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[Abstract]

Marketing using influencers has now introduced virtual influencers using state-of-the-art graphic technology and artificial
intelligence. Companies are building new advertising strategies based on their unique lifestyle and world view. However, since it
is a robot, not a human, negative opinions such as discomfort are also being discussed. Therefore, this study examined the
relationship between the influence and variables of the formative principles of virtual influencers on likeability, and advertising,
brand, and product attitude at the design level. Hypothesis verification confirmed that the higher the plasticity principle of the
virtual influencer Roji, the higher its likeability. In addition, the formative principle of the virtual influencer lodge fully mediates
likeability and has an effect on advertising, brand, and product attitude. This study is significant in that it empirically investigated
the effect of formative principles on consumer advertising responses through the visual image expression of virtual influencer

lodges.
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Fig. 3. The effects of formative principles on advertising
attitudes: Mediating effect of likeability

4-57}4 342

=g 284 dels SRS vjete] &M Bl
=il gafo] mH leitteh= 7HdS AT th} Baron
7} Kenny[36]°] w7} &7} % %ﬂr Sobel tesS AAEHAT]
B A= ¥ 59 o) WA, St ulE gl v
= 9FS E1e A4, ﬂﬂﬁﬁé% %ﬁ]ﬂ o= goms A
[e)

= ‘)rEP‘iXVJr(F 76 310, p<.001). T3k 284 987} &
= X Ao UERITHB=.741,
p<.001). The2 SHHAF7F FE5RG) & S g}l
3 Ay} 3R ge EAFoR Fond Zoz Yyt
(F=32.967, p<.001). &3+ 284 )7l Ba=gwd H
oju|gk ggfo] W= o= YERTB=.481, p<.001). 3
WM* T SHEget /i 58S nRE 9
Fsink WA IARGL BAH R Fon|g Ao
‘/‘rE]r‘xkE}(F=53.682, p<.00D). w4 Aapellr x4 e
(B=.120, p=.094)= BA=E) o] Fojn]st ko] m|x]Z|
kAR 71 (B=.487, p<.001)E HA=E) Lo F-2on)3k

v

o et Zue ot 2 e el = & M Eef ol o|X|= I

go] WX Ao gty mak 2utAle] g
(B=481)7} 3@A12] 3| AAG(B=.120) Kt} =4 Yepdoz
WAL} U= A oR Rl A 7 1EFAA
o] 24 el 7MY JIEFIAY SRS S wplEt
o] HAEEe ggo] nA= AoR ety oldom
A Aol e} =EH S|AAS 5, Wl gk a7
49} 2t} Durbin-Watson®] A% E<13%F A3} WA
A oA B 20 77k gho @ vEh FhAke] HY A
TAZY §ls Aoz BRI w4 Aajo] i 1A
o tisll Sobel test2 1% A¥}, Z7ko] 5.888(p<.001)E
1Ak wheba] ek milEdr) Qe AeR HTE
7Hd 32 A= gk

o g o

E 5. =Y 2|7t BEHEE o o|xl= ¥Ek ST o7&t
Table 5. The effects of formative principles on brand
attitudes: Mediating effect of likeability

Independent| Dependent
Variable Variable 2 sl = s 7
Formative |y oobility | 741 | 085 | .526 |76.310°
Principle
Formative Brand
Principle Attitude .481 .084 .376 | 32.967
Formative
Principle Brand .120 .086 .094
Attitude 53.682
Likeability 4877 .061 537
“"p<.001, VIF=1.382, Sobel tes Zab=5.888(p<.001)
Likeability
ATk
Formative )
Principle Brand Attitude
.120
O3 4. =M 2|7t SLEE ofzistol EMEE T o|X|=
o35k
oo
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attitudes: Mediating effect of likeability
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