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[Abstract]

The purpose of this study is to empirically analyze the meaning of Instagram posts and Generation Z’s sharing exhibition
experience. We set up four hypotheses using four variables such as informational interaction, informational usefulness,
exhibition participation and informational participation, and test the hypotheses following literature reviews, survey, Pearson
correlation analysis and significance probability test. Our findings show that the survey participants interact with Instagram
posts in order to use exhibition reviews, and they highly prefer photo images and a half of them use hashtags for searching
information in pre-visit phase. In conclusion, the informational usefulness of Instagram posts and hashtags have correlations
with actual exhibition participation. The informational interaction and informational usefulness also affect Instagram posting

activities in during and post-visit phase.
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Table 1. Numbers of Monthly Active Users of Social Media
(2018) (Source: Taglive)

Rank Social Media Monthly Active Users(MAU)
1 Facebook 2,196,000,000
2 Youtube 1,900,000,000
3 Instagram 1,000,000,000
4 Twitter 330,000,000
5 Linkedin 290,000,000
6 Snapchat 250,000,000
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Fig. 4. SNS Usage of Generation Z and Millennial (Source: 2019
The Manifest Consumer Social Media Survey, 2019)
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Table 2. Demographic information of the population
Demographic Question Ratio (%)
below 25 80.0
Age
above 26 20.0
Male 28.9
Gender
Female 711
¥ 3. M2 25 1A
Table 3. A Composition of the questionnaire
) . Number of
Factors Subject of Questions GuEsiens ()
age, gender, museum visiting
Demographic | frequency, Instagram account o
- ! 5(16.7%)
information status, frequency of Instagram
usage
P . Hashtage usage, motives and
re—visit: o f
; decision making factors for
Informational |, iin s exhibition, reliability for
interaction & : 9 ex ’ Y 6(20.0%)
) information source, usage of
Informational
hahshtags and usefulness of
usefulness
hashtags
viewing behavior including taking
During and picture, recollection of memories
g _— related to exhibitions,
Post-visit: : ; .
Exhibition experiences with uploading
o images and hashtags on 19(63.3%)
participation & )
) Instagram, types of images and
Informational . o
L hashtags for uploading, Criterion|
participation S
for choosing images and
hashtags number of selfie image]
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Table 4. The Results of Frequency Analysis (Pre-visit phase)

Phase Question Ratio (%)

Daily use of Instagram 59.2

Experience with uploading Instagram posts 78.9

Average number of hashtag used 4.6
Pre—visit Average number of photo used 4
Informational interaction 91.3
Informational usefulness 56.3
Using hashtags for information searching 46.7
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post-visit phase)
Phase Question Ratio (%)
Exhibition participation 67.4
Taking photos 88.3
During and )
Post—visit Posting photos on Instagram 55.7
Instant posting of photos on Instagram 22.4
Usage of hahstags on Instagram 56.6
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