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[Abstract]

Interactive advertising is evolving through the integration of new technologies aimed at enhancing consumer engagement. This
study explores the impact of Al-driven interactivity and the perceived social presence of celebrity models on advertising
engagement. To investigate this, a single experimental survey was conducted based on an actual Al-powered advertising campaign.
The findings reveal that personalization and playfulness, as key aspects of interactivity, play a crucial role in enhancing
engagement and reinforcing the perceived social presence of celebrity models. These psychological factors ultimately enhance
advertising effectiveness. This study initiates a discussion on the integration of Al technology in mobile interactive advertisements

and proposes strategies to improve interactivity and effectively utilize celebrity models in Al-driven advertising.
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Table 1. Rellablllty test results of scale items (Brand Attitude), 9. 7vi¢]*=(Purchase Intention) 5 &
Variables N Cornbach’s Alpha © WF 3 AREATE SAH R o7 A+)e dAY
Personalization 3 0.810 AT Ao = gR1F St
Controllability 3 0.840
Responsiveness 3 0.850 4-3 AL HS
Playfulness 3 0.934
Presence 4 0.832 1) 97 23] 24
Engagement 3 0.875 W Aol ARF M EGH 0z A%s] 98l )
AD Attitude 4 0.779 QAsl, FAM, RS, 314, Q) el AL3A AR
Brand Attitude 3 0.946 ?‘7.]]0]1]\:415 T =, Ha= EHE, T 9% = 97 &
Purchase Intention 3 0.905
E 2. AP 24 Ao}
Table 2. Results of correlation analysis
Variables 1 2 3 4 5 6 7 8
1 1
2 .820™" 1
3 74T 738" 1
4 726" .655™" 699" 1
5 642" 612" 550" 592" 1
6 740" 732" 730" 844 633" 1
7 738" 662" 654" 662" 687" 739" 1
8 572" 503" 525" 589" 649" 570" 759" 1
9 459" 421 416" 423" 577 387" 548" 767"
“p< .01
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Table 3. Results of path analysis

Path B S.E C.R
Personalization—Presence 446 .086 5.565""
Playfulness—Presence 272 .069 3.38""
Personalization—>Engagement .299 .058 5.93""
Playfulness—Engagement .480 .045 9.86""
Presence—Engagement 1199 .045 472"
Engagement—AD Attitude .892 .053 15.45""
AD Attitude—Brand Attitude .827 .066 13.59™"
Pi:iggsiﬁllrt\ltfriion 795 075 11.047

p < .001
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