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Abstract

Background Personalization service through AI and ML (machine learning) plays a significant 
role in the success of Netflix. Netflix's personalized recommendation service is not only applied to 
the content but also to Netflix artworks. The first thing users encounter when choosing content at 
the OTT service platform is artwork. Users explore and formulate choices with the artwork. The 
artwork is the first impression to attract users and an important factor affecting the decision what 
to watch. This study seeks to determine viewer’s perception and intention of watching of Netflix's 
personalized artwork. We speculatedwondered whether Netflix artwork's personalization replaces 
the movie poster's image too familiar to attract attention or if it overlooks the anchoring and the 
primacy effect's benefits. 
Methods We hypothesized and surveyed whether there is a difference in viewing intention 
according to the type of artwork. In addition, we set a hypothesis to see if the more we accept 
personalized artwork as positive and negative unfamiliarity, the more it affects the viewing 
intention. We chose Parasite, which is well known to the public and The Devil All the Time as a 
less well-known content. To answer these hypotheses, we surveyed a total of 152 respondents. The 
results of the survey were statistically verified through one-way analysis of variance and simple 
regression. 
Results For Parasite, the main poster type's artwork derives users' intention of watching 
by anchoring effect and primacy effect. On the other hand, personalized artwork produced by 
converting genres or focusing on supporting actors negatively affected their intention of watching. 
Meanwhile, for The Devil All the Time, the main poster was less known to users in Korea. Therefore, 
there was little anchoring and primacy effect since users did not recognize the main poster as 
representative images of the movie. In this case, not only the main poster type, but also the artwork 
with the leading actor's image, and the artwork with the overall atmosphere of the movie can 
draw the users' intention of watching. In both films, the more the respondents felt the negative 
unfamiliarity of the artwork that gives them the impression that the movie seems like a formula 
film, the less intention of watching.
Conclusions  It was revealed that personalized artworks do not only attract viewers' positive 
perceptions and can interfere with the viewer's intention to watch. Based on this, it is expected that 
the study will help to produce artwork for the OTT service.
Keywords Personalized Artworks of Movie, Positive Unfamiliarity, Negative Unfamiliarity, 
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1. Research background and purpose 

   Through the era of watching movies on television and in theatres, now the Internet-based 
Over-the-Top (OTT) service that allows users to watch movies anytime, anywhere has 
established itself. There are already too many OTT companies, including Netflix, Amazon 
Prime Video, Youtube, Disney+ and Apple+, as well as domestic services such as TVing and 
Wavve. Therefore, competition between companies intensified. According to the World 
Economic Forum (2021), Netflix has the largest number of global subscribers, with more 
than 200 million across 190 countries. Netflix's share is also expanding rapidly in Korea. 
According to the Nielson Korean Click website(2021), Netflix's monthly active users are about 
6.5 million, larger than the combined users of Wave and TVing, which are the two primacy 
OTT services in Korea. 
   Personalization service through AI and ML (machine learning) plays a significant role in 
the success of Netflix. According to Lee(2020), Netflix provides personalized services by 
mixing more than 100 different algorithms. When users choose the content, about 80% of 
their choice followed Netflix's recommendations. Netflix's personalized recommendation 
service is not only applied to the content but also to Netflix homepage UI and artworks. 
Chandrashekar et al.(2017) said that Netflix's artwork is also personalized to suit users' 
content tastes. Netflix's artwork is a still image representing content called thumbnail in 
South Korea. Chandrashekar et al. (2017) said that artwork also changes depending on the 
content genres that users usually watch and the actors who usually appear in the content they 
watch. Lee(2020) mentioned that Netflix users watch an average of 1.8 seconds per artwork. 
If they cannot decide on what to watch in 90 seconds, they usually leave Netflix. If users fail 
to choose while searching for content, they will not use Netflix, and if this situation repeats, 
the possibility of cancelling the subscription will be higher. In other words, the first thing 
users encounter when choosing content at the OTT service platform is artwork, and they 
explore and make choices with it. The artwork is the first impression to attract users and an 
important factor affecting the decision what to watch.
   Nevertheless, there is still little academic research on the components and effects of 
Netf lix's artwork. Most of the Netf lix-related research has been on user satisfaction 
with recommended content, user experience, and recommendation algorithm analysis. 
(Son and Choe 2019; Noh 2018; Choi and Ko 2018; Kim 2019; Chung 2014) Personalized 
artwork images have been overlooked despite their importance as the elements of contents 
exploration and selection. Therefore, this study gropes how users recognize the artwork and 
how the perception influences the choice as exploring and selecting contents.

2. Personalized Artwork of Netflix and Case Study

   On The Netflix Tech Blog, Chandrashekar et al.(2017) described Netflix's personalized 
artwork as follows, using the movie Goodwill Hunting as an example. (Figure 1) Netflix 
might personalize artwork based on how much a user prefers different genres and themes. 
Someone who has watched many romantic movies may be interested in Good Will Hunting if 
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we show the artwork containing Matt Damon and Minnie Driver, whereas a member who has 
watched many comedies might be drawn to the movie if we use the artwork containing Robin 
Williams, a well-known comedian.
   Artwork changes not only depending on the genre but also on preferences for cast members. 
In the case of the artwork of the movie Pulp Fiction, starring Uma Thurman and John 
Travolta, a user who watched much content starring Uma Thurman can see the artwork 
featuring Uma Thurman. Moreover, a user who watched much content starring John Travolta 
can see John Travolta on it. 

User’s existing viewing patterns
Good Will Hunting 

recommended artwork

A

Romance 

Genre

B

Comedy 

Genre

User’s existing viewing patterns
Pulp Fiction 

recommended artwork

C

Uma 

Thurman

D

John 

Travolta

Figure 1 Personalized Artworks on Netflix (source: The Netflix Tech Blog)

   Chandrashekar et al.(2017) said, Netflix has more than 100 million personalized artworks. 
According to an interview with a person in charge of creativity at Netflix, June 1, 2020, each 
content has about 100 artworks. Three design companies have produced artworks in Korea. 
A total of 40 artworks are usually produced with 20 vertical and 20 horizontal layouts per 
content. Of course, there are differences in the number of artworks depending on the budget. 
The types of the artwork on the main page of Netflix also vary depending on the devices. 
As in Figure 2, users can see horizontal artworks on their computer monitor screen, but 
they may see vertical artworks on their smartphone. Considering the Netflix Tech Blog and 
interview, it seems that there are about 20 types of recommendation algorithms such as 
genre, specific actor, and actor's primacy acting genre.
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The Horizontal artwork on Computer Monitor
The Vertical artwork

 on Smartphone

Figure 2 Artwork layout according to viewing medium

   It is different from other OTT services in South Korea. In the case of TVing and Wavve, 
Korea's leading OTT services, images (thumbnails) equivalent to Netflix's artwork are not 
personalized. Looking at Figure 3, A is the artwork of movies on the main page of TVing. B 
is a movie poster image that appears when searching that movie through Naver, a typical 
Korean portal site. The artworks of these media are the same as each other.

A. Artwork on the TVing movie main page.

 B. Artwork on the Naver

Figure 3 Movie artworks on TVing and Naver
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3. Prior Research and Hypothesis Setting

   According to Kim et al. (2011) in Korea JoongAng Daily, Korean films' marketing costs 
account for 35 % of the total production budget. While the US spends 30% of its marketing 
costs on TV and newspaper advertising, South Korea uses 20% of it on portal advertising, 
accounting for the most significant portion of total marketing cost. Therefore, it is typical 
for representative images of a particular movie to match those of portal sites. The artwork of 
Figure 3 on Naver portal (B) is the main poster for each film. According to 2020 data from the 
Korea Film Council, about 70% of domestic consumers get information about movies through 
portal sites and their neighbours' recommendations over the past five years. TV, social 
media, and movie posters were second-tier sources of film information. Therefore, domestic 
consumers have no choice but to recognize the main poster image as the representative one, 
which can serve as an anchor. 
   The anchoring effect refers to a particular value as an anchor point (Kahneman, 2011; 
Jacowitz, Karen, and Kahneman, 1995). It is a phenomenon in which an impressive number 
or object becomes an anchor point, distorting judgment and biased influence, just as a ship 
can only move within the rope's range that connects the anchor to the ship. If this applies 
to Netflix artwork, this means that images shown by personalized recommendations may 
cause biased choice. According to Jacoby et al.(1989), people could easily recognize words 
they saw once. Therefore, people recognized the words they saw before faster and easier than 
the words first shown even though they appeared simultaneously. People feel familiar with 
the words they saw before because it is very easy for them to recognize. Then, can viewers 
recognize and feel familiar with the movie posters they have seen before? Of course, Jacoby's 
experiment was on words experiment and not on images.
   This phenomenon can also describe as the primacy effect. The primacy effect refers to 
a phenomenon in which information presented first is recalled better than information 
presented later. Since domestic consumers were exposed firstly to the main poster when 
the movie was released, they remember the main poster as a representative image. For this 
reason, the items presented later are interfered with the items initially presented when the 
memory is retrieved. According to Lee (2016), it is also called concrete law, meaning that the 
first image could be easily solidified. The primacy effects are being revealed in video and 
advertising research. In sports advertising, Kwon and Choi(2019) said that the first sports 
event to be exposed was more memorable. In the news, Choi(2008) said that the scene placed 
in the front of the broadcast news had a more significant impact on viewers. Also, in motion 
infographics, Han and Kim(2020) said that when the preview strategy applies to the motion 
graphic promoting the government's public policy, it was more memorable because of the 
primacy effect. In those cases, we also looked at the question from the artistic side whether 
only the thing people are familiar with and they saw before catches their eyes, too. According 
to Flickinger(2011), unfamiliarity coined by Russian formalist, Viktor Shklovsky is an artistic 
technique that makes familiar objects unfamiliar and makes them free from the indifference 
of automated perception. It makes people interested in objects that are too familiar to attract 
attention. For ordinary things to look extraordinary, they should be presented anew away 
from the familiar context. Jin(2014) mentioned that surrealists liked to take things from 
their original places and relocate them out of context. Things are felt unfamiliar and get paid 
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attention to when they are out of the original context. Netflix's artwork provides unfamiliar 
images that have never been seen before by personalization. As seen in Figure 1, personalized 
Netflix artworks emphasized certain leading actors like Pulp Fiction and highlighted the 
romance of male and female characters like Goodwill Hunting distorted the genre. It also 
features supporting actors who are not the leading actors like the Korea films The King or 
The Face Reader in Figure 4. 

The King The Face Reader

Figure 4 Artworks showing supporting actors(source: Netflix)

  Even after the movie ends in theaters, it can have second-run airing on OTT services, so 
viewers can watch movies regardless of the production or release time. So, movies with the 
same title and similar titles are also mixed in OTT service.
   In terms of legal rights and originality, there should be only one title in the world, but in 
reality it is not. The same title and similar titles are being made over and over again. In some 
cases, the title of a movie from decades ago is borrowed. Movies produced around the same 
time also often have the same title as in Figure 5. For movie Mother, more than 20 movies of 
the same name were searched on Naver Movies, a portal site. Among them three movies have 
been serviced on Netflix.
 

Figure 5 Search results for Mother on Netflix

   It is easy for people to remember the title and actors information of a movie that is in the 
midst of promotion, but it is not easy to remember accurately as time goes by. In Jacoby's 
experiment people feel familiar with the words they saw before because it is very easy for 
them to recognize. On Netflix, various artwork images with the same movie title are shown, 
but the main poster that has already been recognized by viewers is nowhere to be seen.
   In the film industry, there are not only creative and unique films in the contents of the 
scenario and the way the film is directed. According to the Seoul Economy Daily (2019), the 
first B Movies or B-class movie, whose content and direction are cliché, appeared in the 
Hollywood film industry in the U.S., where the Great Depression hit in the 1930s. As the 
film industry fell into recession, Hollywood produced films in a short period of time on a low 
budget. In addition, when selling 'A-class' movies that have been made with high quality, they 
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also sold to attract customers by adding B movies. The origin of B Movies began with the 
classification of films that are poor in quality but made cheaply as grade ‘B'.
   Among B movies, there are especially ones called mockbusters. According to Cineplay 
(2020), a mockbuster movie is a combination of mock and blockbuster, meaning teasing. 
Mockbusters try to gain popularity imitating famous movies. Trendmorpher (2007) imitated 
Transformers (2007) and Da Vinci Treasure (2006) imitated Da Vinci Code (2006) are 
representative examples. Not only the title and content, but also the movie poster are similar.
   With development of the film industry, viewers have known or experienced that there are 
not only high-quality films, but also formula movies and B movies. The main poster remains 
as an image in the viewer's mind according to the Anchoring effect and the primacy effect. 
Then, if viewers see an image that is different from the existing main movie poster, how 
will they receive it? Should they think of it as a B movie that is commonly seen in the movie 
market, or can it be viewed as a new, converted film? Will viewers be recognizing the original 
movie as it is? 
In this study, we defined the heterogeneity that viewers feel when images different from those 
they remember are presented as unfamiliarity.
   So, is a personalized Netflix artwork using the unfamiliarity technique by replacing the 
main poster's image that is too familiar to attract attention or overlooking the anchoring 
benefits and the primacy effect? To answer this question, we established the hypothesis as 
follows:

Hypothesis 1. Depending on the artwork types, there will be differences in the user's 
intention to watch.

   In this study, positive unfamiliarity was defined to recognize the unfamiliar artwork as 
new content and pay attention to artwork. Furthermore, negative unfamiliarity was defined 
to think of the unfamiliar artwork as a remake or formula film without recalling original 
content.

Hypothesis 2. Users recognize the more positive unfamiliarity from the personalized 
artwork, the more positive influence they have on their intention of watching the movies.

Hypothesis 3. Users recognize the more negative unfamiliarity from the personalized 
artwork, the more negative influence they have on their intention of watching the movies.

Through these hypotheses, we will investigate whether when users see unfamiliar artwork, 
they will recognize and pay attention to the content as new content. We will also check 
whether they might recall the original movie after seeing the unfamiliar artwork.  Finally, we 
will investigate how the Netflix artwork affects users' intention of watching.



30    Archives of Design Research 2021. 11. vol 34. no 4   

4. Research Methods

   In the survey, the artwork shown to the respondents was based on the movie's main poster, 
which most users know. It allows us to verify whether artwork produced with the main poster 
causes the primacy effect and anchoring effect. Therefore, the main poster of Parasite was 
chosen as a movie image that most respondents would know. Parasite is the first Korean 
film that won the best director, best picture, and best screenplay awards at the Oscars, as 
well as at other numerous international film festivals, creating the most buzz last year in 
Korea. Therefore, the main poster of it is very well known to Koreans. It got a movie rating of 
9.07(out of 10), 36,000 likes, and 1,450 reviews on Naver, the nation's leading portal. Also, 
10.31 million people watched it at Korean domestic movie theatres. Because Netflix does not 
supply Parasite, we produced personalized artwork for the survey. As we have seen earlier, 
three images of Figure 6 have been produced, with the leading actor, supporting actor, and 
genre characteristic that Netflix uses as a personalization method.

Main poster in Naver

Artwork that reflects Netflix personalization characteristics

Artwork (1):

supporting actor

Artwork (2):

genre characteristic

Artwork (3):

leading actor

Figure 6 The main poster and artwork stimuli of Parasite

   As a control group, we chose the image of Netflix original content, The Devil All the Time, 
which is unfamiliar to respondents. Unlike movies produced in Korea and released in Korean 
movie theatres, it is significantly less popular because it did not promote much. It got only 
8.46 movie ratings, 806 likes, and 26 reviews on Naver. The personalized artworks of The 
Devil All the Time were collected from seven Netflix subscribers. Then we finally selected 
three of them, as shown in Figure 7, which focused on leading actors, supporting actors, and 
the movie's background and atmosphere.
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Main poster in Naver

Artworks in Netflix.

Artwork (1):

leading actor

Artwork (2):

supporting actor

Artwork (3):

background and 

atmosphere

Figure 7 The main poster and artwork stimuli of The Devil All the Time

   We surveyed 152 respondents over the age of 20 with a four-point Likert scale about the 
impact of the personalized artwork of Netflix on respondents' recognition and their intention 
of watching. In positive unfamiliarity, we let respondents evaluate each artwork as agree or 
strongly agree depending on how much they recognized it as new content.  If respondents 
recognize each artwork as an existing movie image, we let them evaluate disagree or strongly 
disagree. In negative unfamiliarity, we let respondents evaluate each artwork as agree or 
strongly agree depending on how much they recognized it as  formula film or B movie. 
If respondents recognize each artwork as an existing movie image, we let them evaluate 
disagree or strongly disagree. We statistically verified the results of the survey with SPSS 
statistics ver.26.

5. Research Results

   Of a total of 152 respondents, 75 people (49.3%) were male and 77 people (50.7%) were 
female. Among them, 48 people (31.6%) in their 20s, 41 people (27%) in their 30s, 31 people 
(20.4%) in their 40s, and 32 people (21.1%) in their 50s and older.
   In the case of Parasite, 98.7% of the respondents said they had seen its main poster. 94.8% 
of the respondents answered agree and strongly agree whether they think the main poster 
represents the movie. In the case of The Devil All the Time, 21.7% of the respondents said 
they had seen the main poster. 74.4% of the respondents answered agree and strongly agree 
whether they think the main poster represents the movie.

  5. 1. Verification of Hypothesis 1

   We verify with One-way ANOVA if there is a difference in respondents' intention of 
watching depending on the types of artwork. 
   Statistical verification of Parasite showed significant differences in the intention of 
watching according to artwork types, as shown in Table 1. Therefore, hypothesis 1 was 
adopted.(F=95.097, p<.001) According to the post-hoc investigation of Scheffe, the artwork 
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produced with the main poster image caused the intention of watching the most.  Artwork 
(3) with the face of the leading actor, Kang-ho Song, was the second-highest for the intention 
of watching. The following were artwork (1) with the supporting actor's face and artwork (2) 
with erotic image, but artwork (1) and (2) showed no significant difference in the post-hoc 
investigation. Most of the respondents had seen the main poster of Parasite and considered it 
a representative image of the movie. Therefore, when the main poster-type artwork appeared, 
their intention of watching is the highest.

Table 1 One-way ANOVA Result on the intention of watching by artwork type of Parasite 

group

   Main poster type    Artwork(1)     Artwork(2)    Artwork(3)

mean    3.43    2.13    2.20    2.61

standard 

deviation
   0.560    0.832    0.856    0.747

F    95.097***

p    0.000

*p<.05, **p<.01, ***p<.001

   According to statistical verification of responses related to The Devil All the Time, the 
intention of watching differed significantly depending on the type of artwork, as shown in 
Table 2. Therefore, hypothesis 1 was adopted. (F=4.723, p<.01) On the post-hoc investigation 
of Scheffe, the artwork produced with the main poster image caused the intention of watching 
the most. However, the main poster type differed significantly only from artwork (2). The 
main poster type artwork and artwork (1), (3) showed no significant difference. Artwork (1) 
is an image of a leading actor, and Artwork (3) is an image that shows the overall atmosphere 
and background of the film. Only 21.7% of the respondents knew the movie's main poster, 
and 74.3% of the respondents guessed that the main poster was the movie's representative 
image. Because respondents are not familiar with the main poster, we can interpret that their 
intention of watching artwork (1) and artwork (3) did not differ statistically from the main 
poster. However, the respondents' intention of watching Artwork (2) is the lowest because 
non-famous actors appear.
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Table 2 One-way ANOVA Result on viewing intentions by artwork type of The Devil All the Time 

group

   Main poster type    Artwork(1)     Artwork(2)    Artwork(3)

mean    2.54    2.33    2.23    2.50

standard 

deviation
   0.829    0.829    0.759    0.830

F    4.723**

p    0.003

*p<.05, **p<.01, ***p<.001

  5. 2. Verification of Hypothesis 2

1) Positive unfamiliarity of the personalized artwork of Parasite

   With simple linear regression analysis, we verified the personalized artwork of Parasite on 
whether it elicits positive unfamiliarity and influences the intention to watch. As a result of 
the verification, Artwork (1) and (2) of Figure 6 was not significant.
   However, for Artwork (3) of Figure 6 the regression model is statistically significant. 
(F=12.243, p<.01) R Squared was 7.5%, and the Durbin-Watson statistic was 1.750.  As a 
result of the regression coefficient's verification, the positive unfamiliarity with the artwork 
had a significant negative (-) effect on the intention to watch. (β=-0.275, p<.01) 
   Box Art (1) featured an supporting actor, Seo-Joon Park who appeared as a cameo in the 
movie. Seo-Joon Park appears shortly in Parasite, but as an A-list actor in Korea, he was 
starred in other films and is often seen alone in other content's Artwork. However, when 
Artwork (1) with Seo-Joon Park was shown as a representative image of Parasite, only 53.3% 
of the respondents recognized it as new content, and 69.1% of the respondents did not intend 
to watch it.
   Artwork (2) was described as an erotic film with Mr and Mrs Park’s caressing scene from a 
movie. Because it was not recognized as new content, and it was not the representative image 
of Parasite also, respondents' intention of watching was low. 
Artwork (3) consists of the image of leading actor, named Kang-ho Song. He played a 
significant role in the movie. In particular, the appearance of him wearing an Indian chief's 
hat was highly exposed through news media and film promotion. Therefore, it was expected 
that this scene caused the anchoring effect and the primacy effect. However, contrary to 
expectations, viewers' intention to watch decreased when they saw artwork that they felt was 
new rather than previously recognized artwork. This means that viewers don't want to see 
the newly recognized parasite artwork, not the parasite artwork they already know.
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2) Positive unfamiliarity of the personalized artwork of The Devil All the Time

   With simple linear regression analysis, we verified the personalized artwork of The Devil 
All the Time on whether it elicits positive unfamiliarity and influences the intention to watch. 
As a result of the verification, the personalized artwork's positive unfamiliarity and intention 
to watch were not statistically significant.
   As seen earlier, The Devil All the Time has low South Korean recognition, and only 9.9% 
of respondents said they had seen the movie. Therefore, when respondents looked at this 
movie's artwork, they recognized it as new content. At first, we tried to see how the intention 
of watching changes depending on the level that the artwork is perceived as new content. 
However, there is no significant correlation emerged because respondents recognized all 
artworks as new contents. 
   Thus, hypothesis 2 that the positive unfamiliarity of personalized artwork would have a 
positive effect on the intention of watching was rejected for Parasite artwork (1), (2), and all 
the artworks of The Devil All the Time. However, it was adopted for Artwork (3) of Parasite.

  5. 3. Verification of Hypothesis 3

1) The negative unfamiliarity of Parasite personalized artwork

   With simple linear regression analysis, we verified the personalized artwork of Parasite 
on whether it influences the intention to watch by bringing out negative unfamiliarity. As a 
result of the verification, it was all significant.
   For personalized Artwork (1), as shown in figure 6, the regression model is statistically 
significant. (F=15.506, p<.001) R Squared was 9.4%, and the Durbin-Watson statistic was 
1.815. 
   As a result of the regression coefficient's verification, it is found that negative unfamiliarity 
with artwork had a significant negative (-) effect on the intention to watch. (β=-0.306, 
p<.001) 
   For Personalized Artwork (2), as shown in figure 6, the regression model is statistically 
significant. (F=48.940, p<.001) R Squared was 24.6%, and the Durbin-Watson statistic 
was 1.934. As a result of the regression coefficient's verification, it is found that negative 
unfamiliarity with artwork had a significant negative (-) effect on the intention to watch.  
(β=-0.496, p<.001)
   For personalized Artwork (3), as shown in figure 6, the regression model is statistically 
significant. (F=25.349, p<.001) R Squared was 14.5% and the Durbin-Watson statistic 
was 1.720. As a result of the regression coefficient's verification, it is found that negative 
unfamiliarity with artwork had a significant negative (-) effect on the intention to watch. (β=-
0.380, p<.001)
   Artwork 1, 2, and 3 were not the images of the main poster mainly used to promote Parasite. 
Therefore, the negative unfamiliarity was derived because it was not the representative image 
of the parasite movie that the viewers knew.
   Parasite has become a hot topic by winning numerous awards at international film festivals. 
Before the study was conducted, the main poster of Parasite was exposed to the media and 
SNS a lot. Even if they had never seen the movie Parasite, more than 94% of respondents 
knew the title and main poster image. In the case of Parasite, it is strongly imprinted 
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rather than simply recognized by viewers. The poster of Parasite, which covered the main 
character's eyes with a black stick, appeared as memes on the Internet, and many parodies 
appeared on TV programs. This shows how viewers perceive the representative images of 
parasites. 
   In this context, when we presented the representative of Parasite with an image that 
changed actors and genres to viewers, it came into conf lict with the already strongly 
engraved image. The existing representative image strongly engraved seems to be connected 
with a trust beyond familiarity. In this case, it was investigated that the bigger the negative 
unfamiliarity, the lower the viewing intention.

2) The Devil All the Time negative unfamiliarity with personalized artwork.

   With simple linear regression analysis, we verified the personalized artwork of The Devil 
All the Time, as shown in Figure 7, to determine whether it would bring about the negative 
unfamiliarity and affect the audience's intention to watch. As a result of the verification, it 
was all significant.
   For Personalized Artwork (1), the regression model was statistically (F=10.391, p<.01) 
significant, with R Squared of 6.5%. The Durbin-Watson statistic was 2.126. As a result of the 
regression coefficient's verification, it is found that negative unfamiliarity with artwork had a 
significant negative (-) effect on the intention to watch. (β=-0.255, p<.001) 
   For Personalized Artwork (2), the regression model is statistically (F=15.212, p<.001) 
significant. R Squared was 9.2%, and the Durbin-Watson statistic was 2.002. As a result of 
the regression coefficient's verification, it is found that negative unfamiliarity with artwork 
had a significant negative (-) effect on the intention to watch. (β=-0.303, p<.001)  
   For Personalized Artwork (3), the regression model is statistically (F=6.341, p<.05) 
significant. R Squared was 4.1%, and the Durbin-Watson statistic was 1.922. As a result of the 
regression coefficient's verification, it is found that negative unfamiliarity with artwork had a 
significant negative (-) effect on the intention to watch. (β=-0.201, p<.01)  
   The Devil All the Time was not a well-known movie in Korea. Therefore, there was little 
the anchoring effect and primacy effect since users did not recognize the main poster as 
representative images of the movie, as shown in the study. So, unlike Parasite, we expected 
the hypothesis not to be significant. However, the more negative unfamiliarity occurred, the 
lower the intention to watch. We showed viewers the main poster and asked if they thought 
it was a representative image of this movie. 74.4% of the respondents answered agree and 
strongly agree. When viewers think that a specific image is a representative image, it seems 
that unfamiliarity occurs with other images. In addition, the more negative unfamiliarity 
occurs, the lower the intention to watch.

6. Conclusion and Suggestion

   In this study, we researched whether the movie's main poster as the representative image 
is causing the anchoring effect and primacy effect for the user. We also looked into whether 
Netflix's personalized artwork attracts viewers' attention and stimulus their intention of 
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watching instead of the main poster, which is too familiar to attract attention. We selected 
Parasite as the movie whose main poster was well known to the public, and The Devil All the 
Time as a lesser-known content.  For this study, we set up hypotheses to verify which types 
of artwork draw users' intention to watch. We also set up a hypothesis to verify in which 
direction (positive or negative) the unfamiliarity of the artwork acts on the intention of 
watching when users felt unfamiliar with Netflix's personalized artwork. Eventually, we tried 
to verify how this unfamiliarity affects the intention of watching. Movie contents serviced by 
Netflix are divided into three categories, self-produced content, co-produced content, and 
the content that it purchased screening license from other filmmakers. Parasite is a content 
screening license purchased, and The Devil All the Time is self-produced content. Parasite 
has already been shown in theatres and other movie channels and is already being promoted 
publicly. Therefore, as seen in the study results, respondents recognized the main poster 
as the movie's representative image. For these contents, the main poster type's artwork 
derives users' intention of watching by anchoring effect and primacy effect. On the other 
hand, personalized artwork produced by converting genres or focusing on supporting actors 
negatively affected their intention of watching. 
   Meanwhile, The Devil All the Time was not a well-known movie in Korea. Since this film 
was first shown on Netflix, there was little marketing and promotion, so the main poster 
was less known to users. In this case, there was little the anchoring effect and primacy effect 
since users did not recognize the main poster as representative images of the movie. So, 
unlike Parasite, we expected the hypothesis not to be significant. However, the more negative 
unfamiliarity occurred, the lower the intention to watch. When viewers think that a specific 
image is a representative image, it seems that unfamiliarity occurs with other images. In 
addition, the more negative unfamiliarity occurs, the lower the intention to watch.
   Because Netflix shows images according to a personalized algorithm, it shows a variety of 
images without showing a specific image as a representative image. Therefore, in the case of 
Netflix original content, a follow-up study is needed to conduct a survey without creating the 
anchoring effect for a specific image.
   In both films, the more the respondents felt the negative unfamiliarity of the artwork that 
gives them the impression that the movie seems like a formula one or a B movie, the less 
intention of watching.
   In this study, we selected a well-known and low-profile film to compare and analyze the 
impact of the main poster form and other types of artwork on the intention of watching. 
Follow-up research is needed because films of moderate recognition are not included. It is 
expected that more diverse and influential artwork types can be proposed if three types of 
films are compared and analyzed by supplementing with the film of moderate recognition.
   This study has a limitation in that it is not possible to know the cause of the occurrence of 
positive and negative unfamiliarity. Therefore, if a qualitative study on how viewers accept 
the image components of artwork, such as the characters, layout, and typography, is followed, 
it will be possible to interpret the causes and effects of positive and negative unfamiliarity 
with the artwork.
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