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1. M8 Alo ISH 2R JH
w5 HofolA] Y Ale] B Atk TR 4T B 1 f840) 3A B,

O
O A AlY] /1 2 A8 Bhrte) 427 el B W SRS 7Rsa Atk W(Ee

o

O E shfo] w54 28 7= Heldoll Y2 ARTBAL: SsAlAl 54402 gum(gehst,

WA=tk 7k ABAEE AZEOR wheA] S 4 Qe (TAlol & 4T 2004)
O o] SR BN TAE 98 olefet A4 AlS] 05 FHsRE Zol7] Sl A4

PHoR Bestels e FEA welnt 0Re) g o] S Fa

O vhel, §79ah deia(021)0] m=w, A4F Al $hisi) oke Auke A ) elgio] of
A2 B TAoA a2 Aol Zlolel ol A did Selo] 20 4 Qlrka 4.

- ATA w7t AT ATl BEANE Bd 057} ohel, SuRie] Wk g AFels
AAH ATom 23k 4= Qlrks A0, ofz AMelTolN ACGPT7F EAjslAgACIA 744
ololtiols EE5n FEA S5E Sk Y Ego] HAT Fro| BRIS A ulgkd AE iAok

Frhn Fgehs A Sl el F4e WAUFCIBS, WSl & AsIY, 2023 AFF

i

ro

- whebal, QREe] AT AL Tak 0.8 o] oflel wlmba Abuieh ROl AnE ZAUSK: B

HAYEeR et & 5 UHEAY & dEi, 2021).
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. SOHEOIMS] WERAI EHE

O BIARRE 713, Fhletols), Hlel- A AARS Basks P02, AT AZE ol tho] ofolt]
o2 4143 AL TABEE ol 278

- FIARRE Ted] FalEs FPUs Aakeel 24S € Jigol ok ofelHolE Tske 1Y

318 Selol M Bk T8 AAPE Alole] ABAHES B3t AL

oF o} 847} AV RAL A2 Ate] STl ok vlofel, HAI gold SRS 5L A2}

O
T, e A3k volets A R A AYT B8 4eAE ARE AT
2> Qle(o]AL, 73lal, & AlEY, 2023),

O ¥ Aotz BTALNAR bl 249l AfLahgo] ofoiAof iz Qdelolln] AXHAL

o
Lo
A
©

NEAGAE TN ANFAIS AUAOE HEI WS PASIA .

AF2A 1 AEE AlS] oAl 9] 28 7= oA dA=EE=7
AT2A 2. AHFAIE 283 FaAr = ol digh QIAe ofmp?
AFZA 3. FIAE oM APFAL 28 A-T A B3kl Jigt Q142 ofutr)?

e
y
e
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E

i
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i
l
b o
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rlr
o
o=
o2
o
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B

J_

52+l Wz} elr]?

AlEAgh SACALRE GdTiAel TE)e]l 23] olgt mas 1919 sHY 77, T2
il

Ak st AFA AN 5P SE o W49 5 F 120 TgEiglon], sy
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2) A3HN 35

O WAl RSl A S48 AR ARE AT 59 1Y B4 AR 9S AEE B

TF A=A e HEs HdEA e, 8 a2 AYFAIE L& w5 I izt F7h
¢ 28 A 99, g At % ALt Y E8 7HE Alatske Wt 5

3 43w 2u ac

(1) A3 Ale] 28 218 74k ofolclo] wba Ak A} Thol o) wely 9l R Almel I3k,

PSS AARALY 4% A3t 0Ro] T2 B4lzo] gIglon), o] sk it A wEfe
27 i) g Alow gu

- mgare ejejei(prompt lieracy) &L Eot sHA}e] ] Almet g TAo] AetElofof gtk

JO{A

Rk
() AT AIS TEI F3 A U G ALET S0l AfHOR B Alglo] AR Em, HEA
P31 A1) 718 9 FjofolelH wy St BAG FTA WARTH: 7] | AZgche o)

olo] ti=o] YL EAJo] R Eaof sH= A WS oAM= WS- 7F A=A AFEzRgo)
FaAoR Akt o] doe.
- o] 0@ Al T FE o ols} H|g Huto] BHA) Aol TEs AJoko @ xheskon oo
gt A=A AL dasgo] A7|E
@) =L A0 A7+ Ao HiH|E ukEslgl oL, ofolt]o]e] BFS 2Ha] AEsAL
Holx =2 WS AAZOR AN o ol2iee AR
(5) 4B ALZINE B3 AR e Bely Sold 840l o, ofeltlel wagst 27] tigkal
A o)A AEL] BYAGL TR st s5R10] |2 EA Holrt 2AE A weA 7|7t

2 o= oo
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D) ZAF A 9 2ARE

O AWAFFALE o]83gt = 74 g0l IAY =74 &<l e

- 3RS AAAPAL A Q1) QXS AR o] At F40] 9SS arelste] tiste] I = A8
5L weEE(judgement sampling)ol] 2J3) 414

- omely 2ol Wayste] A3

2) 2/ A%

(1) o]-g-3yef
O S9A= Jshil 359(36.5%), o184y 617 (63.5%) 010, AH-L 1841(1%)~3041(1.0%) 01 Hat A%
2 2224

O ol gsh= AP AR= AGPT7L 71 Wrom (96, 100%), olojAl, g2, HE, n=AY 5ol Asle
o, 0§ Wlew SHWAAAY 74.4%7} 24 15900 3 W A= ARSI Jlglem, ARE- AR
305004 1AI7F BE(53.3%)7F 7H e

(2) 8439 AlY] iz 0§ 71

O SHAES AAFAL 283t ddsto] Al dat 787, Heldoll tell tiAl= 37gd2e= Q1R He
W41, S D=453)0 del] dder 7P w2 Hagks 2o

(3) Far ol A o] &g 7hxlof digt FTARg He 2jo

O AAGAIRl] AFsakg Jwrt 7919) )2 Alal(creative thinking) E&ol PR FEAE Lol

A}, 22 TG HAHW = 358, S D, = .649)0] W ATAE M = 313, 5D, = .694)]
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Autonomous Sensory Meridian Response(ASMR) 1= 4419, Hegle 4], AT e} 7o
oA Eaxel, 24 7hjlEt e, 1 A 52 F 9l APAelA Bk A8, A EARE sk
11 Ao}, Michelob ULTRA Pure Gold9] #7#& 31, IKEA2] “Oddly IKEA” 789|¢], Zippo, KFC,
Apple®] §FE FHl= 5 o] = HAH=T} o] FAE AA| = lol EshHAl ASMRE sLte]
A9 sga Heko g Ae] F9kc AT ASMR FHarvt 7]9f, ol o]¢h vhgofl 34 %33
o ¢ QlEE HoFglon, tiE o] AY Aol @ Au|lef ZHkstal glof ofe] HiHE=9)

I il A et gt HA sjdo] Yehb=], 1eja HlE ou|(HHE He)of
whe S0 444 sfiilo] of BA| EeiRleAls FEs] WA gtk ol 2 d9he o BRliEo] fRE
ASMR a1 gz IHAS AlLALS|atst B o & FAsto] AlgRiEe] Fol Wel=A|(Bg), ol| A4S

FHSEA G, 2 BAE oA B A4 siio] ofgA RalE=AE TIestaat gtk

filo

il

mlo

O[2X HHZE

B ogt = 7RR] o|Rof 7|kt 314, Advertising consumers’ resistance—overcoming sensory
satisfaction framework= A8l 4 S} whe S8k W3l b A9l ARRE W|ET} 7H2HA qhEal 29l
ZAlE]A MRS o] AR WYY A7ke Fol Wi, Wrlne ddelol 1A SRS A5 A)4l7
slolg Aasjo] Bt} B e HAH GAS Su 4 S AatH(Lee & Johnson, 2025).
S, A 4] olel WEm Anl Bels] A oy A7Inke Sofsi], ofiH HAlet B}

=2
A F4o] ASMR thrfe} Aokl nf =4 sf4s, EAd4] Blies AA Aladele A7ukel 23kt
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o) 43251l 81412 27] 4o (Grohmann, 2009). o]2fak Teel 4 & A7 (1) $EH ASMR %l o2
oM ol Exlo] Ureh A, (2) B2 AAL of®A) thE), 3) Bl Aro] Hat 917 st 45
7} olgA] SN Tt

ot
B o7 ofg] wol ok Halse] A% SR8 ASMR Bao] g8 st 3, Yol YAES
Aelsi AEASE 0 BACISE Sl HlolEE AAEAT. oA HAH ATw 15ste] Ael

oFy1 om] WEE 72359t (Hutto & Gilbert, 2014). ©29] 4] 2= 24 tglEd SHHLDA)
7IHE B9l HHsiglon, & o] 1 VADER®, 7|38, A9, &= 5 °]
Lexicong -gsto] 1h=5100Th o] of$] AR 79t A59} B9 MR85 71 Adsto] F i e
&g eIk A, BY A 9H A 2 S i 59 Egof H-2(calming) A
ol3] A55 Afete] AFESIATE B4, A4S A4 A ST e A EA B 44
(sexual) T 0]3] AT E Agsto] AEsqiet. ol A% WA B Ao o 2 7AE Fofsi,
A AT E BE 72 HHdsks FEE F6I0IE F Alee A= W Hibe AAshs AR el

2
o
-,
rir
Z,
=
@)
e3l
3

]
o)

e

372 BASIIOR, HAC 7 vlit BE0} Y40} REAEY BAS 3} 95% NTIIOR AN

ok nRARROR, = A4 7 AR Aiks ARV 00 7719, olE0] AR E-AQl Hhe Ho' Aeke
3}

AEA Lo Bl & oA A1) Ego] mEHY B 1) A £41Y, 2) 984 F4 FEL 3)
xB|Rp Sl O, 4) A 2] B, 5) S R =4, 6) A dE3kE FAEI ol B
TEE AR FESRE A dARA L] AR SAUN S0 8 Wi 4, A4 WieRA 9] W)
33 7€, B7h wgko 2] 7hATE Fd, 283 ke AL oA e g7H v S 2t
o A2Al 200 et Aduba oz 293 A9 FE7F A Aol A9A Qe AoE et
Svl S 2Tt A FA] 2Bl Egofal 7o} Alg]e] AA7L A UERton, Bi-ol F ok vt

ok W, &52F ] By EZjofis RERAQl i ATEA] a2 Qe 2ot oot AriHoem
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ke Anl o) o) ERolE 72 9 2 gusk AT v Bolet Felgo] AXWA, AR
Folk B B ofFaAtk HAA e ERolA 12ka E7d3 4 B0 that eyl

FAo] Eelke 97ha o] BTtk ATRA) 3ol A, HAE Se] wlmolA] Fugk Kol
Selslglek. ol olnlZk g BREE 29 247} o 9k
76 ke olefat Au AUy SRel A Byl ol Avlnlel B FSH, St 1A

o7} A A7inleh stk W AR,

jzl
ol
ox
ox,
1o
=
N
\
?;.:1’:
(T
£
I
|r
oXx
o
Lo
>
P

o] A= ASMR #19] a11E F 71x] AR A2t Advertising consumers’ resistance—overcoming
sensory satisfaction frameworkZoA] YR ThAls AR Wl 4282 =o|= vhy, ofE T A3kS:
Fotetal ARt BSR4 4 o] wEd FUT ASMR At o4 HRlitolA=

Her 2] Hleoaf= A4 s oz QIAEY] ok A 24 23, f44H B9 B
(2, 52 8§ A=Rol|, 487t A B, 32 AAF A2 o 7PAl etttk gk o493
BRIEE 0] A4l AA HAlat 4Hsh A4t o Esken, £ A4 7] S3iHel ke ualek
012} §7) T BRIES] §%H 942 muso] LDA, VADER, NRC, o]m] #2] S| 7e Hgalol,

o) 70N A TFsT ATE AR S ANesTh

ARAoR B ol “Hekl B9S K ASMR kg ARkie). 24 SRt iAol wisp)
4o AMeES AR W A9 1710 SO1ST, AR Savl HT SEA B4 o 2L Sk
2ol 742 Aus 7P Assh 771 ol 7hEsHA wlAlek Ao] 4S|40 BAsHE Haskes o
Safsich, A8 BAolAE HAEe] olule} ApAS §Aak Ho| Fasih. oY HAE mEg)

fid
jinss
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e
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(B 1) 2 EZlo| FQH0]

Topic 1 Topic 2 Topic 3 Topic 4 Topic § Topic 6
St’.\;ﬂldl'f:?a’ Homt,’ Purchase Hand Sound  Sleep onset Po.’af'r:ed
Whisper relaxation ) ) ) ) ) Audience
) intention Triggers immersion )
Cues routine Reactions
whisper relaxing buy tingle fall asleep funny
voice room price ear bed enjoy
girl dream marketing tap sound crazy
woman hope company scratch hear happy
love wash quality hand relax bad
sound eye taste laugh read loud
talk kid content person wonder weird
beautiful cute good game place shit
listen experience like kit care swear
back support win premium way sponsor
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1 2IZ-Al EHHoIM =2 Al7|2t MEIXEE-H0] AH|X} BES0)| O]
LER(112CH), OIS (adc), FM|S|(HoTH), ZERS ()

Rl
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i

I 57} HERHAS, NS OIR5ILI?:
AHIXISAIN, OIC|0] OIS SEH, Z2lO|HA| R4S FAloz
I (BHAILH)
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2IZ-Al FHEHOIM == Al7|2F MEiXE-H0]
2H[x} 2iSof| Djxl= S

&M (TCHSm ARISH? MALRHY)
O (Tl ARIsH MALFE)
HMIE| (HHAOIRICHS!T ARIstat SHIRNSHY)
el (maichstm Majsks xms)

WE-Al G v, 9=, % 5 TR Jooli] musteln glom, T AnE dFshu qnt
(Vaccaro et al, 2024). “12uk, W] A3k A4 A\ Bt offe} A7} Ale] %88 oA Q143
1=)of weh ek 4 SeHBuchinca et al, 2020). 3 Q) 7 WT 2 2RIz} S ATHEAS
PO B QZ-Al WYL TR WS o) AlS] wga ejdto] Hebd 4 5] kel A8

FUH A0 Aed e ned 99 Ak mag Bask g
5 ¢l ofejal Wzl Qlzi-Al Bele] ol 29150 Anle] Aela WHge] XolE HEol A
A AFFHAZ drfshe B8 A7IE] vs. F7)et Al

Y 341G AFSR=A 2 o] AHAE AFSH=AE vehlis A8 ASAAGES vs. EH)ol F5310,

2. O|2H HiZE

QIZ-Al AT A2X ARY

B WAL BE BES P9l B ok, FUNE @A FEACH: Aol Fag o)
2Rtk QAL BUS SAIZoln B B WS B3l 1A, HAH 7112 B2 Chandra
& Rahman, 2024), ol AMAE] & WY WEES} Al tig 244 HERE olod 4 gt
(Gelbrich et al., 2021). oo] ufe} hre] G75o] AMgAYS] T H7HE FUISH TR 48 29150
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FE 39,
ofefat TN E ATE ABAel WAL FASH Hela W o=K, e)H 287K psychological
ownership)o] F25tech. Ho14 Agare 54 dhae] ‘o] Foleka Ll Aleld] Az Aojsct

(Plerce et al,, 2003). AISL Held A4S ARTORA S54, A4, DAY 5 7124 2]

L= $Z35131(Dawkins et al., 2017), 283 2872 FAISH= thitel tisl o 2 ozl 7(xE Hojst
tHShu & Peck, 2011). & 7= o2 ol7k-Al &9 weto g kslo], ojyst QolSo] & A3y}
AL Au| o] tigt RS2 o] ojR| =215 qgekal, 11 Al miFUSo =M AEE Andte] avE 2}l

sjaLA} s,

Al £2 A7t M2 AQZ0| Djxk= gt
Alsle] WY ZHoI 27] Tl ofoltiol S FAelT T2 AAsk: 5 A TPge) ke A4t

T ARA oS Fiek e, Al 27] BlelA] £88 AESHE AL 57] ERuTh AP AR
o] HaHEE THEOITHS QALE OFiA|Z Ao ootk AR, A8 ATEE 7k AEAT AAA

o7 7]ofgE wiEet AZF A 7]ofgS W) o W Al A BY 4 s AR = stk (He
et al., 2025; Rezwana & Maher, 2023). 53], 2|21 SAREE 7iQle] 574 Aol Ankg A1) o]
U A Bl 2T o QoA e AES ofulsh, AEd aqate] i AR 291§ shuE Al o
9kch(Pierce et al., 2003; Liu et al,, 2012). 2, “U7} o] tAkS EAI3F 4= Qu}’= W0 “o]A L 1}9]
Zoltt = AHElA AfoR oo LEA vAUFolch FFsto], AMEAPE oln] 8 oAAA T}

T2 AAE Rl 7] GAlo] vlsl] obd] W2 ARjo] got Q= 27| WAA AUF e AleE A
okl ke 1Al AJZHE FAlge] ofgtEm, ol= 44|

AL B A B AAE 2
40700 B A, TIHOR FY ATl e % WE L B2 ololW o= I,

MEH XEE0| 2™ AR 0iXl=

AT-AL 32 gol A A8 28] (choice autonomy)% ARBARZE of ] thokS AA] BEAL, T1 Fojla] A
2 Aee 4 gle Arg HoEthFink et al, 2024). olzjdt Ael mAof| ko] 2eAlL Aolo] x|zkgE
SAE A% Fd alor AgRith Ae) Atol| i, AEX|o] 7t SrFekpE 7)9le AR

()OII
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oA Tl o A5l G sk ek L], 1 An 2k FAge) sob A0E et
(Antusch et al., 2021; Barlas et al., 2018; Schwarz, 2025).
olofl 7]utsto], & AT A8 AT w8 A7) 7h0] AEARGol Held Afdel nlXE G dE
st gleh, TAROR, A gl B A9 SR BY WS A2 BAS Gkt Q140]
A3, 25 kARl olgAL 2710] AL £2S AgslttlekE Aed Ade] BaE gekd 4
& AOE ok M, HE Aol e A9, A BYY FAI] Ale] o) HaElickn
LA 5 qlow], Fa oapaol o|RA|t 2] AGIA Al Afae] #avt o 2 ek Folck

GrPower 3.1% AMg3E AP 2 (power analysis) & B3] =23t Ha Avbat 4201 182ef4], 22}l
Aol B4 4 AolE W 45 Tfel] F 20099 WS BT, o] % BAA SHA 8L
Alojet 19290] A 2% BAlo] ATk 7H AEE S8 228 A7) 27] v, 7)) x 2040
A e v, 9 FEA 1k AAle] Letel Age A

S JavaScriptz AAE Ale} @efsiol, 24lo] 44 Fjlghhi 7Pae Alge] Free s
B TAS stk FRES 5 Thl ) ThER PAEIRON], Be A7]eh e X4 2] ot

2 Alo) 88 W Eolh. B8 A7] 2] weh, 27] B 2710 WSS 5 WA hE(F 1045
AP APDeIA Al S27)o E8o] Bl oA Bl AXHGION, 3] B8 A0 PSS
TP WA THE (O 100008 245 Aol BUT Fele] Eee ANEI Ald X84 2] wrehy
£ e A4 209 AARSOIA Al 7o) o] Bo] AAIEo] 1% ShiEAElste] So] widslEs
Sl v, vk A8 0] SO B shbo] o] Sauto] AXEGIT. ) e ¥, Ak

= A4 FAE, Al i, Al gt B7E @Y iSRS S4s) Pl sHsHReH,

A\
Hu
Hu

.]
=

FI[‘

o Zoz Agle] FREY
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Reevaluating Cultural Dynamics and Generational Divides:
A Comparative Exploration of the United States and
South Korea

llyoung Ju (Bowling Green State University)
Jong Woo (Jun, Dankook University)

As culture continues to evolve due to social and technological changes, it is crucial to reevaluate the
cultural dimensions between countries to examine the contemporary landscape. This study focuses on
three key research questions: (1) In what ways do the cultures of the United States and South Korea
differ? (2) What differences in cultural dimensions can be observed between the millennial generation
and the older generation? And (3)What interaction effects can be identified between cultural variations
and generational divides? By addressing these questions, the study seeks to provide valuable insights
into cultural dynamics, generational disparities, and their implications within the context of an
increasingly interconnected and globalized world. Through this research, we hope to contribute to a
deeper understanding of the complex interplay between culture and generation, empowering individuals

and organizations to navigate cross—cultural interactions with greater sensitivity and success.

RQI1: In what ways do the cultures of the United States and South Korea differ?
RQ2: What difference in cultural dimensions can be observed between the millennial generation and
the older generation?

RQ3: What interaction effects can be identified between cultural variations and generational divides?

This study engaged a professional research firm in Korea (https://embrain.com/eng/) to administer
the survey questionnaire via email to panel members and collect responses. For the U.S. samples, Amazon
Mechanical Turk (MTurk) was utilized. A total of 1,675 participants completed the survey, comprising
871 males (52%) and 804 females(48%). Millennials, defined as those under 30 years of age, accounted

for 865respondents (51.6%), while the older generation, classified as those aged 40years or older,
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constituted 783 participants (46.7%).

In terms of cultural comparison, people in the United States exhibit greater power distance and
collectivism than those in South Korea, while South Korea emphasizes uncertainty avoidance and
long—term orientation more than the U.S. population. Regarding generational differences, the older
generation displays higher uncertainty avoidance and long—term orientation compared to the Millennials,
Interaction effects between country and generation were noted in power distance, uncertainty avoidance,
long—term orientation, and masculinity. The Millennials exhibit stronger effects in power distance,
uncertainty avoidance, and long—term orientation when comparing U.S. and South Korean individuals.

For the older generation, a more pronounced effect was observed in masculinity, while no significant

differences were found among the Millennials.

(Table 1) Power distance

Variables M. SD. MS F Sig.
The US. 2.76 1.66
Country 222811 107.385 .000
Korea 202 1.16
_ Milennial 242 1.56
Ceneration 416 200 654
Older 2.40 1.41
Ceneratior+Country 16.466 7936 005

3.00

{Figure 1) Interaction effects

-

Korea

us
Country

Generation

Millennials
— Olders
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(Table 2) Uncertainty avoidance

Variables M, SD. MS F Sig.
The US. 446 1.69
Country 284.528 145392 000
Korea 5.31 1.00
i Millennial 472 1.54
Ceneration 25.611 13.087 000
Older 502 1.38
Ceneratior+=Country 18097 9.247 002
Generation
Millznnials
525 — Qlders
4.75
4.50
Korea us
Country
{Figure 2) Interaction effects
{Table 3) Collectivism
Variebles M SD. MS F Sig.
The US. 397 1.43
Country 107.329 066.218 .000
Korea 3.46 1.07
_ Millennial 375 1.31
Ceneration .009 006 940
Older 372 1.28
Ceneratior+Country 363 224 636
(Table 4) Masculinity
Variaoles M. SD. MS F Sig.
The US. 360 1.64
Country 14.089 0.443 01
Korea 377 1.28
] Millennial 367 1.55
Generation 283 129 719
Older 369 1.41
Ceneratior+Country 22.963 10.501 .001
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400 Generation
Millennials
— Olders
380
a7
Korea us
Country
{Figure 3) Interaction effects
(Table 5) Long—term orientation
Varigbles M SD. MS F Sa.
The US. 446 1.71
Country 152.050 87.458 .000
Korea 509 A
. Milennial 4.61 1.44
Generation 30.157 17.346 .000
Older 492 1.27
Ceneratior+Country 28476 16.379 000
590 Generation
Millennials
3\ — Olders

Korea us
Country

{Figure 4) Interaction effects
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ARIEA: RXIE (2 00| 0A)E SHe=z

DR (BEsm Ssjoldstn Uk
HES (SH2ristm DlC|OiHSLIHoIMSE D4 )

ZZ2(Abstract)

2 dAte 7% ] g8 WRiAE ander Hdsp] 9 Hallt= AEEH]RIHE(Branded
Entertainment) &4]9] 22+ Hx14 (@ ujo] o]~(Oh My Earth)) & thatez, Az Hxjd9 Al3]Z|
AruAleId HEke EAsks o F2jo] Sl ol ffal 2ol A8H tE, 5o A £, FEA,

5 78 FA 4 a5 SMCREAIR-HIAIA] -2 - 42417} #AFUA
old o] aglof we} BRstal, 7t adde 2R AY 2ot dE ke EA5kIth

WA Al {AE (@ o] o) = 715917 dig mAAE dled 38T} vloled S H2ks At
of FET FAdE ARIRA, oy eIk AEE AR HES FAlo X|gFst, ‘<A s (Artistic
Communication) & g8l FA2 577} 7204 AldS sk, Arsld A 7 FyAlo] A (Social-Action
Communication) & 53l HIAIA] 9] A ikt Hotg Ex1eke ofF 124 ARUAo)AS A= Al
2 & 5 Qlok ok & dhe o] 25 3dlEd] AruAold Aol thet 3 A A=A AXSE
Zlolw, 29 Q14] Wsht 35 Hghol thet Qluba] A} H5s aleh 24 ofth webA] ARl HAIA]

A ABlolA] 713 $17](Climate CrisiDe AR/ A 7V AR SR ol % shhe, Tt

HBEAE "ol AAARR23 Aitel S viAle 524 f7lelth



2025 et=gusEsts| JIEE HIotsrl=]

713 P710] Tk 914 SHkE S e Zubdolk, el e Wbk, Amlel 5 7120 AR 4
A AL U0 A TS 88 ofBol] ofdiths SIS ZhIch whe Fololee AAAM

AdE WP HARIE Aoz, Alela ZAIE 71 A A Fao AeA7le Akl ARy
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A

T 71 e ZHE 7)Y entoloiA vt pate] Al AR digollAl gl Y EE
5 AlRteE Bt = QlEERIUES Alsite] 52 (2 ato] of2~((Oh My Earth)) & &4 tiifoz
Aob, A2 dAlelA FA Adjel] o] 277k vt ARuAold §4& SMCR 23 (David K. Berlo,
1960)2] 4| 2¢l—4A1ASender), MA|A](Message), 29 (Channel), 4=A12HReceiver)o]] wha}h Al 4]0
= AR

Il. O|2X HiZ

1. 715 9|
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ror Ffrshy Auagshs AU ARUAlld T2 Wt Zojth WAL Tt AR ofd
ot (participant) 24 2E&<] ofu] g4 Il 27 st AAA Bt AlE)A saks AEsich
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Z"H(behavioral activation)gl= 2122 AuE z|&ksjof it}
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< Bhz of=gt W9 Q14 W3} F o] Slrh
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3. BHC|E AEEHQIME(Branded Entertainment)

BT AdEHIHES 22 Zel= Qo] AL HAZE AALHA F86te] 2:HA7}
&= AAE AfruA ol Fejolr). ol FiE dol AR-0H-E8HE XS Aot 55 FHlzE,
AR 3 T A AR Aeth PKM #Holla] BH, 2840 45 A=E QAske
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o8> wA|R]9] FATFS =elck wEbA] Fdle 7% 7|9 e AlEd EAlE @A) U] EA'R
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4. SMCR FH7LAH0M 22
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H29-2(David K. Berlo, 1960)+= 015 **SMCR 28 (FAIRF—HIAA] - 2d —=A12p) ** 0 2 WA,
SAARE AR 22, B, Ve, AREeH v ERRE A4 2R SREIgith s dolEe
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7Ptk 7189 FAdE A77E F2 ngk 7Y A Rkgol 284S SElnhE, & d4= SMCR
2ge Tl SAR AR - - palAe] A TS AAR SR He R Fddled] AR
a4 T TrEskaAt St
ohik, 2 At SMCR 239 o] 291 £A40f| ehgately] wiize] ‘EEffect)” 821, & wAIZ|7} #249]
| Hoht s Qo] nAls b avs ASAoR ASsHAle Fekih FF Aol B9
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Influencer Type and Say-Do Fit in the CSR Context:
Human vs. Virtual
Cao Ying(O|Zt0{CH A 2|stm,
Gunawan Gabrielle Evangelyne(O|2t0{C A 2|k,

ZOIM(Ol=toft, H2[stat, =pAh

22 23 Bt AERAAE Z1FY AEAE AACSR) AFUA A F4aA<
& s, 33 A& FeARE JF ArA ogdt AR ol E g3k olrt
(Smith—Frigerio, 2020; Yang et al., 2021). OAE &AFoA A44st 2ExtEc] HA o
Aduhelg Fa FEYoz FEF o whal, ES2 CSR &%< Hrh 7/Y#elxn
AEY oA AGsH] gl JEFAME HZ F_35L1 9ot (D'Arco et al., 2024; Thomas &
Fowler, 2022). FAlell, AIZI¥To 2 7|88 7Md JIERAA(VDY 532 A2 EA A2

.’:T‘
*r]

A FxE HAsHA wEL (Park et al, 2021), &HIAEC] QIF AEFAAL
HEAIERAATE AEste CSRAEAAE o8A Bristerlel W 2240 2AES

o
fr
S
.5
okl
=
Io
N
N
ﬁ';

o
2.
o
oft
il
oft
%
o

AZEE L=3H(Click et al., 2017; Yuan & Lou,
2020). Wi VI ZE2IHSE ¥ AASEREY AE AlFsie Bd:= 99
HEYE 9E 4 xR B A FAES =Ed Add i EFAUALS
FHrEttH(You & Liu, 2024). A8 AFeAe duryoz HIZF 224¢ &FolA 4w
22 A 4L 1 Qo] VIED FAtHor o fejoirt HuskARt (Yang et al,
2023; Zhang et al, 2024), EA AZoAe VIl CSR AEeA ¢ FJHHo=z wrid
7FeAE o, I A9 mAYEE FEs] FHEHA &oith

olgigt wWighoflA, wW-3F=F LA (Say-Do Fit)& CSRAFUA NN <l7ta} 1Ak
JANEZAME HTE o 543 A 2] Hrh o= °§$—°ﬂ"ﬂﬂ A Tl wAA]—
E5] 712 715t v §5 FF5—aF AA TF 75T B35 E A 7Re) 9AE ou)Eith

2 A= FATE A7 AAE PFoR AXES e, ¥ dX e Add 3F 7
ot ofslE vetie 47 <142 gttt (Mueller—Bryson et al., 2025; Guévremont,
2019). ¥2 dAe YR HHH, AHY WS FRATIL R S (o B
Hol3)g& FHrgttt (Olbermann et al., 2024; Sarkar & Kotler, 20215 Zhigang et al., 2020).
T2, 22 d3e 134 AP Bt SAEE A&t (Adiet al, 2019; Walter
et al., 2024).

Al o227 mhg A7 Aol WEH, 4H|[A= JEFAAY EAH 4 ot =EF
Bog ge) g HiE o 52 9947 4 AU EAR 2550 293 4o
£ AL o=t (Kelley, 1973; Liu & Lee, 2023; Waytz et al., 2014; Zhao et al., 2024).

ool mat ¥ dAde HIel HE A AdE 7ML B2 €Ae £ A 1Y

ro,

i
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3 4" AG3% £ AHEE T &AHATE CSRAFUACIAAAN 3T BFS
S92 W Wt wus FHUT 2 a7t oug B 9ESd4 fun 9o
A7 A ALl A= A2AE BIE UH7H§}E}57— At 7742 JAEFAA Y
Yol Hstn AdAE FRE Az |JAA L83 WARE S3oke A
-2 ¥t (Hovland & Weiss, 1951; McCroskey & Teven, 1999; Ohanian, 1990).

Q) AgelAE 2aAsl 48A Bolg AR AR4E F2a Hig VI 25l

NEES ZuEE, Y Aot EISAW, we U AN LEA}

718 FoHolAY =gHer FA gt ASE Sjdoiy @I A=t
, EEF dgolu Ay g2 whgo] FUHrh ol wet Hle o £ 9T
9oz g BYAE EHFeR Fhwol WA NASA 329 BolAd, o
AES 2SIt Lin & Lee, 2023; Waytz et al., 2014). §10 VI= Askd Fd2
PR, 17 A, AR, BES 3 A2E A 1849 NEEE RYTE &
L HE MR VAH AR eR o Hglo] #4tEo] HIETH AY o]
ot (Castelo et al., 20195 Han et al., 2025; Lee et al., 2024; Park & Sung, 2023).
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M 2 ABRIA §F HI v VDT B-BF ALE (5 v 229 45Ago]
By A UL P @AZE 1Y OEH NHEE 59 oD Aol
TAAOR, e LA ARl HI (v D7} e 0347 N2 Brso) o e

AY AYL 2T Rolel, 522X BIAL oldF 298 17 Lt KA 2L

Aot
2. a7 ¥
E A3l= Amazon Mechanical Turk® E3] v|= ZA7IA} 1989 diite=z AgE
S5t £44 AHgstart. HE ARS gEd AVREAA 239 4d BEAdS
AFstget. AE-2 2Q1EFAA: I3t vs. 7H) X 2(8-FF &3] 5 & vs. )9
olE el FI It AAR FAAHU FHES F 419 A 2 74 29T

A8H AZASAE: B =F, 294 TDF B oI4E FAZ o, 427 9a),
QE=dd §37 -9 LAYS zFgr. QERAN f¥e HPITE
&0 2 (Hofeditz et al., 2022; Bie & Meng, 2023; Zhao et al., 2024; Nowak & Rauh, 2005),

7S] QAAEIDH QIEZRAA ‘Jane Equillia'E Q17 L spoE AASE wWalo

228}
T-gs 974 gl 2Asgrt

FA ol BHH oA H AXNZ EFE &
p

o
= -
B2 ZA9ME TJaned AHL SNSE dojdrh'et Zeo] d¥AE Axshe
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T2 € EeHe =5ithe Zo] E¢AE

Mo
1
il
12
ox
2
AL
fo
I
o
=2,
R}
rr
u
i
o
Ogg

p<.00D). B, T-FF LG e 22444 47, 32 934 24 F7HE (M=5.38,
SD=1.55)0] && dz)4 27 Z7IAE (M=2.83, SD=2.03)] H&} &o5HA o & e
FAFTH (£(181) = 9.885, p<.001).

7H 1ol AXT JERAA G -5 LA FEAEEIIL AdeA AES
95l o) gRAEN S AAStErt. 1 AT BAHCR FojulotA vebdrhE, 194=12.72,
pdo0D). FAFeR, e oz zANH HI (M=4.75 SD=192)°] Hia} VI(M=2.79,
SD=1.55Ht} ¢ & UL EstATHE(98)=5.70, p<.001). §IH, £& X A=
HI(M=4.94, SD=1.55¢} VI(M=4.72, SD=1.84) 7t2] o7} {olskx] 4Urht(96)=0.62,
p=.53). °lT Ail= JERAAY FFol FHI EeP o, HIZF VIED f & =S
Hhe whe, o gFe] X o 1 eyt AleRIche S ouigith webA M 12
A2 =gl

7Hd 28 AES] Q8 AZE g4 &4 AEme] o gFe] T -5 dxgol
wg} gt eAE g¢lelr] ¢l PROCESS Model 8(Hayes, 2013)2 AR&s}e

Z
AL 248 AAskgth. 1 B3 ABRIA RYT T-FF LAY 1] 4B gol
o

p=.01) AF3A(B=-1.01, SE=.31, t=-3.27, p<.001) AZHo, &L dx] ZAJME
X7444(B=.06, SE=.34, t=.17, p=.877} AFHEZ(B=.14, SE=.33, t=.41, p=.68) BT )%t
Zpol7b g}, ERF 1A (B=.32, SE=.07, t=4.40, p<.001)3} A= (B=.36, SE=.08, t=4.69,
p<00DE HAAACR A A FHQ FF= A

HEo, REAEHYS T3 ZUE IHEY B4 ZAn, @2 I 2doANT
A5 G5 vebdth 2AH ez, IALAB = —.26, BootSE = .14, 95% CI [-.56,
—.03)a AFEB = -.36, BootSE = .15, 95% CI [-.70, —.09]) REojA {25t KA

gL FgEgrt. ¥3 1440 2488 w7 x4Index = .42, BootSE = .20, 95% CI
[.10, .87)¢}t Az o] z=4% mj7fx]4(ndex = .44, BootSE = .20, 95% CI [.11, .88]) HA|
EAHoR fogte, AT AFAE 53 1 AR A R0 mEt gk
HoE9)rt.

ez, B X ZAGH ABRAN P AY A IAHoE I
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Hod, FA AW WREW EX AYEET AR @ gHEHE ekt

ExE 23t olEe 248 A wike FAHCE fejurt

e e eg'vg 22BN QERAA fYo) A Al plAE AP Avet 7wt
S .16, BootSE = .11, 95% CI [-.02, .41]; VI: B = .08, BootSE = .11,

95% CI [-.11, 31). %, 4224 $39]
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A AZE AB4T Q) 289 Hde gesks SAm o mu debd ol
: zo 9% 29 %S & 4 98 AN
T Fite ozHoz ABSAA EAF HAHI vs. VDI FEFO] dutie] =5
Bge] AL 294 e FAHCE wHon, 4 NSRS 9ed 45 2Qo=
oA el E A7E ol ‘=Ed 97 BHo) ANE=E Asgsld,
@50 Arkel Wet gabd 4 9leg At
ARHoR B Qe CSRAFUACIA Aeld dB2A4 437 T-aFe] AL
TS} e AAEITE T-BFO) x4l AL Eue] A7t Qe
o] BAEo] £E4 2)A3E gFsls d #AT
A7t | 2 034
g 4 Ak debt R4 AHmE Add E4el ohjat BAH e
=

=
I fAEe MEeR, JERAAS 92 B34, B3 €9, 29x
2]

tlo

C

2
)
lo
i

ol
lo o 1
LI
S
RN
2 %
T
rO
Hir W
Mo Hu
e
)
IR
™
> g
o ob
ol
s
[HPOY
S
fo
o3
=
>
rlr
o,
)
0
m{m
4ru

R o2
!}

JEZANE BT ARUACIE ohlw, Z 4ol AU =EA golet U= Fzo
dolz mas) AQH &A% WA Deolde AR Aol =ud ras
ArRAE T34 CSRARUAAS TR W2 Hol B Aot



AH|XMEN

ﬂ?‘-‘

ok

aE

Arli, D., Van Esch, P, Northey, G., Lee, M. S., & Dimitriu, R. (2019). Hypocrisy, sk
epticism, and reputation: The mediating role of corporate social responsibility. Ma
rketing Intelligence & Planning, 37(6), 706-720.

Bie, & Meng. (2023). Self-improvement, main effect, MTurk, 400Ss.Castelo, N., Bos,
M. W, & Lehmann, D. R. (2019). Task-dependent algorithm aversion. Journal of
Marketing Research, 56(5), 809-825.

D’Arco, M., Branca, G., Marino, V., & Resciniti, R. (2024). Influencer activism: Insig
hts for effective partnership with brands and organizations. Psychology and Marke
ting.

Guévremont, A. (2019). Brand hypocrisy from a consumer perspective: Scale develop
ment and validation. Journal of Product & Brand Management, 28(5), 598-613.

Han, L., Fang, J., Xie, C., Liao, M., & Zhang, Y. (2025). Breaking CSR skepticism:
How virtual streamer disclosure influences consumer purchases in livestreaming. J
ournal of Business Ethics.

Liu, F, & Lee, Y. (2023). Virtually responsible? Attribution of responsibility toward h
uman vs. virtual influencers and the mediating role of mind perception. Journal o
f Retailing and Consumer Services, 77, 103685.

Liu, F, & Lee, Y. H. (2024). Virtually authentic: Examining the match-up hypothesis
between human vs. virtual influencers and product types. Journal of Product & B
rand Management, 33(2), 287-299.

Park, G., Nan, D., Park, E., Kim, K. J., Han, J., & del Pobil, A. P. (2021). Compute
rs as social actors? Examining how users perceive and interact with virtual influe
ncers on social media. IEEE Xplore.

Park, S., & Sung, Y. (2023). The interplay between human likeness and agency on vir
tual influencer credibility. Cyberpsychology, Behavior, and Social Networking, 26(1
0), 764-771.

Yang, J., Chuenterawong, P, Lee, H., Tian, Y., & Chock, T. M. (2023). Human versu
s virtual influencer: The effect of humanness and interactivity on persuasive CSR
messaging. Journal of Interactive Advertising, 23(3), 275-292.

Zhang, W., Jiang, M., & Kim, H. (2024). Human vs. Al influencer activism: Explorin
g sclf-branding and issue advocacy effectiveness through social influence processe

s. Journal of Interactive Advertising, 24(4), 382-400.



2025 st=a&insHe

Perceived Parity Trap: How Strategic Shifts
Ignite Decision Confidence

Consumer Choice AC (After Covid-19)

* Affordability vs Familiarity
» ‘Affordability” (EY Future Consumer Index, 2022)

“Living within their means & budget, focusing less on brands and more on product functionality”

» ‘Familiarity’ (Harvard Business Review, 2021)

“Even less-familiar variations on well-known brands—tiramisu Oreos, say—took a hit”

* Perceived Brand Parity (James A. Muncy, 1996)

» Overall perception held by the consumer that Differences btw the major brand
alternatives in a product category are small.
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Perceived Parity

* The Extent to which Consumers Perceive the Value of Private Label(PL)
& Major Brand Products as Equivalent.

» PL: Affordability (Calvo-Porral & Lévy-Mangin, 2016)
» Brand: Familiarity (Galoni, Carpenter, & Rao, 2020)

* How to Create Perceived Parity btw PL & MB?
» Price Attributes (Price gap btw MBs & PLs, Jan-Benedict et.al., 2010)
7 e.g., Bottled Water (90% of overall revenue, Coherent Market Insights, 2025)

Perceived Parity

* Differential Threshold
» Just Noticeable Difference(JND)

Brand Price — PL price

» Weber’s Law:

=K = *Perceived Parity’

Brand Price

* Real Market: 36%
» Samdasoo (NB) vs. Heyroo (PL of C.U)

* Mookerjee, Cornil, & Hoegg, 2021
»Unattractive Produce: 25 ~33%
» Attractive Produce: 60%
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Perceived parity trap

* Decision Confidence (Andrew Luttrell et. al., 2013)
» Subjective Belief about the Validity of one’s Thoughts or Judgments.

* Perceived Parity = Decision Confidence (Lydia Schooler et. al., 2024)
» When the Subjective Value Difference btw the Two Options was High,
Participants reported Higher Choice Confidence

* RQ: At What Threshold Does the Perceived Parity Trap Activate,
Resulting in No Difference in Decision Confidence btw Brand & PL?

Perceived Parity X Perceived Value Message

* The Effect of Message Strategy In Perceived Price Parity

# Relying on the Contextual Cues(e.g., framing, position) when Options in a choice set
are Similar in Overall Attractiveness. (Jiang et.al., 2021)

1) PL-> Affordability: ‘0] 20| S23}CH

2) Brand = Familiarity: ‘& 22| 20| Y= &

* H1: Perceived Value Message(Affordability vs Familiarity)

Moderates the Effect of Perceived Parity(PL vs Brand) on Decision
Confidence
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Perceived Parity Trap

Price Gap
(PL vs. Brand)

:> Decision Confidence

Perceived Parity Trap

Price Gap

(PL vs. Brand)

Decision Confidence

Perceived Value
Message
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A SdaiZint HIAKX] 7ol LH|XL
4= 230l nixl= B2 HIAX| Ef=2| oi7HE L

HIX[ZDAlR

ZMIZ (olstoAxIiStn
Hstm AH|XPZDAR

Z0|A (O]=to{xtC

B B>
5 1
1

B A= 7 IEFAMTE Wl wAIA] 583 352 d47Hbehavioral realism) 2] s=5=0] AH|z}
o] tuf ojof wlA|= Gt 1 v L FEskaAl Y|l o5 flaf 2(mAA] 431 WeER
vs. BAIR) x 252 A g v B AR AAE Bl F Hd] Auakgo] WA el tuf
O] vl P FAs 1 AT, WAX] - By AAe] e ARg-e ) oo {3t
FFE vFon, B5A dato] & 2o WEE HAR7E W2 s SAA HAIA7}
o 22 ) o=E fUehe ACE yepth AR wrf 84 Ak wXA] 31 B5E @A

8ol HAIA] B=E Faf Tl ool fogt AP AAE THAle AeR UEkTth & AT 7MY
JAEFAA Aol A L3t mAA] H2ke] Ao aRg vAUSS FE8HATHs HollA] SHEA- AR

a0l T QZAA, AEH WAL, WA 9, ulAA HE, o) o), nhexzfol, veeln

AZRQAE 24 nlcloje] gt B FH QRS Fehel 23Uel 2JEE LakchBelanche 5
2021). QESA ngo] ZulxolA) uA Gapol Ak Ax|3 glow], AFAel Fanc o Q)
Fu o eyl SHI oY Ao BT gekBelanche 5, 2024). of2fat Mk S

lzl
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vehd 7R el&F2 e A(Virtual Influencer)+= 9134 %5(Artificial intelligence)& 7|Hko2 A|2kw tjAE
NeEl =, X} AR Fa A4S Ay 248 vtoPdollA H= |, il F8l= AL 5 R
HRA 0 7 SE3ttH(fin & Viswanathan, 2024; Liu & Lee, 2024). tiF2<1 AR, 7H} Q1Z2904¢] &
n|ZlzHLil Miquela)'= 2016 5% 0|3 ol Ae}13] T2 $] 2400t 1 o|ARS: 3R 5|l Zejrh(Prada), AR
(Chanel), A1Zetl(Calvin Klein)}s 224 Hil=el Fs¥icl =3t Zefcte] AAE 243} A4
(Samsung) Galaxy Z Flip T1 74#|¢] Soj|A] AlA| BlE 7}2] Alate] 7]of5FAeHKim &, 2023). o]zjgt
7V AEFANE B Hdz SE5HH oS E7FsS ARt AERUA Y ATHE SRS Hastela, du
H BHE AR E A 4= ks oA BAIA 5ol ks B7HE W=rtHMeng 5, 2025). FA]

of, 7MY YEFUMe S A 2laa Bejoh AR FAlY] ofde Alwshe Wi, A Edo 34

i

o

52 SHA HAE A FEA A BIQITMY A7 op|staL, o= & 2P AFoE AEE 4 ok
(Jin & Viswanathan, 2024; Haslam &, 2008).
o3t QlA]e 7P} olZE 2l M 7} BP9 A (agency) -2 AIURITL A (experience)’ o] HE3)ctal x|ZHE

th= AollA 7113 Gray 5, 2007). &, 7V IEFAA = 5244 Ay 458 8 4= Ak
di =R b=th ol2fRh AnfREe] Q1AL B Ao ek HAIA
=g Ho] 1AL P9 X (agency)t 7 E A (experience)o] F aAFPoR JLESI= nlgz]Zbo]2(Mind
Perception Theory) 2.2 g8t 4= QIti(Gray & Wegner, 2012; Gray %, 2007). 3§ tof| w2 An|z}
£ 7MY AEFIME =2 P} 22 FRAS Ad FAR AzkeichLiu 5, 2025). wEba Fd49]
AHo| 7V IEFAA 59 3 Alof aglo|zhd, HAIR] Hefo] ZL HAIE ofFA UsletAY FE5=
A5 8ok Aol o] AT HFolA Fasith

HAIA] 3ol wet o]2fgt Ql4le] A5 Autz ofojx]= WAL Eebd 4 itk YlelEE wiAR]= A

Z Bolul ZAAE E3) AEo] dojupug ARt AEAdut 27k 7isAlo] A qolo g =Sl

>

-

(Green & Brock, 2000; Dai 5, 2024). ¥hd A4 HAA= A4 279 AEA S 2A02 Ay
B v RS Ad Agriete] Aghdo] A eg Erh(liu & Sundar, 2018). ThA] Hel, W ElE

L Y AR BAL QX0 RS o Sk wasl, AgAe] 384 ) ol Bt

2915 WA T 5 9T THCRA Y ABTANY AT ABS oW AA G} Asta
% Qe

HE b EROIE BAH0T e A%

ot

48 AW ZAIR IAEXRHLU 5, 2025), olejgt SlAhe
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P52 A7 Behavioral realism)S F3 2AE 4 ok 3524 FAL 7 EA7} 2dof&-H]|olo14]
STAGOIA QB AR HESSHE AR AojEn, At 7MY AERAAME It HAE A7t
obd Ak AR MFBIeHeE o]Tl= Ay TAR 7|53t Miao 5, 2022). 53] dojA Jaag-e
P52 A I A QA 8RS WS} oo} AFeA] wigte]| Bglehes AFAATE S A
ataL, 7PgA o R 2&Y DudS AlYshs 58S uditHKim 3, 2024). o3t Ao akgdo] sk
5 T8 7H AEFAAOl sl AAA s A e AGSk, T Aa B Azl S
7FsAdo] AcKYang &, 2024).

weba, 52 Aol =2 7MY AERAAE A wto]l gt YHEE WAAE Hdgd o

HOHOE o M5 U Uebd A0E ofxu, #58 BAgo] Be /M ASTelE Ana By

=

Ak et A RS ol mIARIof et Bi=S wizi= uehd ZhsAdo] . deld 39 ol
nE His 3 2= A AY 890, HARe| dit 34 FrPE Al =2 dojdEn

(Heilbroner 5, 1980). & 7t A AIZFAA Faro] digh gi=rf tuf oo f-oJ5t A4 Jge
n| & vk o g shola) gl (Herrando & Martin-De Hoyos, 2022; Damayanti %, 2024). o] 33 o)| A

2 e A A fAA 73 e ATAES 7INte R 3 A3 Aol WAA BES Sl

Apsgo) ) ojo] AL ke vhElck A, of2fet AEAkgo] wAlK] HES F3t ) ojol7iA|
H 2B s BEH @Az

[e)Ne)
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2. O|2H HiE

1) DESXIZ0IZ: 7H QISZIMOY CHSt QXA HIto| £

ukS-zZko|Z(Mind Perception Theory) ¢17to] B} (217}, 55, o3A% 5ol tal wh(mind)’
& A&t dAA gL AYIATHGray & Wegner, 2012). o] o] 2] wf=d ARES 419 W&
7 7K AHdolA m7IR ARlE AR, 72, SA 5 A=A Al sS e

S
~
ool 3, BAL 271, 5, A, B9 F U FBL P WS LA 4 Gl S vl
=

o

rlr
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20 ZAC): B2, 25 AL 7MY QBRI e WIS AN e AL Hofshs
A3Fe HoltiGray 5, 2007; Xie 5, 2022).

oleft WA - AT BT M ABTANE AFA Jue] T ek Aw A2 5L
ER) QA v, 2ol Fte] FARAE SAVE ik WA BHECHXie . 2022 Liu
2. 2025). ATH O FME B elasl Mkshe Al e] 1N ASE, 5] el $49] Hlxx)
A3} ofste F15A0] Sok velelE vlAAE e Aold AT AAE AAE EANS Ea 44
A Ho|A7|= AR AE ARE 7Hkoe 7 253 AT Green & Brock, 2000; Kim <, 2020), AgA}
S LA U S O EA QT B9 $8AE ookl & AR BA Bsk) Eeta
wlAI 7] AT B TS G 71 7ls4o] rHDai 5, 2024: Han & Fink, 2012). 9 57
2 WA= =24 S AR TA S| XA FRE Fl 50l o|FofARR, ALRte] Ao
rjete AFA o R o ok vhe Agke Woltk(Liu & Sundar, 2018). wbA 7t QIZEAA 2] AFA
A ulAA $3 K0S 2Aske A fclom 28 5 9k

1

N

!
A

—

2) AR R: LHZ{E[EQE SAHE HIAX]|

HAIA] 82 A5 AuAlol oA =844 AR XA A2 Bzt i HMIkE #p-oh= A Hel
o2 7= Shen 5, 2015). 2 7L vAA] $8& Y €] B (narrative) 2} E744 (statistical) HA| A=
T3tk Y EE HAAE 5 AR, A BEE 2RE AAF AR S 8] A Sl
TUAE FUgreEA vt =79 EskE AAlskaL wAA] Aghe oFsketcHGreen & Brock, 20005
Qatley, 2002). ol2jgt MA] A5 27 A<, Fo] HaL 5 thast Wt A e Wste} 35 o=
SY= ojojx]= Aoz Hugoe] YrthDe Wit 5, 2008). WHH EAZ wA|x= 1A glojE, g, H|&
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HIAA 2 Fake AdgAbe] Lol whet gepink o QIR St e uf UiEl R wA ]
AEFo] AFAF(AD sApat 7 vehb=dl(Dai 5, 2024), ol $8A7F Al 71 AEFAXME
2 58o] &3 242 914517] fjizo]tiLiu & Sundar, 2018). whehA 7MY Q1ZEAA 7 YelElE
HARIE AT wls A SEAE ok 4 glom, w2 SAE HARlE gt S R gel=
=78kl A5 AL FAE ThsAdo] Atk TR dofalu|lofa AJuakgollA Itk fAMdo] ok
5 A 7MY AEFAAA A S o AAGsH HER, B9 2o FAA d3e dekd

% 9lek

o
AT P BTN W AEA QA U8 4 Gl 28 4R BEA @47Hbehavioral

WEA WAL 7 ZA7} ol olola ALE]A] wielolA] Qigkat ARG A0 ABAESHE A
=2 ojulaie, AARUA I Aol ulelo] XA Fe), S FRUIA A3E du) wiek A5 A,
A4 EHEQE ARE o] sk FA1E tht ABA8)2 TAHH Guadagno 5, 2007; Miao 5,

2022). o] /MdE ot Bl2x ] Aol 2L & A2 AbaH(form/visual realism) i} 1w,
Wt

Aapeoz uAA) B 2 Pl o] 244 Aol $ETHGuadagno 5, 2007: Yang 5, 2024).
£35] Qlojd ATAES WEH A Y Qb S870) Wl ojwe] wh= SHI AAA WEule
AT uh A4 A7l ZBFEITHKim 5, 2024). webd W54 BA] B8 A MSo] Wad

el E wAjR)e] avpr) Soie|an, B2 @dtto] e the QAR A5 R 7|9 SAE HAA7E

o2
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o 7Y Jo@ itk o2 nigos B ATl thewt 2e HES A,

7 1. wIAIA] RBEAA vs. el )9 Staf oo gt Aak= A A ol weh geiich
TFAF R, v A= SAA HAATE w2 A WEE HARTE &2

T o= I Aot

4) HIAIX| EH=C] DH7HE2t

Fed AT AR R AoARgo] Ff Qo] mlR= PR 78] HAA HE=E mi=
UeRd 4= et Welel 2 miAAE AR 243 SUAE Fol XA RS fr=skal(Green & Brock,
2000), SAA HIAA= A A R 584 B71E 3l AAA Al=E F3eHDe Wit 5, 2008).
F AR 8 ARe o2A, 2R wARe] digt B7kE A 3 e HolHckPetty &
Cacioppo, 1986).

)% Y9 o]Z(Fishbein & Ajzen, 1975) % AZE %5 o]2(Ajzen, 19910 W2, Bz P5
ojm=o] L3 A 89l JiQle SRR Fes STk AP A= ASFAA Fatol| dit
ZAA grrt Fuf oEE ol= Ao g FolE|Qlti(Herrando & Martin-De Hoyos, 2022; Damayanti
5, 2024). webA 2 At A Aol = AS WelEE wARE F3F AAA FYAIE HIAA
=S FAIA Tl g #olal, W2 oM SAIA HAIAE ST AAH A50] ddjdes

Aok Jlez oS3tk

i

7H 2. AA] B WAL FR(EAIA vs. W R) T 54 PR (ES vs. W) 9] FTAE]
ol ojEof| vzl= FFe i Aolut. Ao, e AUl =2 7 WEEE w4
Az AR BES FEAA ol Qs g Jloln, P4 dddo] W2 A SA4 HAA

< WA BE=S A ol =S &Y Aol
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M 18 %87 ol AR SRORRE s EADI 7 ABTeANe] HEH BAHCEE vs
SIS 89102 T2 X 2 o] EARLAS AlAsIgich
ol golsteirk, A1, 712) = 42,522,954, p € 001, it B4 Ak, BAlfo] e 2ol vhefeln
WAA FAE AN O B o) OES fusion], @age] e AN FAA HAA
WefEs uAA s o e ) g B,

oleidh At WBFH AU o) ueh AR 939 Hiph debde wolEn, FEH WAL
WA T P Ol 7E BAS 2R M 1S AR 2, F ).

JeEE 5 WAl B R telels WAlK, e ZAdE BAH WAL o e
Tl OES fusHh ot T A0l ZF 4EAGo] 1T AW, FMF ABFA AR HoA

BAG FI A fFO YAl S TS 9T A

3) ZHE O 24: HIAX| =S| At
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9oJ5190m(95% CI [—1.74, —.08]), 29 2k Hof %52 FA7 20 wat vAR] §3o] wAA]
s iR ol ofwe] mjxj= 7R ante] Bigko] AR wiiels vrehdllct &, @Azl = di= W
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2wzt 7MY AERAME ARRA Amalgol ket AAA EAR QXA dtke Ad A
(Guadagno et al., 2007; Yang et al. 2024)_4 Lol2 el Ao|tt

L HAIA s vzl g 2EE vl A AR folRt Byt SRIE I, 0] w2 2419
A= HeEl 2 wiAR|7E dAzte] W 2ol = SAIA HIARIZE Bt S A1Q] HAA] el Sl o
£ FEsklch of2idt Avke AL wAXof B 3784 Bt anlake] Hf o= s AsRiths 7]E
o -(Herrando & Martin—De Hoyos, 2022; Damayanti et al., 2024)2} ®-2- Zrojgich

fOoFsHH, & A= 7H AEFAA ARUAll A EA AT ol whek WA -89 At
7F EEfAE, ol2igt A Akgo] HAA] BiieE virl= Fhf ojrof MojHths e A oR AAsIGith

ol B3] HIAIA|S] Al Aol QIERIIAY G SAo] offel, B WA Hek 7] el
AgAo] AuIAe] A vHg-e ARtk B Bolck webd M AZR nARe) mube HA)
A §o) A SUNBTHE B ol nhE HebA xie] o) JjekE 4 Qe AN
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2) AAFY

(1) o83 A

& A M AEFAA AuAlAAA HAA] FE EA AU JEAgo] anjat A5
WS AAske A9 HAUSS AR FHTeRN 0|22 7|45 7Rtk SA, HAA] 3¢
B wAIR] ZA| 0] B0l wRtEA] AL, WAAIE sk A9 5] AT ol wek gepd
T e AFHCE HolRglr) ol HAA] B} dtofA &5] THiE ] & wAX -EA] A3 wle
o= A, 7 AEFAA7E Alsshe ARl AR AAA ThAzE AR Aol A A5
AE 37 FATRS HolEtHDai et al., 2024).

ERF 2 Aye A5 Y] ARE eS| /gt B3 52 ARSI 7MY QIEFAA S A
Aol HAIA 739 BvE 2l 11 Ay} wAA] Bi=E w2 Sl ool ke m|Rl= 2Tt
AlZzE|9le). o= e - 3% A4 Rd(Ajzen, 1991)7} AE 2|4] o] Z(Friestad & Wright, 1994)2] =9]
£ 7M SR MBS B WEew Sske 2AE AlARITH
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2oA ATE AFEA A7 o] Z(Biocca, Harms, & Burgoon, 2003), AARA £4] o]&(Green & Brock,
2000), 2L HIAA] - 4=82} A5 ARE- o] Z(Sundar, 2008)3} &A= SHEA o2 IS 4= ik

t Yo7l & Aot tAE 2] A5 ArUAlold oleS HuskRitk= Aok 97t ik
71E AFE0] =2 R AEFUAY A=A, miE e, Aol 24E WEITH, & At Qltto] ofd
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(LHHEIE. HIAX]

e byjadeivy & « Follow

e byjadeivy @  Okay, real talk about my skin for a sec.

If you know me, you know my skin is suuuper sensitive. &
Just a little weather change or a long shoot, and suddenly my
face is red and stinging... not cute! &

The other day, | spent hours out in the hot sun, and my skin
totally freaked out—so red and irritated, | almost wanted to
hide. That night, I finally tried Repair Cica Cream—honestly, |
was kinda desperate. Didn't expect a miracle, but | woke up
and my skin was actually calm. The redness? Way down. |
was shook! §&
Now it's my go-to every night. Even when I'm running around
all day, my skin stays chill. &
Sensitive skin fam, | seriously hope you try this. If it worked
for me, maybe it'll help you too! @
#RepairCica #SensitiveSkinCare #SkinCalmDown #AD

1day ago

limone_likey_ @ @ @ V]
1dayago Reply

“ angelarix_official @ @ @ @ @ V]

(SAA HIAIX)

byjadeivy & « Follow

byjadeivy &  Want real results? Here's what Repair Cica Cream
cando

< In aclinical trial with 1,000 people over 2 weeks:

*92% saw an average 36% reduction in skin redness

+ 87% noticed stronger skin barrier

* 28% increase in skin moisture

Qn 28 out of 30 dermatologists recommend it for sensitive skin!
1l Inarecent survey (March 2025, n=1,000):

* 94% said they'd buy it again

*91% rated it more effective than other soothing creams

The key ingredient, Centella Asiatica extract, is even backed by
international clinical research.

Al stats are from clinical trials and consumer surveys—so you
know it's the real deal.

#RepairCica #SensitiveSkinCare #SkinCalmDown #AD

1day ago

@ limone_likey_ @ @ @ M
1dayago Reply

° angelarix_official @ @ @ © @ ©

Qv W

Liked by limone_likey_ and others

@ Add a comment...
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byjadeivy & - Follow

pingchocoo | always get red patches after being outside.
Does this cream actually help with that?

1dayago 20likes Reply

Hide reply

byjadeivy & @pingchocoo Absolutely! | get red
patches too, especially after a sunny day. This cream
really helped calm my skin down overnight. If you try it,
let me know if you notice a difference! ¢s @

1dayago 1like Reply

ivy_ariiana My skin breaks out so easily, I'm scared to try new
creams...

1dayago 20likes Reply

Hide reply

byjadeivy & @ivy_ariiana Aww, | totally get that! My
skin used to react to everything, so | was nervous too.
But repair cica cream was really gentle for me. If you
want tips for patch testing, I'm happy to share! ¥

Tdayago 1like Reply

© Qv

Liked by limone_likey_ and others

@ Add a comment...

v
®
=
o @
o
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o2
!

byjadeivy & - Follow

pingchocoo | always get red patches after being outside.
Does this cream actually help with that?

1day ago 20likes Reply

Hide reply

byjadeivy & @pingchocoo Yes, it helps.
1day ago 1like Reply

ivy_ariiana My skin breaks out so easily, I'm scared to try
new creams...

1day ago 20likes Reply

Hide reply

Tdayago 1like Reply

Qv

Liked by limone_likey_and others

@ Add a comment...

byjadeivy & @ivy_ariiana Thank you for your comment!



2025 et=gusEsts| JIEE HIotsrl=]

Behavioral Realism of Virtual Influencers and
Message Effects.
The Mediating Role of Message Attitude

This study aimed to examine the effects of message type conveyed by virtual influencers and the level
of their behavioral realism on consumers’ purchase intentions, and to identify the mediating process
underlying these effects. Using a 2 x 2(message type: narrative vs. statistical x behavioral realism: high
vs. low) experimental design, we analyzed how the interaction between these two factors influences
message attitude and purchase intention. Results indicate a significant interaction effect on purchase
intention: narrative messages elicited higher purchase intentions under high behavioral realism, whereas
statistical messages were more effective under low behavioral realism. A moderated mediation analysis
further showed that the interaction between message type and behavioral realism exerts a significant
indirect effect on purchase intention through message attitude. The findings contribute to the literature
by elucidating the mechanism through which realism implementation and message strategy jointly shape
consumer responses to virtual influencers, and offer practical implications for the design and deployment

of VI-based marketing communications.

Keywords: Virtual influencer, Behavioral realism, Message type, Message attitude, Purchase intention,

Mind perception, Narrative message, Statistical message
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QIAEITIS AIZIE 29It 0| X0 7|8kt ZHECR AjZteaprt 2 0| F F17} 0K S4TH I S8 imetal, 2023)
QIAEITH 0|27} 5 ' F U I|M Ff3l= 813 0io|Sf 291(36.8%) 2 £2 BAS HO|= M FH6| 12|/ S0lxt,
Ag.ois E2stn BEHQI phiat ol 297} Exily|ofl Cieket A|Xt HEHS (HEE 4+ Y= HEZOR HLHSIAS (mkol 2ticio saczize 2025).
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. Pre-test (n=51) » Salg| gzt (1==26 / AE2|=25  JIAE}TIYS 0|25}= BHBK]| 0|Ate] A0l L)

o Z} 274 Z1E(014/24 K20l Chfol ‘0| % QlAlat 2N QIAI'S 217t 2R3 £,
* 2304 0| 0| Hi= Lio] 0|40 SARLICE /0] 1= KASHD 23 HLE RZEILICH / 0 ZIi= Lo 2440 SARLICE /0| D= 24 E9P7|E E2{L0LIC (a=.89; Yoo & Maclnnis, 2005)
o URE AN Z3}, RE XF20| Q3o ol6HH| QIAIE0| ERIE|AS (p<.001).
o A2O|A HIAIX]: O[T O QM| [M=4.75, {(50)=19.85, p<.001]
o ASHZH HIAIX]: ZAMOE QIME [M=4.30, (50)=16.55, p<.001]
o BOHO|A HIA|X]: 0| 4=O= QIAlE! [M=4.75, 1(50)=20.65, p<.001]
o BoH 2N HIAIX]: ZA4E 0= QIAlEl [M=4.43, 1(50)=18.24, p<.001]
o 2HE & 53| Boto| 22, 0424 HAIX| 2t Q1A X{0|7} HCH HEfs1A| LIEHLE ZEE} EFEH0| MTHROR FCt TEk

o =2 MB0lAl= HIAX] {8 (0|4 /24)oll w2t Bote] 3nES AX| QIAEIDH SHAAZ A[Zfst XA (manipulation check)S AAIE
o 0|4 HAIX] 2= 2 HIAIX] 10 Lt R2[sHH| Cf ‘0| 4O Q14| [Mo|4=4.53, M24=3.85, 1(134.91)=3.82, p<.001; sussiseius].
o Z AKX B0 ZYHOR QIME|= HEJL O ZAS [Mo14=3.72, M4=4.21, 1(162)=-2.34, p=.01; sucse].

o 0|2} 22 X& HAS Eolf, Zt A2 E0| 2| ot WEro R OIME|0 ZAt| R 40| HEE|AUSS &9l (p<.05).
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o1 23} Qok
o HO|X| RY(I|= vs AE2]) x HIAIX] R (0 vs Z4) x RI7[6H4] K= vs 4Z9IF) - 3-way ANOVA HA|
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Table 1 Topic Modeling Results

Topic 1 Topic 2 Topic 3 Topic 4 Topic 5 Topic 6 Topic 7
Toxic Schizophrenia Parental Mental Compulsive Religious Depressive
Environment Symptom Relationship Health Care Behaviors narratives Emotion
fish T8 parent depression pick god depression
toxic hear mom mental hair jesus depressed
water schizophrenia child health pull christ alone
environment disorder kid therapy skin lord lazy
poor symptom mother anxiety nail bless care
tank sound dad gremlin bite believe hate
lol diagnose family helpful lip heart eat
toy anxiety relationship therapist finger die cry
kill hallucination emotionally doctor eyelash spirit wiggle
omg schizophrenic grow fear eyebrow hope anxiety
Figure 2 Sentiment analysis results
Sentiment Ratio by Topic
sentiment_label
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B negative_ratio
0.6 { =mm neutral_ratio
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8 041
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Breast Cancer Now uses Al photos to convey
hope

$ Howard Lake | 13 March 2024 | News

Tagged with: artificial intelligence cancer images

Louise Hudson in the Gallery of Hope. Photos: Breast Cancer Now, Jillian Edelstein

Breast Cancer Now is using Al-enhanced images in a photo exhibition to raise awareness of
incurable secondary breast cancer and the need to fund more research.

ZEX: https://fundraising.co.uk/2024/03/13/breast-cancer-now-uses-ai-photos-to-convey-hope/
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- AMEEF =AU AMEE B EE NS RF
— Single factor (Al disclosure: present vs. absent) between-
subjects design

el

A CHA XK= Ol =2 ALy del
— (N =101, 56.4% female, M age = 35.16)
— 22211 2 CloudResearch Connect

- SHXHF IR
— Donation intentions (Ye et al. 2015, o= 0.97: 78 &M )
* “Would you be willing to donate to BHI?”
* “How likely are you to make a donation to BHI?”

Al 1

Presence of Al disclosure Absence of Al disclosure

A Future of Hope, For Every Child

r

A Future of Hope, For Every Child
\

i

)

2

“will you be my L‘.caoon of hope?”

"

“will you be my Beacon of hope?”

Disclaimer: The above image was generated by Al

DALL-E 32 H-d =l 210 O|0|X| A&
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SEEE-F

- Al

0z

= BA| S0 Al 7|22l 72|0[5tA H2~ (p < .01)

Participants’ donation intentions were significantly lower in the Al
disclosure-present condition (M = 3.20, SD = 1.91) than in the absent
condition(M = 4.25, SD = 1.82; t (99) = 2.82, p < .01, Cohen’s d = 0.56).

100 425
flr_ 4 mAl S
~ oo 374
3
1
o137}
Al
= = 2
- MEAT I AIMAE EAME RS S X DYY-ATY
I

— 2 (Al disclosure: present vs. absent) X 2 (fixed mindset vs.
growth mindset) between-subjects design

- AT CHAXHS O o] Uk A9l
— (N =350, 50.1% female, M age = 36.52)
— 222l ' CloudResearch Connect
- BRE R
— Donation intentions (Ye et al. 2015, o= 0.97: 78 &M &)
* “Would you be willing to donate to BHI?”
* “How likely are you to make a donation to BHI?”
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Aldd 2

Presence of Al disclosure Absence of Al disclosure

A Future of Hope, For Every Child

“will you be my Beacon of hope?"

A Future of Hope, For Every Child

Disclaimer: The above image was generated by Al

DALL-E 32

A gE &0 o|O|X| A+E

AlcH 2
=8 Fixed mindset

Psychology Tomorrow

‘ Are you born with intelligence?

By Aanie D. Likermag, PhD.

Knowles, a developmental psychologist, spent
the last decade tracing identical twins who were raised | “___Infelligence seems
. Tw v
apart. Th 1:f studies help l:nde;(izx:c the relanme‘ 10 be ralherﬁxed... P
individual traits and behaviors. According to Knowles’
results, up to 88% of a person’s intelligence seems to be already determined during the first
3 years of life. This means that a person’s intelligence may change by just 12% during most of

his or her life.
In an article reporting recent findings in the February 2010 issue of the Jownal of

Growth mindset

Psychology Tomorrow
[ B

Wome  FindaTherapist ~ TopicSireams - GetMelp ~ Magarme - Tests  PsychBasics  Expert

Can you improve your intelligence?
By Annie D. Likerman. Ph.D.

Knowles, a developmental psychologist, spent
the last decade tracing identical twins who were raised | «___Fyrelligence seems 1o
apart. Twin studies help to explain the relative
i of cava 1 and genetic i on  be rather malleable...”
individual traits and behaviors. According to Knowles’
results, up to 88% of a person’s intelli is formed by envi factors. In an
extreme case, a young girl adopted by a college professor had an IQ of 138. Her genetically
identical twin was raised bv her real mother who was a vrostitute. The girl had an 10 of 85
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BAIS7H

4.74

3.89 3.84 3.97

J|molg

ool 374

- AMEAT Z=A: AI-QUZHHE BEA| BE M3 x 0™
o]l =

Al
—_— A

SR L

— 2 (Disclosure type: Al-generated vs. human-generated) X 2 (fixed
mindset vs. growth mindset) between-subjects design

o 3 &KL= O]=32| eHt /del
— (N =183, 56.8% female, M age = 40.88)
— 22121 ¥ CloudResearch Connect

= A A, = S
- ESHXHp TRl

— Donation intentions (Baek et al. 2022, a =0.93: 78 & )

* The likelihood of donating to the charity

* (1 = unlikely/impossible/improbable, 7 = likely/possible/probable)
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Al-generated disclosure

Human-generated disclosure

JOIN US IN THE FIGHT JOIN US IN THE FIGHT
AGAINST CHILDHOOD AGAINST CHILDHOOD
CANCER

DALL-E 32 H-d =l 210 O|0|X| A&

Instructions: Read each sentence below and then circle the one number that shows
how much you agree with it. There are no right or wrong answers.

1. You have a certain amount of intelligence, and you can't really do much to change it.

Strongly Agree Mosthy Mosthy Disagree Strongly
agree agree disagree disagree

2. Your intelligence is something about you that you can't change very much.

Strongly Agree Mostly Mostly Disagree Strongly
agree agree disagree disagree

3. You can learn new things, but you can't really change your basic intelligence.

Strongly Agree Mostly Mostly Disagree Strongly
agree agree disagree disagree

Z=X: Dweck, C. S. (20086). Mindset: The new psychology of success. New York: Random House.
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. Of7HZ= b AH|Xte] Obel = Ao mhat Hat

- D7 0pl S A AR TEHS A6 IS EAIZEAAIE O @30 M2 =7t stekstn, O
HERE TS
DI, M3 0pol S A 2 H|XF ECHO A M= O|2{3t SR W27t QO34 LIEtLER|
D
=

Consumer mindset

Fixed mindset: -1.30%**
Growth mindset: -0.02 (n.s.) A
Perceived

(huzit:lic(l)oillri N T » Donation intentions

Note: Index of moderated mediation = .28 (95% CI = 0.07, 0.49); path coefficients are
unstandardized betas; **p < .01, ***p < 001.

Model 7 of Hayes' (2017) PROCESS macro

AlS . Al H 3H=E 4=

Aol g4 AN 7| R S ES

- AMEAFTE=AU: AI-AZLHE BEA HE NS x 28] H4EHA
opol = A1

— 2 (Disclosure type: Al-generated vs. human-generated) X 2 (fixed
mindset vs. growth mindset) between-subjects design

o 3 &KL= O]=32| eHt /del
— (N =260, 50.1% female, M age = 36.52)
— 22121 ¥ CloudResearch Connect

o
ojn

. 22|™ DIz X|ZHE El;-pg-; HMEM Al M|
St

| [ o
CHOtE JHQIXt =4S HES

— Potential individual-difference moderators

— (ethical sensitivity, perceived moral appropriateness, and trust
in Al)
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mount (Baek et al. 2024)
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Al-generated disclosure Human-generated disclosure

Breastcancernow up: Breastcancernow
Sponsored

Sponsored

Donate Now > Donate Now >
89 views 89 views
Breastcancernow A groundbreaking series of images created by Breastcancernow A groundbreaking series of images created by
cutting-edge Al technology. renowned photographer Jillian Edelstein.

See the moments ten people living with secondary breast cancer want See the moments ten people living with secondary breast cancer want
to see and learn how research could give people with the disease more to see and learn how research could give people with the disease more
time to live their lives. time to live their lives.

View all 14 comments View all 14 comments

Google WhiskZ 8- El 210 O|0|X| ALE
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Instructions: Read each sentence below and then circle the one number that shows
how much you agree with it. There are no right or wrong answers.

1. You have a certain amount of intelligence, and you can't really do much to change it.

Strongly Agree Mosthy Mosthy Disagree Strongly
agree agree disagree disagree

2. Your intelligence is something about you that you can't change very much.

Strongly Agree Mostly Mostly Disagree Strongly
agree agree disagree disagree

3. You can learn new things, but you can't really change your basic intelligence.

Strongly Agree Mostly Mostly Disagree Strongly
agree agree disagree disagree

Z=X: Dweck, C. S. (20086). Mindset: The new psychology of success. New York: Random House.

AlSH

b |
2l g4 A4}
« AIMME HAIQFOIRIEAM 7t QO[5 A S AHE

fot

It7F LEHEHb = 0.12, SE = 0.06, p < .05

N

. I OpQIEA AH|X} EITH(-15D)2] AL
—AIHEE BAlE 7|18 290 goltt A=
I3'|7t|7<| U S(b=-0.12,SE=0.14, p = .39, 95% Cl = [—
0.40, 0.16])

- MY OIS M HIIXLE (+15D)2 B2
—AIMNE EAL 7|2 3US QoSHA SIHAIZ®b
=0.23,SE=0.11, p <.05,95% Cl =[0.02, 0.44])

Model 1 of Hayes' (2017) PROCESS macro
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Johns-Neyman ==-4|0|2F 24

- OFRIEAMIO| 0.795 O| &t 2 =2 U3t Disclosure?}
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Johnson-Neyman plot

|
|
1
1
[
[
i
0.2 g
|
! ns
[ p<.05
1 Range of
{ served
|
|
|

Slope of Disclosure
°
°
&

-0.6

@mindset

Ol =AIgio] REsSHAl =8 2= E Y

* Trust in Al, Ethical sensitivity, Moral appropriateness -
B & H|{ol0|

(= rn = 3L ol
—AIdd= HA| ST 2 000f| ot LEHH ALl 2|,
o 1L o - A~
EEX I, Al 2| EHEHE2 - HET)
L.
O} &
Moderator b SE »
| Mindset 0.12 0.06 0.05 |
Trust in Al 0.01 0.05 0.75
Ethical sensitivity 0.01 0.05 0.75
Perceived moral appropriateness -0.02| 005 0.60
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— Liberals are judged as more malleable than
conservatives (Lassetter and Neel, 2019).

— 22| AIAICHe] 7|2 (=) A el 24 >
2H[X ¢ 2|H 5d0f 7|2 =74 2l=}
HRLFoM Moz Met T g
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Beyond Efficiency:.
How Al Agent Shapes Recovery Satisfaction and WOM

Won—jun LEE (Professor, Dept. of Business, Cheongju University, Korea)

| . Introduction

The rapid rise of Al-driven conversational agents has transformed business —customer interactions.
Firms increasingly rely on scalable, cost—efficient, and always—available Al advisors for frontline services.
Yet, service failures remain inevitable, and customer responses to Al-led recovery efforts remain
underexplored. Prior research shows that recovery strategies shape satisfaction, loyalty, and
word-of-mouth (Smith & Bolton, 1998; Hart et al., 1990). Although studies highlight positive reactions
to human-like or emotional Al agents (Van Pinxteren et al., 2020), it remains unclear which Al traits
most influence recovery and how they compare with human service agents.

This study addresses key research gaps by recognizing that previous studies have often treated Al
as a uniform entity without analyzing its distinct service quality dimensions. It also highlights the limited
understanding of how recovery satisfaction mediates the relationship between Al characteristics and
customer behavioral outcomes. Furthermore, it identifies the lack of attention to response time, an
essential temporal factor in service quality (Parasuraman et al., 1988), which remains underexplored
in Al-mediated contexts.

Drawing on service quality theory, expectation —disconfirmation theory (Oliver et al., 1980), and the
CASA paradigm (Nass et al., 1994), this study proposes a framework explaining how Al advisor
characteristics shape recovery satisfaction and behavioral intentions, moderated by response time. It
extends human—centered recovery models to the Al domain, clarifying how Al traits and timing jointly

influence post—failure outcomes.
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Il. Theoretical Background
1.1 Service failure and Recovery

Service failures arise when performance falls below customer expectations, leading to dissatisfaction
or negative emotions (Smith et al., 1999). Because services are intangible and inseparable, such failures
are difficult to prevent (Zeithaml et al., 2018) and may erode trust or prompt switching to competitors
(Maxham, 2001). Service recovery refers to a firm’s actions to correct failures and restore satisfaction
(Kelley & Davis, 1994). Effective recovery not only resolves dissatisfaction but can also enhance loyalty
and word-of-mouth, a phenomenon known as the service recovery paradox (McCollough &
Bharadwaj, 1992). Thus, recovery serves both to prevent customer loss and to build long—term relational
value.

Recovery satisfaction reflects customers’ judgments of fairness, effectiveness, and responsiveness
(Maxham & Netemeyer, 2002) and mediates the relationship between recovery efforts and post—failure
outcomes such as repurchase and recommendation.

In the digital context, an important question is whether Al agents can deliver effective recovery.
Customers may respond positively when Al demonstrates competence, fairness, and empathy (Kaur &
Singh, 2025), and they often attribute less blame to Al due to its perceived lack of intent (Van Doorn
et al., 2017). However, limited emotional sensitivity can hinder authentic recovery (Prentice & Nguyen,
2020). These mixed findings highlight the need to examine recovery satisfaction within Al-mediated

interactions as firms increasingly rely on such systems in place of human employees.

2.2 Al Advisor Agent

Greater reliance on Al-powered advisors in online services necessitates understanding the attributes
shaping customer evaluations. Extending the SERVQUAL framework (Parasuraman et al., 1988) to
digital contexts, scholars emphasize reliability and empathy as enduring expectations, while completeness,

personalization, and adaptability reflect distinct technological qualities valued in Al interactions.
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According to the CASA paradigm (Nass et al., 1994), people apply social norms to technology when
it exhibits humanlike cues. Reliable, error—free responses signal both technical competence and social
reliability, fostering professionalism and trust. Simulated empathy and politeness enhance perceived
attentiveness and care, while complete, context—rich information conveys diligence and engagement
(Brodie et al., 2011). Personalized communication prompts anthropomorphism, suggesting intentionality
and social awareness (Tam & Ho, 2006). Adaptability further indicates social intelligence and flexibility
(Belanche et al., 2020).

Integrating SERVQUAL and CASA theory provides a holistic framework for understanding how
customers assess Al advisors, highlighting that these traits function not merely as technical features but

as social signals influencing trust, satisfaction, and continued engagement.

2.3 Customer Response to Recovery Effort

Recovery satisfaction refers to customers overall evaluation of a firm's efforts to resolve a failure,
including perceptions of efficacy, responsiveness, and fairness (Maxham & Netemeyer, 2002). It mediates
the relationship between recovery strategies and post—failure reactions, fostering trust and relationship
maintenance when the recovery is perceived as fair and effective (Tax et al., 1998). Research consistently
shows that recovery satisfaction drives continuance intention. Based on expectation — confirmation theory
(Oliver, 1980), satisfied customers are more likely to continue using the service despite prior failures
(McCollough & Bharadwaj, 1992). In digital contexts, it strengthens user loyalty and engagement (Singh
& Crisafulli, 2016).

Recovery satisfaction also promotes word—of-mouth (WOM) intentions, as satisfied customers are
more inclined to recommend the provider (Blodgett et al., 1997; Lee, 2024). In online settings, this effect
amplifies through reviews and social media (Hennig—Thurau et al., 2004). Collectively, these findings
emphasize recovery satisfaction as the central link between recovery efforts and customer behaviors,
transforming failures into opportunities for loyalty and reputation building,

Response time significantly shapes perceptions of service quality. Waiting time studies show that delays

reduce satisfaction and fairness (Katz et al.,, 1991; Maister, 1985). In Al-mediated recovery, quick
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responses enhance satisfaction (Davis & Vollmann, 1990), but overly fast replies may seem insincere
or superficial, reducing trust. Thus, response time operates as a boundary condition influencing how

customers interpret Al recovery performance.

lll. Research Model and Hypothesis

3.1 Main Hypothesis

The main hypotheses of this study were developed based on prior literature on Al characteristics and
service failure and recovery. Accordingly, the proposed hypotheses and research model are presented

below.

HI. Perceived reliability of Al advisors positively influences recovery satisfaction.

H2. Perceived empathy of Al advisors positively influences recovery satisfaction.

H3. Perceived completeness of Al advisors positively influences recovery satisfaction.
H4. Perceived personalization of Al advisors positively influences recovery satisfaction.
H5. Perceived adaptibility of Al advisors positively influences recovery satisfaction.
H6. Recovery satisfaction positively influences intention to continue use.

H7. Recovery satisfaction positively influences word—of-mouth intention.
3.2 Moderation Hypothesis

Response time is a key determinant of perceived service quality. Research shows that delays reduce
satisfaction, while prolonged waiting undermines fairness and overall evaluation (Katz et al., 1991;
Maister, 1985). In Al-mediated recovery, rapid responses signal efficiency and focus (Davis & Vollmann,
1990), yet excessively immediate replies may appear superficial or insincere, diminishing trust. Thus,
response time operates as a non-linear boundary condition that moderates the effects of Al advisor

characteristics on recovery satisfaction, influencing how users interpret and evaluate Al-driven service
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recovery.

H8a. Response time moderates the relationship between reliability and recovery satisfaction.
H8b. Response time moderates the relationship between empathy and recovery satisfaction.

H8c. Response time moderates the relationship between completeness and recovery satisfaction.
H8d. Response time moderates the relationship between personalization and recovery satisfaction.

H8e. Response time moderates the relationship between adaptibility and recovery satisfaction.

< Al agent traits> < Failure recovery process> < Output >

" Intentionto ™
continue use /

] T
Recovery ™
satisfaction

woM
intention

— 7-""-&._\

{Fig. 1) Research Model

IV. Empirical Analysis
4.1 Data collection
To test the proposed hypotheses, an online survey was conducted with participants who had

experienced an actual service failure within the past six months and had interacted with an Al agent
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for recovery. Data were collected over two weeks in 2024, yielding 208 valid responses. Because all
constructs were self—reported, several measures were taken to reduce common method bias. Respondents
were assured of anonymity and informed that there were no right or wrong answers. Harman’s
single—factor test confirmed that no single factor dominated the variance, indicating minimal concern
for bias.

The sample comprised 51.9% male and 48.1% female respondents. By age, participants were in their
20s (13.2%), 30s (38.6%), 40s (25.8%), and 50s or older (22.6%). Most failures occurred in online
retail (55.8%), followed by credit and financial services (23.1%), food delivery (16.3%), and other sectors
(4.8%). These results highlight that Al-mediated recovery is especially prevalent in digital commerce

and finance, yet applicable across diverse service industries.

4.2 Reliability and Validity

Following Churchill's (1979) guidelines, item purification and validation were conducted. Reliability
and convergent validity were supported, with Cronbach’s alpha, composite reliability, and AVE
exceeding recommended thresholds (Fornell & Larcker, 1981). All factor loadings were above 0.5 at
p < 0.01. The CFA model showed acceptable fit indices. Discriminant validity was further confirmed
using the Fornell -Larcker criterion, as each construct's AVE exceeded its squared correlations with

other constructs (Fornell & Larcker, 1981).

4.3 Hypothesis Test

Partial least squares (PLS) structural equation modeling was used to validate the research model.
Hypotheses were tested through 5,000 bootstrapped resamples. As shown in Table 4, all hypotheses
were supported at p < 0.01. The five Al advisor characteristics had significant positive effects on recovery
satisfaction, which in turn significantly influenced continuance and word—of-mouth (WOM) intentions.
The model’s explanatory power was strong, with R* = 0.768 for recovery satisfaction, R* = 0.665

for continuance intention, and R* = 0.580 for WOM intention. These results indicate substantial
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predictive validity and confirm the robustness of the proposed model.

(Table 1) Hypothesis Test

Hypothesis Coefficient SD t—value p-value
H1. REL — SAT 0.195 0061 3216 0001"
He. EMPA — SATI 0.147 0053 2800 0005~
H3. COMP — SATI 0.265 0.069 3822 0.000"
H4. PERS — SATI 0.265 0.069 3838 0000
H5. ADPT — SATI 0.141 0062 2289 0022"
HB. SATI — INTE 0815 0029 27.729 0000
H7. SATI — WOM 0.761 0031 24,297 0000~

A moderation analysis was conducted following Baron and Kenny's (1986) procedure, in which an
interaction term between the independent and moderator variables was included to test for additional
explained variance. In this study, the interaction between response time (TIME) and recovery satisfaction
(SATI) was modeled to assess the moderating effect. As shown in Table X, only the interaction between
empathy and response time (H8b) was significant (8 = —0.088, t = 2.027, p < .05), indicating that
response time weakens the positive impact of empathy on recovery satisfaction. Other interaction effects
were nonsignificant, suggesting that response time moderates only the empathy —satisfaction relationship,

not those involving other Al advisor characteristics.

(Table 2) Moderation Effect

Hypothesis Coefficient SD t=value p-value
H8a, RELIFTIVE — SATI ~0,040 0.085 0736 0.462
HEb, EMPAYTIVE — SATI -0088 0043 2027 0.043"
Hec. COMPMTIVE — SATI 0038 0075 0515 0.607
H8d. PERSTIVE — SATI 0073 0.065 1.120 0.263
H8e. ADPT*TIVE — SATI 0.007 0062 0111 0912

V. Conclusion

This study advances understanding of Al-mediated service recovery by demonstrating that all key
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features of Al advisors significantly enhance recovery satisfaction, suggesting that consumers apply the
same evaluative criteria to Al as to human agents, thereby extending service quality theory into the
technological domain. Recovery satisfaction was confirmed as a critical mediator linking Al attributes
to continuance and word-of-mouth intentions, consistent with expectation—confirmation theory.
Moreover, only the interaction between empathy and response time was negative and significant,
indicating that appropriately paced empathetic responses strengthen credibility and satisfaction.

From a managerial perspective, firms should enhance Al advisors across core service quality
dimensions—reliability, empathy, completeness, personalization, and adaptability—to foster satisfaction,
loyalty, and advocacy. Monitoring recovery—specific satisfaction is essential, as it directly drives key
behavioral outcomes. The nuanced role of response time underscores the need to balance speed with
emotional authenticity, ensuring Al responses feel attentive rather than mechanical.

Despite these contributions, several limitations remain. The cross—sectional design restricts causal
inference, and future longitudinal studies could better capture changes in customer trust and loyalty
over time. Contextual constraints also limit generalizability, warranting replication across industries and
cultures. Finally, while response time moderated only empathy, future research should explore additional
contextual moderators, such as perceived fairness, issue complexity, and technological readiness, to refine

understanding of Al-driven recovery effectiveness.

— 156 —



AlMIM

Reference

Belanche, D., Casalo, L. V., & Flavian, C. (2020). Frontline Robots in Tourism and Hospitality:
Service Enhancement or Cost Reduction? Electronic Markets, 31(3), 477-492.
https://doi,org/10.1007/s12525—-020—-00428—y

Blodgett, J. G., Hill, D, J., & Tax, S. S. (1997). The Effects of Distributive, Procedural, and
Interactional Justice on Postcomplaint Behavior. Journal of Retailing, 73(2), 185-210.
https://doi,org/10,1016/S0022—-4359(97)90003—8

Brodie, R. J., Hollebeek, L. D., Juri¢, B,, & Ili¢, A, (2011). Customer Engagement: Conceptual
Domain, Fundamental Propositions, and Implications for Research, Journal of Service
Research, 14(3), 252—271, https://doi,org/10,1177/10946705114117

Churchill, G. A., Jr. (1979). A Paradigm for Developing Better Measures of Marketing Constructs.
Journal of Marketing Research, 16(1), 64-73. https://doi.org/10.1177/002224377901600110

Davis, M. M., & Vollmann, T. E. (1990). A Framework for Relating Waiting Time and Customer
Satisfaction in a Service Operation. Journal of Services Marketing, 4(1), 61-69.
https://doi,org/10.1108/EUM0000000002506

Fornell, C., & Larcker, D, F. (1981). Evaluating Structural Equation Models with Unobservable
Variables and Measurement Error, Journal of Marketing Research, 18(1), 39-50,
https://doi,org/10.1177/002224378101800104

Hennig—Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic
Word—of—mouth via Consumer—opinion Platforms: What Motivates Consumers to
Articulate Themselves on the Internet? Journal of Interactive Marketing, 18(1), 38-52.
https://doi.org/10,1002/dir, 10073

Katz, K. L., Larson, B, M., & Larson, R. C. (1991). Prescription for the Waiting—in—line Blues:
Entertain, Enlighten, and Engage. Sloan Management Review, 32(2), 44-53.

Kaur, A., & Singh, J. (2025). Humanizing the Machine: Anthropomorphism and the Uncanny
Valley in Al-Mediated Service Recovery. https://doi.org/10.21203/rs.3.rs—6889879/v1

Kelley, S. W., & Davis, M. A, (1994). Antecedents to Customer Expectations for Service Recovery.

— 157 —



2025 et=gusEsts| JIEE HIotsrl=]

Journal of the Academy of Marketing Science, 22(1), 52-61. https://doi.org/10.1177/0092
070394221005

Maister, D, H. (1985). The Psychology of Waiting Lines. In J. A, Czepiel, M. R. Solomon, & C,
F. Surprenant (Eds.), The Service Encounter (pp. 113-123). Lexington Books,

McCollough, M. A., & Bharadwaj, S. G. (1992). The Recovery Paradox: An Examination of
Consumer Satisfaction in Relation to Disconfirmation, Service Quality, and Attribution
Based Theories, Marketing Theory and Applications, 119(3).

Maxham, J. G., & Netemeyer, R. G. (2002). Modeling Customer Perceptions of Complaint
Handling Over Time: The Effects of Perceived Justice on Satisfaction and Intent. Journal
of Retailing, 78(4), 239-252, https://doi.org/10,1016/S0022—-4359(02)00100—8

Nass, C., Steuer, J., & Tauber, E, R. (1994). Computers Are Social Actors. In Proceedings of
the SIGCHI Conference on Human Factors in Computing Systems (pp. 72-78). ACM,
https://doi,org/10.1145/259963. 260288

Oliver, R. L. (1980). A Cognitive Model of the Antecedents and Consequences of Satisfaction
Decisions. Journal of Marketing Research, 17(4), 460-469. https://doi.org/10.1177/0022
24378001700405

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A Multiple—item Scale
for Measuring Consumer Perceptions of Service Quality. Journal of Retailing, 64(1), 12-40.

Prentice, C., & Nguyen, M. (2020). Engaging and Retaining Customers with Al—powered Service:
An Exploratory Study. Journal of Retailing and Consumer Services, 56, 102186,
https://doi.org/10.1016/j.jretconser. 2020.102186

Hart, C. W. L., Heskett, J. L., & Sasser, W. E. (1990). The Profitable Art of Service Recovery.
Harvard Business Review, 68(4), 148-156,

Smith, A, K., & Bolton, R. N, (1998). An Experimental Investigation of Service Failure and
Recovery: Paradox or Peril? Journal of Service Research, 1(1), 65-81. https://doi.org/
10.1177/109467059800100106

Smith, A, K., Bolton, R, N., & Wagner, J. (1999). A Model of Customer Satisfaction with Service

— 1568 —



AlMIM

Encounters Involving Failure and Recovery. Journal of Marketing Research, 36(3), 356~
372. https://doi.org/10.1177/002224379903600305

Tam, K. Y., & Ho, S. Y. (2006). Understanding the Impact of Web Personalization on User
Information Processing and Decision Outcomes, MIS Quarterly, 30(4), 865890, https://
doi.org/10,2307/25148757

ax, S. S., Brown, S. W., & Chandrashekaran, M. (1998). Customer Evaluations of Service
Complaint Experiences: Implications for Relationship Marketing, Journal of Marketing,
62(2), 6076, https://doi.org/10,1177/002224299806200205

Van Doorn, J., Mende, M., Noble, S. M., Hulland, J., Ostrom, A. L., Grewal, D., & Petersen,
J. A, (2017). Domo arigato Mr. Roboto: Emergence of Automated Social Presence in
Organizational Frontlines and Customers  Service Experiences, Journal of Service
Research, 20(1), 43-58, https://doi.org/10,1177/1094670516679272

Van Pinxteren, M. M., Pluymaekers, M., & Lemmink, J. G. (2020). Human—like Communication
in Conversational Agents: A Literature Review and Research Agenda, Journal of Service
Management, 31(2), 203—225. https://doi.org/10.1108/JOSM—06—2019—0175

Zeithaml, V. A., Bitner, M. J., & Gremler, D, D. (2018). Services Marketing: Integrating

Customer Focus Across the Firm (7th ed.). McGraw—Hill Education,

— 159 -



- 160 —



AIMIA

[1]AZHEED A=A
[2] Tt= & 1f

[3] AIZt F & X] &5
[4] QIALO|E

- 161 —



Change

AXH|, |2 4 7o)

oAl 7|8 M A5 =t

At
=]

=

2

Before
I.

MEX| 4%50]

1H[E/E71H|
(ZEEH Q) 27|

oBHHMH2 7|/ANE/ES

7o

Change
(A7} Millisecond THR| 2 &I =Y,

A Mol ofM =&S 7t
Mate 2 o oA RS T2 )

- 162 —

Before

A7} (ZOFA]) 71 ¢l




AIMIA

11] Meta Advantage+ %

PN
(=

[

= M 2ot 2 85HA| BEotE, A7t

Zote,

S HIOIE(

HE

ALE R} A

=
ot

o AIZFEEHE L] 2t

(08,

%
H2 MEXA =

==
=

N
o

y
ujo

i
Rl

=
=
=
=
=
=
@©
(]
o
(7}
>
(=
e}
O
<

Y,
Q

£

m_
N

&

S

&

i

5 4% Aty
AE2f0|T A 4)

(~Ezt0]

2

'6'|__T|_ )le 01-9-”, llol -
|=HE AZ5kA Lt
o RSt 2|

Of E AFRIH|.E X8| 4| A “O| 4
097, 0| HE O At 2A Q2
AIZ LOPM H2(SHE 202

Al
=

— 163 —



2025 et=gusEsts| JIEE HIotsrl=]

[t 11] Google - PMax

o =2 HEHA MA (performance Max, PMax) ZH IH| ©1 Of
M= daFo H Il H=/4F/0[0[X| /& B eh@m &ta
o I
= X'” o

o Al= O| XiASE = 7 o] 2| 1 XBO=E X5 Y
St ZF AFEXHOA 7HE 208 Y Ao 2 0|55 = =8
S HAUCE &

[& 1] KTO| ‘K-Ads 1’9t ‘Al & St=2

[K-Ads &11]
kTS| A X| 7|8 EFZI Z 0 /0rA & MH| A2 k7t ERFo 2Tict S4
SO OlE{tA &R MHE 2% EtAE e Fnete =Y

I8 msuy
s |
£ KT AI/BIO|E] 7|8k D24 $5 THE 24 (S41 BlO[E, 0|8 T, BHAJAL 210 AEIY )
EtZE % B EPNE NIPES 88, A7k 12 012 T{HS 24{010] BHAAfet 2tO|ZAEIYS B0
4 Rl+Bksta, B0F LEY EHAS N
/by F2 HAIHE RH'E 2 0|8 (LMS, MMS, RCS &)

0 AE/MEIA ST 7HY Meret D242 ATHAIAL 71 02 0P S ofs| Yt
yas  MEg s

[KTS| Al = StE 21
- AFEAIZHEIAE 718 2RIX(7|ALS)E 2H|5H= X" X[ HY| ==

[

(AF A7} 23 A 22 0|LEREX 7|8t HTH0| X))
JAN/RERS 2Ug MAZIOR BN B M AERD FH 5

— 164 —



AIMIA

o 2 E(CTR) oAl Of|O]HE S| EfHOl| 22
CUAOIE R EHT S [ BUE/H B0 EHE ABE
CRs
0018 AE| 5

- 165 —



2025

AIS ‘EIO|EIO| EVE T & (jEEUMES0| S LT

—

P

[AFEd]] 2 28 (kitkat)

= HOIE AL Z L} (AI01|7'|| St EHEZ o/ ™
"Have a break, and then.." & B E O E F7I5}H A SE HEt
E ok )Oﬂ Aot g0 0|’é>F 5' AR ¢§7‘| 'Havea

|
23042 |, 0lr8)

Have A Break

— 166 —




AlMIM

[AHE]] BHRI = (Heinz) A

I2I =& DALLE Of Ch=3| ‘A& o|O|X| & M /d
FX]|
.

5
R, AR 22 OIDIXI7+' +°|’<°I
o

| “KETCHUP” \

—
=
%

(Al 27HE et

A 7tEEh= OpenAl2t & 15K O = 2t2| 18I0t Z2HE0| 4
OtLt D7t=et HES TEHS

(Masterpiece) & 11 E |}, 0|12}

(A7 == Sl 7+oi0| =R T O[0|X| A Bet2 7HS5HA &)

- 167 —



>
)
o

2025 BHERYMELSE IS 7|5

[Atedl] S CH e =2t

o A Hl(One Step) AINAEIZS SOl Hat™
O|HIE oot HNO|0X|EXSSE
MMo 2 X EtE 83}

(OF E{7} Bl A E Bt 91245101, A7} CI Rt
QA2 TS0 S22 M

o Al agent 8| O|C|(HEYDI)2 124 10to| CH 3}
otH &, S8 (ME, 24 §) o, =W
MANZHEEE 7|8t 2 XX of AT EH
AE0 52 7Y 0[H5HH 17U X

(=} =]
&A1
= 5o, g 7l E RE

— 168 —



AlMIM

[AFel] 27HE 2

1995 A5 E 0|0 2 §EH el F2| A0 fiml?:'.*ﬂﬂo._lo._'

o
'Holidays Are Comlng'g MM oIS EH26|| HESHOLE 019X &
A7teg s EHE EH|daHEME S X, BFATHAHA L Z L,

HIE 0P| = WEl 2 E= A2 S 2H|X=2| 74/d J| £t
LHCFS} HES. 2 HIO
oL o= C o

[AFEA[]O| LI A Z 2| (OF 2 2| TH A )

OtRHA|H A€ RE| 2 EO|LAZE[= X Z ARES
S8 OO MR HE 1 E A
(20X Z e, M E M2 =7 BOTIC) S 58K S0
SHO|X| X 2erel X EofAM FLE)

01 Ofi%H ST LOOK 02 3f2{3t =28 LO0K

/
(

— 169 —



2025 et=gusEsts| JIEE HIotsrl=]

Ot% F=Xot= L7 B = A LT

— B

iy

CH71 0] =X 5t= Al

o FLHAAO| H St o A| ARSI M= 220K S

o AIZ M|ZHS SEEte M= AFg Y 4 @1, 2 BHX S
HA= 7tA ofiok gt

o Al 7HI| 7}t F N CHHAS| FHI| 20| BV 2 2 Lt
280 A=A 2l

o AMAH 02 S CH7[Y0| SEH2= 0|80l =2t

<>

“Z=, 0|77 2HE ?Io MZol| 283t 7|2 B Ao M
OtO|H[O]d & i, MM E FRE ZH 7‘01| 2IME
dgHARz S HEEA 74 g8

- 170 —



AN

HW G4 2o gust EPIR-2 O 7| ol MR=0lek=
2| D S4AYE BHEA E 22 7|2 HS

Tz AIO|H (L7 21F) AIO|2 (B2 7tS)
de&n nHE FIHHE XH| &, Al AHS dd, MEe Y

1o

Hl

CIF2 OlA, SRS COIE 2AE E A

OAIZ JHQIZ} Ot U ZhA, 0|0 U OpA| & 4=0f B4t
(2tX2| 22 E: Cosabella)
oZt M| & A|ZF Bl H| 8 Et= O|7'1D'1A/-|‘E’rE| HEHE 2|

oXtEHA O|D[X|MZH 2 F=At 2 S HE EY
(722 E O|C|0]: The Hustle)

SUS S 2He, gL 2

]

L3

el
n

- 171 -



2025 st=dunsHsts| 7EE Fo

A7t T S0 7|3 & LA A= AR S

CIEXSANE 7IR Q[AF Gob g TS0 27 A4S KX
A2 HZS 5 2E5= A7 =2 /A2
7| 3= MFE HIRE 2IAFTEHIZHE 21910

QEO| SAQI Bi= MHOIT ARETIGIES ZISHE

BN

- d
SFYEE T2, T 2HE G217 HAIE.

U2 »

0t X2ORE00 14

- 172 -



AlMIM

(g
I
{|n
o<
_.u_
F
un|
L
Gyl
L
Kk
ol
ol
Zl

AALS| ?{7]

Inis!

T3
<
r
H0
oF
=
o
o
(i
EiS
A
1
M __
< J
= <
=
N ™
m <
= o]
or Uo
o K
NI
ur of
= o
o 5

| (O4:wPP vs. Publicis Groupe)

BHCl ”HFA
L-_O O 71

= o AA =

002 ¢ X

Al A|LHO & O] & %S 5tA|

—
—

A E wpp

=
=

Fol D& 2| E| XY

Iy

MBI SE 2 SAH HUCSIHA E2 B AL

=
10!

AIO]| o[B8l CHA|

[Ho
g
[

i

7t

oF
31

- 173 —



2025 et=gusEsts| JIEE HIotsrl=]

AlO|O|HE AU +5 HEMY 0| B § SR X| = 0| 7

0|1 MEE + Yt HHSH B

oAIZ} DO ZSMH L IIX 7] oS
(Ofla= “7|'ﬂMf_T'_ HILES AKNZES FHTLICEIHA S2[H ol MEl S ZX|2F
OF&I77LX| Of&FO|LHE A A q’égnf—ﬂ ols

mEhEle 70| A0| EHE O] "LH= AKIZO| ZOLA, S Lj 7HK| 22} QtofA]

D ™
Mgt 2o 24 U8

pun bt

- 174 —



AlMIM

EI:I = o o= [
(Brand Experience)” |8t HEHE MEf Tl Q
ZERE OfAFTF A 01 Tps

B AQtO| AFE B} AEH0|
SYN ZEA TR AVt Mot AE AN 75 THs

HMEZOILE ME|AE ArEotAHLE HHEN FH3tE EE w70 2

*BX(Brand Experience) & 11ZH0|
S 2 U35, 7|°'°|"_ EXE FH

e &, AEH

[4]
QUAIO|E

- 175 —



2025 et=gusEsts| JIEE HIotsrl=]

Al Agent A|CHO|| EZHE T A Al=

1) 0 | X‘” = GEQGenerative Engine Optimization) O | | H |-
>BHETIAC Y YSHOI H & SYI=F A0 e = ZHI=
) BS54l A0l 81} 17t
clo
—

"Bﬂ[f

WV,
AL T
(kyungayoo@gmail.com)

- 176 —



AlMIM

Advertising in the Age of Agentic Al

Al of o] 1 EAJT <} F 1

AEL:

University of Georgia (X X]o}t]stw)

Agentic Al A|CH S| T =t

10 PRI 2EH H
Agentic AI7t 4W1H (what, where, when, who, how) X{ 7.
A, T, 2| Aol F=H 0]S: 217t > Al

AQ| AHEH EEIH S8E Fol 7 2
o IHA|: 253 B 7 E 2l A DH7H T2,

- 177 —



2025 et=gusEsts| JIEE HIotsrl=]

o FIQE SN AM S U5t QIE AN SM 21X g

o Lm 7|BFo|0| s Mot 20 X[ & 23t

o ME IO MEh = E 5 FF 20| 4 (co-created meaning).

o M AL YT HAE O|0|X|, 20|, AR ZT HE|ZE &4,

Answer EngineXf GEO2| £4

+  Answer Engine: 23 CHA Z1E S Ef(synthesized answer) K| S-.
* Zero-Click Search 2ttt Sl Qi HE AH| X,

*  Generative Engine Optimization (GEO): Al A SEf & HEC JHA| Y =HE,

o 2 SH Y > 8 7|8 == 2 TE(Visibility is no longer clicked—it is generated.)

- 178 —




AlMIM

Yot 4 0|3 217t > ATzt &,

255 S UE X[H 43

o M HHE TEMOI LT =7, MElY Q= B O F
HE AZ: BAH 4% E(relational interaction) 4.

o

Mediated Communication - 0§ 7 F

H:
Brand-lnitiated > EHE7} ZHXE Al
d

2t
>t

Target Audience > 13 | 1HE §
Sponsored > & X X|&E[L} FE
Persuasive Intent > Al S X CH=HA A

20| ChAl 2 K|

- 179 —




2025 et=gusEsts| JIEE HIotsrl=]

QIEHE[E &9 [FQ

- U SHOM Ozt SH2E 0|5,
* AI8| SES(responsiveness), 7| H(memory), ALZIH #E Z(social presence) 2.
« TR X|E: 20| ot 4], #EHY, AEY.

« Ol Al 0 O| M E T} 0§ 4B} = brand-inspired 17 L7 0| M A&,

+  Emotion Matters — but Now It’s Engineered: 24’82 €1 2| &3}
« 218 M(authenticity) 2| CHZHY 1.

+ Relevance Is Co-Constructed: 917t-A1 &5 4.

* Engagement as Relational Trust: w5 M)A,

— 180 —




AlMIM
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EE: 2SH(Z2IcH)

| ANS! A ALCHO S BIEE Al S ol CHEt AHIXE $ISS TlloR
Al T DE EHE} ot Fot
Ul ACIEYUT), INSEY), FHES)
E2: QAOKKT)
I ALlof BH-RIZ SURIM0| A|X} W0 DIXls &
Mcie xjo|S Fplo=
S| SIS, AR3MICH)
EE2: Z4%(M)






HZm0|m1

HEMALEISHL FE 71X}
T EA| 20| Ojxl= S

S (B=2isty 0jc|oj71FL|A|o[Mela MALaby)
TS (ThaChstn O|CIAHRLIAOMEIE W)

|. g 2od & ujZE

3 0] BAE 25 1 AR Bateolul, ofd a<lo] ofs) TAE, B4 HAE ojulE P45}

+ oA AuAeldS £ $8% qPe wthe 8UARL FAO] EAPE HAsial 9l 77
o] 2Rte] S84 Al A E|ojof Fhk AL HAdt SR 2Rl WEAE AEE BAIR W sl
Hfi= Apto = SRR of2fgt WIAE ol mAE Bt 82 mAA feftt sl AeEst
S 283 A SA] A o] e Y = Uk o2’k ARk A9 ofulR|of 2RHEA FIE mIAA|

w0, Py oeh ARlolAE wAIS] AANE AR sk vl Ee,

st ABlolA] Al Al sl oMES Yol X|o] B51E Sejyis 5 upiAE Aelda sk
=35, Aol ZAk A SoluiL 9loh. AMAASAPE ANl AeiZARt s 20244 71Eo = 53
A 30% 712 ZAABNATHAA, 2024). Tt olefet FA] 4 2R 27 1 A4 Asiel A 2Ae)
QA7) ek, ol2ft AHol thes] ZA2] 47 Z7jo] el nrks A EA), x|ode] AL

Ge 2A150] £A] ou|A], HAE P4 ofud FFS vA=A] BAsls o] Wasit. XAZAS
S5 =], Baxe] HASHs nae 15 Aol mikdel Aow BAEA, AdEAE v
At AR OB A%H Qe AtHom AgHEol(Rok, AW, 24, 2025).  Qpoa

oleig AL FUYoR AL, Tael W P W SR R e AREEAA R wAj}

B Qe TaR)E BHoR § A ARAALelEAe T Bk ARESE SA)R $3107)
HETIEA|R §9T ATk BAS gioR X0 B85 ZAEAR ASEAT} EA B ofy
3 e nALA dpmdsiel] 1 olng AZdRaA) sk AFAALEEAE 20034 fula

— 185 —



2025 et=gusEsts| JIEE HIotsrl=]

AIA EEHke = 24
B Aot YuERAE 20 R sk ofo[HIE[ElE Ho|al QIt(HFAIAIAEEA), 2025). Eet, A5}
WA= 7 Z2HE SAIR SR A HSACh 7S 71| W] SER S| 7oA ThegE ot}
A Al W o o R sle] mR2E AolWd ] 55T & Elolli] ARSITHEE EA),
2025). A1t Tgo] S olsls AL SARA, tisAdnt A4, AGSH St 4ol
olgfel A7 PlEAl= AFnte] Aewalol A AlRtE o] TR tisEolAl AFd= e AdSAI= FASIH:
ojAd ol 79k A9 FAES EAL e AFAAESAILE Ao At thFAdl A=
P AFTPSAE FH R AT EIA S o]2fdt ASE Sl S0 =9 BAS dolEar
ASAQ AHE =&d ¥ 4 & Aotk
B2 o] drmd g 71X -3 % e = (Value—Attitude—Behavior Hierarchy Model: VAB®9)-& 7|4t
A5 At} stch(Homer & Kahle, 1988). VAB mdle 7hx|el 3% 7+ TAAS Hlxek=

)
rEl
B
ACh
ﬂJlﬂJ
i

o2 3 AFAled FAloIt: 202590 Solk= BaelE SH

i

-

T
-0,

¢
¢

:

o=z

o djfsl S AlwtcHomer & Kahle, 1989). 917bo] 24 7418 vigom ¢l Te)a 52

o3 4 Qi VAB BES B ATolE A9 1420 SASRE AG5Al] A gaRig dk
weby B T AAEAE B B oMIES Yol BAIY AAE Akolr BAE 75 By

2010 ABAATHE HE WRIOEN, SeA AR AFSL EA) B e Heke] Wk Fo| Al

RS AR b

7P 18 AGSA 7ile dEAALRSAl] digt Himo 57g2Ql dd= nlE Aotk
7P 20 AHSA 7Hls AdF7PSAlel digt el ARl g3 v Alojtkh
7Hd 3t ZAFAAIEE Al tiet B A UEd=e] S8 9= vE Zlolth
7V 4 AAF7EAl] digt BiEs A el 374 el d9= nE Aotk
7P 5t AGSA TAle AdFE Aso] digt gl A g3 v Zlofth
7P 61 AFEAAIREIEA] iRt B A s A9 = vA Aol
7V T AT PEA ] gt B A Ao 3 FF vIE Aol

7Hd 8 A Aske AF WEd=el S84 9= vE Aol
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g dFe R o ds Ul

WHE ApollA] A5 AREERE 4714] 27 &S AREE Zlo|ch(Holbrook & Batra, 1987). 25 W2 w0
g 24 £ AYATE Bl 37 FES e AR Aolck(Stafford, Stafford & Chowdhury,

1996). A s AYATE vhgoR e 24 £33 AHE Aofth(Kent & Allen, 1994). ZAG

ol AN FH= 7 ERIUCH

(&)
Al 7] ory

|
ol AN SHf= FEsICH

O A
O A

Aol UMM K= SOl

N | IS A =

RSP I L RN SoFpIt
Efte L= FEAARRIETE FEReR APl

L= AP iEmol 32401 Zict

Li= T3 oisrpt &0t

T R L= TSRO ORIt
Ele L FATRISHE JEEoE Mt

L= &5 IS0l 20| 2Tt

L= TFeke EAD] ZEsSICt

o= ———
ilé;-rg Li= Tr2h= Al Cigh Z8l0] S5oict
Li= T52ts A thelf B0| 2ot Tt
JePt HH T2 UEE A 2t
X‘I_jﬁ_ — = [
%LErQIE 72t =fH TS e J7IsE0] UCH
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2025 ot=

HENA 22| =H|
ElE

=7 74|

Gz 1) ey

gl 4jo] HAS A, HAE e, U, PEow

of mA= I . 59(0), 209-232. 10.31927/asec.21.3.10
AU, (2024, 89 249). A= AT T2 AGFA] 51 Aol 32% 530t FFAHE. https://www.

khan, co kr/article/202408241644001

[AE}EA (2025). 2025 AFAAREEA] - Z2191949]. https://www.

A Foo|A], AFAAREEAIRA]

sorifestival. com/main/
AF7FEA| 22 9192, http://www.gamaek,

AF7 EA) (2025), 2025 HAF7IHEA| F4] F¥o]A], %

o 1=

co.kr/
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Aolg Hl=HE A FNYEQ] vj2Ao] o] that Elwol WERelwo] njAl: Ja
: pSIe] nj7jaaE FAo=

shofchata vt ARUA sk HutEe v AAT
stofthsl ojcjolA guA ol delat AutEdt whbg St
shofgsli ojcjojA FuAloldetat L ofxfel

._
2
ru

BHIAE ol Seotd o] ool A Heos g
2L iR 5D oot UBdAc 2o ZARS 5

HHE Folz, Bt ololAl U WY o= 5 s v
TG J1E AP £2 ARkt Setoh 3419 hE 289

ro rl

= Mo o

41 j‘%‘ r;: S
1o 1o Huw

o O oo I b obBi
2
Y
=
e
_Cl
.LQ
N
.,
Flo
E
E
N
A,
[
=
)
ko
a
N
N
[o]
=
o
>
o
>
.}
1o
0,
>
i)
o%
ol
=2
1=
l
-“- Ll
ox
o
)
=
)

L &2 29

rlo

5wl molgA g
K-Pop Demon Huntersyt= 7ol AAw o434 u@ Agsh 2=
FF 23S PO WYH OEA A 5

A

o TR RAAT 24 il Jk5AE HolRAct olo] # epr AT vheol Eat)
H 4SAE(PSDE A2 Tl O3t BhEet B2 o mof ux: G BAstAL Tt

olg 53 AYE FY) YAH S WP FYokW, FF FAAS v} ojulxl P
2ob e wsto] A AR 422 WoluA dth B ApE @R ojudolde] B
9 md AMAS YAST, AU /9 ARUACIM Y ¥l WA AAEE AFY
Zoltt.

2. oA =9
1) 7N e ujA
7R E9] uf2d(attractiveness) ArUAOl &t
MEE Y SA491E0 disl w7l AMA sda QXA FAAE4E B
& 8IFRS, 2019). 1€ 9111—‘-47110]’\4 Ao A miEAgL Aol uks = 9
W (Ohanian, 1990), WAIX|9] &3t M50 JaFZ UlX]= HirAQd HEY %7d(source
attribute)o.2 7F2g]o] 2rthMcGuire, 1985). 7f=El] mf2I Ao a3t Q) =
ARl a1, 84N 7fHE te] AMA U, [FAM, 71 37 52 o A2ld 5dA]
g FEske 594 44 Jidolth (A4 & A4, 2023 gt & dotgy, 2011).
ujdAde] skl Aol digt =0l kst o]FojF ok, & A oA ol YA Ul
= /d(physical attractiveness), A}2]A Uf=d(social attractiveness), QIA|A uwj=l/d
(cognitive or value-based attractiveness)®] A 7}A] RAtPOo 2 2ot QA ujHHd2 9
2, A4A e =, /\E]r%‘ S A48 a42HE FUE s 544 42 oJu]stt(Kahle &
Homer, 1985), Aol alMa} =2 zo AlXAlol ¢3ke ulAlch AFS|A uj=iye 7i2lE <]

m\m
ofh
oX
ol
ok
F‘\F
1%
ket
o
)
lo
fu
>
op
>
)
J
N

T oo=

Efolmlo] ZAA A AL AR5t oA EXCS

QO] 1= =

-
Sofu, eEie AHOlD AU & UE FAE AASH S 21olcHMcCroskey &

McCain, 1974 AR & FFL, 2016). AXH vfde /L7t 2Aste 7HxH, 714
A, MAPE g, MATel thet £ S0 HREE, JHRH YA oJuls SR
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2025

7l ARA 7gte g Agstoh(Ed & oW, 2020). o] Al AH2 AIZPA- A A QIR A
FE25 39 HHE el diet 24, 29, FARIA HEAES ARkt
go] ohAbdA £42 28AM] QXA FHol(cognitive involvement)?} A A vHS

(emotional response)S At=stH, AvtAo =z 72 eto] 5 Al(identification)E A3HAIZ]
Ct. Cohen(2001)2 FUAIS “£8At vjto] Q1E0 44, 5%, P5& AHilo] 7oz 7
Fote WA Mdea] wgroz Aojsty, ufhAel NHHAdLS FUAAZE etk Ayt
t}. ZaAlE= A4 o]Qd(empathic engagement)y} AR =2-Ql(narrative immersion)S Uf7H
2 Ah=5t(Busselle & Bilandzic, 2009), £8AH= 72169 YA 4o A~ o=2 dhe
StA T AA0] SAstcr whabA FHEE | g2 XA Hokel AMA S-S FAl
Sustol, AAdY F4 E6Ixo] M5€S Folt MM UHUZOR AGATHAUH & o
otal, 2011).

WA B SgALNA AAA Sojot Alels YAt lvto] Hick AR
39A AAE BOAY B, o obt Baba cgelzbal Eabes Ho] ukspillover
effect) ORICHOIAI® & S, 2019). AAUleL A4 %F(2023) ofols 7LE(BT21
St 2uAte] A eA SAE A+ e Ut BEusty, JiHE ujH o]
AUA-EEIE BAS ASAZIE @A 9019e Stk olme AR A4S wadt A

z

L. -1 a (\)_]_
28 57+ 'do], FjAE et AMA T =5t ‘IAA = A|(relational identification)’

oﬁ

_I

i

olzfat Wt A FfYEY tjge FHE
gk g A e E 43 st

Zenxo] gikat 27} ojuA] YAz F23 o
a A

N Jclole] AAA geloloz ssst, Ao
et Ezte 3% Ratol izt 34 A0 MolHTkHelg, 2023 48, 2023). T
BE 5o P4 AMR S 3ol ofet ALAW AHS Beket, oliet akd 57
2 WOy Y2 == olojAlt I HE ¥

mgsts kA 14 fdes,

atebd e e o SRR
WA SANY M B9 fEstel 2840 BEo YF =S WEAZIE AR 7|
gtolch. B 91 7: HUE WES “AvlAbt e tel Aok AZA AR S
ABIA A2 HE"2 Aolstul, ol=iat je] YA WS R S0l chat FHA

B i
ot Yoz Sgss WAE ASsaLAr st

2) &A8]A A3 AE(PSI: Parasocial Interaction)

288 A AR(PSDE Ulto] 584} v]tjo] Feitet Eawe

|3tcH(Dibble, Hartmann, & Rosaen, 2016). o] 241(2021)2 7]& Aol A AL PSI9]

AN ALES Heboto, FUAl(identification), ¥H4l(interest), FHA Asxr8

PSS Al 7HAl2 FESHCh 718 APk £2 KA AL Setoh AEEY SRR
Gl & gl 43188 S Lok ol WAL pAdoR PP,
SAFSS OB AAAY 2okl ARYEGe] HEA8S Sof 1 A4S nestels A%
Witk olo] w oleAG0INE AHA HTAE'S FoAstel ~gast vlclo] el

o BAE Bt S5HQ YaAge] WA Lot stk

P

[

r_ﬁ m\o —|> on 9

(1) =L A|(identification)
A= oAl Q1goly R et ARhle] AAA QXA A4S FRotAY FASTEL Q1
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Alst= A2 olu]sttHRubin et al., 1985; Auter et al., 2000). o] w3t s7to|} &
T2 4o, 929 #ARPS Wdstety AAS IA FdIste HeA BAgg el 284
7t AERe] fAME A A48 eS PSIO) FTe 57}6?@@]%@* 2021).

oa AoA FUA= PSI9 A oF aloz SRIE|ict Bui(2017)= tishgS thid
o2 3t AGoA FUA 50l 24T 54 U gt AE0r Feitte dikg B1
Sttt Hoffner & Buchanan(2005) JA] €av]d AU TLAIZF PSI /49 54
gt g sty wgth &, 284 e AHAlg UMY LS o st pSle A st
T}

YAl WAl d 9lEo] S0 et gEkE 4 ok Y, dol, 5 TEAY] &
Aol =25 SLAIZE A5l UEU T (Mori et al., 2023), DIEM %150] 1787 e
252 BojAu AU4E RUT ol AL SURttHTsay-Vogel et al., 2020). E3t &
AAl= AT BHEA =52 Fof IS, AlZto] Ao ol AR #AA R LdAs] PSI
£ 3ol £AEA AA(PSR)Z o]ojA]7]|= 3ot

(2) HAl(interest)
HHZ ooy EHEo] gigt SU1d, d% &4, 5Y 52 ZYshe /MECE(o] 24,
2021), PSI®] x£7] TEAoA LA %% sttt o= FUAIY WA G4 o™ PSIE &

doh= 20 Qo2 AZsv(R|YE & 484, 2006; IAH & sHAIXL, 2017), £2 offE

ot Y9 #0002 ZAECE Rubin & Pe rse(1987)L el FA ZIEAL AGLoA 4~

BA] #Alo] PSI9l £a3t 48] a1ds =elshit.

A2 BRI=0] Z2AR, R4, A14A-U1A Ui, =9 A=d P A Soll s &
oty vhEA 52 56 |& Fsi5Itk(Schiappa, Gregg, & Hewes, 2005). E3t Ulq

o] ERE9] AHAE B 7]5(d: MY, H, A2)2 284 Fods =9 PSI 82 5

fE o=

o
=
k=2

ol

gy

(3) 48 A A3 AL (experience of PSI)

85 43AEL 284 S B3 AA HEAGo] oRolA L Qokm LrlE £
A A¥e olulgithol 2 M, 2021). ol TRsl BEIAE AMsH: 252 dol, A8S A7
Al w71AL olop] & el wHesh, Q129 ool WS TR AN BEE &
St

PSI 4382 A &l 9] 4st=Ey, ¥reA i%lﬂr o7y 1 A=gE
g + 7NHEe dish o 22 olsfistA = |37t AAA 9o
A ZtEtHTsay-Vogel et al 2020; Mori et al., 2023). =3+
ZPE) e J5e U4 45Age] obdolE AT FANES FUAA PSI AEL
gL HAZ QA h=EtHLee et al., 2024; Zhou et al., 2024).

3) gtz tigh Bl=ot W ®

St=o thet Bj="= 54 =7tof tish 7HQlo] JHXl= QAAAE, FAH, P& F
sttHBoulding, 1956 Fishbein & Ajzen, 1975). &, st =270 tfigt A|xlojut Al
29)), 3ol AAUCPAA Q). we-aulAA 5o F5A AF@SA 2o

Ae]d Lzt olyg =7t Hl=s =7F o|u]X|(national image) ¥ =7} X3 E(nation

e

aim)
ogn o

o
=

D)

%

]
st
=]

R
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brand) 783 PsHA A4=, 3t 7t FEHAX-GA-ARE A S0 Tigt SAIA <l
Arg & SIStoHAnholt, 2007, Martin & Eroglu, 1993).

Ojtjo]le £33t 27 QAle 7HAA A= (para-social contact)e 6] FAHTH= Ao
%Q5ItH(Choi, 2010). AHAQl o3 HdHo] O*HE*E EH w3t FRIEO =EH A4A-A
AR Aol F/F HlE FA0 dTE AL K-FRIAE= =7t oJulAlE FAdste dinA
H=2A gAog 7]5s6ty, gh=59] 7R A Ul %é% A AAZ A A 3848 HE
= Zstsith(Choi, 2010).

{K-Pop Demon Hunters)e} Z-2 ofyuo]de 7fde & & st=4 Ax/da 2443
Astth= Aol oJuh 2ok 284 gEete] AU EUE &6l 3 T
g AYdm 504 =5 FAFHCohen, 2004). #AHEAR AFaags & 48 Al
A RUPe x4 =4 JRR|eE ojujXlg FAPgAoR K| 45HA 510 (Giles, 2002
Rubin & McHugh, 1987), ol= i & Wigt 40| st=ol2t= w3hA Wedoz shatel =
agoez olsigd 4 Aot

523k 718 27} olu]X] ¥4 &abe Tl AtolA BEuE ) sfe]

-

J

54 =710 £40 =251 A AME 4EY 4% sl m7tol digt sPEst st
Ch- Zo|tKStraubhaar, 1991; Nye, 2004). o]#j3t @AMS 2s} WA o] Z(cultural
proximity theory)#t AZEm¢(soft power) o]E& &3 Y=Lt &, Hgwst THZE
23 A x270o] Al2]A A2](psychological distance)® o], §+2o] tigt B

S840z HAsARI

yRoE: 54 Ibe AAZ YRSt A9 A" £t @5 dAg oudc
(Boulding et al., 1993). Al&l¥ s§50]&(Theory of Planned Behavior; Ajzen, 1991)cj]
029 B, 238 8, A48 B5SAE s es dEshs Ad Qo 55 WE
9 THEE ATolAE ot et BEst $RoEe) AMA NYyRoR aAelel gt
(Bigné, Sanchez, & Sanchez, 2001).

2710 st FAA s 2R A8 =9ltk(Martin & Eroglu, 1993; Baloglu &
McCleary, 1999). 7lQlo] 3t =7F5 2 oAol w4l oz JAZLSE I 75 4
dotals 5ot AetEh & BEs XA Adn ANE 548 AX 45 oxs 94
sh= diA Azz &EéFE}(A]zen & Fishbein, 1980).
Zwsh ZEIE 4v] Weboa = FNHE Y] FAREA AF
gh=of thet 2904 Hxz AYHY, olg gx80R = Y=g Fgh
THxg Foll 3= TA], w3 AldES (Ao R FIsta, olg
2 AZAsttHKim & Richardson, 2003). o]2st #AL 4l A 7} S|
o etz AYHg. 5, gjgA Adeote] AHA Last BRo) oEt FAA HE
44512, Lot A 4% oz2 ololcy,

=70l Higt BlE= ¥o = ofyet R7F BE S/ =0t witav] P
At Chen & Tsai, 2007). 344 == sid =719 A& =5t 28l =0 tfsth
0|1, o= AP =yt A -z o2 o]ojZitt. waEtA gh=of tigt B e
A0 Gt BrRo|E’ S o &she AFA Hfaclor Jeoiy, K-2HE
dol =7t AH¥O] YT oz FgEE= AN AZduez AR

-

O\l

(o)

X,
—
e

3. 978y 9 7y
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Compensatory Fit in Virtual Influencer Advertising:
Examining the Interaction Between Exaggeration and
Influencer Type
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Abstracts

This study proposes a compensatory fit framework in virtual influencer (VI) advertising, examining
how virtual influencer type (human-like vs. anime-like) and message exaggeration (hyperbole vs.
puffery) interact to shape advertising attitudes. We argue that hyperbolic messages, which contain
emotional and anthropomorphic cues, compensate for the lower perceived humanness of anime-like
virtual influencers (AVIs). Conversely, puffery—simple and socially normative exaggeration—fits better
with human-like virtual influencers (HVIs) by reinforcing their authentic presence. While previous
research has separately examined the effects of virtual influencer form and message style, little attention
has been given to how these two modalities interact to produce persuasive outcomes in exaggeration
message. This study addresses this gap by integrating visual —verbal interaction theory with the concept
of compensatory fit, thereby extending existing advertising frameworks to the emerging context of
Al=driven influencer marketing. A 2X2 between—subjects experiment will test (1) the interaction effect
between exaggeration and influencer type on ad attitudes (H1), and (2) a conditional indirect effect
through perceived humanness (H2). The study is expected to advance research on multimodal
communication and offer practical guidance for effectively aligning rhetorical style with virtual influencer
form.

Keywords: Virtual influencers, Hyperbole, Puffery, Perceived humanness, Compensatory fit,
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multimodal communication, Visual-verbal interaction

| . Theorical Background

1.1 Virtual Influencer Type: Human-like Virtual Influencer vs Anime-like Virtual Influencer

According to Hong et al. (2024) and Kim et al. (2024), virtual influencers can broadly be divided
into two visual types: human-like virtual influencers (HVIs) that exhibit hyper—realistic, lifelike
appearances, and anime-like or stylized virtual influencers (AVIs) characterized by animated, artificial
aesthetics, HVIs are designed to closely resemble real humans in facial structure, body proportions, and
skin texture, often achieving near—photorealistic realism. In contrast, AVIs employ stylized, imaginative,
and exaggerated features inspired by animation and gaming aesthetics. Human-like virtual influencers
project authenticity, warmth, and credibility through their realistic visual and behavioral cues, allowing
audiences to perceive them as more socially present and trustworthy (Kim & Wang, 2024). However,
this high realism can also lead to the uncanny valley effect (Gong, 2008), where minor imperfections
in human resemblance evoke discomfort. Moreover, HVIs' realism can constrain creative freedom, as
audiences expect consistent, human—like behaviors. In contrast, anime—like virtual influencers emphasize
fantasy, novelty, and creativity, offering a playful and symbolic form of engagement. Their exaggerated
and artificial visuals invite metaphorical interpretation and allow for imaginative storytelling (Kim et
al., 2025). Yet, due to their limited anthropomorphic cues, AVIs often elicit lower perceived humanness
and weaker emotional connection. Therefore, message cues that convey social warmth or human intent

may play a compensatory role in enhancing AVIS' persuasive appeal.

1.2 Exaggeration in Advertising: Hyperbole vs Puffery

Exaggeration is a rhetorical technique that strengthens persuasion by amplifying message vividness
and emotional salience (Callister & Stern, 2007). Two major forms—hyperbole and puffer —differ

fundamentally in both semantic depth and affective tone (Stern & Callister, 2020). Hyperbole involves
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expressive deviation from reality to evoke humor or fantasy, encouraging cognitive elaboration and
emotional engagement (McQuarrie & Mick, 1999). Such expressions often carry anthropomorphic or
emotive cues —attributing intentions, or feelings to products (e.g., “our shoes make you feel like flying”).
This figurative richness elicited emotional engagement, fostering symbolic connection and perceived
humanness (Phillips & McQuarrie, 2009).

Puffery, by contrast, uses simple superlatives such as “best” or “number one,” relying on intuitive,
low—effort processing (Stern & Callister, 2020). These claims evoke heuristic positivity without
demanding elaboration, and prior research indicates that puffery is less likely to elicit perceived deception
because consumers intuitively interpret it as non-literal and socially acceptable advertising language
(Rotfeld &Rotzoll, 1980; Kamins& Marks, 1991).

These two forms differ in cognitive depth and symbolic richness, suggesting potential interaction

effects with visual cues.

Il. Hypotheses and Anticipated Results
2.1 Visual-Verbal Congruence and Compensatory Interaction

Verbal and visual elements in advertising often operate together to shape persuasive outcomes, and
prior research has highlighted their potential for complementary functioning within multimodal
communication (McQuarrie & Phillips, 2005; Phillips & McQuarrie, 2009). When verbal figurativeness
or emotional resonance is limited, visual features can enrich the message by providing symbolic meaning
and affective engagement. Conversely, when visual human-likeness or social cues are limited, rhetorical
vividness in language can compensate by introducing narrative depth and psychological warmth
(McQuarrie & Phillips, 2005; Phillips & McQuarrie, 2009). This compensatory dynamic aligns with
Go and Sundar’s (2019) findings that message interactivity and visual anthropomorphism operate
reciprocally—each mitigating the other’s weakness to sustain persuasive effectiveness.

Applying this logic to virtual influencer advertising, exaggeration type may interact with

influencer form through similar compensatory mechanisms. Hyperbole, characterized by imaginative
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deviation and metaphorical richness, may offset the low perceived humanness of AVIs by enhancing
emotional vividness and stimulating cognitive elaboration (Stern & Callister, 2020; McQuarrie & Mick,
1999). Conversely, the realistic and anthropomorphic cues of HVIs may reinforce puffery’s credibility
and trustworthiness by imbuing its simple and unverifiable claims with warmth and social presence
(Waytz et al., 2010; Stern & Callister, 2020; Kim et al., 2025). Collectively, these perspectives suggest
that the persuasive effectiveness of exaggeration depends on the functional fit between rhetorical form
and the influencer’s degree of human-likeness (Phillips & McQuarrie, 2009; Go & Sundar, 2019; Kim

et al., 2025). Consequently, we propose the following hypothesis.

HI: Exaggeration type and virtual influencer type will show a significant interaction effect on
advertising attitudes. Specifically, when hyperbolic messages are combined with AVIs, and when
puffery messages are combined with HVIs, consumers’ advertising attitudes will be formed most

positively.

2.2 Mediating Role of Perceived Humanness

Callister and Stern (2020) found that, within human—centered advertising contexts, puffery produced
significantly more favorable attitudes toward the ad than hyperbole. This suggests that simple,
conventional exaggerations are often more effective when the communicator is perceived as authentically
human. However, the present study examines whether this effect persists in the context of virtual
influencers, whose perceived humanness varies depending on their form. Specifically, we focus on
whether hyperbolic language can increase perceived humanness for AVIs, who are generally seen as less
human-like than HVIs, and how this change subsequently influences advertising attitudes. In this
process, perceived humanness is proposed as a key mediating mechanism linking message message type
to advertising effectiveness.

Prior research on human—AlI interaction supports this reasoning. Schuetzler et al. (2020) demonstrated
experimentally that higher levels of conversational anthropomorphism—such as tailored responses and

linguistic variability —increase users™ perceived humanness of chatbots. Likewise, Soderlund and Oilarinen
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(2021) reported that the perceived humanness of virtual agents in commercial service encounters
significantly enhanced customer satisfaction. These findings align with prior evidence that personification
of brands or products can strengthen favorable consumer attitudes and emotional bonds (Aggarwal &
McGill, 2007; Rauschnabel & Ahuvia, 2014).

Extending these insights, the present study proposes that hyperbole may function as an
anthropomorphic linguistic cue that enhances perceived humanness when employed by AVIs. As a result,
increased perceived humanness is expected to mediate the positive influence of hyperbole on advertising
attitudes, suggesting that exaggeration can compensate for visual dehumanization cues through rhetorical

richness.

H2: When the message is delivered by an AVI, hyperbole (vs. puffery) will increase perceived

humanness, which in turn will enhance attitudes toward the ad.

2.3 Anticipated Results

Consistent with HI, exaggeration type and VI type are expected to interact on ad attitudes. In
particular, the AVI X puffery combination should produce the most favorable ad attitudes via increased
perceived humanness (indirect effect; H2). By contrast, the same indirect pathway (via perceived
humanness) is expected to be non-significant or weaker for AVI X hyperbole and HVI conditions.
These results would demonstrate that, for AVIs with low visual humanness, puffery’s socially
normative/heuristic cues operate as humanness cues, thereby clarifying the mechanism underlying the

AVI-puffery pairing—the study’s key point of differentiation.
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1.Introduction

In recent years, celebrity-owned brands (COBs) have rapidly emerged
around the world and have had a significant impact on consumer markets.
Unlike traditional celebrity endorsements, COBs do not simply rely on the
celebrity’s fame; instead, celebrities themselves are directly involved in brand
creation, design, and promotion. As a result, the brand becomes closely tied
to the celebrity’s personal image and values. For example, Rihanna’s Fenty
Beauty emphasizes “diversity and inclusivity,” ensuring that people of all skin
tones can find suitable products, while Kim Kardashian’s SKIMS quickly
gained market attention by promoting body inclusivity and self-acceptance.
These examples illustrate that celebrity-owned brands are becoming a new
branding model.

However, although research on celebrity-related marketing has been
extensive, most existing studies remain within the domain of celebrity
endorsement. In contrast, research on celebrity-owned brands remains
limited. When celebrities act as brand owners, the situation differs:
consumers may use different judgment mechanisms, asking more directly,
“Does the brand’s vision or values align with the celebrity’s established image
and behaviors? Is the creation of the brand driven by genuine commitment
and long-term dedication, or merely by commercial interest?” In other words,
consumers evaluate celebrity brands within the tension between authenticity
and instrumentality, an area that has received little academic attention.

To explain how consumers determine whether a brand is “authentic,”
Attribution Theory provides an appropriate theoretical lens. Heider (1958)
proposed that when people observe others’ behavior, they naturally ask,
“Why did this person act this way?” This causal inquiry extends beyond
everyday social interactions and applies equally to branding contexts. When a

brand claims to be “sustainable,” “long-term oriented,” or “socially
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responsible,” consumers rarely take such claims at face value. Instead, they
actively seek diagnostic evidence to infer whether such actions arise from
genuine value commitment or from strategic marketing. This inference
process ultimately determines whether consumers perceive the brand as
authentic and trustworthy.

Based on this logic, this study proposes an analytical framework of
“evidence-attribution—-authenticity.” In the context of COBs, the key types of
evidence that consumers rely on can be categorized into four dimensions:

1. Congruence/Fit — whether the brand’s values are consistent with the
celebrity’s established image and behavior. When there is a noticeable
disconnect between a celebrity’s lifestyle and the brand’s narrative,
authenticity is likely to be questioned.

2. Perceived Effort (PE) — the degree of effort the celebrity invests in the
brand, such as personal involvement in product development, design, or
promotion. When consumers perceive that the celebrity has devoted
substantial time, energy, and resources to brand management, they are more
likely to believe that the brand is sincere.

3. Perceived Transparency (PT) — the clarity with which the brand
discloses key information such as production processes, decision-making
background, and value stance. When celebrities or brands clearly explain
such decisions and are open to external scrutiny, consumers tend to make
internal attributions and view the brand as more authentic.

4. Perceived Co-creation (PCC) — the extent to which the brand invites
consumers, especially fans, to participate in value co-creation and provides
explanations for whether and how their input is adopted. When this
participation visibly influences outcomes, consumers interpret it as genuine
care for users, which enhances perceptions of authenticity. This interactive
mechanism not only strengthens consumer engagement but also links the

brand more closely with the celebrity’s perceived sincerity.
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Together, these four dimensions form the key basis for consumers’
judgments of authenticity in COBs. They represent the essential elements that
determine whether a brand narrative is perceived as credible and serve as
diagnostic cues for distinguishing between sincere motives and profit-driven
motives. In other words, authenticity is not an inherent attribute of celebrity
brands but rather a perception constructed through consumers’ reasoning
and attribution based on these specific cues. Focusing on Fit, PE, PT, and
PCC deepens our understanding of COBs and offers a new perspective on
the celebrity-brand—-consumer relationship.

In sum, while celebrity-owned brands have become increasingly
common in the marketplace, academic research on them remains scarce.
Most celebrity studies still focus on endorsement contexts, leaving limited
understanding of how consumers evaluate authenticity within COBs. By
adopting Attribution Theory as its core framework, this study examines COBs
as an integrated phenomenon, focusing on how consumers infer underlying
motives through observable cues and consequently form perceptions of
authenticity. This perspective not only fills a theoretical gap in COBs research
but also explains why, in practice, some celebrity brands build lasting trust
while others quickly lose credibility when perceived as opportunistic or
profit-driven. In other words, this study expands the theoretical discussion of
authenticity and provides practical insights into how celebrity-owned brands

can build credibility and sustain long-term brand equity.

2.Literature Review and Hypotheses Development
2.1 Key Concepts and Foundational Literature
2.1.1 Celebrity Owned Brands

Celebrity-owned brands (COBs) refer to brands or product lines in which
celebrities are deeply involved as owners (Trivedi & Sama, 2021; llicic &
Webster, 2016). Compared with celebrity-endorsed brands (CEBs), the main

differences lie in ownership and longevity. Previous research on CEBs has
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primarily focused on the celebrity-brand congruence, such as McCracken’s
(1989) Meaning Transfer Model and Kamins’s (1990) Match-Up Hypothesis,
both emphasizing whether the celebrity’s image is appropriate for
communicating brand values. However, such collaborations are typically
short-term and commercially driven, and endorsers can easily be replaced
(Erdogan, 1999). As a result, while consumers may be influenced by
endorsements, they generally recognize them as commercial arrangements,
which limits the development of deeper emotional connections.

In contrast, under the COBs model, celebrities are not merely
communicators but participate as owners, engaging directly in brand design,
production, and storytelling. The brand thus becomes an extension of the self
(llicic & Webster, 2016; Yang, 2018). This identity linkage gives the brand a
unigue conceptual foundation and suggests that COBs should not be treated
simply as a subset of endorsement research but rather as a distinct branding
phenomenon that warrants independent study.

From a market perspective, COBs have become an increasingly
prevalent phenomenon. In recent years, numerous celebrities have launched
their own brands in industries such as beauty, fashion, and food, exerting a
strong influence on consumer markets. For example, Rihanna’s Fenty Beauty
promotes “diversity and inclusivity,” emphasizing that consumers of all skin
tones can find suitable products, while also aligning closely with her personal
values. Kim Kardashian’s SKIMS centers on the narrative of “body confidence
and self-acceptance,” successfully transferring public perceptions of her
personal attitude into brand identification. These cases demonstrate that
COBs are no longer merely a form of “celebrity capitalization” but have
evolved into a distinctive type of brand equity.

The consumer logic behind COBs also differs markedly from that of CEBs.
When purchasing COBs, consumers do not simply evaluate functional
attributes or rely solely on their affection for the celebrity. Instead, they are

drawn to the brand’s perceived sincerity, trustworthiness, and value
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alignment with their own beliefs. In this model, the brand functions not only as
a product for transaction but also as an entry point for fans and consumers to
engage with the celebrity’s world. Scholars have increasingly recognized the
unique role of COBs in the consumer-brand relationship: they serve both as a
means for celebrities to sustain their influence and business portfolios, and as
a vital channel for maintaining long-term connections with their fan
communities (Teng et al., 2020).

From an academic perspective, COBs naturally invite questions of
authenticity. When celebrities act as brand owners, consumers’ judgments
depend heavily on whether the celebrity appears genuinely invested and
aligned with their professed values (Rawlins, 2008; Schnackenberg &
Tomlinson, 2016; Oh et al., 2019). If consumers perceive the celebrity’s
involvement as driven primarily by commercial gain, they tend to make
external attributions, leading to lower perceptions of authenticity (Kelley,
1973). Therefore, variables such as authenticity, value congruence (fit),
perceived co-creation, and perceived effort become essential cues for
understanding COBs (Prahalad & Ramaswamy, 2004; Filler, 2010; Ind,
Iglesias, & Markovic, 2017; Nunes et al., 2021).

What these factors have in common is that they all function as diagnostic
cues that consumers rely on when forming perceptions of celebrity brand
authenticity. The perceived consistency between the celebrity and brand
values, the visibility of genuine effort, the level of transparency in
communication, and the degree of interactive co-creation all serve as key
indicators through which consumers infer a celebrity’s underlying motives
(Rawlins, 2008; Oh et al., 2019). In other words, the central question in COB
research is not whether celebrity involvement increases sales but how
consumers, based on these observable cues, determine whether a brand is
authentic.

Accordingly, treating COBs as an independent research subject not only

responds to their growing market prominence but also offers a more nuanced
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academic perspective for explaining how celebrity ownership identity shapes

consumers’ perceptions of authenticity.

2.2 Theoretical Foundation: Attribution Theory

The distinctiveness of celebrity-owned brands (COBs) lies in the fact that
celebrities simultaneously serve as both brand owners and decision-makers,
as well as brand symbols and communicators. Within this context, the
explanatory power of Attribution Theory becomes particularly salient. When
faced with such dual roles, consumers’ evaluations often focus not on the
product itself, but on the celebrity’s underlying motivation. In other words,
consumers do not stay at the surface level of brand messaging; instead, they
assess cues such as Fit, PE, PT, and PCC to ask: “Is the celebrity genuinely
committed to managing the brand, or are they merely motivated by profit?”
This process of inferring motives is essentially a form of causal attribution.
Accordingly, this study adopts Attribution Theory as its central theoretical
framework to systematically explain how consumers use these forms of
evidence to form authenticity judgments.

Attribution Theory was first proposed by Heider (1958), who viewed
ordinary people as “naive psychologists.” He argued that when we observe
others’ behavior, we instinctively ask, “Why did this person act this way?” This
inquiry follows a consistent and structured line of reasoning: individuals first
assess whether the behavior stems from the actor’s willful control, then
distribute causality between internal dispositions and external circumstances,
and finally seek a “good reason” — one that explains multiple behaviors,
persists over time, and aligns coherently in meaning. In Heider’s framework,
internal causes are understood as a combination of values, intentions, beliefs,
and attitudes, while external causes include situational pressures,
instrumental incentives, and chance factors. Heider’s main contribution was
to establish this causal inference orientation, although his approach remained

relatively macro-level and lacked an operational mechanism for judgment.
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Building upon this foundation, Kelley (1973) introduced the covariation
model, which specified three types of observable information that people rely
on when making causal inferences.Consistency over time and context: If a
celebrity consistently upholds the same brand vision across occasions and
stages, consumers are more likely to form stable internal attributions — the
clearest evidence here is a consistent Fit between the celebrity and the
brand.Distinctiveness of the behavior: If a certain value is emphasized only in
one particular brand but absent in other collaborations or projects, consumers
may suspect strategic self-presentation. Conversely, visible Effort (PE) and
genuine Co-creation (PCC) help mitigate such doubts, reducing the
perception that the behavior is merely “for show.”Consensus among others:
When many celebrities or brands in the market behave similarly, consumers
may interpret the behavior as an industry norm or external trend. In such
cases, Transparency (PT) helps distinguish between “conformity to trend” and
“belief-driven action.” The higher the level of transparency, the more verifiable
reasons are provided, allowing consumers to shift attribution from external
norms back to internal motivation.Through the interaction of these three
dimensions, consumers’ reasoning is not purely intuitive or impulsive; rather,
it is a diagnostic process built upon observable evidence.

This logic has been widely applied in marketing and consumer behavior
research, whose core insight is that when the motives behind an action are
opaque, consumers actively seek evidence to decide whom to trust. For
instance, in the context of corporate social responsibility (CSR), researchers
have found that consumers seldom take claims such as “we are doing good”
at face value. Instead, they question whether such behavior stems from a
long-term value commitment or from a one-time public relations effort
(Forehand & Grier, 2003). Similarly, in advertising and brand communication,
visible costs and effort are often interpreted as signals of sincerity: sustained
engagement, professional involvement, and attention to detail all guide

consumers toward internal attributions of motivation. In contrast, vague
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information or insufficient disclosure leads consumers to make external
attributions, interpreting motives as profit-seeking or conformity.

Returning to the COBs context, these judgments occur not at the product
level but at the level of how the celebrity manages the brand. Fit provides
evidence of value consistency, PE connects belief with investment, PT makes
motives and decision processes open to scrutiny, and PCC externalizes
commitment through participatory processes and outcomes. In this way,
Attribution Theory not only explains how consumers integrate scattered cues
into coherent motive inferences but also delineates a clear pathway from cue

perception to authenticity judgment.
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2.3 Antecedents and Hypotheses Development
2.3.1 Authenticity and its relationship

Authenticity is not an inherent attribute of a brand but rather a perceptual
construct that consumers gradually form through their contact with,
experience of, and interpretation of the brand. In other words, authenticity is
an attributional activity: consumers continuously ask themselves, “Are this
brand’s words and actions genuinely from the heart, or are they merely part of
a commercial fagade?” Such reasoning does not depend on the brand’s
self-proclaimed statements but on whether consumers can capture sufficient

evidence to support their inference.
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Existing research has proposed various dimensions to conceptualize
authenticity. Bruhn et al. (2012) identified four key dimensions—continuity,
originality, reliability, and naturalness—while Oh et al. (2019) emphasized
heritage, quality commitment, originality, and sincerity. Although these
studies use different terminologies, their underlying logic is consistent: the
essence of authenticity lies in whether consumers can, through observable
cues, infer that a brand is true to itself rather than driven by external interests.

This study does not seek to debate how many dimensions authenticity
should include but instead highlights a shared consensus: authenticity is not a
label attached to a brand but a judgment inferred by consumers. While
previous research has mainly examined the consequences of
authenticity —how it shapes consumer attitudes and behaviors—there
remains limited understanding of how consumers form authenticity judgments
in the context of celebrity-owned brands (COBs). Therefore, this study
focuses on the antecedent mechanisms from COBs to perceived authenticity,
rather than extending to behavioral outcomes.

Overall, whether in Bruhn et al.’s (2012)
“continuity—originality—reliability—naturalness” framework or Oh et al.’s (2019)
“heritage—quality commitment-originality—sincerity” model, authenticity is
consistently presented as a consumer-constructed and attribution-based
evaluation standard. However, these frameworks are largely grounded in
corporate brand contexts, and little attention has been paid to how
consumers interpret authenticity when the brand owner is a celebrity. The
distinctiveness of COBs lies in the fact that consumers not only observe
product or corporate performance but also focus on the celebrity’s values,
effort, and level of involvement, constructing authenticity at a more personal

level.

2.3.2 Fit and its relationship(H1)
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Fit is generally defined as the degree of alignment between the relevant
characteristics of a celebrity—such as image, personality, or values—and the
core attributes of a brand (Misra & Beatty, 1990). When consumers perceive
that a celebrity’s traits are consistent with those of a brand, brand-celebrity
congruence (fit) occurs. This concept is grounded in social cognition theory
and schema theory, which posit that consumers hold pre-existing “schemas”
of celebrities in their minds. When exposed to advertising, they compare
brand information with these mental schemas; if the two are congruent, the
information is more easily encoded and remembered, and positive emotions
are more likely to be elicited (Fiske & Taylor, 1991; Mandler, 1982). For
instance, the Filtering Model suggests that when brand attributes match the
celebrity’s existing schema, the memorability and acceptance of information
significantly increase, leading to enhanced affective evaluations of the brand
(Misra & Beatty, 1990).

In marketing and advertising research, fit/congruence is often examined
within the framework of the match-up hypothesis, which emphasizes the
alignment between a celebrity’s symbolic meanings, image, or expertise and
the promoted brand or product category. When the two are highly congruent,
consumers’ evaluations of both the advertisement and the brand become
more favorable, and their purchase intentions increase (Kamins, 1990; Till &
Busler, 2000). This logic aligns with McCracken’s (1989) Meaning Transfer
Model, which posits that the sociocultural meanings embodied by a celebrity
can be transferred to the brand through endorsement, and subsequently from
the brand to consumers. Therefore, selecting “the right celebrity-the right
brand” becomes a prerequisite for effective communication. Numerous
studies have confirmed the importance of fit, establishing it as a central and
stable variable in celebrity endorsement research.

Applying this concept to the context of celebrity-owned brands (COBs) is
both reasonable and necessary. Unlike traditional endorsements, celebrities

in COBs are not only brand endorsers but also brand owners. Consequently,
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fit serves as an even stronger diagnostic cue. When evaluating brand
authenticity, consumers attend not only to the product itself but also to the
consistency between the celebrity’s long-term image, values, and the brand’s
vision. High congruence suppresses the salience of external motives and
enhances the persuasiveness of internal ones, thereby increasing brand
favorability and perceived authenticity. Conversely, when the two are
inconsistent, external attributions are more likely to be activated, resulting in
lower authenticity perceptions.

Therefore, in COBs, fit functions not only as the foundation for meaning
transfer but also as the starting point of the causal chain from internal
attribution to perceived authenticity.Accordingly, we propose the following
hypothesis:

H1: The positive effect of fit on authenticity operates through internal

attribution, indicating a significant indirect effect.

2.3.3 Perceived Transparency and its relationship(H2)

Perceived Transparency (PT) refers to consumers’ perception of a
brand’s openness in information disclosure and honesty in communication.
Hustvedt and Kang (2013) defined it as an independent area of consumer
concern within the domain of social responsibility —distinct from brand trust
and corporate social responsibility (CSR). They developed and validated a
transparency scale composed of several dimensions: whether consumers can
easily access information about production and supply chain processes (e.g.,
factory conditions), whether the brand is honest and avoids concealment,
whether it actively discloses CSR initiatives, whether it sincerely
acknowledges and addresses problems, and whether it is committed to
improving unfavorable conditions. Their findings showed that transparency is
positively associated with brand trust, CSR perception, purchase intention,

and word-of-mouth intention. When consumers perceive that a brand “has
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nothing to hide” and “openly admits and resolves problems,” they are more
likely to trust, purchase, and recommend it.

This logic applies equally to the context of celebrity-owned brands
(COBs). Because celebrity and brand identities are closely intertwined,
consumers tend to equate the celebrity’s words and actions with the brand’s
attitudes and behaviors. Accordingly, perceived transparency in COBs can be
extended to refer to a celebrity founder’s openness and honesty about
product-related information, such as ingredient sourcing, testing results, or
pricing rationale. When celebrities are open and truthful in their disclosures,
consumers are more likely to perceive transparency and to view the brand as
trustworthy and authentic. Conversely, when celebrities provide vague or
evasive responses to key issues, consumers may interpret such behavior as
concealment, thereby weakening perceptions of authenticity. For instance,
Fenty Beauty not only showcases final products on social media but also
proactively discloses details such as research and development processes,
shade testing, and production timelines. This “willingness to be audited” is
often interpreted as sincerity, thus enhancing authenticity. By contrast, Kylie
Cosmetics, when faced with product quality controversies, offered only
ambiguous responses, which made consumers more likely to question its
motives.

In this sense, transparency provides verifiability evidence that effectively
reduces room for external motive attributions, thereby reinforcing internal
attributions. It is thus indispensable in consumers’ authenticity judgments
toward COBs.

Most existing studies on transparency (PT) have treated trust or
favorability as outcome variables. However, the present study focuses on the
causal mechanism of “internal attribution — authenticity” Therefore, PT is
reconceptualized not as a general affect-enhancing variable but as a

mechanistic cue enhancer that provides verifiable evidence. When disclosure
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is more sufficient, the value congruence conveyed by Fit becomes more
persuasive, making consumers more likely to form internal attributions.

Therefore, PT is positioned as a moderator in the first link of the chain
(“Fit — internal attribution”): Fit provides a cue of value congruence, while PT
offers verifiable evidence that consolidates or validates this cue. Together,
they enhance the persuasiveness of internal attribution. When PT is low,
however, the internal attribution triggered by Fit is more easily counteracted
by external motivational interpretations, thereby weakening the
effect.Accordingly, we propose the following hypothesis:

H2: Perceived Transparency (PT) positively moderates the relationship
between Fit and internal attribution; when PT is high, high Fit is more likely to
trigger internal attribution, thereby laying the foundation for subsequent

authenticity evaluations.

2.3.4 Perceived Co-creation, PCC and its relationship(H3)

In the era of digitalization and social media, co-creation has become a
central topic in brand-consumer relationships. Co-creation does not merely
mean that consumers provide feedback; rather, it refers to an interactive
process in which brands and consumers jointly create value and co-shape
brand meaning (Prahalad & Ramaswamy, 2004). This process reflects
consumers’ transformation from passive recipients to active participants: they
not only use products but also engage in brand narratives and innovation
through trials, feedback, and creative contributions.

Empirical research further supports this notion. Co-creation not only
enhances consumer experience but also strengthens the emotional bond
between consumers and brands. Filler (2010) found that when consumers are
invited to participate in new product development, they demonstrate stronger
brand attachment. Ind, Iglesias, and Markovic (2017) further pointed out that
when consumers’ opinions are genuinely seen and adopted, such interaction

is interpreted as a sign of brand sincerity, thereby reinforcing trust and loyalty.
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Conversely, when so-called “co-creation” is merely symbolic—lacking actual
feedback mechanisms—consumers often feel disappointed and may even
develop negative reactions.

In the context of celebrity-owned brands (COBs), co-creation takes on
even greater significance. Unlike traditional brands, celebrities in COBs are
both brand owners and symbolic representatives. Consumers naturally
expect such dual-role celebrities to demonstrate greater openness and
sincerity. When celebrities publicly invite fans to participate—for example, by
testing products and providing feedback for improvement, suggesting
product names or packaging designs, or voting on product directions via
social media—fans feel that their voices have real influence. This experience
of having one’s input “genuinely adopted” not only strengthens the
consumer-brand relationship but also leads consumers to attribute the
celebrity’s behavior to authentic commitment rather than short-term profit
motives. In other words, perceived co-creation (PCC) within the COBs
framework provides consumers with diagnostic evidence of being valued,
thereby playing a critical role in authenticity judgments.

Existing studies on co-creation have predominantly focused on relational
and experiential outcomes. However, within the mechanism framework of the
present study, Perceived Co-Creation (PCC) is reconceptualized as a
diagnostic cue of “visible adoption.” It is not merely about providing
opportunities for participation but, more importantly, about whether such
participation is visibly acknowledged and adopted —for instance, when user
inputs are explicitly referenced in the final product or in official statements
indicating their source and rationale.When evidence of visible adoption exists,
the value congruence conveyed by Fit is more likely to be interpreted as a
manifestation of genuine motivation, reducing external attributions and
facilitating internal attributions. In contrast, when co-creation involves only

soliciting opinions without visible evidence of adoption, it tends to be
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perceived as a one-sided posture, weakening its connection to genuine
motives.

Therefore, this study positions PCC as a boundary condition in the first
stage of the causal chain (Fit — internal attribution), moderating the
amplification effect of PT. When PCC is high, the closed loop of “participation
— adoption — disclosure” reinforces the transparency effect (PT), thereby
significantly enhancing the persuasiveness of high Fit in eliciting internal
attributions. Conversely, when PCC is low, the amplifying effect of PT is
diluted, and the influence of Fit on internal attribution becomes weaker.
Accordingly, we propose the following hypothesis:

H3: PCC moderates the effect described in H2, forming a significant
three-way interaction (Fit x PT x PCC) on internal attribution: when both PT
and PCC are high, the positive effect of Fit on internal attribution is the

strongest; when PCC is low, the amplification effect of PT is attenuated.

2.3.5 Perceived Effort and its relationship(H4)

In advertising research, when consumers are exposed to an
advertisement, they are not merely evaluating the product itself but also
speculating on how much effort the brand has invested. As Modig, Dahlén,
and Colliander (2014) emphasized, high effort and high-cost advertising can
serve as a signal that makes consumers perceive the brand as more reliable
and quality-oriented. Even if such high effort does not immediately translate
into sales, it can still shape positive brand perceptions and attitudes over time.
Furthermore, Nunes, Ordanini, and Valsesia (2021) demonstrated that
high-cost behaviors can enhance consumers’ perceptions of brand
authenticity.

Applying this logic to the context of celebrity-owned brands (COBs),
celebrities are not merely endorsers but actual brand owners and managers.
Consumers actively seek evidence of whether the celebrity is genuinely

involved in brand operations. Perceived Effort (PE) can thus be understood as
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consumers’ perception of the time, resources, and emotional energy that
celebrities invest in their brands—for instance, personally participating in
product development, consistently promoting the brand on social media, or
allocating significant resources to brand-related events. Similar to high-effort
advertising, such visible investment is interpreted as a signal of genuine
commitment. When effort is perceived as a costly investment, consumers are
more likely to attribute it to internal motivations such as values or beliefs
rather than short-term profit motives, thereby perceiving sincerity. Conversely,
if the celebrity merely appears symbolically in promotions without sustained
involvement, consumers are more likely to interpret the motivation as
opportunistic or profit-driven.

Within the mechanism framework of this study, Perceived Effort (PE) is
defined as sustained and visible evidence of the celebrity’s involvement, such
as personally participating in product development or testing, publicly
demonstrating the time and resources invested, and continuously following
up on or improving identified issues. Its role lies not in the first stage of the
causal chain (Fit — internal attribution), but in the second stage (internal
attribution — authenticity).Even when consumers have already formed
internal attributions based on value- or commitment-driven motives, whether
such inferences further translate into the evaluation of “I perceive this brand
as more authentic” depends on the continuous visibility of effort consistent
with those attributions. When PE is high, these observable cues serve to
reinforce and validate prior internal attributions, enhancing their stability and
convertibility into authenticity judgments. Conversely, when PE is low, even
previously formed internal attributions tend to be fragile and less likely to
materialize into perceived authenticity.Hence, we propose the following
hypothesis:

H4: Perceived Effort (PE) positively moderates the relationship between

internal attribution and authenticity; when PE is high, the positive effect of
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internal attribution on authenticity becomes stronger.

3. Method
3.1 Method Overview

This study employs a between-subjects vignette-based experiment,
simultaneously manipulating four observable evidential cues within a single
experiment —fit (high/low), perceived transparency (PT: high/low), perceived
co-creation (PCC: high/low), and perceived effort (PE: high/low)—forming a 2
x 2 x 2 x 2 factorial design (16 cells). Participants are randomly assigned to
one cell and, after reading a simulated narrative of a celebrity-owned brand
(COB) plus pictorial “evidence cards,” first complete manipulation checks and
then the scales for internal attribution (M) and perceived brand authenticity (Y).
The theoretical path is Fit — Internal Attribution (M) — Authenticity (Y), where
PT and PCC jointly moderate Fit — M (H2/H3), and PE moderates M — Y (H4).
Authenticity is measured by a Perceived Brand Authenticity (PBA) framework
(credibility/integrity, symbolism, continuity) adapted to the COB context
(Morhart, Mal&r, Guévremont, Girardin, & Grohmann, 2015). Transparency
follows the Disclosure—Clarity—Accuracy (D-C-A) conceptualization and scale
logic (Schnackenberg & Tomlinson, 2016; Schnackenberg, Khan, & Tomlinson,
2021). Co-creation draws on the theory and measurement logic of customer
value co-creation behavior (Yi & Gong, 2013). Effort/investment is based on
research on expense/effort signaling in advertising and branding (Modig,
Dahlén, & Colliander, 2014/2015). Fit manipulations and checks follow the
match-up tradition (Kamins, 1990; Till & Busler, 2000).

3.2 Participants and Sample Size

Participants are recruited via an online panel (ages 18-35, with online
purchase experience in apparel/beauty within the past six months). To
improve power for detecting three-way interactions and moderated mediation,

the target N = 400 (n = 25 per cell); the minimum acceptable N ~ 320 (n ~ 20
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per cell). Pre-registered exclusion criteria: (1) failed attention check; (2)
completion time < one-third of the sample median; (3) evident straight-lining;
(4) duplicate submissions/suspected bots. Apart from these data-quality
issues, cases are not dropped based on covariates
(familiarity/liking/skepticism/social desirability); covariates are used only for

statistical control.

3.3 Design

A 2 (Fit: high/low) x 2 (PT: high/low) x 2 (PCC: high/low) x 2 (PE: high/low)
between-subjects factorial design. All four factors are manipulated through
scenario narratives + evidence cards, with manipulation success verified via
separate items. Fit follows the match-up paradigm for wording and checks;
PT centers on the D-C-A triad; PCC presents an “invite — adoption —
acknowledgment/feedback — iteration” evidence chain; PE presents
time/effort/resource investment by the celebrity in the brand (Kamins, 1990;
Till & Busler, 2000; Schnackenberg & Tomlinson, 2016; Yi & Gong, 2013;
Modig et al., 2014).

3.4 Stimuli and Manipulations

To avoid pre-existing brand preferences and trademark issues, we use
fictional celebrities and fictional brands. Materials comprise short narratives
plus structured pictorial evidence cards; prior to the main study,
manipulations are pilot-tested and refined with an independent sample.

1) Fit (high/low): Two narrative versions depicting consistency vs.
inconsistency between the celebrity’s established image/values and the
brand’s vision/practices, supplemented by cues from past words/behaviors.
Manipulation-check items adopt “fit/consistency/match” semantics, adapted
from classic match-up wording (Kamins, 1990; Till & Busler, 2000).

2) Perceived Transparency, PT (high/low): High-PT discloses ingredient

sourcing, production/QC processes, decision background, and verifiable
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evidence; low-PT gives only generic slogans. Checks follow the D-C-A triad
(Schnackenberg & Tomlinson, 2016; Schnackenberg et al., 2021).

3) Perceived Co-creation, PCC (high/low): High-PCC shows a complete
chain: invite — adoption — acknowledgment/feedback — iteration; low-PCC
shows merely symbolic solicitation or none. Check wording is adapted from
Yi & Gong’s (2013) participation/citizenship logic.

4) Perceived Effort, PE (high/low): High-PE depicts the celebrity’s
hands-on involvement in R&D/prototyping/site visits, with concrete
time/frequency/resource inputs; low-PE shows delegation/team-led efforts
with the celebrity only appearing. Checks adapt expense/effort signaling logic
from advertising/branding (Modig et al., 2014/2015).

All four manipulation checks use 7-point Likert scales (1 = strongly
disagree, 7 = strongly agree). ltems are listed in Appendix (Manipulation

Checks).

3.5 Measures

All scales use 7-point Likert response formats and follow a
translate-back-translate—expert review—cognitive interviews (small N)
procedure to ensure semantic equivalence.

1) Mediator: Internal Attribution (M). Assesses judgments regarding the
internality (sincerity/value identification/interest) of the celebrity’s motivation
for engaging in the COB; items adapt the internal/external CSR motive
attribution logic (Yoon, Girhan-Canli, & Schwarz, 2008). If needed,
external-motivation items are measured in parallel to compute a difference

score. ltems in Appendix (M scale).
2) Dependent Variable: Perceived Brand Authenticity (Y). PBA dimensions

(credibility/integrity, symbolism, continuity) are semantically streamlined and
CFA-validated in the COB context (Morhart et al., 2015). Items in Appendix A
(Y scale).
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3) Covariates (statistical controls). Brand familiarity; liking toward the

celebrity (1-2 item short forms each); Skepticism Toward Advertising adapted
into a 2-3 item short form from Obermiller & Spangenberg (1998); social
desirability via the Marlowe—Crowne short forms (Strahan & Gerbasi, 1972;
Reynolds, 1982). Covariates are for statistical purification only, not for theory

testing.

3.6 Procedure

Participants first provided informed consent and completed an online
screening before being randomly assigned to one of the 16 experimental
conditions. They then read the narrative and viewed the accompanying
evidence cards, which took approximately one to two minutes. Afterward,
they completed the manipulation checks for Fit, PT, PCC, and PE, which were
interleaved with subsequent scales to reduce order effects, followed by the
measures of internal attribution (M) and perceived brand authenticity (Y).
Finally, participants responded to covariate and demographic items. The
order of items and response options was randomized, and at least one
attention check was included. The entire procedure took approximately seven

to nine minutes to complete.

3.7 Operational Definitions

1) Fit (congruence): Manipulated via (in)consistency between the
celebrity’s established image/values and the brand’s vision/practices; checks
use “fit/consistency/match” semantics (Kamins, 1990; Till & Busler, 2000).

2) PT (transparency): Presence/absence of disclosure
(ingredients/process/QC/decisions), plus clarity and accuracy; checks scored
along D-C-A (Schnackenberg & Tomlinson, 2016; Schnackenberg et al.,
2021).

— 249 -



2025

3) PCC (co-creation): Whether the “invite — adoption —
acknowledgment/feedback — iteration” chain is shown; checks score
perceived being adopted/credited/able to influence decisions (Yi & Gong,
2013).

4) PE (effort): Whether the celebrity’s time/effort/resource investment
and hands-on involvement in brand operations are presented; checks score
investment/hands-on/continuity (Modig et al., 2014/2015).

5) M (internal attribution): Participants’ judgments of the internality of
celebrity motives (sincerity/value identification/interest), adapted from CSR
motive-attribution logic (Yoon et al., 2006).

6) Y (authenticity): PBA score (credibility/integrity, symbolism, continuity),
streamlined and validated in the COB context (Morhart et al., 2015).

3.8 Appendix: Questionnaire ltems and Manipulation Checks

3.8.1 Manipulation Checks (MC)

1) Fit (3 items)

a.The celebrity’s image fits well with the brand’s claims.

b.The celebrity’s long-standing values are consistent with the brand’s vision.
c.Putting this celebrity together with this brand feels like a good match/makes
sense.

Adapted from match-up hypothesis wording (Kamins, 1990; Till & Busler,
2000).

2) Perceived Transparency, PT (3 items)

a.The brand sufficiently disclosed key production and decision information.
b.The information provided is clear and easy to understand.

c.l believe the disclosed information is accurate and reliable.

Adapted from the D-C-A framework (Schnackenberg & Tomlinson, 2016;
Schnackenberg et al., 2021).
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3) Perceived Co-creation, PCC (3 items)

a.l saw that the brand invited and adopted consumer input.

b.Consumers’ contributions were acknowledged/identifiable.

c.l believe consumer input can influence this brand’s products or decisions.

Adapted from customer value co-creation behavior logic (Yi & Gong, 2013).

4) Perceived Effort, PE (3 items)

a.The celebrity invested substantial time and effort in this brand.

b.The celebrity was hands-on in R&D/prototyping/site visits, etc.

c.l can sense the celebrity’s ongoing commitment to brand operations.
Adapted from expense/effort signaling in advertising (Modig et al.,
2014/2015).

3.8.2 Key Constructs

1) Internal Attribution (M)

a.The celebrity’s involvement in this brand is primarily driven by sincerity and
value identification.

b.Their investment stems more from personal interest/passion than external
pressure.

c.l believe their motives are more internal than instrumental.

d.Even without commercial returns, they would still be willing to do this.
e.This feels more like an expression of personal belief than marketing
packaging.

Adapted from CSR motive-attribution logic (Yoon, Glrhan-Canli, & Schwarz,
2006).

2) Perceived Brand Authenticity (Y)
a.This brand is consistent in word and deed/keeps its promises.
b.The brand maintains a clear core idea over time.

c.The brand’s expression is unpretentious and sincere.
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d.l can perceive distinctiveness/symbolic meaning in this brand.
e.The information provided by the brand is verifiable and traceable.
f.The brand’s practices match what it claims.

g.Overall, this brand gives me a sense of being authentic.

h.In the long run, | believe it will remain consistent.

Adapted from Perceived Brand Authenticity (Morhart et al., 2015).

3.8.3 Covariates

1) Brand familiarity (2 items): | am familiar with this brand; | frequently
encounter information about this brand.

2) Liking toward the celebrity (2 items): Overall, | like this celebrity; | would
follow their updates even without this content.

3) Skepticism toward advertising (2-3 items): | am generally skeptical of brand
claims; without evidence, | do not readily believe what brands say. (Adapted
from Obermiller & Spangenberg, 1998.)

4) Social desirability (2 items): In surveys, | tend to choose answers that

present me favorably; even if it sounds less positive, | answer truthfully.

3.9 Data Analysis

This study's data will be analyzed using the SPSS statistical program,
and PROCESS will be utilized for mediation and moderation analysis.
PROCESS is a free computational tool that Hayes (2014) designed to analyze
the effects of mediation and moderation. PROCESS can simplify one-step
analysis for mediation and moderation effects. With over 70 models provided
for mediation and moderation effects, users can select an appropriate model
and set the corresponding variables (Igartua & Hayes, 2021). Another
advantage of PROCESS is that it integrates several functions into a
user-friendly program,making it easy to install and utilize within SPSS
software (Hayes, 2012).

For this study, H1 will undergo mediation analysis using Model 4, H2 will
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undergo moderation analysis using Model 7, H3 will undergo moderation
analysis using Model 11, and H4 will undergo moderation analysis using
Model 14. Combining the hypotheses above, Model 25 will be performed to

test the proposed model (see Figure1)
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Try Before You Buy:.
Exploring Virtual Try—On (VTO) Satisfaction in Luxury
and Mass—Market Fashion Brands
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The advancement of digital technologies has reshaped how consumers engage with fashion brands.
One notable innovation is Virtual Try—On (VTO), which allows shoppers to digitally visualize products
before purchase, creating a more interactive online experience. While mass—market brands have actively
implemented VTO to improve convenience and engagement, luxury brands remain cautious, fearing that
such technology may dilute exclusivity and symbolic value.

This study investigates how consumers perceive and respond to VIO across mass—market and luxury
fashion brands and examines how prior in—store experience influences satisfaction with VTO. Drawing
on the Technology Acceptance Model (TAM) and Symbolic Consumption Theory, an experimental
study will be conducted with 300 Korean participants randomly assigned to interact with either a
mass—market or luxury brand’s VTO platform. After the exposure, participants will complete a survey
assessing satisfaction, brand attitude, and purchase intention. The study aims to clarify how functional
and symbolic factors shape satisfaction with digital fashion tools and offer practical insights for brands

integrating VTO technology into different market segments.

Keywords: Virtual Try—On (VTO), Consumer Satisfaction, Fashion Marketing, Luxury vs. Mass—Market,
Augmented Reality
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AIR=ER2| 0[2F7171 &0l 0|Xl= FeF
Effects of Red Book's Motivation on Well-Being

g M2
HE S i

Ae 71&0] W2 njtjo] ST ARSI Aoahg WhAlE TEA o R HSAZ T REAI$YF,
2015). ZolA= whelpshe o2 dfe] SNS Hlo] A3 7ho), AES B B APk U] SehEo| urds)
9 om(Qiang, 2011; Chen & Zhang, 2021), AJgt 2=+ 818 Afolof|A] ‘sH=t-g8) o UGC o]go| ahat
SEHLL, 2023; Zhang & Zhao, 2022). 712 @1 SNS oj&o] 95ho] Hu BE, A w2 A5/
A7)0l ZAA JgFS uxLHLi et al., 2019; Chen et al., 2022), F=3t AMS-S HAZ AS )3t
2= 912 6 Hojz=m(Seabrook et al., 2016; Zubair et al., 2023), A3 o] T7|9} Q4] 7}
gt At o8] FEsict wheha] 2 At o8 55 o] EUGDE 7Nt s, Agt F= #-5H4Y
A2 oF 719} Aol WAE AsHow st Fhk.

-~
e
)
=2

=
1o

2% o|2X HHA
MR Tt £2 Q5

Sl 52 19924 i o3 W wRvE 428 S7oH (71 FAIH R, 2024) |, $HF A= Study
Korea Project’ (8-, 2015)& E3a 9J=+¢l §3HY SA= 3 |, 20279 305 & Z%E AAPcHaSH,

e

2023). = gk 2|24 Q- AET Hlgoz F5 sPolAl 717 =S, 2008) , 2147] £
=& T A 3 SAl=meR | 202080 AR &=l f3HYe] ke A= ACHEEE
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& {45, 2022). ARt F= fHYL o= Bafuro] Iz AR kS SIRWHEEE , 2022) , o] =3}
2 Igof|A] o] A Q288 AEH A AHAA oL 52 ZHom (W), 2020; ¥4, 2017)
SNSE 8 715 1172} ek 415 A1EE WS sk deld ANE P ARl ARl

914, 2013; Quj-1bu)ss, 2015).

H2E ARER

AR 20254 49 V& A7 A o] 8xHMAU)3Q] i, Uzt B4 o] 8xHDAU)1.29 1, oA
70% , 30th o]} o] 8} 50%% ApA|EhH (T-IEE , 2025) , ‘9J=] & AL 2 H(2014) o)A FAle]
SOl 23 ARUE|2025) 2 £R2L Wsto] , 28] Sl ol ekl F6- A 7l 24 o)
02 wAgcHhuiyunying, 2024; kuko1028, 2022; owen, 2025). A3t 23 GIAIL AL T2 Eaf

A3 RS Sl5skar, F5#(2023)9] QB R

FL‘

ok

S g BuE Fastel I A A

Aol wER , eF4rE 9 & AR AASHE AR Hot ‘wle) A wzhp oz glaer,

B oA Sk AFeks 3 FMloleks FRe] B4, A4 nltlo] ZAEQ ALFAUNIH)

o) 71 A UEA EE defsted, 71E AddATolA AXE A olf F71E EdE vl 7] 8

A 3= =7 (information—seeking motivation)= o]-8&7} AJAL, AE AR, 7014 T4
BEES A7) fI8 24 myolE ZEshe Ao, 53] T oAkl FeHolA Fag7E SNS AR F7]=
vehdthCicek & Eren—Erdogmus, 2013; Raacke & Bonds—Raacke, 2008; Hatamleh et al., 2023;
Chang & Zhu, 2011; Dwumah Manu et al., 2023). Ak 3= SIS A w2 A, v]A}, ofZH}o]
31 (Zhao S.L. et al., 2024; Zhao,
2025), o] 8AR= w5 d o0& HASIIL HAste] theket RS At wepi] JH BE F7le o8 5
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ojtjo] oAl o2 F77F o8 At EYS AWshs 4 WaE Uepkon(Alhabash & Ma,
2017; Guet al., 2022), F=+ Ak287 o84+ AollA e B 53T} Q7] BoS Faf Held Helglat
ZALS d= Ao g FolEQrHWan, 2022). whebA]
TR o, AEHA A3} 5 2o SAstaat it

4528 7 (interaction motive)i= O]-§A7} 24 nltjolE Folf IHAE FA-EEIAL 3551
= Aed g2, UGT 2 diF AfFuAeld Aol ABlA 8 7152x AxdciKatz, Blumler &
Gurevitch, 1973; McQuail, 2010). 73+ <2 (strong ties)S 7} 21Ut WA 2ke] A A-A2A 2L
I3t W A4 RS <Julsh, oFst A A(weak ties)2 HIXY TAS F3f Hr} 7155 BS3=
12 YEYIS epHcHGranovetter, 1973; Ellison, Steinfield & Lampe, 2007; Salehan, Kim & Kim,
oFgt dde 3 U ESA
S 73t AE FA7 7k, olF S8l e BE S5 ofet ARRlA A B4 W RAI7E
758K Wan, 2022).

nat YA 2 57](Motherland identity motivation)= #{3t =k §8HA o] mat @ Exzelo] Grjf
Ak, A 53 B, S0 R Ao 1S fl8f ARSr 5 248 oS B85k AElA
2= ougttH(Deaux, 1993; Zou, 2007; Vignoles, 2017). 33452 thEs) SholA] = AL
FASHL A2 A3 AEHAS A3lsh7] flef Ba w8t FHl= 2H|ef ARSA HELA FA1E 35T
(Gomes et al., 2013; Zhao, 2016; Liu et al., 2023; Wang, 2022; Fan et al., 2025), o|2|3} %52 #}7]
7] &l (Self-positioning) T} HA A Ads SRef= 1aRYH2 815 2Z310HJang & Jeon, 2023). Wang
Qiran(2023)9] w5 HEFO R B A= Wat A uke] A, matol gt A4 2438 a7 YL
A A EAsH, ARZr o8 A 7t BAIE EAskaA} gtk

A}7]1328 57| (Self-presentation motivation)= ©|-8A7} 2atlefA] 2p4le] o]z} ARG FAI4 2
2 PA-2A5T mestels Wa 872 ojulshu(Goffman, 2002; TS, 2016), ol UGTe] 72l
A4 D45 BAEHMeQuail, 1983). Ast 2 SBRIEL AL TAE Ea) 7 A S B3} 7|3,
oty AW o= et mA R eRA Y] AAYE FAdskaL, ARRA A AR ARIE g5k
23188 AEfAE A HKIm & Wang, 2013; Park & Noh, 2018). Wan(2022)0]] w2 H ARQ T4

WS A B2} THel o)X TS Siet 2o U s, B AT o] “gat g 71, ‘gt

N

2017). AR23Tre 3N B, o, Foka St ZHel HA]
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A8 (Well-Being)-- 7H19] G474 Ale] Arejel 4te] mEr S 22sk= 7id © & (Diener et al., 1999),
g412 A (Mental Well-Being)2 42|14, A4, Ak8l4 7]5ol|x 9] fagt JeiE <fu]stn(Gautam
et al,, 2024; WHO, 2022), T3] 4148 HA7t obd A=4 7|50t 344 AE-S 23t =4
"] (Hedonic Well-Being)-& et} wkE7to), A& 2] A=l (Eudaimonic Well-Being)-& 7ol 2FAg A&
I} o] oJu] o) 248 gkzm(Diener, 1997; Ryan & Deci, 2001), & 412 A8 7jdL o] &=
St 384 ALt AEAEE 7 RS 7dxgtHKeyes, 2002). Ryff(1989)2} Keyes(1995,
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