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Based on previous research, we have constructed a hypothesis model that
systematically explains the psychology of viewers of Instagrammable posts. Additionally, the results
of psychological experiments on viewers provided partial validation of the model. Psychological
experiments on Instagrammable post creators revealed that consumer characteristics, such as the
desire for self-enhancement, popularity, and admiration, influence their intention to post.
Furthermore, psychological experiments on Thai and Japanese consumers viewing Instagrammable posts
suggest that the types of information sought on social media and the kinds of posts appreciated can
vary significantly based on cultural background.
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Ji A n=260 p=.000 CFI=.824
GFI=.666 AGFI=.634
RMSEA=.072
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Jic A:#% n=448 p= .000 CFI=.824
GFI= .684 AGFI= 657
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