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EfH A (Metaverse) 5 JH7]&9] G435 %

o 3
Ao wpet Ak E5h 2eklyl Ao
£ 3ol = Qo olof met 71 Q&
FAA (Influencer) & &80 ZeI=E A4
Sl Al A st vuhAE AEE A9

shal Qloh(g-2o}, AL, 2021; Sokolova &
Kefi, 2020), u|tjo] o] §Al= QAZF A ALt
ek ARFYA ol S Bl Jt

= =74,
At AEtte S8 A9 FHEAE 34
gk 2Ry dEFAAME AR =1 FH
S fE8ad =EEo glor, Ik Hro

T2 P E o] zpo|E HAA ] ojuxE PA]
sto] HeE ojm]x|, Stufjejteof JukS w]2)7|
o] JAEFAAE L83 npAY Aol =

o7F 8- HG 1R, 2021).

ol2igt A S Heshr] ffsl H4FE 3D 1
A= 52 M IEFA (Virtual Inflencer)
7F ST 7MY JERAAE R &R
AM2Re TAT = e g EAdET
HALAE ARdof e ofyzf &uApr}
Aoshe A9 7H & AL, et =
A Alofg WA ot FAlof ol FaolA &
0] 7heottte e 7HAAL luk(e]sot

ARZE 37+ 71t Aghadjanian, 2022).
o|Qlof| = AR ZAHO R AZE 7MY} ¢lEo]
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2k EA ARl Hiek 54, AL

WAES] BAl Bekt A NFA 2
SOl 7HE AEF A Bt AR 2 A=Al
ATh(A1 &%), 2021; Gray & Wegner, 2012a).
2olAo] tgt 4uAEe] BRH
i, HRHE, Au]2 o]§ Fof 2l
Hato @ AAE 7P=Ao] vty A A E o] 9
ot & Aol FAIAFRL(A Model of
Innovation Resistance)ol] t+A 3t 7MY} Q1&
2olAjol T3] 2uRE] A2 ARTE §
ek 000 4L 45 Sl 2

FAAFEDL Y28 7]Eolut A7t 1L
o Aoz HbE
© A%, =dd 1’41?5} % % AuiEe 2
glo]th(Ram, 1987; 1989; Sheth, 1981), Al
A ghike] oA et BliemA 4
H| A S9] Eof ArS njF 4 9l AP Qol
o]th(Ram, 1987). olo] 7MY QIEFAAE Al
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2 gmArgo] of2old 4= glehatelul, 4L 2) 7MY QIZROIMOll CHSH TAIRIYY

Al 2022)

53] QXA 52k parasocial interaciton) FAAGTL FAH 7)oy Au|A7E 29
O WA 7Y AEFAA QL 2n|RpeEe] 4 A A FPdE e Anart MskE AR
S8 AE AR T2 gDy} 221 ot H= &2 Ao Eth(Sheth, 1981), Htu}s}
ol 9dE FaRkon AA| AL3A PR e ol MRS AHIA7E A &H o g Rt
QIAl, Zuzto] B/d=lo] e H(face—to—face) H b &0 B S Hg) 7)s, 28
AfruAel S sk ikl =7l RS oy 2 ZHolA Bt =AA Al feEt
(&3], 9438, 2018; Horton & Wohl, T} #atE YA Eoto] 2718 HAAFFo R

o]

1956). AA|Z 7P} AdE2 A} A8S T A5, 2013; Ram, 1987; Sheth,
ATl AFR 1981, thrhe] dulR Wat] chat A A

= UL
th o] A52or Fofshs AgE Hole AL QN E57F EAsHA 7] wizol Hsto] digt
= urebeatnl, 24, 2022). 7MY 9= o, A 2 gz Sl gk A
FAA vA" A 7Y T3 HE 28R o] UEhd 4= Slth(e]aqt, o]4l3s], A,
2oL o] ATELLS o]Hojd £ 9o 2012; Moore & Benbasat, 1991; Sheth, 1981).
(Tafesse & Wood, 2021) 7} QIZF A A|of Tj Ram(1987)2 &Alo| 3k Au|z} ATlof o]
& BAATS $E G acloldh welul W aclo] S vHLA FHHOR Msit
I 71241(2022)L 7)< o g <l 7HA o] SAIAFE I (A Model of Innovation
AEFAMRY T2 A7 o2 Resistance)& &3 34 E4t oA FAl&
o Ao A HER Auela AW ol ARl AR S Aok AAE e
oA Uk Bgich olol FAUBEANS A% v AYHHARA, oA, UE
NERgy wol v vl 2d AR 9l 2017, SN Bste) metoln 4,
4o asalol HUALE aslol FF T AL A4 2B e Agel Jae &
olr o FAACl e 3 4 9L Aolgtar 4> 9] o &Al EA(Innovation Characteristics),
d&ste] tha g A7HAE AAsH T 442 E/4J(Consumer Characteristics), 2t
Ab WA YZ(Propagation Mechanisms) & &

ST 1 AHIXIO) OIXIEl HUMS TR OIZ20Uel & HBT}. Rogers(1995)% AH|AIEL 77t ¥
XA B DA LR 201 2 wotSolt o utel Aho|7} Lt

84 B4 2 AT o]z4 et B4 ol

K1 2 7K SERONR SENUE TR 7 g1 ol 4§ 40 JTE Tk Fa
st b QBTN I SHAT O galolelm SHATHO A E 3o 2091

Hehy), shiixfe 2 2IE ol 2ol Rogers, 1995). 3 & Alo] tj3t &2 21
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AR 8 22l F avxte] 44 9
ALY R oS wIAke ACE 3 4 9k 20
2ol A7 @9l 2 WAL Goldberg(1999)7F
Mdbst A2 589 AZ(IPIP; International

Personality Item Pool) & 3h}2, A% A=

WS}, Thp S Folshs ol oh(H1A, 201,

Lo algte AT S| Alo] Wkl

A2 AS G752 Fototn, 2o AR

583 5 Qe o] B, st vt

Al FrEf-g, 2011 A,

2011), Y& ﬂ(2o2o = QA E 7HH1-/H_0_ Al
EQl AL 23}7]of djgt o]-§1t

o] JHpAdo] =24 g Al

sl S R okl W A
(2016)= d\_H]X}7} 7} ] &

ZNERA] o]

)
i)
-
oz
o
S

o
EL
E
=
Rt r*
oX
worr X2 ok m

Ol
-

t}, Liyanaarachchi et al(2024)2] A5LojlA]
71A) ol Z 2019l glolE oA HKEE o
Oﬂ EH?J’ oLq_:,L_ Egﬁ Mxﬂ o]7}o] o}q E}_L_ |

(Dwivedi et al., 2022).

o]
o AvAE SfolF A&HQ Hel §7] E

w4 oS 1ol That BoAAS Ut
7= b‘H’/}(Robmson 2020), AYALE v}

Hg7gol ‘7%8 iﬂlx}oﬂ

e
o 7Hf QERANE FHHL

o v

=
e 2 2 AeR /5T 5 Slth

7 3-1. AHIXIS| QIXIE T | SEMUPE TR
QIERIMO| HhY OFEn FHX TASE
LiEtd Zolct,

P 32 AH[XIO| QIX|E JHEMAMO| SREIQIAE TIAL
QIBROINO| BYIRIE S TS

L Zi01ct

il EAY F8 2 AtE o]Hde 7|&
7|t $-45kal SRAE THAE AlEetthar
AA8H= Arolth(Rogers, 1995). A4l A&

oLf AH|27k 7122 AFolLt Mu] o] vl
FAHOR Zpgate ol °‘7M o] g

& BiDlgol 9 Aol sl
Holuitia QlAshH 7H 2l
7RIt Aol
3 = Qirt EZF AL F
744, A0 AF, ARl 2olm
e = AL E Qu|3tch(Ram, 1987; Tornatzky
& Klein, 1982), o= Fumdz A 7} 91
FAA Y] A AR R HED 5 ATk 4]
A Q1S A EAXTE FAlof tisiAl=
G3HA AU T T HER Ade 23
AR

shu, HEHS A Q45

o= T

AN
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o}xlu}mam 1987), AA7E 7MY ABRAN AL 2Se|A ofuat Al ArE
wr} A7k ABRAAVL BumEE BEsHe X AZ Rolth oy, 44 B

Eu)
ofr
2L

—
£ P
>
2

Aol o AT AT o MY ABFAN i@ UM AT HHH 20 I8 A
o et HAIAGo] Bobd 4 ATk 7ol £ e Lyln $RH ezt AYHckA 7
FoHe 7R 2EAE sk ABoIt B A BTG e oo voby Syt
Aol ok oju]x), Uz AXFckA P o] ¢irk, Fishbein(1975)2] AF] SJ3hel o)
amAe] 7MY QBN HAATL o b BEY dSHRA TujEl AYEY |
A R0 oy 4 gk, o] 22 ool et mek ASE o] YA S5 ol Hck
b AZTAN B4 Bao] 2ulae] HA 1= ek YA §3F AE B 264
Aol GFE v1A 4+ U2 ool thgel o Tofals] 8Qlo] B HAAYRE T
AT7HES AT, HollAl 293 B 91(2009)9] AFAE
A" 3 AFl 3t SHEo] FUAGS
OTINE 4 T QIEROLY ASNIBER N OERN ety BAIAFE 2 T ] 2HH
of Sl EMAHE R HEK), Sthixistt Ao vA = Ao LpERT) o] 2o A
ROl IS LR Z00Ick A2 wigom FaAFo] FrjelEd] £
RN a1 kY OBTON MBNBEOl B B QRS 1A 4 g Aol oS ste] o)
= 714 QI=R01Mo| AT Ofsat FH) o3 oAb E HAstct

I 42 71 QIEFIN NSEEM0| FYEU AT 5 JhAf OIZZ20A{0| SHAl EAATHAM 0N =45t
S TR QIER0IM Makdut FHHA 2 X)), SAINES Jofol=et S5t TAIE LiEt
AE LIEr Zd0]ct, i 70|t
HHIFE 4-3 7y QIEROIM ASAEH0| SEMUS 17| 51, 7JAL OIZ204) AlCHE O &0 | 2Rz
£ TRy QIEROIMO| ShIXEt ()X ool HHA EAIZE LiEr Ziolct
2AS LEr Ziolck AT 52 7R QIEROIN MER0| SHEUSE
OHel=Rt M)A LAIS LIk Zdolct
2] 4 8)5-0]2(Theory of Reasoned Action) 1A 53, WA QIZ201 M SAIKSI0 | HSAZ i
o ol5tH, An|AL T Auprt zpAlo)A o=t RN 2ls LIEr Ziolck
oWt ATE 2T AAAE FelHoz 4
Zrskal, fgo A7t S Aol A A O B, 7P} OEZEO0| Al EAACNE OfF X5
5 1 35S +3Y 7ol =th(Fishbein & o), Shirsle ASEIR M TojolE 7t 2
Ajzen, 1975). &, &¥|A= 7H ASFAX7E oA ROPRt DipfEDIE Lt Zoict

YIS AR 5 BAES o] §3H: A 4

36 L3[Rt The Korean Journal of Advertising



[Provider:earticle] Download by IP 125.143.159.160 at Monday, March 25, 2024 2:37 PM

SR 6-1. 71y

AMO| ST OIH2 o258

pd ni

(Sl

AIE DR Zdoict:

7MY 6-2. 7H BROUe| Herse AENIS ) AF7H AEE 9130 AT 19~5945
Tollols 7+ BE oipKet Zolck Aoz oalol MEZAS AT HEE

S 6-3, 71 QIZZ01Mo| SRS ABXIRY A= eatel zAF HE7| T ol o
1} ToHelE 7+ RIS ke Zolc 20224 119 24U HE 119 284714 & 527

nag) Ei 2% WS B AAEgT 1

STk 7. IX|E iR Foiel=Rt HHE BAS L

& Zo|ct,

= =
75-74', Z 338H.9] ]0]517]. xlgoq on 24
or 28+

sto] MmsA, 71%%741—;: anststel,
1) 72 Y APy b oS QAR S4 dopn
7] olaf HlmEAL ANGATH(E 1) HFR)
2 Qe v QB AT T SRA BEE W 15459.7%), o34 1563
3o M QISR HBAEH,  (50.3%)0] SHSACH Lol 19~204] 67
SUS4, FUATE WARAE AFAAA  (216%), 30~394] T6W(24,5%), 40~494] 0
o mEE ATMES iR FAT AT W(25.6%), 50~594] 8TH(28.1%) 0% ek
2Ee (28 DI o S A e nEeta 9 ofsh

QUxIE 7l

HE-1

TP O
H3-1 /7 H5-1

/ _
// H2 T ez N\

weRgy  ——  HEY A Foke|E
H4-2 H5-2 /

Hci3\ 6-3 /
H_

32 l_

H \x it

Sl

L

H7

agn ot =g

35¢

1520044 28 282) 37



[Provider:earticle] Download by IP 125.143.159.160 at Monday, March 25, 2024 2:37 PM

@ 1) QRSB A 2t

=2 HI=(A\=310) HIE(%)
s (== 154 4.7
o 156 503
19294 67 216
30-39A 76 245
Lol
40-49M| 80 258
50-59M| 87 281
st &Y ofet 35 1.3
chstm xist 20 65
= chstn &g 225 726
ChHstd et 3 10
CHeld &9 ofy 27 87

357 (11,3%), dfetaL A3t 2078(6.5%), oot
=Y 225%(72.6%), tHet At 379(1.0%), o
9 £ o|Ak 279(8.7%) 0= UrEbyiTh

(1) 4 &4

2 dTte galAgRds upge s 7MY} <l
EFUAY Al EAS A old, AL
2 ZRstalen BE 34 w32 54 gAE
A (1=A8 287 Yt} ~ s=uj$ JLh2
Ak HA A2 olHE 7MY dEFA
A7 ZE AEFAA ] Bl aHAF &2 719
oA 7HAtE 59 Arz 22 A5k
o SALFCEE oot 9(2021), A3l
o o

= diet 2714, 7H dSFAA dis =

A
Mo 2 e AN o

ol
o K



Tk QIBZOIMO| SISl BBt S

AL AEE, 2019F sgoR B Aol WA g ARUACl R JaE ngoR
S W Reso] Ut 4 QB Holahgon “Thyg QSR Me 9

A
Sl
o
)

o
it

lo 4N N
o RO
[y
l
rg
o mx &

o

[Provider:earticle] Download by IP 125.143.159.160 at Monday, March 25, 2024 2:37 PM

o 10 O
_ = . oHo
ABAGHE AYATeN, 74, 2022 (5) Fohel=
oA, o4, 2021: o Fel, Fht4r, 2020) FofloEl T4 ERANT Fumde
gulgon B odyo] wA $4 L mesle]  FEehs BRSO AR FlsAY o&
M QIEFAAe}F 48| A7} 3FaL w AR Y A4 shal A2 AR FOstel e Rogers &
HO Y&S& 558 os Adstal Z2Ysh= 4 Shoemaker(1971)2] A5 vpgo @ “7H4} <l
(B 2) BN Q0I9M gl Mz 2A Zn}
&3 8= QO a R
7ha QEERRIME BE ASZIOIN EEE 4 QU0{ CISH Z&is & 4 829
AHHE _ _ _
%Ii: 7H QEFOUN= FX| BL0P SUS LS AR & QU 807 715 1917
T 7 QIER0ide oS HE FiEm2ie Z5 BRY 4 Uct 762
KMO = .669 Barlett's 2? = 181.646 (.001)
7k QIERQUP ERER EEcks A2 Aefoict 847
_ 7k QIERQIME BRIE 00IXIE AiSI HEE o Agfsict 825
RS 825 2.629
7h QIEEROIME BE MIE 9 sRic guodlz Z o2t 789
7ha QERAME ZTRER E8ok= 22 22i0) E3iE 2120l FRlelct 781
KMO = 804 Barlett's 2® = 434.550 (X.001)
Li= CIE AMEECH M2 7[s0(Lt Shof| & M3sict 749
oxEl L= MER 70|t MHIAS A=dk= 23S Z0feict 748 0 2104
T Lis 7k QBRI Siloks TS XS0t BIoEY 4 QlCk 740 ' '
Li= 7R QIER0IM 2 J1y QIESIAPL Zool| thel 27 M 2 ot 724
KMO = 654 Bartet’'s 2® = 283090 ((.001)
7t QIERRIME T2 RhdoALE H= A0| 2ol OIR0X I Uch= =S Bh=Ct 888
A5 7R QERINE= AHKIST HEGH MR85k A 2ok 857 ws 078
A2 7 QBRI SiZs FhgloH M| isiel= ZikE ARt 79 ’
71} QIZERRIME= AHIXISO| Of740|L} m=HE 27| ~E5ict 793
KMO = 810 Barlett's z? = 548005 (.001)
o Li= 7R QEER0UPt Lies s 2015 4 gtk 927
;1; Li= 7R QIESROIIt LI HTE BICBHC) 925 911 2548
T L= 7 QIERoUYL LR im0 EPkS L) 913
KMO = 756 Barlett's 2* = 629,541 (X.001)
7k QIEERQUPE ERER SEok= MES Tl Aot 896
0 _ _
;LEH 7k QIERQUPE ETRER SEok= MES ol ool QlCk 875 844 2303
R XES FoiohAl SiciH 7R QBRI gnnd2 SEGk= ME oS I2iE 20|, 857

KMO = .723 Bartlet's 2% = 397.504 (£{.001)
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QA7 FuEdR A AFS o)
T Aol S| sEFOE TAsGOoM BE

i)

H dlolg o A=x HF da 3 B
ot 2oh(E 2) ), AlF=
3] A=28}s O]TJr(Cronbach Alpha)
7 Wl K AlFE A4
7b.T ol E U & *JQEE S H 5k
o}, E3H W2 W A (varimax) S o &5 ©
A aolEAS Rt A, aQAAES

724~ .9279] YR SRIE| G, KMO S%7t
o] .621 ~ 8122 A¥}stA Yet Agtsitta

rr

o o B

Ar Mo oy

2 4o H

= oY fe

ot
iy
i)
Jm«

I &4 A (r==247), FZA-EAT 11X}
(r=—.269), ~Jti#] o] FAAFHr=—401),
2T A ATHr=—397), dAIAeu} Lo
O (r=-.319) 7t #Al= 27 F(-)AQ 4

W ehyt
2) #I7M ZHE

At7Hdol gt HF ol Wl 1F A
AE B A47HE S-S 914l Hayes
(2018)7} AJ¢kt SPSS PROCESS macro model

= ARgsEleH, 5,0003] FEAER] WA
= Z&df wianet 2davsE A4

A A7 12 &HAR QIA|E AR
4320 BAE ASshaAl skeleh 4
A3}, AR WL Aol B(H) AL
2§93 BAI(B=.395, £=5.945, p{ 00)E
LPEPiiEP. E3F AH| ALY Q1A H AT} AT

o] d(B=.237, =4.003, p{ 05)& §-oJ3t A
(+)2<4 HAE et oy, 424w A4
o] 8 (B=.087, ¢=1.819, p).05)1}2] #A= &

(r=.493), F32-&/43 o= (r=.483), A AHO & FolstA] it oy 24 A =
B3 olET M= 475)9] BAANM £ dl 3oAE Th AZTANS HA B4 F 7
(E 3) M=
1 2 3 4 5 6 M(SD)
1. QIXIE HEbd 1 3.44(59)
2 ABEIEN 321 1 310(72)
3. Atk 0 265 179 1 4,05(.60)
4, Hghe 473 493 475" 1 332(73)
5. K 247" —269" 401" -397"7 1 2.54(.85)
6. Fafel= a4” 483" 239" 535" -319" 1 305(65)
*X.06, ¥ 01
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al

|5 ASe

o folgk A+

T #AE AFstet. A" g
$H(B=.435, ¢=7.236, p{.001), A52-8-A4
$H4(B=.382, =7.849, p{.001) BAI= &

7 BAZ Selshe

JJZi

n

4 A3 md 4k 2o HAA
21405

R8s

S Ay

(E 4) AH[X}F 7HEMat 2oHo|= 7 2| BA ZalMacro model 81)

[e]

A

SR, 7MY A%

’

N _IZi

=
=

Sitixfglol et e

—.261, t=—3.146, p< 05), AT 2}
3H(B=—.248, t=—3.690, p< 05)
UeRTH BE 5= Q17
FAA 9 F
, FAAYGY oo BAE

pole}, QIx|E AR Sl

Sgsol

Model 1 &SZ8Y

B SE. t P LLCI uLcl
(constert) 1739 233 7.475 .000 1.281 2196
QIX|= Ty 39 066 5945 000™ 265 526
A = 103 F = 35344, p= 000
Model 2 ACHX o
(constert) 2966 213 13928 .000 2547 3385
QIX|El THek 237 059 4003 001" 120 353
ASERY 087 048 1819 069 -007 182
R =180, F = 13928 p=.000
Model 3 ZEH
(constent) 645 216 2982 003 219 1.069
QIX|=! HekA 435 060 7.236 000” 316 553
ASERY 382 049 7.849 000” 286 478
R =353 F = 83853 p=.000
Model 4 S{AIX{St
(constent) 4214 298 14122 000 3626 4801
RONEEES, —261 083 3146 018 424 -097
ASERY —248 067 3690 003" -380 115
R = 101, F = 17.259, p = .000
Model 5 Fo{|=
(constent) 1.139 326 3492 006 497 1781
QIX|E! THk 191 057 3347 009" 078 304
AsEgy 230 047 4875 .000™ 137 323
AHE o™ —041 058 —721 471 -155 072
SIS 272 055 48% 000” 162 381
ERSEl -077 039 -1.983 048 -154 -006
R = 381, F = 37.507, p=.000
Total effect Model FLIH2|=
(constant) 1472 200 7.341 .000™ 1077 1867
QIX|El JHekA 458 057 7.986 000” 345 571

R = 172, F = 63773 p=.000

ok

05, 001
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(B=.191, =3.347, p<.05), AT 2843} FLui]
9= (B=,230, =4.875, p{.001), A7}
j o) = (B=.272, =4.896, p{ 001), HAlx5tu}
Tl o = (B=-.077, =-1.983, p{.05) A =
T FAXCE o3t TAE ekl vhx]ut
Oz QAE YA o) WA Y] F A
Teof A {03 BAE F15HATHB=,458,
=7.986, p<.001).

e (& 5= HEAEANTLS o]Lalo] 9]
A g AT S ol ZF HA oA B A
A A o), AFA, FalAge wansE
A5 Aoty AXH N/t ool o
T A= 95% AlZ S Woll A 00] E31E A
9FoK(LLCI~ULCI= .345~.570) A Aoz &
ozt Ao FRlErHt= 7,985, p<.001), EZF
QAR AR} el = o) A m ) ERF -9
3 Ao 2 YEPJTHLLCI~ULCI= 079~,303).
a4 dat, mE ZZofA] uj7fHel o
AT oS Flskginh ey Q1A

(% 5) HEHA Z3 E49| FEAEYM| o3t oiEnt HE Zut

g el T wAolA] AT o]
(LLCI~ULCI= —.037~.016), 212 % 7julAd 1}
Tj ol 7k %74101]/\1 HAIA HLLCI~ULCI=
—.002~,055), ANAH A at Fofjol= 7h 3
Aol A Az AT}t A& o] A (LLCI~ULCI=
—.008~,002), A 7H/dat Fojole 7+
TANA 5281 FAIAFHLLCI~ULCI=
—.005~,024) % AR o FAHCE F

Olﬁifﬂ 24 Z—iﬂ% Higto 2 714 7% Ay
= Aashd oS (F 6y g} Qx| E Ay
A3} o o= 7F B

95% ARl

4= Effect Boot SE t(o)
LLCI ULCI
= st 458 057 (70?5@ 345 570
A st 192 057 (3_%7) 079 303

95% Al2pE

o =0t Effect Boot SE
LLO ua
QIXIE M — HSAE — Fofel= 091 027 042 151
QIXIE Mk — &t o1F — Fofel= -009 013 —-037 016
QIXIE ik — =gk — Fofel= 118 034 057 191
QIXIE JHEb — SIS — Fofel= 020 015 —002 .055
Oplx‘%l 7|-|t:(ljr)5l )\}SXFQ. — A%[HI{ o|11 — ;DHOE —001 002 —008 002
QIXIE MY — NSRE — Xk — Fofele 007 015 016 077
QIXIE M — SAE — Shikgt — el 007 .006 —-005 024

Boot LLOI: 95% ofeh <o Boot ULQ: 95% 2fet 5
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(# 6y 7t T35 2t

7t X|X|o45

UK 1. AHIXe| QIXIE JHIMEE TR QIEROIMO| MERIE M FHA S LIErE Ziolct PN
e 2 Z [ Sel, . IERCIMC| ASAIZER AHIXIC| QIXIE JHE L TR QIEEROIN S SN 01 &gk, x|

S 7F EUIE D Zdo|ck
K 31, AdIXe| QIXIE JHEMM0| AT Tk QIERIMC| AMLHE OfFnt HHX ZAS Lt Zolct XIX]
CHI7HE 3-2. AHIXIO] QIXIE JHEA0| FEEULE T QIERRIMC] SISt F-X #AIE LIEr Zoict XIX|
UK 4 7HM QIEROIN MSRIEME TR QIERCIMO| S EMAHY oY Xgky), shixigint fofct HAE LIEK |

Zojct,
K 41, 7R QIEROIN MSREM0| SHNASLE T QIERINMC| M ofEnt HHX EAE LiErd Zolct 72t
OIIH 42 71t QIEROUY ABTIRHE0| BEUAS ThY QIEROINCl MBI B ZHIE LRI 201 X
ORI 43 M QBT ASNIBA0| SEUAE T QIZR0INe] SIKET SO THIE LiEks 20kt x|
QFITIAL 5 71 QEROUNO| Sl SAVACIE OFY el SUIFES TOIIEeL Solet BAS LIRS 20 e
OFITIAL 5-1. 714 QIBRON A OE0| EEAE TojOlESL F4)H BoiiE LEt Z0[Ck 7t
OFITIAL 52, 71 QRO HEi0| SERUAS Tololel (1 BAE LIEK %ot x|
OFIHS 5-3 7M QIETOIN SIIKED| ES4 FOOIER! S EHIS Lkt Z0LCk xix|
I 6. 7R QIERAIMO| Sl EMACHE oY MERY), SIS MSZigaut Tolele 7F 2ol K26t |

OPHEAS Lier Zolct
CHIHE 6-1. 7h QIERRIMO| AT OIE2 &SAiEent Faiel= 7 #IS ol Aolck 7124
UK 6-2. 7R QIEROIMC| MefME MSRiEMTt FOlole 7t ZAIS DR Zo|Ck SN
Q71 63, T QIESONe] SRS ABXIZHT FOlOlE 2t EVIS OPHE 20K >pt
ORIV 7 QINHEl S TONeIESt S)H BPIS LIRS 201k x|
B At x| = ApurAgat Fujelrzo] & 14 2@ (Interpersonal Process Model of
o3t & = FQISHIATH(E 6) #HX). Intimacy, Reis & Shaver, 1988)¢] uwl=w,

AT AT g ojole] A Azl
gobi] of W] THRAE A/APAT sHE

5. 22 Y = U ukg, AZhE BhEY whgo] £Q3 aglo
2 ezl vt Sl = spAke Aol Azt
& Ae 7 AEFIAE 94l Ve 8o Ea 2wzro] 9ubE|q HEASE 2 9lo
Aags AdAEel SAARCIES VISR o o ARUAolM sl wheE uf A
Al 54 ane dAE Aol etk 2|9k 91A. B7F HFS 59 o]Zoy 2 9}
0 g4l 545 F Tl nA= 9 (Reis & Shaver, 1988).
Fe AT A9 BIE 8o o ol2)at weko| A An|zte] Qlx|E AHrAS
S 2o AA, M AEFAAL T2 Al HZA 59000 w2m Hure] e Exo
2 7o Wik anAke A" AN L F7)A0] Wi RS Ao ZTuE L=
Fo] oW AzAEAo] dAHA HFS EXO 7}A= AL oujsitt E3] Al
Heloks A sRlehalnt, Az ol Aw7} ZolA4E A2 Ao tat Aol

357 15(20043 224 282) 43



LERHTH(Costa & McCrae,

e

g

I
—

ol

3 7

olgofl

K
mjn

B
o

{4
i
7

ol
;OO

dlell 3

A,

Ao 4ulzko} 7}

=

O m=7} wrobA] HAIA

.

.

ot

o

b

o

AL o)

)

)2 o

el
)

Bo

—_—

o
&

vzel

-

A

o] =0

=
=

Audrezet et al,, 2018; Jun & Yi, 2020).

o2 At

2 agtoleld] AuxHEa

Siel

S

UEFY ™ (Nass & Moon, 2000) AF3]3 4|

£ F=(Kang et al,, 2016)T O ZH

Aedsele ARYACAE F

|

o
=
A

=

Ty
io°

mu

A7

S

L

A7 A

ey
-
Hm

ke

<0

FoAE o9l 7t

o

INd €2 ¥202 ‘G2 Ydte ‘Aepuoi 1e 09T'6ST €¥1°GZT dI Aq peojumoq [s[ones:iapinoid]

A it i o

g A&

}

U

o

A&

]

oA (AAHE, ol

=
=

|3de] A

5l o

°

sfol Fulelwste] BAS 3

[¢)

of o

i

o}

<0

=

e} 2H]29]

Y
-
K

—_

} o

)AO

ofo] ket 7}

2016; 52, 2013; o|gHAl 7o 2019) vt

2L The Korean Journal of Advertising

o

S
=

ot Fu mezH 7h
44 s



7A

uHAE ool A 7}

oK ZHtThs HolA

]
=

)
wld

=

3

mr

el

Xy

o o¥

AL ~ _—
Yo ol M B T B oo T M B B+ T W
TR oy o oy Koo oy B o o
o %o o 2 omm o X o) XERT ny
o o AN BN M T N g B ol wr B F_mc
¥ OB TSN g o BT w0
= M H I o e 3| B oo & fo = o
5 o T o U XX XO
9 B oy oz X < 5 = = o T o N
2 W o=y DR OB W ooge 4
FA ) iy of T =
ET g B O_U —] B X —~ O_E O—H o ~o AnS .mﬂ
T S - S S g N
il o Bt g W X
— B SO B | & ~ Xl o=
° T . < W B N T X B F
= e WY o N oW T T o
uro%wwﬁﬁwwﬁmuﬁﬂﬂﬂm“ﬂ&ﬁ%
A £ VL K o 1 ~ W AN T or
Py oy o 2o o
= il R T i BT G oy
TIRMGT S GRLME e ooy
TE oy W E TN a4 X g
TR oW L 2 W g e W
o B9 ulr R B P
I o e T N O B e
BT TR YN T BT oW

INd €2 ¥202 ‘G2 Ydte ‘Aepuoi 1e 09T'6ST €¥1°GZT dI Aq peojumoq [s[ones:iapinoid]

R4

3t gt

= o

oFst 4l 7]

uga) o

mj

(20243 221 282) 45

k=

35¢ 1



[Provider:earticle] Download by IP 125.143.159.160 at Monday, March 25, 2024 2:37 PM

ANA. (2022). 7H4F ABZ AN ] A 7HE vf 3} AL

A A7 AE Fgofmof wA= dF A

The Journal of the Convergence on Culture
Technology (JCCT), 8(2), 309-314,

498 2354 (2019), SNS A Q1ZFAA 2AA o]

o= 4 33545011 U= g W] vizia

S FHOE, SI=oRSSX], 43(1), 17-32,

PEH, oA, E, (17), AvkE 91 g BE

%‘“ Aol e A= a9l

HIXPHR MG, 13(4), 101-123,

a
ES
200} (2021), HE| QlZ20lx 9] WA o] T
o
5t

2e

NS
A G FEAIY vifanE S

uoll, A, (2022), M AZRAN ] HEAEA
3 224 3o F3
ZA

o] WAEE F4
24(2), 5-49.

(2004), AH]2}F FAIA o] 2Hlh

A= G JA7e8nds 402 &n

AL 63, 79-101,

i, (2018), =y IEUAE2 o] 84+2] FAlA
Gt FAl=8-a Q1o Tet A YAl 2 g
AlA| GOl 2 7|HEO R e—H|RLIAXHT 19(2)
91-104,

A QEXIS-, o] 27, ek, (2009). YAE AW
2A = %LUHQJMI T3 oIt An|REe] AP A
83t FAAGTE FAHL ?n. St=EZHIX5E|=
2X|, 9(1), 270-284.

&R SEIE (2011), 7RH
7b HskE 3t &%4
2|8t3|X|: M 2l =X 24(2), 281-3086,

A7, EEd (2021), F-FE o]8A1Y Adkat
Qe B AT 44 EAT FAELS
O 2 AO|HAHRLIAO[MeE

AAE, oA (2016), EAIAT} B o) 7]ukel &2

ol & tuto] A9 =80l ¢t

282 B4, FAAES SR, SI=EEH=

st3l=&X], 16( ), 123-134.

2
M
2

46 ZE The Korean Journal of Advertising

X139, (2020), B 2H7): 23 &4 ools}, up
SAZ 9 = 290 A ZATIB, 24(),
3-16,

A, @011, 2HAH] FAIAG A& AT} e,
StEAE|SHE| K] AH|X}F - =0, 12(1), 191-216,

0]— -‘JX] 2020) /\*ﬂu]r,]cﬂ % 01/\.]94 _E_/\g
T} /\H]x},J MEZ|Ao] LA T n]2 o

o fREO HE| AZRANE SA02 B2
ZnsEstd 22(4), 36-61.

o|Zol, TAH BRSEE (2021). 7MY QIERAX EA
o] HAE e ol tufj oo nxl= J3F He

|
AFEIQt OlC]o], 22(1), 55-79.
oA, o], (2021), A8 u|Ho] AFFAAE] 7Q
s %Eié %‘*01 BAC gt pujor
A=} Apotd 2] 44E WA,
'1’25*%*%—71, 16( ), 159-175,
o|met, AlHl (2022). 7HE AEFAA EAJo] 4]
AL g o) vzl Gk AFRA ALY uisfa
NE ZAoT SHRUASHA 36(3), 77-113,
o|goll, shf4= (2020). 28|t o] HEI} AEFAA
7} AH|R}e] Adu|t]o] TRl S|z b
A= FdeFHo] w3t A, HIKEAAATL, 15(2),
171-181,

E 2 (n
=]
iv‘
rlr
o°{‘

olAd, . (2021). 7MY AEFAA EAo] digt
PNSIPARS) x]ﬂO] Tra1oL WOM of] vl 2l o
gk BEHaly)l A7k i ans 4oz ol

E{SITXIA A2 ST, 21(4), 49-75.
2 (2021). FAATFRAL HL3t 7HAH
2 3Jolo] Tl AAoRle] 259,
I=ERIFEE(X], 29(3), 93-103,
(2019), 48| 7|48 AFo| <
10 (AD AFEOl ol v A g, Zsle
2, 48(5), 1195-1219,
o|Zf, o]43], A3, (2012), 3DTV 4§ Ao 4
2= Qol: ﬁdA]Q—A]—o]i_\,]- A A 8}

RN RR N

F
ol Agt HAEAMAT 80, 78-111,

o
a3
e
=y

rol

o

ol—_] n\l

ol8q, nh3). (2022). M4 QBTN ‘2A (Rozy)
Bl BE 5ol oL 4 9e A
717 - AEA 0] A9 APAIESH L, i

E2513|X], 32(3), 43-55.
AFa, 2HAZ, olnl. (2020). Al vHjoe} 9fQlg}:



[Provider:earticle] Download by IP 125.143.159.160 at Monday, March 25, 2024 2:37 PM

AL s oo dEe) ofels} B 7]
b oL SH2AZSHH  64(4), 436-470,

Asl4e, o]0 (2020). 3D 71 AEFAA | tiet

20-30t Wy AEA; Q1] SARSIHLE,
28(4), 446-462,

23], dad). (2019). AAZE QU 1 Q1 59 A3
2 o] LA AT, AEA A7
29300l WAL ek o)8 5719 24 NS
FHoE HESSEAMAT 105, 82-117,

g71gk, (2021). =t HFE AEFAA Y ALELTH
22971 "l C|X[ERESIHT 19(11), 471-483,

Ao, o]WA. (2021). HIAE o] Y-S el F1
a2 o] T °‘ FAA" QAL B
A 2u|tojet Adujt|olE 4
SHBHE 23(4), 265-299,

Aghadjanian, N, (2022. Febuary 10). Gartner’s 2022

marketing predictions on virtual influencers,

H

o]
A

lo a1z

employee advocacy and more, AList Daily,
https://www.alistdaily. com/strategy/gartner
—marketing—predictions—2022/

Ajzen, 1., & Fishbein, M, (1975), A Bayesian analysis
of attribution processes, Psychological Bulletin,
842), 261,

Audrezet, A,, de Kerviler, G,, & Moulard, J, G,
(2020), Authenticity under threat: When
social media influencers need to go beyond
self—presentation, Journal of Business
Research, 117, 557—569,

Djafarova, E., & Rushworth, C. (2017), Exploring the
credibility of online celebrities' Instagram
profiles in influencing the purchase decisions
of young female users, Computers in Human
Behavior, 68, 1-1,

Dwivedi, Y, K., Hughes, L., Baabdullah, A, M,
Ribeiro—Navarrete, S.,, Giannakis, M,,
Al-Debei, M. M., ... & Wamba, S. F. (2022).
Metaverse beyond the hype: Multidisciplinary
perspectives on emerging challenges,
opportunities, and agenda for research, practice
and policy, International Journal of Information
Management, 66, 102542,

Tk QIZROINC] SHAIKSl0l Bt 217

Fisher, R, J., & Ackerman, D, (1998). The effects of
recognition and group need on volunteerism:
A social norm perspective, Journal of
Consumer Research, 25(3), 262—275.

Gray, K., & Wegner, D, M, (2012). Feeling robots and
human zombies: Mind perception and the
uncanny valley. Cognition, 125(1), 125-130,

Hayes, A, F. (2018). Partial, conditional, and moderated
moderated mediation: Quantification, inference,
and interpretation, Communication Monographs,
85(1), 4-40,

Horton, D., & Richard Wohl, R, (1956), Mass
communication and para—social interaction:
Observations on intimacy at a distance,
Psychiatry, 143), 215—229.

Liyanaarachchi, G., Mifsud, M., & Viglia, G. (2024).
Virtual influencers and data privacy:
Introducing the multi—privacy paradox, Journal
of Business Research, 176, 114584,

Moore, G, C., & Benbasat, I. (1991), Development of
an instrument to measure the perceptions of
adopting an information technology innovation,
Information Systems Research, 23), 192—222.

Ram, S. (1987). A model of innovation resistance,
ACR North American Advances,

Ram, S, (1989). Successful innovation using strategies
to reduce consumer resistance an empirical test,
Journal of Product Innovation Management. An
International Publication of the Product
Development & Management Association, 6(1),
20-34,

Robinson, B, (2020), Towards an ontology and ethics
of virtual influencers, Australasian Journal of
Information Systems, 24,

Rogers, E. M. (1995). Diffusion of Innovations:
modifications of a model for telecommunications,
In Die diffusion von innovationen in der

telekommunikation(pp. 25—38). Springer.

Rogers, E. M, (1995). Lessons for guidelines from the
diffusion of innovations, 7he Joint Commission
Journal on Quality Improvement, 21(7), 324—328.

353 150004 22l 282)) 47



[Provider:earticle] Download by IP 125.143.159.160 at Monday, March 25, 2024 2:37 PM

Rogers, E, M., & Shoemaker, F. F. (1971). Communication
of Innovations; A Cross—Cultural Approach,

Sheth, J. N, (1981). An integrative theory of
patronage preference and behavior, College of
Commerce and Business Administration, Bureau

of Economic and---,

Tafesse, W., & Wood, B. P. (2021). Followers'
engagement with instagram influencers: The
role of influencers content and engagement
strategy, Journal of Retailing and Consumer
Services, 58, 102303,

Tornatzky, L. G., & Klein, K, J. (1982). Innovation
characteristics and innovation adoption—
implementation: A meta—analysis of findings,
IEEF Transactions on Engineering Management(1),
28—45,

Wolff, W, E, M, (2022). A trend or is the future of
influencer marketing virtual? The effect of
virtual influencers and sponsorship disclosure
on purchase intention, brand trust, and consumer
engagement (Master's thesis), University of Twente,

Yesiloglu, S,, & Costello, J. (2020). Influencer

marketing. Building brand communities and
engagement, Routledge,

48 L3I The Korean Journal of Advertising



[Provider:earticle] Download by IP 125.143.159.160 at Monday, March 25, 2024 2:37 PM

The Korean Journal of Advertising, Vol.35, No,1(2024). httos://dal.org/10,14377/KIA2024,2.28 31

pp.31~49 11SSN 1225-0554

02

© 2024 KAS

A Study on the Determinant Factors of
Innovation Resistance on Virtual Inflencer
: Focusing on the Mediating Effect of
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VI rtual influencer is being used as an effective communication strategy with

consumers with the possibility of preventing human risk factors and infinite
utilization. However, negative factors such as consumers' psychological discomfort with virtual
influencer are continuously being raised. Therefore, this study aims to verify the effect of
interaction with virtual influencers, innovation characteristics, and innovation resistance on
purchase intention according to the perceived level of openness of consumers based on
the innovation resistance model. As a result of the study, the higher the perceived openness
level of the consumer, the more positive the interactivity with the virtual influencer was, and
the higher the interactivity, the lower the innovation resistance was. In addition, if the
interactivity is positive, a positive (+) mediating relationship was confirmed to positively
recognize the suitability of virtual influencer. These results will be meaningful as an academic
and practical basis for enhancing the effect of advertising in the future by inducing interactions
with virtual influencers and spreading them positively to form a social relationship between
consumers and brands.

Keywords: Virtual Influencer, Innovation resistance, Model of innovation resistance, Perceived
Openness, Purchase Intention
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