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Abstract This study aims to analyze the preference factors of the Korean MZ generation with regards
to the online programs developed by museums abroad during the COVID—19 pandemic. World renown
museums such as the British Museum, the National Gallery of London, Van Gogh Museum, J. Paul Getty
Museum, Hasting Contemporary, Uffizi Gallery, and the Guggenheim Museum tackled the
social—distancing situation with various creative online programs and events to continue their role as
socially relevant institutions. Ten acclaimed programs conducted by these museums were shown to the
Korean MZ generation, the most digitally savvy and frequent visitors to museums, to extract their
responses to the various types of programs. The study showed that the Korean MZ generation prefer
online programs which most closely reflect the onsite experience of a museum, and online contents

with educational elements.
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Fig. 1. Director & staff of the British Museum
(source: British Museum Youtube)
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Fig. 2. ‘A Curated Look At’ contents

(source: National Gallery Youtube)
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Fig. 3. ‘Loans Campaign’ of Van Gogh Museum
(source: Van Gogh Museum homepage)
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Table 1. Questionnaire Composition

Category Questionnaire

eLevel of interest in museums
eUsual number of museum visits
eReason for museum visits
eNumber of museum exhibition visits
per year

Before
COVID-19

Exhibition
Visits eExhibition experience
eNumber of exhibition visits
After *Online exhibition experience
COVID—19 |eThe museum and medium used
when watching an online exhibition
eReview of online exhibition

eArouses interest in art
eAcquired new knowledge
eEasy to understand collections

Educational

eReflects various social issues
eCarries a social message
eReflects characteristics of the times

Relevance

eVisitors can easily participate
eVisitors' opinions are reflected
eVisitors and museums are connected

Participatory

VR
Cases eFocus level on my emotions
eLevel of vicarious emotional
experience

eEmotional impact of the message

Empathy

elt's new technology
New Technology | ®Innovative
eProvides a unique experience

eDelightful
Entertainment |eInteresting
eEntertaining

ePreferred Museum Cases

Preference
eReason for preference
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