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Abstracts

Factors in terms of Viewers, Art Pieces, and Art Museum Influencing

Attitudes and Visit Intention towards Online Museums

Ji Myung Kim

Doctoral Student, Department of Culture and Arts, Dankook University

Jong Woo Jun

Professor, School of Communication, Dankook University

This study explores the antecedent factors that affect the attitude toward and the intention to visit an online
art museum, Independent variables were the personal level of sensation—seeking propensity, familiarity with
digital, museum presence, and museum orientation, As a result of a study targeting art museum users, it was
found that sensation—seeking propensity, digital familiarity, and museum presence experience had an effect on
attitudes to online museums, In the case of orientation, it was found that social orientation had a positive ef—
fect and cognitive orientation had a negative effect on attitudes, Next, digital familiarity and museum presence
experience had a positive effect on the intention to visit an online art museum, In orientation, it was found
that sensation—seeking orientation had a positive effect and cognition—seeking orientation had a negative effect,
These results provide implications for consumer perception of online art museums, and practical implications for

museum operation can also be found,

Key words: Online museum, Sensation seeking, Familiarity to digital technology, Presence, Orientation
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