ATLANTIS

PRESS Advancesin Social Science, Education and Humanities Research, volume 665

Proceedings of the 4th International Conference on Artsand
Design Education (ICADE 2021)

Augmented Reality in Instagram Story Filter for
Increasing Awareness through Learning Interactivity
and Enjoyment
Icha Sukmawati* Cynthia Ayu Purnomo? Christian Moniaga® Peter Ardhianto*”

! Department of Digital Media Design, Asia University, Taichung, Taiwan

2 Department of Foreign Languages and Literature, Asia University, Taichung, Taiwan

3 Department of Architecture, Soegijapranata Catholic University, Semarang, Indonesia

4 Department of Visual Communication Design, Soegijapranata Catholic University, Semarang, Indonesia
*Corresponding author. Email: peter.ardhianto@unika.ac.id

ABSTRACT

The learning process is essential for education. Interactivity and enjoyment in the learning process are crucial
elements that can improve awareness. The use of technology in the learning process is overgrowing, one of which is
Augmented Reality (AR). This study investigates how AR as a filter in Instagram stories can affect user awareness
and attitudes in the learning process. It explores user experience and examines its effect on interaction and enjoyment
in social media related to the learning process. Furthermore, quantitative methods using frequencies and correlation
data analysis were used to measure user perceptions about increasing the awareness of using AR filters on interactivity
and enjoyment of social media. The result of this experiment is AR as an effective tool in Instagram stories as a media

platform to increase awareness in the learning process with experiential methods of interactivity and enjoyment.
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1. INTRODUCTION

As technology advances, augmented reality (AR) is
being applied in various fields such as business,
education, and hospitality [1]. The growth of augmented
reality did not escape from the academic and digital
industry. The use of augmented reality in the learning
process becomes famous because it has many
advantages as a part of entertainment for the consumer
experience. These features of augmented reality become
people’s virtual experience that can raise their
excitement. Many well-known brands, such as Coca-
Cola and McDonald’s, already use AR as part of their
marketing to educate their market [2]. Other big
companies using AR as their part of marketing are
Sephora and L’Oréal, which introduce an AR mirror to
make the customer experience virtual facial makeup [3].
IKEA uses Mobile Augmented Reality (MAR) in their
catalogue to see the product placed in their home [4].
This experience makes a significant difference rather
than guess how the product could match with other
furniture or things they already have.

What is interesting about the advertising using AR is
now they put it on social media. As we know, no AR in
social media with learning process topics. Since social
media users increase rapidly, in two decades, many
brands using this media to introducing their products
[5]. Most people waste their time playing on social
media. The reason was social media gives so much
news faster than any other media. Social media spread
quickly and can be seen by so many people, wide range
age and large area. This can be beneficial for the
learning process. One of the popular platforms for
education is Instagram. Instagram has a significant
influence in the marketing field since it had a 74%
competitive advantage [6].

1.1. Augmented Reality as Instagram Story
Filters

Instagram is one of the media platforms that has
become huge [7]. Before the story feature was added in
August 2016, Instagram only focused on sharing photo
and video platforms. The newly added feature was
inspired by the success of Snapchat. After Instagram
acquired Snapchat, the other sharing media platform
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start to include the story as their feature. In Instagram
Story, some filters are applied by users before sharing
their posts. Filters not only just added something to
enhance the photo or video colors. When applied to the
post, the filters can have meaning, like monotone colors
to emphasize the severe or gloomy mood [8]. Some of
the filters in Instagram Story adapted AR technology to
make it more exciting and valuable for the learning
process.

Many people like using the story feature to share
their moment because it’s more personal and the post
lasts only 24 hours for other people to access [8]. AR
has the ability that can show the virtual object become
one of the user’s environments [3]. This makes AR an
interactive technology supported with the device that
enables AR ability such superimposition. The user can
placed text, images, or video in their viewing to blend
with their environments through the device [9]. AR aims
at simplifying by bringing virtual information not only
immediate surroundings but also to any indirect view of
the real-world environment. It enhances the perception
of and interaction with the user’s actual environment
[10]. With this realization, the academics understood
that this is a great chance to use it as a digital media
design strategy in education.

1.2. Interactivity and Enjoyment

One of the essential features of advanced technology
is enabling users to interact and enjoy the content easily.
Interactivity needs user motivation and participation.
Interactivity has two roles in operationalizing AR
effectiveness. First, technological outcome, and second
is as user perception [3]. Functional mechanism of AR,
The most relevant media characteristics of augmented
reality are the following: interactivity, virtuality,
specificity of location, mobility, and augmentation [9].
Interactivity also remains a concept for assessing digital
and virtual media. With interactivity, users can interact
to the extensive influence of each other [9].

Enjoyment is an intrinsic motivation variable when
they use some information system [11]. It has a pleasure
response of the person when they do or use something
[12]. Enjoyment has a vital role in increasing the
interactivity in using Instagram Story. The enjoyable
feeling that the user gets when playing with the system
tends to make them keep using it [11].

1.3. Awareness of Social Media

Awareness refers to the consumers that can recall or
recognize a thing [13]. Social media are used as a
marketing tool to create “relationships” [14]. Awareness
plays an essential role in consumer decisions [15]. It
results from consumers’ exposure to products or
services and the strength of presence in their minds [16].
The impact of awareness with decision-making is
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connected with the individual recognition, knowledge
dominance, and recall of the products or services [17].
Familiarity with the product or services can increase
awareness [18].

One of the cheaper ways to increase and spread
awareness is using social media [19]. Digital marketing
through a digital system such as the internet can connect
the consumer and company globally [4]. With this
strategy, the opportunity to enhance awareness becomes
high. Interaction and enjoyment in social media can
spread the product or services more easily since social
media already become part of people’s daily lives.

This research attempts to find how effective the use
of AR in Instagram story as filters for the learning
process is to increase awareness through interactivity
and enjoyment. The filters in Instagram stories act as
tools. When the users use the filters and share it in their
story, they contributed to spreading the ad whether they
realized it.

2. METHODS

In this study, a survey questionnaire is used to
predict the interactivity, enjoyment, and awareness of
AR in story filter Instagram users related to the learning
process [20]. The target participants of this study are
Indonesians in young-adult groups with age range 20-35
years old with 39 participants. An invitation consist of a
Google form was sent randomly to people that suit the
group. The data used for the analysis is in the form of
primary data obtained directly from the subject using a
questionnaire and a picture of the sample learning topic
(Fig.1 and Fig.2). Data analysis using frequency
distribution tables and using correlation analysis with
significant differences in 0.05.

Figure 1 The example of using AR in Instagram filter
for education (architecture topic).
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Table 3. Brand awareness towards AR in
Instagram story

Brand Awareness

Valid
Percent

. Parameter Frequency Percent

Figure 2 The example of using AR in Instagram filter
for education (agriculture topic).

3. RESULTS

3.1. Participant Responses

For interactivity, 10 people (25.6%) have low
interactivity towards an Instagram story, and 29 people
(74,4%) have high interactivity towards the Instagram
story filter with augmented reality (Table 1). The
enjoyment result has 11 people (28.2%) has low
enjoyment, and 28 people (71.8%) has high enjoyment
towards Instagram story filter with AR (Table 2).
Furthermore, from 39 participants, there are 10 people
(25,6%) who have low awareness, and 29 people
(74,4%) have a high awareness for brands in Instagram
story filter with augmented reality (Table 3).

Table 1. Interactivity towards AR in Instagram
story

Low 10 256 256
High 29 74.4 74.4
Total 39 100.0 100.0

Interactivity
Valid
Parameter Frequency Percent
Percent
Low 10 25.6 25.6
High 29 74.4 74.4
Total 39 100.0 100.0

Table 2. Enjoyment towards AR in Instagram

story
Enjoyment
Valid
Parameter Frequency Percent
Percent

Low 11 28.2 28.2
High 28 71.8 71.8
Total 39 100.0 100.0

3.2. Correlation between Interactivity and
Enjoyment to Brand Awareness

Table 4. Correlation between interactivity and
awareness towards AR in Instagram story

Interactivity

Parameter‘ Low High Total pralue
Awareness 6 4

4 25

10 29

Judging from the p-value < 0.014, thus the
probability smaller than 0.05 (0.001 < 0.05), the result
shows a correlation between interactivity and brand
awareness (Table 4).

Table 5. Correlation between enjoyment and brand
awareness towards AR in Instagram story
Enjoyment

: p~value
Parameter Low ‘ High ‘ Total

Awareness

Judging from the p-value < 0.014, thus the
probability smaller than 0.05 (0.001 < 0.05), the result
shows a correlation between interactivity and brand
awareness (Table 5).

4. DISCUSSION

4.1. Participants Characteristic

Participants for this survey consisted of 39 people
with the age range 20-35 years old. This age range can
be categorized as young adulthood. The participant also
categorized as Millennials since they born within 1980-
2000 [21]. The reason for choosing this group age for
participate in this study because the range age is in
higher education and related with learning process. And
since they are still in the early stage of adulthood and
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being a millennial, they are more familiar with the
current technology have many advantage with it [22].

4.2. The Participant with Interactivity and
Enjoyment in the Learning Process using AR
Instagram Story

The result shows that the participant with high
interactivity in the Instagram story with augmented
reality filter is 29 people from 39 people. This can be a
good result since the number of people who feel the
interactivity in Instagram story is more than half since
interactivity is really needed when using social media
and specific technology such as the internet. The
enjoyment result from this data turned out to be a good
result with 28 people feels enjoy when they use
Instagram story filter, especially when using augmented
reality to learning some topic. This result shows that
people can feel the interactivity from the Instagram
story and enjoy using the apps, especially on the
learning process through AR filter.

4.3. Interact and Enjoy to Increase the
Awareness of the Learning Process using AR
in Instagram Story

The result shows that both interactivity and
enjoyment have an impact on increasing awareness.
Both interactivity and enjoyment affect the people to
recognize the learning process, especially when the ad
using augmented reality. The interactivity can improve
people’s curiosity to quickly notice the concept of the
learning process and lead to increased awareness. The
enjoyment can also lead to awareness since the people
would like to use the filter again and again so they can
spread it to their followers or see it from the other post.

5. CONCLUSION

This research sought how the filter with augmented
reality in the Instagram story can affect the awareness of
the learning process through interactivity and
enjoyment. Consumer interaction with the education in
social media improves their connection to the learning
material, increasing their awareness of the learning
process. This becomes a kind of communication in
digital marketing and affects the consumer. Instagram
story filter with augmented reality can be one of the new
marketing tools to increase awareness, especially in
education. The approach from the interactivity and
enjoyment from using Instagram story filter with
augmented reality has a positive result with the
awareness. This can be related to the consumer’s
curiosity and enjoy feeling when they are using it.
Moreover, future studies may include more variables
and any specific digital media tools issue that can affect
consumer awareness.

Advancesin Social Science, Education and Humanities Research, volume 665

ACKNOWLEDGMENTS

Gratitude is highly expressed to Soegijapranata
Catholic University Indonesia and Department Digital
Media Design Asia University Taiwan for support on
this research.

REFERENCES

[1] S. Yang, J.R. Carlson, and S. Chen, “How
augmented reality affects advertising effectiveness:
The mediating effects of curiosity and attention
toward the ad,” Journal of Retailing and Consumer
Services, vol. 54, p. 102020, 2020.

[2] J. Scholz and A.N. Smith, “Augmented reality:
Designing immersive experiences that maximize
consumer engagement,” Business Horizons, vol.
59, no. (2), pp. 149-161, 2016.

[31 M.Y.-C. Yim, S.-C. Chu, and P.L. Sauer, “Is
Augmented Reality Technology an Effective Tool
for E-commerce? An Interactivity and Vividness

Perspective,” Journal of Interactive Marketing, vol.
39, pp. 89-103, 2017.

[4] R.R. Ahmed, J. Vveinhardt, and D. Streimikiene,
“Interactive digital media and impact of customer
attitude and technology on brand awareness:
evidence from the South Asian countries,” Journal
of Business Economics and Management, vol. 18,
no. (6), pp. 1115-1134, 2017.

[5] S. Sreejesh, J. Paul, C. Strong, and J. Pius,
“Consumer response towards social media
advertising: Effect of media interactivity, its
conditions and the wunderlying mechanism,”
International Journal of Information Management,
vol. 54, p. 102155, 2020.

[6] N.F.A. Agung and G. Darma, “Opportunities and
Challenges of Instagram Algorithm in Improving
Competitive Advantage,” International Journal of
Innovative Science and Research Technology, vol.
4, no. (1), pp. 743-747, 2019.

[7]1 F.Karundeng, “Developing Instagram Filter-Based
Accounting Educational Game As A Fun Learning
Media,” Review of Behavioral Aspect in
Organizations and Society, vol. 2, no. (2), pp. 113-
130, 2020.

[8] M. Amancio, “Put it in your Story”: Digital
Storytelling in Instagram and Snapchat Stories.
2017.

[9]1 A. Javornik, “Augmented reality: Research agenda
for studying the impact of its media characteristics
on consumer behaviour,” Journal of Retailing and
Consumer Services, vol. 30, pp. 252-261, 2016.

232



ATLANTIS

PRESS

[10] J. Carmigniani, B. Furht, M. Anisetti, P. Ceravolo,
E. Damiani, and M. Ivkovic, “Augmented reality
technologies,  systems and  applications,”
Multimedia tools and applications, vol. 51, no. (1),
pp. 341-377, 2011.

[11] MM. Ibrahim and M. Rahim, “MOOCs
continuance intention in Malaysia: the role of
interactivity and enjoyment,” Journal of Global
Business and Social Entrepreneurship (GBSE), vol.
4, no. (11), pp. 114-121, 2018.

[12] R. Tamborini, N.D. Bowman, A. Eden, M.
Grizzard, and A. Organ, “Defining media
enjoyment as the satisfaction of intrinsic needs,”
Journal of communication, vol. 60, no. (4), pp.
758-777, 2010.

[13] R. Huang and E. Sarigolli, How brand awareness
relates to market outcome, brand equity, and the
marketing mix, in Fashion Branding and Consumer
Behaviors. Springer, 2014, pp. 113-132.

[14] P. Ardhianto, W.H. Hsieh, S.A. Mahanaim, and
C.H. Chen, “Cross-Cultural Concepts in Cultural
Product Design,” in 3rd International Conference
on Arts and Design Education (ICADE 2020), pp.
146-149, 2021. Atlantis Press.

[15] A. Peter, B. Widiantoro, A.D. Prastomo, and P.U.
Maya, Cara Jitu Merencanakan Produk UMKM.
PT. Kanisus, 2018.

[16] A.A. Alhaddad, “The effect of advertising
awareness on brand equity in social media,”
International Journal of e-Education, e-Business, e-
Management and e-Learning, vol. 5, no. (2), p. 73,
2015.

[17] A.A. Barreda, A. Bilgihan, K. Nusair, and F.
Okumus, “Generating brand awareness in Online
Social Networks,” Computers in Human Behavior,
vol. 50, pp. 600-609, 2015.

[18] P. Ardhianto and W.M. Son, “Visual Semiotics
Analysis on Television Ads UHT Ultra Milk “Love
Life, Love Milk”,” International Journal of Visual
and Performing Arts, vol. 1, no. (1), pp. 27-41,
2019.

[19] Y. Bilgin, “The effect of social media marketing
activities on brand awareness, brand image and
brand loyalty,” Business & Management Studies:
An International Journal, vol. 6, no. (1), pp. 128-
148, 2018.

[20] L.B. Christensen, B. Johnson, L.A. Turner, and
L.B. Christensen, Research methods, design, and
analysis. London: Pearson: Higher Education,
2011.

Advancesin Social Science, Education and Humanities Research, volume 665

[21] C. Raines, Managing millennials. Connecting
Generations: The Sourcebook, 2002, p. 16.

[22] JJ. Deal, D.G. Altman, and S.G. Rogelberg,
“Millennials at work: What we know and what we
need to do (if anything),” Journal of Business and
Psychology, vol. 25, no. (2), pp. 191-199, 2010.

233



