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(Table 1) Scale items

9] 018 S712t 7hekd A, 20| XIK0I2oE H A FoQl=0f ojx
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Variable ltem

* The gpace where live streaming takes place is a virtual place that is different from reality.
spetial * The gpace where live streaming takes place is definitely different from real world,
* Ifs hard to say that the space where live streaming takes place is an extension of reality.

virtuglity * Virtual Humens have unrealistic body structures and proportions.
cheracer * Virtual Humens seem to have faecial distortion and deformation.
* Virtual humans stand out for artificial elements of the body.
* Virtual Humens have a different sense of alienation from real humans.
Persoralized *| can freely selgct the strgamer or content .you vvant from Virtual Humen Live Streaming.
contert * Virtual human live streaming allows customized viewing in terms of content.
* Virtual human live streaming will provide content or content that suits my  interest.
* | can forget complicated problems while watching Virtual Human Live Streaming.
Escaping redlity ¢ 1 can forget my worries while watching Virtual Human Live Streaming.
* While watching Virtual Human Live streaming, | fel like 'm out of reality.
Foming a * | watch Virtual Human Live Streaming because | can interact with people who do the same thing as me.
* | watch Virtual Hurmen Live Streaming because | can interact with people with the same attitude and thoughts,
homogeneous ) - ) , )
reigtionship * | waich \Ar.tua\ Human Live Streammg because.l can listen to other people's support or advice through
the chat window of Virtual Humen Live Streaming.
Normaiive * | watch Virtual Hurman Live Streaming to wetch what goes against the norms or morality of society.
Motivation deviart * | watch Virtual Human Live Streaming because | like the fact thet it vidlates the laws of society.
molivaion * | watch Virtual Humen Live Streaming because | like the fact that the principles that should be 5—point
observed between people may collapse. Likert
Following the *| dont want to fall behind the lim&e, 0 | use Virtua Human Live Streaming. . scae
rend * | use Virtual Humen Live Streaming because many friends around me watch i,
* | use Virtual Humen Live Streaming for fear of faling behind the trend.
* | walch live sireaming because | like virtual humens,
Character ) ) )
ikaoity | yvalch live streaming because | vvas attraqed to virtual humans,
* | like virtual humans, so | walch live streaming to see the streamer,
* | use Virtual Humaen Live Streaming to spend time without getting bored,
Entertainment ¢ | use Virtual Human Live Streaming to have a good time,
*| use Virtual Humen Live Streaming to Kill time,
* \When | watch live streaming, time seems to go by very quickly.
Fow * When | wetch live streaming, | spend more time than | planned.
* \When | watch live streaming, | can block other obstacles.
* When | wetch live streaming, | focus on watching the broadcas!.
* | am wiling or will continue to weatch Virtual Humen live streaming broadcasts in the future,
Cortinuous * | am wiling to watch the virtual humen live streaming broadcast video that | have already weatched again.
use Intention * | have the potential to continue to weatch Virtual Human live streaming broadcasts,
* | think | would recommend my acguaintance to wetch Virtual Humen Live Streaming,
) * | feel the urge to actively participate in streaming chat, or | am actually fully participating.
Intention of \ - :
Ineraction *| read all other peoples op\.mons and megsages on slre?mmg chat hard, »
*| use the sponsorship functions of streaming chat (donation, superchat, beat, star balloon, twip, efc.).
N 1: HEY FH 202 AR FEIXO| Z2 0 o] A2 Hz3 o] E7|9 W 21749
& 7= FAr TFoE AEE Adystqlct. @ of
20739 S ATE vigon 29l
2 A4 BEd 7Y golE 2B Zh HX(EFA)S Adsta), Q01 = o] A
zo) 8 0§ B7lo] diF BHE A 712 9 myvie] ofd 2YE AR A wH
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Variable Mean SD. Total Mean Cronbach's alpha
1 319 946
i 2 298 1.047
COFT;:;?;JOSHUSG 3 318 1017 27 S
4 247 1.046
1 2338 1.133
Intention of Interaction 2 262 1.112 2.341 774
3 2.03 1.123
1 301 945
Flow ° are 1050 2849 825
3 275 1.026
4 291 1.006
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(Table 3) EFA results for motivation
Variable ltem 1 2 Total Mean Cronbach’s @
Following the trend3 814 056
Normetive deviant motivation1 763 071
Qoseving deviant Folowing the frend? 758 103
behavior and ) - — 2246 894
folowing the frend Normetive deviant motivation? 749 011
Following the trend1 729 227
Normative deviant molivation3 703 165
Character likebiity1 032 838
o Creracter likabllty? 026 817
cravacter liebilty Craracter likaoiity3 267 775 3144 864
and fun
Entertainment2 238 681
Entertainment 215 .580
Eigen value 7.729 2164
% of Variance 48304 13528
Cumulative % 43304 61.831
(Table 4) Regression model for the effect of motivation on Continuous use Intention
model 1 model 2
B t 14 8 t P
(Congtant) 9.083 000 14,054 .000
Gender 190 2.699 .008 .063 1.287 199
Region .030 434 665 002 048 962
Education =079 -1.076 283 —-043 —864 389
Income -033 —470 639 —-053 —1.126 .261
Media usage 030 1.129 .260 —-002 —039 969
Age -093 —1.252 212 —100 -1.970 .020
Obsenving deviant behavior and the trend 314 5485 .000
Character likability and fun 515 8905 .000
R’ .060 570
F 2120 32752
R® Change 5107
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(Table 5) Regression model for the effect of motivation on Intention of Interaction

model 1 mode! 2
B t P 8 t P
(Congtant) 6.205 .000 10,058 .000
Cender 199 2.844 005 096 1.933 055
Region 109 1.565 119 094 1.940 054
Education —144 —1.989 .048 -080 —1.577 116
Income 042 .603 547 .030 628 531
Media usage 023 321 749 —-019 -387 699
Age —060 —-808 420 —103 —1.996 .047
Observing deviant behavior and the trend 562 9672 .000
Character likabiity and fun 230 3918 .000
R’ .071 556
F 2547 31.019”
R* Change 485"
05, 01, " 001
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SFITE 23 o] KMO9| F2AF:=(MSA) A7 o zon= %f% 7ke] AFdol lar aQlEA
= 781019141, M= o] 3F/d0] 0.5 o4 o] 7bEstEE BAS AYsiqlct, 1 ddt=
ojglom, Bartlett®] F@/44 A A} E3H T} (Table 6} Zt},
(Table 6) EFA results for virtuality
Variable ltem 1 2 Total Mean Cronbach’s «
' Virtuality—spatial 2 .850 226
Vinualty Virtualty-spatial 1 841 134 3453 794
—gpetial
Virtuality—spetial 3 N 137
Virtudlity—cheracter 2 126 .800
i Virtuality—character 1 129 723
Virtuality ty 3538 714
—Character Virtuglity—cheracter 3 094 707
Virtuality—character 4 356 612
Figen value 3048 1.269
% of Varience 43543 18134
Cumulative % 43543 61.677
58
V81
31
VS2
37
VS3
37
VC1
50
VC2
31
VC3
38
VC4
*p(.05, #+p{.01, #*=p{.001
{Figure 2) CFA model for virtuality
33 4520221 52 312) 107
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(Figure 2) ¢ Zro] AMOSE 3§53 2014 a3l
B A (CFA)S 2188819 tHKline, 1998; Tabachnick
& Fidell, 2001). -1 A7} (Table 7)3} 7o

(Table 7) Model Fit Measures of Virtuality

CHMIN=14 664, df=132%  CHMIN/DF =
11282 3%t AQLal, RMRE 0442 7]30l
0.05% T} AgFon GFI&= 0,9800% 0, 9Kt}
=9k, CFT E3F 0,996 0.8 0,95t} 7] wfji
of AAHeR sfg ®Ee Ago] Fosiet
ETF ERF BE 8010 R0 AT E
0.5 oFer fofshlal, F3HA 79
Bt A & (AVE) 0.583, 7HEWﬂE
(CR)<> 0,804=2 FFEFAo] Ao,
2 7448 AVE= 0,390, CR= 0,7180]11] Al
b AR WA da/dol Al whet
A o]o} o] FiE WS o] %o AFEA¢
Ao ARgsEAT

AFwA 29k vRR7HA = AFREA] 3 A=

m{

Absolute Fit Measure

Parsimonious Fit
Incremental Fit Measures

Model Fit Measures
x° RMR GFI NFI IFl Tu CHl AC
14.664

DF=13 .980 980 964 996 993 996 44,664

OMN/DF = 1.128

(Table 8) Regression model for the effect of Virtuality on Continuous use Intention
model 1 model 2
B t p B t p
(Constant) 9.083 .000 9.259 .000
Gender 190 2699 .008 169 2.381 018
Region .030 434 665 .048 691 490
Education -079 -1.076 283 —094 -1.296 197
Income -033 —470 639 —041 —594 563
Media usage .080 1.129 .260 095 1.341 181
Age -093 —1.252 212 —098 -1.339 182
Virtuality—spetial ~169 —2.439 016
Virtuality—character —-002 —-025 .980
R .060 087
F 2.120 2364
R* Chenge 027
"X 05, 01, 001
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(Table 9) Regression model for the effect of Virtuality on Intention of Interaction

model 1 model 2
8 t o B8 t P
(Congtant) 6.205 .000 6.206 .000
Gender 199 2.844 .005 193 2.705 .007
Region 109 1.565 119 109 1.541 125
Education =144 —1.989 .048 =147 —2.007 046
Income 042 .603 547 042 613 540
Media usage .023 321 749 025 346 730
Age —061 -827 409
Virtuality—spatial -012 —-176 .860
Virtuality—character -044 —636 525
R 071 073
F 2547 1.950
R* Change 002
05, 01, 001
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o] FA A &Y WA BAHE 453
3l Baron & Kenny(1986)2] 3tHA| Ax}of w}
o Z2u%l o8 E719k Boel A|%o)
SO, A4EAE BoIoE 7] 229 )
Eah EASHEA SAE SARLCR A
HoIt} ofef sFollA Yehd 2E 12 SHHS

7 oag] m A e, w2k Byug
7h Saigo] vAE o, w3 Sy
o v AESTE F4 o] mlXE ofarolc,

WA o]g 579} Aol gor
o] 7 &k B4 Ax) gy
F 5719 A9 2y 1.8 F=131,489(p<,000)

’

(Table 10) The mediation effect of the flow between observing deviant behavior & following the trend and Continuous use

Intention & Intention of Interaction

Continuous use Intention

Intention of Interaction

Model Path Vi t R? V4 t R*
(Constant) 64072 64072
1 i i 391 .000
independent varietie 625 11.467 625 11.467
— mediator variable
independent variable - -
2 2
— dependent variables 595 10.605 354 697 1391 486
independent vangble o33 3911 137 7616™
— dependent variable
3 o o 559 591
ator varieble
21 A1 2.
— dependent variable 579 97 416 1248
Coefficients comperison 233 { 5B 437 {697
sobel—est Z 7.43578523 6.16515773
Tolerance =0.609 VIF = 1.641 Tolerance =0.609 VIF = 1.641

005, “p(01, 001

(Table 11) The mediation effect of the flow between Character likability and fun and Continuous use Intention & Intention of

Interaction
Continuous use Intention Intention of Interaction
Model Path Vg t R? Vg t R*
(Corstart) 70,401 70,401
1 i i 495 495
incpendent veriabie 704 14,186 704 14,186
— mediator variable
i it iabl
p  Independent veriebie 700 14019 489 558 9635 312
— dependent variables
i it iabl *
inaspendent veriable 375 5904 145 2057
— dependent variable
3 - - 597 485
medigtor varigble
1 7 74 2
— dependent veriable 46 363 8 8.2%
Coefficients comperison 375 (.700 145 {558
sobelest Z 6.53897070 713171458
Tolerance =0.505 VIF = 1.982 Tolerance =0.505 VIF = 1.982
.05, 01, X001
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(Table 12) The mediation effect of the flow between Virtuality and Continuous use Intention

Model Path t R?
(Constant) 50,014
1 independent variable 167 .000
— mediator variable '
i t variaol .
5 independent var@be —166 o415 08
— dependent variables
independent vangb\e _175 748"
— dependent varigble
3 media iabl 50
iator veriable 15585

— dependent varigble

Coefficients comparison -175 ( —166
sobelest Z 017542739
Tolerance = 1 VIF = 1
05, 01, 001
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CILEX 5: 7hab QWA XS0 [Z0l=0t MSEIE F{e|=0| HA 3 (Z7H 3} w7
A0 2= 0P S1E 7K =21 30l = .867=%, 0.05ET}H
271 o A7F glom o] 34
AFEA 304 7] QAT =84 e nEo TH(Table 12) ).
T ATAE Fojo= Trole AL flew, whebA] 7} I} Ao golr AT
S 7 dRre] A|&ol-gY ol FAA R oo u/f aNE
o3t G v|A= Aol YERd B 9t w} 74R)| a1 orcta AZE Qe
kAl F7HA 7}*0“3i]r 1@01%91501]*1 LhE} a0 2% Aol o
U= =99 w7 & 3l LR A
1.003%x+ 828+
nteractiol
*p(.05, »*p(.01, »**p{.001
(Figure 3) Path Model
(Table 13) Model Fit Measures of the Path Model
Parsimonious Fit
Naes Absolute Fit Measure Incremental Fit Measures o
x° RVIR GFI ACGH NH IH TU CH AC
222.407
DF=82 0.65 877 819 872 915 890 914 293407
OMIN/DF =2.712
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Effect of Virtual Human Live Streaming
Motivation and Virtuality Recognition,
and Flow on Continuous Use Intention
and Intention of Interaction
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Th study analyzed new content using ‘Virtual Human' in Live Streaming, a
IS representative type of broadcast content in the single-person media era. First,
this study identified the motivation for using virtual human live streaming. This study
conducted a survey research to verify research problems. As a result of exploratory factor
analysis on the motivation for use, the main motivation for using Virtual Human live
streaming content was found to be ‘Normative deviant motivation’, ‘Following the trend’,
‘Character likability’ and ‘Entertainment’. These four motives were categorized into
‘Observing deviant behavior and following the trend’, which focused on the content, and
‘Character likability and fun’, which focused on the streamer, the host of the live
streaming. These motives for use had a significant positive influence on the audience's
attitude(Continuous use Intention and Intention of Interaction). As a result of verification
of virtuality, virtuality could be divided into two dimensions: spatial virtuality and
character virtuality. Only spatial virtuality had a significant negative effect on the intention
of continuous use. In addition, in the relationship between the motivation and the
attitude of the audience, flow had a mediating effect.
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