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[Abstract]

This study proposes a novel Extended Reality (XR) advertising ecosystem through a modular XR advertising production
platform optimized for the rapidly evolving XR service environment. An analysis of related research revealed the potential for
generative Al integration and XR advertising characteristics. Precedent cases were examined based on four aspects of perceived
interactivity, the key feature for advertising effectiveness. Subsequently, two advertising process methods were compared. A
customer journey map for XR advertising was created, focusing on three main stakeholders across six key touchpoints: advertisers,
content creators, and XR users. Personas were developed, and an ad format was defined as a modular system comprising triggers,
objects, interactions, and copy. A prototype was produced based on stakeholder relationship scenarios for each XR advertising
production process. The research's significance lies in its proposal of a new XR advertising ecosystem through an interactive

advertising platform based on a modular system.
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Perceived control

« click trigger in XR ads should stimulate interest through affordances such as realistic 3D
metaphors suitable for virtual reality while allowing users to recognize the ad transition.

+ When multiple quests are given in a large space, ad should provide an intuitive guide.

Perceived responsiveness

= Users should feel that it has been converted to ad through appropriate sensory feedback.

« Separating space can also be a useful way to transform advertising

« If a certain format is set, making personalization can be easy. But, it is necessary to
provide more customized advertisements than simple image advertisements.

Perceived sense of reality
= It provides an unusual experience, like a large expansion of a small cbject
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Fig. 3. Analysis of existing XR ads
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© Interviewee Information

Age/Generation Gender Job Career
30s / Millennials Female Brand marketer, 7th year
20s [ Gen-Z Female | Artdirector at an advertising company, 2nd year
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