rhee, Museum 3.0 Social Media, Hangil, pp. 192, 2020.

[21] B. Koleva, S. R. Egglestone, H. Schnadelbach, K. Glover, C.
Greenhalgh, T. Rodden, and M. DadeRobertson, “Supporting the
Creation of Hybrid Museum Experiences,” in Proceedings of the
SIGCHI Conference on Human Factors in Computing Systems,
Boston MA USA,and behavioral intentions for heritage tourists”,
Tourism management, Vol. 31, No. 1, pp. 29-35, Feb. 2010. DOL
10.1016/j.tourman.2009.02.008 2377

[22] Zdnet. Interparks most popular exhibition of the year, "Yumis
Cells Special Exhibition.”, https://zdnet.co.kr/view/?no=2021011
3105815

[23] C. F. Chen, and F. S. Chen, “Experience quality, perceived
value,satisfaction and behavioral intentions for heritage
tourists”, Tourism management, Vol. 31, No. 1, pp. 29-35, Feb.
2010. DOIL: 10.1016/j.tourman.2009.02.008 2377

[24] L. Radder, and X. Han, “An examination of the museum experience
based on Pine and Gilmore's experience economy realms”, Journal
of Applied Business Research (JABR), Vol. 31,No. 2, pp. 455-470,
March 2015. DOL: 10.19030/jabr.v31i2.9129

[25] C. D. Lee, "The Effects of Perceived Value, Overall Satisfaction

and Loyalty by the Service Quality of the Local Exhibition:
Focused on The Goyang International Flower Exhibition", The
Journal of the Korea Contents Association, Vol. 19, No. 1,
pp.163-173, Jan. 2019. DOL: 10.5392/JKCA.2019.19.01.163

[26] J. Y. Kim, "The Influence of Service Quality of Festival Service

Quality on Visitors' Emotion, Perceived Value and re-visit

Intention -Focused on Goyang International Flower Exhibition

Festival", The Journal of the Korea Contents Association, Vol.16,

No. 2, pp. 600-608, Feb. 2016. DOL: 10.5392/JKCA.2016.16.02

.600

B. J. Pine and J. H. Gilmore, Harvard Business Review, Harvard

Business Publishing, pp. 97-105, 1998.

[28] C. Anton, C. Camarero, and M. J. Garrido, “Exploring the
experience value of museum visitors as a co-creation process”,
Current Issues in Tourism, Vol. 21, No. 12, pp. 1406-1425, Sep.
2017. DOIL: 10.1080/13683500.2017.1373753

[29] D. H. Lee, “Examining the relationship among experience,

[27

—

Event
Management, Vol. 24, No. 1, pp. 169-184. February 2020. DOL
https://doi.org/10.3727/152599519X15506259855959

[30] D. H. Lee, “The impact of exhibition service quality on general

perceived value, and satisfaction in exhibitions,”

attendees’ satisfaction through distinct mediating roles of
perceived value,” Asia Pacific Journal of Marketing and Logistics,
Vol.32, No.3, pp. 793-816. June 2019. DOL: 10.1108/APJML-09-
2018-0373

[31] Y. H. Jung. “Effects of the perceived value of convention &
exhibition visitors on their satisfaction, revisit and recommendation
intention,” Vol. 11, No. 11, pp. 145-155. November 2011. DOL:
http://dx.doi.org/10.5392/JKCA.2011.11.11.145

[32] G. R. Yoo, B. A. Rhee, “A Study on Instagrammable features
and viewing experiences: focusing on the exhibition of
<Accidentally Wes Anderson>,” Journal of the Korea society of
Computer and Information, Vol. 27, No.12, pp. 15-25, Dec 2022.
DOI: https://doi.org/10.9708/jksci.2022.27.12.000

[33] G. H. G. McDougall, and T. Levesque, “Customer satisfaction
with services: putting perceived value into the equation”, Journal
of Services Marketing, Vol. 14, No. 5, pp. 392-410, Sep. 2000.
DOIL: 10.1108/08876040010340937

[34] C. Traboulsi, M. Frau and F. Cabiddu, "Active seniors perceived
value within digital museum transformation", The TQM Journal,
Vol. 30 No. 5, pp. 530-553. July 2018. DOIL: 10.1108/TQM-11-
2017-0155

[35] M. Pasch, N. B. Berthouze, B. V. Dijk, A. Nijholt, “Immersion
in movement-based interaction,” in International Conference on
Intelligent Technologies for Interactive Entertainment, Berlin,
Heidelberg, pp. 169-180, 2009. DOIL: 10.1007/978-3-642-02315
-6_16

[36] B. A. Rhee and J. S. Baek, "An Empirical Analysis on the
Experience of Visitors in Digitally Mediated Exhibition



38 Journal of The Korea Society of Computer and Information

Environment," Journal of Digital Contents Society Vol. 19, No.
12, pp. 2377-2384. December 2018. DOI: http://dx.doi.org/10.
9728/dcs.2018.19.12.2377

[37] Google Survey, https://docs.google.com/forms/d/11X7unkGuuQ8
q29K 1-ShifTYTJ28s0cgwmluONpw9jn8/closedform

[38] Google Survey., https://docs.google.com/forms/d/1 1X7unkGuuQS
29K 1-Shjf TY TJ28s0cgwmluONpw9jn8/closedfor

Authors

Ji-Su Park received the B.A. degree in
Art&Technology from Chung-Ang University
in 2022. And She is currently studying for a
' M.A. degree in Entertainment Techonology in
Graduate School of Advanced Imaging

Science, Multimedia and Film, Chung-Ang University. Her
research interests include contents remediation and contents

analysis using big data technology.

Bo-A Rhee received the B.A degree in
Library Science from Sung Kyun Kwan
University in 1987, M.A. degree in Art
Studies from Graduate School of Sung Kyun
Kwan University in 1990 and Ph.D. degree

in Art Management from Florida State University in 1997.
Dr. Rhee is currently a professor at the College of Art and
Technology, Chung-Ang University, South Korea. She is a
museum technology and informatics researcher. Her works
have focused on user experience in digital surrogates and
Metaverse in museum environment using A.l. and computer

vision in terms of museum informatics.



