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715153 P 2744 52
M S A B) AL 04
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ZE 7L §o|0gt A &0t onz REH40| ofist RAD} oM ASEE B
7 LIEILHEXIE M2 AmE 7t QUCH 0|0 SPSS PROCESS Macro Model
1(Hayes, 2013)2 AM83%I0] ZEHS0| 2t EF oM thEs| Mo [Folde HASSHRALE
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Mean (0) 220 047 13 37
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(gain)at £4l(loss) S-OZ MIAISIRZ [ AFRHEQ| MEfO] &
2tK|= S4t (Tversky & Kahneman, 1981)

- HYO|Z2(prospect theory)ollAl AF5H= &4 $Q(loss

aversion) St 22 (Kahneman & Tversky, 1983)
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2021 ot=30sts| sty ATA~ZZS oFHH||

ME & OIEH HIS

2 AS0A = SHA FHHO|| LSt 9| XIO|E 278 o= BIQIO 2
oA £=Z(construal level)& M2HTrope & Liberman, 2003)

- 7|Z9 -?—I?:. “Eﬂol% T 0|AM 2Fotk= Sy Y=o ==t J19f M

- BHH, MR HR] +X|0f ==0ol= ot oflAs==0llA= TRt 2l0|of| CH
=
T

=O0| HOrX| 11 110 M2t e Zef|o]d k7t Zas 2

2021 st=g1sts| skl ATAZZS oFtH|d]

GiTL 1A - 917 Ey

« Mturk2 Solf E7IAE 2EotY 22121 A 3

« & 12639 E7tKHMage = 38.4, Female = 41.3%)

« A8 AILI2|R: ADP A|LIE2|2 (Sokolova & Krishna, 2016)
« O|§ XUt &4 ZZHOZ FEH ZH A7

« 28 CHOt MS BIF(GHAM £=F) =74
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QI 1A - 917 ey

Imagine that you are the health minister in a small country. As part of your job, you need
to decide how to respond to health crises. Suppose that 600 people are infected by a
fatal disease. Two alternative medical plans to treat the disease have been proposed.

Assume that the exact scientific estimates of the consequences of the plans are as follows.
If Plan A is adopted, 400 people will die.

If Plan B is adopted, there is a 1/3 probability that none of them will die and a 2/3
probability that all the people will die.
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High construal (0) vs.
Low construal (1)

Categorical (1) to
Detailed Figures (7)

Framing:
Gain (0) vs.
Loss (1)

Uncertain Option
Preference (1 to 7)

Index of Moderated Mediation:
b=-.64,SE=.28,95%CI [-1.23,-.12]
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-ARIS 2 2A10| IHF | X| 2 2E] XIAAR2E G35 (Marchgott & Kamleitner, 2019)

-AIE2 F2(matte) TP |X| 412 &EH(gloss) TH7 |X| SA/RL} E AlAA R A2 Q14(Marchgott &
Kamleitner, 2019)

iSRSl X1 RIS RS2 St WEMT S HH0| 2EoD| HE

— Sy 15 |Xo} (e Th|X|of H[5) KIRAARIS(naturalness)] A1S
— DR Tp|X|o| MES O ko |Cyat QAR 2
=

T o
DIHEH IH3|X|o| M| ES THE M| XD |Yo| XIZtEAMH S = olAlst A
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314 1: TP X| S 915 HE AF0] CHSH Q1AJ0] FEHS Xof, HZe| =
- Moz, 23 13 |X| HZ0| 9T WI|X| HERC H £
0| o 48t A Jtx|T YCk X|ztel
St 2: T3 | X| ZEHS Q715 K= AFRO| CfSt OIAITt HiZo| =
- IHxoz o

0| & 48t A Jtx|1 Yckn 9l

I3 |X| HZ0| /& 7| X MFZLL B {715 M=ZE AEHE 20[2t2 ¢

o o

210Ct.

=7 2142 >4 70f =0 YEe 01 Holck,

=
o
=
-
T

oM= A

IAE|0 AH|XFe| JOH o =2t H =& ZI0|Ct.

= A

=

Rls M=

HH
M

2| x| = ol o=
<Ot 29| 917 2E>
- TS| sty AT st optul
N o] __I_l_ J |.)k-|

— =
2/ 0125 vy

JHd 3: T3 K| HEI2 O[Ol Fleta ol gt Q1Alof Faks 30, ME2| 23 QAo ¥ 0/A 2fo|ct
4/ 4L v - FHEez 24 0i3|X| HEF0| R& Ii7|X| MELCHHES U= 7|YE O et Ho|2tn QIAMSHA St

[ o
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1/ M2 O H I_m
A1 Y
2/ 0|2 i
3/ 7 < FIIRE: 200h 0l 4te| 41 71 (04 70.4%, B Lto| = 25.514)
L MY M 2 (W7 |X] B RY vs. 2H) =
& uE
S/EHR =S ) ealyas s MR W
2) M W3 |X| Wotof 2ot ot AlLtale 8|

G2 B AF Sl LHIFE Z|FHI0 BABIRELICE AT SIAE2 2T, AHEZe LAES A oo
AFE ZZX0| CHet aBXfe| HhEE ZAL SOt SHSIRFLICL 252 MAlElE Zg0l AH[X[2| Lol

ST SEHE 28 SROIBLICL

3) LXHE HMIE AHEl(Ye, Morrin, & Kampfer, 2020) 221 -> X|E % M= 7| gof| Cigt 2
A ®ME AT (Marchogott & Kamleitner, 2019) 2t0! -> H|E 2 XX 7|4o] CHst 2t

okl

8} CsreIA Rof 23t ot D)

/HE o} H}EH
2451 BieH
2/ 0|25 i
3/ 791y & & 28 (AR, AN 25/ 7H HE)
e X2t AL BOF IS [, 24XHE A| EAX|= L0t ZEH0| ECHRZ) D AJ2ISHLIIF?
XA X2t
s/EMEEC | | o5s R AR AL QO Q7|5 KHEE ARRHS 2H0[2HD AJZIBHALIIF
- I O|Y: 2R AS THE 7|Q0] QORLE RISHAEQl 2| ZH0|2tD A2SHIL|IF
ZE: A A YOHLE Q40 EX (quality) 2] ZXFEX Y BILIE

S0 2k HAHY AS O 2Ol HOtLE UASHLIF?
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1/ M2
2/0|12H uiE

3/ ok

<A A2 - 2B

1/ M8

2/0|12H uiE

3 /97

4/A73 g

17 2y

¥ 84: IBM SPSS Statistics 222 0|8

oK

& AIHRE 719 (04M 70.4%, T LIO| = 25.514))

[ZAE] |4 2A: 36, & 22 358 [AIHE

1 Q3 XAH(M=5.40)9| &DIXtEO| 22t

t(69) = 11.213, p<.001

0

193 x2: 350, 24 =2 36

4 ZAUM=2.51)9| HIIAISECE o Z=40| =Cin SE

Z(M=1.94)2| HIIXtS L0t HEHO| =0t

st Cisteld 1of st o3t
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2/0|12H uiE

217

o

3 /017 I} [Pt 12| Of2H =22t AF, 2xt] * XL SO SUTHYAO] LiE
4/ A7 Y
b= 1.43,& oJ|= 1|2 ﬁlp:-oom
07| x| Zet 2 )
==
(0= &, 1=24) b=.36p=.22
Indirect: b=.49, Cl = [.0975, .9824]
24 o3| X| MF0| F& I3 |X| MEECHH R MH2E ALSYES A2 QA0
HZ2el S20| o 4010t X248 -> I+ 1 XIX]
1
et cistely G170l 2etopte|
1/ M2
- o1 247}
— =
2 /0|2H uiA
3/ 917 IpA [Pt 22| 0|5 OfPH 21t AF]
4/ A7y
b=.34 p=.0015
Rl M= =2
b=1.43, p<.001 b=.53, p =.0002
Ij7|X| ZE 22 2of o)
(0= 3%, 1=2%) b=-.27, p=.4096
TOTAL: b=.73, Cl = [.2142, 1.2369]
Indirect: b=.26, Cl = [.0347, .6853]
24 I3|X| MF0| R W7 |X| MESECHH |15 MEE MBS A= AAE0], HF2| FZO|
O R=pOtot X|2H=| 10 204 2| =0t o & 2| LIEHE -> IHd 2 X[X] 1
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017 21}

[Pt 32| of7H =1t HF]

2/0|12H uiE

3/ 01
4/ A7 Y
b=1,14,y | Qe izt ﬁ,pmm
I3 |x| 2e 9 o
(0= 7¥ 1=2¥ b=.34,p=.23

Indirect: b=.52, Cl = [.1899, .9290]

F2 I3 |X| HZ0| |4 7 |X| MZELCHHES TH= 7|0l O RetzE o2t QA g
o, ME2l S20| o 2010t X2 -> I 3 X|X|
13
Zosts| CistalA oledzt 243t o t|o|
1/ M2
.
— =
2 /0|2 g
P [7Hd 4©] 0|5 OipH 23} AZ]
4/ A7 Y
b= .45, p <.001
J1ge| 2ty =2
b=1.14, p<.001 b=.61,p<.001
Ij7|X| ZE 22 2of o)
(0= /% 1=8%) b=-.05,p =.8789
TOTAL: b=.50, Cl =[.0525, .9219]
Indirect: b=.32, Cl = [.0664, .7289]
24 03| X MZ0| 94 W3 |X| MIEECI MES THE 2|¥0| o XetEEo|2tn QlAlz|of, HE2 SF
0| O 45Tk X|2HE| 1 0f ©| =+ Tf £24| LiERE -> I} 4 X|X|
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CHSIRIA 1ozt At}

ORiHIOIT

HEHE SA0] SG)HE R XH0F0I0IX]T 2XI80l
MZ KICHO! EHE ER=0i| OIXI= 21t
Ik ASEMM) Lot X2 2 THZC) I 2101 S8C=







HHUE A9 F47H'E2t X0F O|0|X| YX|H0| MZ MtHe| HHE E{E0
O|X|= &3} 7}A CIZEOIMO| CHSH X|ZHEl AXHZIO| D7H S1E ZAlo=z

o

, HEREE (BYC )

o =
jol

ul e

el

HA
T T

1. 28 A7|
1980 =PH~2000EM =P S4et MUE SHok= MZ M= HH 2119 of 32%S AtA[ot
O, I2L 19 0|% CXEY AHNHO| BUNOo2 JHE0 W2t 27 AHXZ X2 HUTE MZ Al

e CXIE 20| T=soll 24 ERUMESE AHIE Fro(0f B2 7[Ya EHEs 0182 UZXE
ofofsty| 2ol ==ttt MZ Mtls gl 7tAIE AHlgks Ho SHs F0H, A UZE S5
ot= HI%J"—P HHEN =2 FEE 20l A0l SJ0|H. MZ MUE UEUE 7[*E & dfbs
EFAME(influenceable) I, £F FYS HMAGIH SROHL SNSE St 2402 E& =
214 D'%*QI FAOIE 2UEMLS E2 JlsEE Soff EM ASotH1 ol 2gS2 A0
QUSFAMEE RS 71 MZ MTHe| dets 20iEL. 0[2F 2 MZ Mitie AHMEre| O[0jX|2t
ZTHEN = AHE ofiAt of= S AUD XEetE1l StEstE dgls dEstl Foitt

} QUSIOZ X2 7|YE0| KIALSl 7HAF Q1Z2Q A (virtual influencer)2 A&t

ot7|= SiCh Jhe QIERQIME JIY OHE SS9 |HCe= Al 7|82 Sdi M4E 7tdel CGl 21

2 Yottt KFCe 'AHE MEA', ELE ‘Liv, LG M= ‘7'EH0f S Ao ZHEEA, M A
t

Bl S)7F Bl 7149l ez MEUH. Ol TXE 230 A=xgt MZ NS Elez BEHE o
(brand personality)S AAMGHH MEEOAF 5H= MEO|CH 2t HUEE YI5H= 0|0|X|QF ZHMEE
(o]

]
AHIROIA MES| flo EUE dAS FMlols +H2=2 %!ﬂ E‘.'%_'% UEok7|= AT, 217k &
I 2ES XtA0| 7FRlI 12st 0|0 |X|7} oH'g,r HE._HE7

SO, Ot 223 Fot EXg 5 o

Felotl MR ARt RAIY ‘RA'EL MZ Mtz Ol2fgt 7H QIEERM DHAHES 2 AR
Z glo] # wotsY 4 U0, 05 5

(brand equity)dt HESIH BEUE FSHEE ZE WH I JYS 7IUT = AT TEhA, OfH 24
oz HiL g4 MAME o MZ MU oS # HOIS0|AL MEstl, Feo A

Zfot=Al 20tz 2L/t UM

Ho

2. O|2H ©{iZ&
7t MZ AH[Xe| E4
MZ MtH AHAR= FAHH0IL SR FHES IPEN H=H2=2 g

(=2
o
7131, A0l dsoks 2YEO S

of Ft H= ZHES MAH AN = AE 2 S H= AHE
Ch. OFAE STOIM O|Z2 AR MARE HE HUME9l ZHIXM U= + AL J0| o2t
BHE HMES Y 5 ACHOSLIP20THH A, 2020). E3H MZ M= XRMOIA & S= M7
s dEoh| flof Lyet g% HAEES AToh=Hl, 0I5 7Y EAQ A2 MBTI ZAOIL. 0]
=2 ARIe ZNE SRYLEM ARMS Hdotl EtQIO| Zmtet B|WSHH ASoH|= ot Chfet
get HAES2 et 7IEE Sof Mo d¥E wEsfoll SFEC=M ERll HAS HS
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2240 SHZES & = UAts HUM MZ MOHoilAl A QA0 MEHE2 =2 &9 SHHS
L2 o 42 st 57171 QL= ZEH0| U710(Skinner, 1996) MBTI ZAteb ZH0| MZ0j CHEH
S| (e] E = =

= —

= =5

[ |
A2 AHXO| EX 878 SSAAFCZM M2 dS(approach behavionS S7HAZ £
S RAMY2 OioIEAOIA Oil8E X[zt Z2F QP2 8% £ QUeb(Montoya, Horton,

2004), MZ Mit AHIXH= ARAOJ OJ0IX|E Sk= AHIS oF7| flof 4% HAE ZUE #&oP|=

4]
ul

Lt. EWE 40| AH|X} B{=0| O|Xl= Y

HHEE= 7|Y¥0] ERot= 7HY 7KK UE B At B 5Lt0|D1(KeIIer & Lehmann, 2006), Al
| 7_EI"EI'SH"'OH mat BHE XHEPE 02 ZQMHBao & Sweeney, 2009). 0|5 @&t

T yst OMRH MEIES =24t MEHE HE XL 9 07| OieA 5 HYet 7|8S

| KIAMZEQ] ERME JHEEHE S0 AHINS0A CoPtbes 2s 2L EME JH2E= AH|A}

7t BEHEE 90Iglote] 1Rt EME MZA(brand personality)2 CAIGIEE =2OZM XS0

[UHQ| Moz X2E £ QTHAaker & Fournier, 1995; Aaker, 1997; Kervyn et al., 2012;

Yang, Cutright, Chartrand, & Fitzsimons, 2014). E2i= MZ0|2t QIQlst=l = e HUE

HHEEL E0FE dESS HIEHCZE AHXPIL 7o, EES #EE U9

(Aaker, 1997; Aaker & Fournier, 1995). 0|2t St oJ0|= AHXIt QJQIstE HAME H&= 2

HE JHEHII B0 HSS HECZ AYSHTH(Aaker & Fournier, 1995). &, 24

HIXZb X|Zkotal QIAsh= A0|L.

BEHE A2 AHINS0A e =YD ARt SEEE =0M AHIX M9 AES
Z7IMNZ & QCHAaker, 1997; Fournier, 1998; Swaminathan, Stilley, & Ahluwalia, 2008;
Venable, Rose, Bush, & Gilbert, 2005). OIAHE ES5S Z&SH CHUSH HUE =2 HA R=2
ge Soff B0 et HIHE O|0{ITICHSrull & Wyer, 1989). HHHE {42 Q|QI5tE HH#HEO)
QFAFO|H(Puzakova, Kwak, & Rocereto, 2009), 7|¢2] EHME JHZIEL} [HHOIO| &2e HUCE
9|0I§}01| E28 & 2 QCHFournier & Alvarez, 2012). AH|XAISL HH:ET} QRIS I B

S I L BAZ WS J=A0| O =7(0(Maclnnis & Folkes, 2017), AH|XtO] &
44 7(|7*o S0 et SEX B7i= O|0{E & UCh ESH 40| F3HE ElE= AH[RL
AYECHBiel, 1993). MEtM BHE HAS FHHCE HHHSI= 49 AHXZE

g1t
otz 2= ’87—1% He H ANZol=E =2 4 UL, 2Qle 7isde S7HA 385 iz

0_|. _|_

n

. HHESL X0k 0|0|X| UX|H0| AH|A} E{E0| O|X|l= FE

HUME= AH|XSO|H XtOF HEdi(self-expression)?| 7152 MEE 4 UCHAaker, 1996).

ANER EF HE E= MHAE AHECQEM XS LIEHNDAL SH7(0, AHAQ| XOPHEE &

1 HHY = Qe BHE0 SYME L0 MESS FCHOIRA, 2Hd0f, 2002). M2, Ef
g S0 OAHE oh= HEHEx= EHU0| oifFok= AHIAI=Z St0ig X0ttel SYLAl &
£ U, JeF e0 3FER YWIE 2e 4 Ut Efotn SHESE Zy¥e Fot

SHAZ 4 T T, MFS2 A Z2 A—A 0

S
=

I'II’ mo mo oR

F

>\l

2]

ol
-

F

OII

oM o=
o
_O'E
NN
0

N
=
Ny

<
N
x
=2
lo
Jm
0x
rlo
o
o
o
oM
g
0x
o
in|
Ho



s

Lele A%0| =H(Montoya & Horton, 2004), AH| ZHO|AE XAl Xtop 0|0|X|2t YX|ot=
HEEE F3oiH SHMOZE HIFSITK(Sirgy, 1982).

ATEA 1. MZ 28K Odet BEHE §4 FgEE O d=otil H #ors0[=71?

SA2H 2. X0t 001X HX|g2 EHE g4 Fg/HF0| EHE B0 DXz F&gs =Hodt
=71

AEH 3. 7Y QUSFAUMO| e XZE HME2 BEHE g4 GoHEd AoF 0
OIX| LRG0 HHE B0 D|Xl= FEgs tst=7t?

on
o el
T
=
In
0x
N
4
0x
X
i
=)
«
o1
<
%
<
(we)
=
=
Pl
o
=
=]
Rl
ne
i
ox
oz Kl

21 HAGIACE A a2 MZ HTHo siFots 2 21M~412 o
St &g 10AE HAK Rt BHE RYS 248 slE d30l, &8 20M= A4E o

Mz e dsE ASotlAL ottt

HUEF
CHSHHU20TH G174 (2020). L2UY-ZAHH EHE 2021 = Y 200 M2 HA7EA9 FZLH9

Ol MzZMOf Z&7[. 1 SIRAHSIRA,

M. (2021, April). Mz MfE &Of2f OIAOFAX https://www.asiae.co.kr/article/2021041
515230974707

Aaker, D. A. (1996). Measuring brand equity across products and markets. California
management review, 383).

Aaker, J. L. (1997). Dimensions of brand personality. Journal of marketing research,
34(3), 347-356.

Aaker, J. L. & Fournier, S. (1995). A brand as a character, a partner and a person:
Three perspectives on the question of brand personality. Advances in Consumer
Research, 22, 391-39b.

Fournier, S. (1998). Consumers and their brands: Developing relationship theory in
consumer research. Journal of consumer research, 244), 343-373.

Maclnnis, D. J., & Folkes, V. S. (2017). Humanizing brands: When brands seem to be
like me, part of me, and in a relationship with me. Journal of Consumer
Psychology, 273), 355-374.

Montoya, R. M., & Horton, R. S. (2004). On the importance of cognitive evaluation as a
determinant of interpersonal attraction. Journal of personality and social psychology,
86(5), 696.

Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical review. Journal of
consumer research, %3), 287-300.

Skinner, E. A. (1996). A guide to constructs of control. Journal of personality and
social psychology, 71(3), 549.
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2o o [HO] 1

] Al 020214 78 22(&) 13:00~18:00
& A UE MUEEASH HIRCH |
F F : (Ahst=zE st
F 2 s=EAZRZTIERC
A s AdE (st gal)
Al ZE U &
(X795 ) Ao {30 wE F1 wWAX &3}
72 ZAREE FHow
15'1((;_01.)5'30 o E: 7918, AR (EZsta)
¢ EE: Av A (T stn)
H]H| 233 31 (indirect comparative advertisement) A]%golA]2]
[Al8=w] HE] ) =7 (Multitasking) &} t9te] F-AMd (alternative similarity)©]
15:30-15:50 Fi 719l vA= AF
(207 o IE: 3¢, AT (sAYstn)
e EE:! 7Z1%d (University of Arkansas)
[R]99 ] FEE TV, AES dAs=7):
15'50—216'10 F ) A 2 A 1-4 B9 AFv|gole] diA] € Ba4AA
'(20,)' o X FHATF T stn)
e E2: AL A (University Of Southern California)
(4102 2] A4 vigolet F2E 4LH|R}F PFFo = AHE AA s eAA sk
e &3 wary o8& F4o=
16'1((;'01.;3'30 oWE: WL, H2H(A BN
e EE: o] AT (FHAlthstn)
(112 5] k—pop ololE A F& Zd=7}
16'30—1E6'50 opo]E FHEHE 2 Y FALZY v F&&
' ' o HE: ZoJ(TFFyTta)
(20" 5
e EE: A (HEYS L)
16:50-17:00 [Break Time]
E7
17.5;’;;'00 =EAA oA FAW AFT AR
(607 A F (BN tw)
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Mt Q¥o| WE H@ZTO| G AXH YUY, 2Y BES FHOER

AH|AHSO| Q[ALAEOAM CHRtE HISHE MEE HYAAF = 102 HuBIE & 5+ A
Ch Hm& = AHXZE FA ek Hlmsta 22| oMEddEe o = UEE 5 388 d
g2 F& &1 ¥R g = s (723' [L} et al, 2018) AH|XIS| QIX| &t W WHE 2z}
ZHOM SEH2E AR =7, F10F0| Che Ef=of Cfst F2o] B2FXY £ JUCtn
O{HAZICt (Bambauer-Saches & Heinzle, 2018). AH0|= E738l1 2 A= EX WA HD
207t HAIE O, 20t7F XHEHS R LIEE 4 QUCHD H[QHstot.

220|007t o OAHE =72 He=20 &4 O0o &£ 2H[Re| ds 81 H2|of oot
Ligol HAM7ta Aot a4 0|0 oM 2BA=2 MEEE #8 ofL2t Efelof of
(i~

At 2oy + UAen, oz 2

e
0>
rlo

rot

ZEOE ==5|®AM AZ|H H[W (Social comparison)?

o MUS FYE 4 UCH (Yang, 2015). MYS £ 74X KEOR REO| 5, NY (0]
SiE 019 Z2 WeS U XHHO| UCHs 20| LM MO M (Benign Envy)S MY
Y 3 RS MY CANE SUATIDA S0 HY (S SR Hofehs uhE, ool MY

[N =) o = o
(Malicious Envy)2 M d = dT S AHOILZ|I D HO{SHH AT g AEsE 15t

Xt Lt (Van de Ven, Zeelenberg & Pieters, 2009)
Mol e

70| w2t 7jelez stog =& ASO o AX|E 2 (Perceived Risk)
T
—

o ofom Mue Mol Mol Hls LTol Cfet FaST MrjZol &

2 ChEA 2dAl7| e Mo

LIEILIH (Lange, Crusius & Hagemeyer, 2016) 8% (& Jts40| Cfsf o SoisiH, /™S

o =4 X|ZstE HO| (Kwon, Han & Nam, 2017), 42 HIMS O O|F mstz{1 sh= M

0| =A| LIEHHC} (Kang, Zhang & Huang, 2019). Ol AH|XIZE S[AAE S WE Moz 22

QIAI0| LIEHE == UCh= 0|0, AH|XIS| o[AMAEIPE= siY MEQ FOHE Qs e
o)

+ Qe ™ol "It EMsCte HOo|M (Bambauer-Sachse & Heinzle, 2018) Cta2o| 7HME X

-|-

72 1.l KEO| FOi2=0 DX deS 2IX[E -0l of7Hg AOoILt.

ZEXHE2 F 7K Rz ZRELE ol AUXE ™ o) XS5 (Ma, Yang &
A

o
Mourali, 2014) SF4ZXH (Locomotion Focus)2 ‘SF|et &M, 20| Ofst SEE 7tHXH 3HE
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(Regulatory fit theory)
4 AS

o

.
O:

=
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2 ==t 0|
4ot Jfele

o, =

[

-
HEF Al

(Meta-cognitive experience)O| 2

[=]

.

et JHole] 2® T 4TH0| CHE X LiEf

100

Ka
o

Ct (Malaviya & Sternthal, 2009). =& =X 9|

ol
o

i

ol
XF
M

Kr
100

3

e
(=)
o

10| X7

o
[l

2 A

=]
A

1
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x
o

.I

~
~

R
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S

S
O

N

2t
2}
FOIXIE 2

o
—

7t SHO| ChEA LIEFHC

SO0i| CH

o

4

L IE

Bl (Friedman & Foster, 2001)
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Ct. Amazon Mechanical Turk (mTurk)E Sl =& EASH, & 147702 SE

HAISHACH (58.5% Woman, M,g.=40.63, SD=13.45).
7t2 19l 43S i AX|E ™ol o7 Zatof| Cfs HES 2SH SPSS PROCESS Macro
Model 4H& AFE310] 50003|0 REAEMECZ 2M2 MAISIYUCH HAY 1 Ef=of Cfst
M ZAnt MY o LADX] RULCH (LLCI -.5054 ULCI .2255). 3t Of7) = atof CHsh
HdHE ZAu dY2 QIXE g |eolst IS DIXX|] EURSH (B= 1713 [LLCI -.2544
ULCI .5970)) QIX|El @0l &1 Ezof O/Xles FEE [ROSHK| A2 HSE LIEMHLC
(B= .0201 [LLCI -.1205 ULCI .1607]). M2tA |olot ZHE =7t LA E[X] @for Mol & EY=of
OjXl= g0 ofst QIX|E el HA FEe= RSHK| %2 A2 HQIEQUCE (LLCI -.0250
ULCI .0480). w04 2|&=0f CHet 24 Zif, dY2 Fof =0 ofs] {oleh X zats O|XX|

YL oz et me oIxlE 9iHol Rof olzof ojXE ¥ye 9
=]

0

1

lo
Ot
Ral
pie)
rlo

=l Ao g Lt
EFRECH (B= 1636 [LLCI -.0401 ULCI .3674]). M2t Rol3t 7t & D7t LAHE|X| Q4of, 7Hd 12
7|ZHE| AL} (LLCI -.0443 ULCI .1369).

Ctgoz 7t 20 Cfst AZS Al BAN ttestE MAISIUCL M ZD), Mojd Myt
(M= 3.7, SD= .80) 22| MAO|(M= 3.62, SD=.72) ZHEEO| Cf
fCh (t= 714, p= 477). £, Y| RO et =2 ZEJF ChEA LELE 230 20t g
3

et So|st K07 AL K| &F

—
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tod 50002/ REAEE 7|ME ALESI0l 242 ZASHALEL BN 2
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.
I, Solst MY Zu7h UHE|X| UUOD (LLCI -.5114 ULCI .2171), AL =H nCit Q9|

Z47 S b

=L

Sh Ag¥e O|X[X| LUADB=-0899 [LLCI -.3391 ULCI .1592]), =H ZE £+ &0 Ef=0f {olst
dzke O[X|X| @opR= -.1182 [LLCI -.3578 ULCI .1213]) |®2lst 7tH

N o
ot
]
N
et
i
m
il
52
3Q
n
12
—
0

-0316 ULCI .0905). O|& SdlilAl Mol |0 et =8 RET
TEfEOf CHRE AR R EXWSHA| @b ACE QIm|UCh Ol 7O 2|=0 CHsiME S st
Al LERRICE felot Xzt EALX] FUSH (LLCI -.8706 ULCI .1967), H1Y0| =& REO
OjX|= G2 QOISHX] L/AD (B= -.0899 [LLCI -.3391 ULCI .1592]) =& 2EJt Fof o|=0f O]
X I £ QOISHX| %Ot (B= -.0839 [LLCI -.4349 ULCI .2670]), M0| FO§ o|=0f O/X|&
dgske =™ RCJb O§WSIR] Y= Ao R LIEFRCE (LLCI -.0649 ULCI .1307). [EtA 7td 2&=
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744 30] CHEE HAB S 2IsH 2-way ANOVA 242 MA[SIQUCH 24 Z1t
gol 1 Ei=of st folgt 428 sty YALUCH (F 3
M2 et a7 MAIEAES O (M= 589, SD=.83), Hu&n7} |

SD= 120) &1 Ei=7t S 8H2= LtEf gHH, ofo|X M2 it F0ot MA|ZS HECH

uT  mjo

-
>
@
I
N
~
o
ge
1
o
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1o
)l

(M= 534, SD= 1.12) HR &7} HA|Z¢e I (M= 571, SD= 1.15) &1 E 7} 3HEoZ L}
EFRLCE OO CHSEO Gt = Tt 2AM2 MAIsH Z3f, <HE 1>3f 20| Y8k 07t HAIEYS

m, Mo MUZ Zdst 7210| (M= 5.89, SE= .19) 2o|A Mot

mjo
N
o
o
N

st JHelEE (M= 5.34,
SE= 18) &4 EH&=7t Of & LIEfLlE A2 =2 =QIL|UCE (F (1, 145) = 441, p= .037). T2
€ 2ite 7O o=0f CHSiME LIERSEL (F (3, 143) = 4.02,
7t MAIEIRXE W (M= 4.96, SD= 1.44), H{IZ7t A LA
MECH (M= 466, SD= 1.67) 0§ =7} SHX o2 LIEICE E3h oto|d Mye dt Y7t
HMAIZIS MECH (M= 4.06, SD= 1.45) H{mZ 17} FA|ZAS T (M= 4.83, sD=1.75), 70 2

=7 &2 AS=2 UERRCE oo ofgt B F =i &4 23 <& 2>9 20| ooy MY

("

p=.047). Mo|H dY2 Lt &

= 4} W LU FNECH (M=4.06, SE= 26) H DA DT HA|Z|AS I (M= 4.83, SE= .24)
O Q=7 O mA LBtk Ao 2 ZQIE|QUACH (F (1, 145) = 4.79, p= .03).

7t 30f st HB S QI8 SPSS PROCESS Macro model 1482 AE30 500032 £E
EgfEo R EMZ HAISIQIC BN ZIEfZof MYl RHEO| O|X|& A2 AX|E /=0l of
HSt=X[of chsi 24 Zat

2, 7hd 1 OREVEX| 2 Aol |Yol eIXE Y Rttt dgs
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7

-
X Iz ROISHX| UAH LIEFSCE (B= -.0748 [LLCI -3763 ULCI .2266]). [tatAl ZHE = k7t M

Ofx MY (LLCI -.0238 ULCI .0781)1 2ol X QY (LLCI .763 ULCI .0299) B5F [oISHA LIEILEX|
ESACH FOf oS B5 B2 FUMUS M= DREIVIXZ QIX|E feo] 11 Ef:=0f OjX|

A%
£ 0| |OlSHX| LA LIEFRICH (B= 14547 [LLCI -.1103 ULCI .4018]). HIZ QIX|El fIgat &
FYo d=z=ig =it Fof oEo 0OX= FT: [Foell (B= .0026, [LLCI .0038
ULCI .2266], p= .0014) Mo|X Mnt (LLCI -0427 ULCI .1582) <o|X M2 (LLCI -.0720
ULCI .1379) 25 QIX|El /&0l 7of o|=& Of7ist= Hlof Folst 7MY mupzh ALK @ot
7t 32 71ZEIALC
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HIH| & (indirect comparative advertisement) A= M9
HEIEHAZ (Multitasking) 2t LHOH| QA (alternative similarity)Ol

27 Jlel0f DiXl= g3

oo
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THI FH
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H|H| 11 2 1 (noncomparative advertisement) A| 0| A
o| HE|Ej A (Multitasking)dt CHOHS| RAHY
(alternative similarity)0| &1 7|20 O|X|= &

e Lt
Ubtchstel 2 st}
Ygls

A= A=olX] @2 RO =E25AS O, g4 77 A=57] =

PO AFOA ES) Aol BE FM2 HEIEf AP A H3)0f s E

HIH W& eE0| &H[X[o BMEFE XS5t A9

(e, 2HIXtO| HEEfAZ D} LHAHFL| FALY )=

AH|RRel Z0f oot 7|0 oftet Jeks O|X|=7t2
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A2

Hl 0ol = (Wilkie & Farris 1975)
1O 2 HA|IZ|HLE LotE 5= UA ®AIE 27 O] 49| Y HEL(AH|A) H

S8 M (MH[2)9] £&0f Dol Hu

|0

H|H| @1 (Petty & Cacioppo 1981; 1986)
SHHSE 7|0 Me|xl= vl oot ChEA FH Ao 7|8H5H0] M2l E

HlZ0ot HH| 00 Hlof o B2 ZE A

OH

>SS B AR Q14 Hg

—

IAR] 2l &0f CHet HR LA O =0t BEME B, F0jo|: S HHE &1
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ZE[EH X

JIE AT

HMet™ 21X 53 O|2(Kahneman 1973) Of 7|8t HE[E|AZ2 3¢ 8 Ao 2EHQ S

ol

ZZ2HLY) A7

o flet e Y2 AHIXIES MEXQl Fo|Hg 7titst= A

o A2|E RIS E0|= HEE A SE 0 M= 232 210 2o A TRl SFHl I
2UX|’d (congruence)

o SIE AMESHH TS YEE AMEE A2 YX|H0| =8

o X AS 2K A 240 YX|HO| =2 42 FoIY 2, 2l A Melo S-HL Fet
+ Spiderwebber: 1At &0 O &05H7| 8l 2Kt &S AHE (Microsoft Advertising 2014)

ZE[Ef2Z

e HM

* MOA framework (Motivation, Opportunity, and Ability)
2H|XPZF HEE Mestnxt 5= &7, 713, S8 HAIX| 2£=3kencoding), /& (retrieval),
A S (persuasion)0f| S251A 2-&

* Motivation = goal-directed arousal
g0 BE YEE ME|SIAX} St AH|AHe| 84/FH|d
> B e AM - 0 AN A 7| X2

A
> E7| X3 = B0 7|0 ¥¥S F 4+ US

744 1: AR} H[H 2B D0 = EEYS ), '“EIEH U2 S8 YRS FMsicte
a1 e 2
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Strength Theory

5
2

Generate-recognize Theory

Hot7] fl8ll 22l AEEl= HEO|X}

7H'd ot'e (Stapel 1998)

AttE| =

gL

CHerel & AHS

11

-> CHOH X Z 2| S8 £8 =0 23 28 (Tversky 1977)

A’d(knowledge uncertainty) 2Lt ME Q| <t d(choice uncertainty)O| A= I,

FO| Z3HEl (Urbany, Peter & William 1989)

=
(=

=2 AMolM 7|CHSt

3

AL
+=8&

=2
=
4, 0|2 Ql8) HE HA YT HOHH

A

[aN]

otCh

.
o

Cost-benefit Z &0 27

D AHXP7L HHZZ 0] =BT 29, BE|EHAZD ChRre] A HE Ato|o] ArSE

w7 2
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28 24

YUY ~2021H 78 10
CH& - M2 AL CHot obd Sl oistRld & 3609
A MB XA ALIZ|R 7|8 Ao T
HE[EiAZ ol XY =, Ao TR (3%2) 24
Alternative Similarity
High Low Control
More Congruent n =30 n =30 n =30 LS
Recognition
Multitasking Less Congruent n=30 n=30 n=30
No Activity n =30 n =30 n=30
Alsd
[— = 1
- HEHDID DA =5 =58 408 B0 =2 44
- HEEfAZO XY B =3 vs. XS vs. Y=
« =20 ohet 3ld ®H el 57
Ag1 9
More Congruent n =30
Recall &
Multitasking Less Congruent n =30 i
Recognition
No Activity n =30
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EfA2Zo| YX|H HE 52 vs. E2 vs. 8IS

HEENAZ LRS- Hietel fFAMS &= (3*3)
FAFCHFARSHA] E2) EieE M| ZHX|eF 1 0| RE 7| Yot S

Y

(info search)

Alternative Similarity
High Low Control
More Congruent n =30 n =30 n=30 Recall &
Recognition

Multitasking Less Congruent n=30 n=30 n=30

No Activity n =30 n =30 n=30
e
O

Hpey
Alternative
Similarity
Multitasking Recall &

Recognition
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a4 0/Cjo] Zitof| a2t SSE AHX JHX7F PR D, MA AP0l SEE
NAzZHs EX 2| ACHCraig & Douglas, 2000). SA[0f A4 O|C|0{7} 23|28 B3t 5=
=YY A, EMAtel @lolgts FHO| K 7|XIRACHForsgren & Bystrom, 201
Ol % R2l= 44 0O|C|0of o et MADet SMARI SESH= ZaE AICio] &2
RUCt Olofl CHal Ralston, Holt, Terpstra, & Kai-Cheng(1997)2 23} 7IX|7t Atz| 23, F
A, 712 & 471X 2019 #4=%8 Anz ddEi, 23 I HFHo| IEY
ACHE 23 WAt O|2(crossvergence theory)2 MAISIQICH 23 Wit 0|22
=7t LHOIA &Ool3t 23t JHX[7F SESHL, HPHEl FA0| SA0] YolLts A
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7|45t AR oty =M, 28 OCo7F MARE £= ZEAMAL o Fgs DjF=X
YotEn, &2 44 OjCjojof 7|dtet S 2Y Z0 U O E H2F Al MARet SX|%t
S of TEo| 20t M QIX| Hebds Mot axr Stoh MR, &4 OjC|6e] SY2=
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st A2 AT QUYL= F ACHNayeem, 2012). O[O Cieciuch &
Schwartz(2012)£ ZHQIFCIE A7|gdez, HEFOIE XI|XHE M E2SHFCHCieciuch
& Schwartz, 2012). J2[1 A7|gee Ot AHX ds & 228 AH| Xgdat
A7| X2 AHXA 27 HAdar st JABAE LEHHDE S 2Y AH] X|>@d2
AH|X7F EHEL WS0M EF =710 Su2 FX %e2f= d&0|d(Cannon & Yaprak,
2002), AH[XF =71 "HHEL I7FQ7t datkl= A= ZH 228 2l
Ao BtofstAL 4t 24t 7|t HES F&5t= & CHYet FEfE LEFHCHHan
& Won, 2016).

NE
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oot
0x
A Bl
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>
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=
0x

o
rhu
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2 1ot ro

o

i

E
S

-

3) H=LA o[f|g27| 29 : &4 OCjo| +8&2 Y4l 7|5 =8

Ralston(2008)2 &2 7IX|E dMstn HlE Yo7l £ CHE RJRICE H|ELA
og2&7l 22 HASIRD, H=ELA o227 22 ZFHEH
ez MEECH KT witto08)= BHE, EXH Qo2 Tt IItet E23E
T8t 58 O0|g0|7| IZ0 =3t FHE EXde E2= il
SHX|EH 7|&X QQle SEAe=Z J2|n O 2 23t 7t ddat #eto| deg 0/E =
AUCL metM Hi=LA o227 22 F 7|88 808 e ez H¥Eds AL
gelHolzta g = UL

X

E3|, 7|a0 Fel F¥ao Y e A4 OOl IFe =Y 4 H8e
ZZIAIZACHYen & Dey, 2019). 12|10 7|&% Qolg Zotgto| 9lof Ztarg 4 gle 20|
Cixlg meto|m, %2 FSYD Y AHKX HE 5 siL7t A Jla +8=Ch A
Jl& $8EE AV|gg HOb #@2| woisoln, MNEg O ®2 121 o XF
Tofsted= ZE0|CHMidgley & Dowling, 1978).
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4) 22t Hl A7 . oAt S0l HO[H| FHL MZAM|TH Bl

2 gd7E 22 8¢ 2o g=it $xS YR Hln 7S TEsia, M2
2A2 B TAR MYSACE M2D 27 g EEA‘I BAH g0l &Sttt deln
Mt 522 SS0Hote A Sd=Al 92 H2 HMEHOZ-H2-=3) 2felez
38 08 AAES €2 5 UCKKim, 2007)

st Mtie  d7tids  HolR2  gol MEstste  AEM A7l obEds

Z2-=CHSteenkamp et al, 1999). £3|, 23} 7tX|Qt AH|At WSO U{A CHE MCHECH
HOlH] HOet MzAMICHe| Xto|7t E‘l AA LIEFGCHCarpenter, Moore, Alexander, &
Doherty, 2013). [t2tA CtE AMCH7ZE Hl W 2O B|O[H| 20t MZMHE HuES2MN LCt
MESH AL dnE =g 4 Qot

5

H1. BRI BF MzAIClel 22 Av KB Kols R F2 Hoju Lojo] 22
A8 A KO B g HOICL F, MOl Lol MAHE 243 B2 2
X%y

i MZHIEH of &H|X} =7F Mg Aol= e=at S= H|o[H] Rl AH|X}
=7t @HI’S Kol o &g AO|Lh. F, HO[H RHOAN MZMU=Z Z+5 2H|XF 7t

M8 =8E AoIL,.
H3. ot=at &= MzZMtel &2 0jfy &k X0|= =it &= H|0[H] F2

olo

= XNO|IEC} H F& ZO[th =, HO[H FHOM MZMUZ Z3F

a8 a
n -
+

M OH % © 9 o ox
4
ol

£t 438 Aolot

Ha. BRI BT MZAICHS B JlE 8 Aok 3T F3 Hloly| £ojo HY J|s
8% ROlEL O A2 HOITL F, HlolH EojoM MZMHE Z4E A Jls
+8EE +38 Aot

A8| 2315 20l

x

#o[H|
S0 MZMIH

H| =LA o 2s7] 29!
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44 ojcjo] g

HS. a) &8 OCjo] 8 AZ[FLH F+)2 SLE Ojd Aoln, b) Arigd2
ZE2E 2 X0 d(+)2 S 0jE Aol
He. a) &4 OE0 #8E& A7|ZE0| F+)el &2 O/E AO0|L, b) A7|=E2
2HIZL =70 Mo E(+)2 S 0jE Aol
RQ1. &4 OIC|Y &7t Ap7|dd0| OjX= gt &4 OC0f 8=t A7[=H

OiXl= d&2 XO[E =HO|E=7

H7. 24 O|Ljo] +8k& =228 2H| Xgo| Z(+)2f I & Aotk

H8. &4 DIL|0] +8&k& AHIAL =7h FHQol Z(+)2 F&e D& Holth

RQ2. 42 DOEo] +8&7F 22E 4H X[&do DXl gt 48 0jC|o +=8=7t
2H|AE =7 GG UIXI" g2 XOIE EOolE=71

RQ3. &2 D0 =8k, A&, A7|ZE, AHA 27t HE, 222 48 Xgd 2
=Y A= °*=_1*ﬂf 35% ZHoll XtO|E EO|=7f?

RQ4. 2H|IAL =7t GHd2 222 28| Ko o e 0iX=71?

— o

R

H7

4. A7YHY
1) 7Y
2 GFE HOH fHE 0=, MZMMHE 2002 S8 dR2XAME HASHAL

E3d|, 60CHE  1951~1955EM T} 1956~1960HM 22, 20CHE  1991~19951 4 1
1996~2000 422 HSotAH 2/ 2f L Lot SEA7t HAXEE QAL
HE20 dYE 99A Z FEoAN Z-da odol sYst HE 2 AXStEE  hQACH
MEZALE 2020 8 272EEH 9¥ 14YUNHX| st=m2 SHFEMAIE B, T2
ePanelg &3l RIS E THME|QCE 2|0 Zf FE2 MAAF0| met HE S2|stHK|
SECH=1, 'R S2stC=7'9| E|HE 78 Hz=2 ZHI|QULC}

dZZAR 2D 242 sPsset AMOSE ¥ 4 2l
=g d3s7l Qs =UH elzEMg HABIAL, MI=E HISHI| Qs
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FRCE J2[d =7kt M|CHoj
JHiX] 2AHE A (2-way ANOVA)

.
o

[e]

=

Cronbach's a A

ojn

BIHE =S| I3 O

AlSHRALE

Al
=

ojn

M
]

.
O:
o

| XtO|E

(e}
152)2} Hi|O|H]|

= MZMICH(n

=
S

148),

o2 LIEFGC

HETHolM 600 Q|
MZACHe| 22 =1t 57 25 = 50.0%, 01d 50.0%, HIO[H]|

2 =t 52 2E 2N 500% OA 50.0%Z LIELSCE et st=2ah 529

474

>

=

b= MZAMICH(n=152)2t H|OJH] E(n

=

=

4

3

M(n=148) :
MZAMICHS| Z2 st=at 5= 25 246A, HIOH 202 AL =1t 55 ZF 64.2M 2

oe
2) Helo| EtEd=et MEE 24

=
e

o

o
P}

ke

H7E Sl

AL
+8

[}
[

RMSEA=.092 L}E}GTD,

o
=B

o
[

F

TLI=.90,

10 0OJ2

[

RMSEAE
50 Olg= 7|Z22 K¢ 749
CFI=.93,

90 Ol

—

—

CFI?F TLI

Ah
T =

N

FRACE matd 2E Belo] 7144 a2 Efg=0 X7 gle Aol

stolg|QIct a2l ME|=E AEBSHY| I8l Cronbach's o Al

10

i
=
KH
ol

"l

81
0|

HATT

M7t e

o
—

T8 a¢elol o

=

—

ME =0

o
[0l

| 4
-97 -

19

o
P

t

=

Ct. 2MZ3} Cronbach’s o AlF0AM 2

ety &

Ol¢2= LIEHGCE

eHolz| ALt



3) 23 Xt o|E MAUZS
(1) Atz 234 291

HiolH] FOOAM MzMU=Z Z+E =22 28 ALFde2 838 Aol2e 7tE 12
NX AL <TE 3>, HO[H RHOAM MZMUZ Z+5 2HA =7t dHd2 +8E
Aolgte 7td 2& F& XXZACH<TE 4>

22Y 2H| X|EY AHE3EE 2|
——z 33 ——t2 3=
6.0 6.0
55 55
524 531 53 537
5.03 50 312 50
/ 45 45
27
40 To3 40
35 35
H|ojH| £ MZAMICH | oJH| S0 MZAMITH
ChakM AoH| E=Z 2H|
——z =2 ——2 53
6.0 6.0
539 539 55 55
18
503
5 45 5 45
40 40
35 35
#ojs| £0f MZAICH ol 2o MZAM|cH
a " o o
1% 3. 22Y 48 XPHD PY aclol 48wt ZI}
2H[AF Z7F HA A A= S HAM
——3t 2 e =
6.0 6.0
552 55 552 558 55
526
50 \ 50
485
.__%_r_..-—-/ 468
g 45 45
40 40
35 35
H 0[] £ MZAICH Hofe| £ MZ A ch
A= e WS Ef=oll st 28
——l T —— ==
6.0 6.0
578
55 55
512
508 50 507 292 50
77 45 45
40 403 40
35 35
ol £ MZAICH H ol 8| £ MZA|ch

O 4 AHXF 37 HHND 7Y Q00| ¥eEE 2t Z



(2 HI=H 2 oH| 227 29

Hols| UM MzMO=z Z+5F 44 009 8= =E Ao2t= 7t
22 XX EYn<aT 5> HOH 2HOAM MZMUZE Z+ZE Hl 7| 8L+
A0|2t= 7HE 4= X[X|EQUACH<OE 6>.

24 o|fjo] =B EX=PE
——t 5= —e—g=m &=
oot 6.0 583 60
553 37 55 33 55
50 5.0
283
354 45 45
40 40
35 35
HlofH] £ MZA| Hoju| o MZA|TH
HESZ &aty
——2 52
6.0
564 >8
538 53
5.0
45
4.25
40
35
Hjolu| £o MZA|CH
3 5 4% ojcjof 89 74 olo] 48 wit 2
Al Jlg 8 714
——t2 =2 ——t= =2
6.0 6.0
55 55
5.28
315 5 5.0 5.06 Z-gg 50
45 45
40 40
382 371
35 35
Holsl £ MZA|CH ] 0jH| £ MZA ch
A xE A=
——t2 33 ——32 52
60 6.0
531 .
519
5.1
>0 485 >0
45 45
41 40 40
366
35 35
Hoju| £ MZAICH HojH| 2o MZAMch

18 6 HA Jlg 2829 7Y a9lo] 4s3g w1 A}



4) 24 ojcjof e,ron Che e
(1) 24 0|cjof 859 23 7HK|
A OIof £BEE APIBAOl Bl FHe U HolI, AlHE 28|
|

e

Aggol g(+)e g o gt 7Hd 5-aQb 7t s5- b" K| K| =l ALt E‘I%m 4
oL +8k& AZ[Z=HEO F+)el dge 0E Aold, Ar|x=E2 2H[A =7t
M g0l d(+)el g2 01E Aol 7tE 6-a2t 7H 6-b YAl IIXIEI‘}iEfdi 1, 13
7> oHX|Z a4 O/ 8=t A7|Fgo| OXs Fga 22 050 8kt
7|20 OjX|& &0l Xo|E EOo|=X[of tiet AFEM 12 SAHH AH0|7h SiCh=

—

e B 4 UNUCH

E 1 TEYEA 0¥ 2HHI
T= 3= B SE B C.R. p
H5—a AN olC|| 8% — X7 &4 71 .06 .79 13.24™" .000
B5-a Ao|ekat - 2> AH| X[ &M b6 .14 .36 3.96™ .000
H6—a a4 I:'|':|0‘| T3 - AU|=¢ 62 .06 .59 10.14™" .000
H6-b A2 — AU Z7F HAN 49 .06 .41 7.73™ .000

x—5.95(d/=75, p<.001), CFI=.93, TLI=.90, RMSEA=.09
*kk p<001

24 0jcjof P

53w xw

J 7. FRYFEA 2 2HZ ** p<01, *** p<.001

@ £4 Ojcjo] 859} AH|X}t ¥E

A% OTo| +85E 22 AH NP Yool ¥BS 01F ozt Y 7t
A% OlClof £8EE AH 37 MM Ho2 ¥PES OF Aozt T 82
KX EIUCH<E 2, DY 7>, SR 28[RF 7} ”HI“OM 22 28 NYYoE Tt
32, 5 AREN 45 RO0[GH| Y2 HOR ABEQUCHE 2>
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= S B SE B C.R. p
H7 &4 ojojo] 8k - 2 2YE 2H| Xgy .75 .12 .53 6.04™ .000
H8 =4 o|ofo] 8L - 28R =7 HAM .40 .06 .32 6.55"" .000
RQ4 SH[X I HAY - S2E 2| gy .00 .05 .00 o0.07 .940

x*=5.95(dE75, p<.001), CFI=.93, TLI=.90, RMSEA=.09

*** p<.001

ATEM 20f mat 8 0L =8k 7t BMER=32)LC ==Y 2H|
Ngdp=530 o 2 L2 OXle Aez T = UANACH<E 3>, oo m=FH 44
OiCiof= EMA=ED MAR dtidez 2 e 0 Aoz Eoltt

n T
>
4

# 3 24 00y 87t 22Y 2H| X|&dat 2HA 271 M Qo) OjX|= S HW

T= Z=2 B SE B C.R. p
X4 oltjo] 285 - S29 o] A& 75 12 53 "
RQ2 48 olClo] £85 — 2H[xF 27} MM 40 .06 .32 2657 008
** p<.01
(3) =1t F=9| 7HQUFo|t FETHF2|
AFEM 30 2t st=ECkE ST0A A4 O 2271 Xp7|2do OX=
Akt XS0 0|X|= E20| MjHoz F AoZ TEHet o= QUCH<HE 4>,

H 4 o1t 79 #ol 7 I 24 Hln
sH= 5=
g= B o B o
24 0lfo] 8% — R7[Ea 64" .000 .94 .000
A7\ skat - 22 4| X[ SN 37 .000 .51 178
44 ojglo] S8 - AP|xd 31 .000 .80 .000
7| =8 — AH[AF 270 HA M 46 .000 .34 .000
&4 oo —’F—RE — 229 Ad| X[EA .60 .000 .24 513
A4 o|C|o] S2E — 2H[XF 27 HAA 18" .003 .30 .003
AH[AF Z7F MM - 22 4] XS 11 114 .07 .254

** p<.01, *** p<.001

o
(1) 2% uxt+3 0|22 +=H 754

AFZn 23t axtE OB oish =Bz ¥ 7tsd0l M7IZUAC. 23t
WASEHOM 23 £EoER UopitE A2 2=E &1 8 OAHE TEOM CIXE
AZ2gE HY22 o =28 O 85 Zohior stite gaFdgo 247 2 & ULL 5,
£d ==t =7tel AESRAMIE S 2ot =7t g2 O/Xl& Ao ofd
Z2E MM SLEHE SEH2Z dME 5+ AUCHE AOICKSon & Kim, 2017). #2F
ofL|gl =&t &2 % HFE1 Us HEHH X (metaverse)O A2 A2 £d0= =
oItk &, §8 E=tdnt =77 ot HiEfHA E3iEel §F &9 E& MO £
mMe &1 8 oA HEe et =2 282 d4 3 OHE 28 A & AUs
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Jtsdol M7IECh MEXez CHE MOUEZECH MZMOE ez
OAE H5f +=8Al dX=to| ofet deet e =22 BE HEO et 7tsd 9
ZO0ffOF SIChE A A[ALSILY.

(2 =2 o|cjoje] 3

A4 Oto] +8%7 AN, 5 AUAFOIE IS 0D, AUIXY,
AoFololz SAl F+el ¥e OHcks A el He gonjg Aol
JB|D APAL A4 O|C0f 8T AHK 37 HAMEC 22Y A4 XN o
2 e OXls A2 HAUSINCE oof WEE 44 ojcjojs AASHEC M stof
Atjdeoz 2 gue 0/ ez moltt

(3) er=xat 32| JHUFeet HTHFE

AT7Za 5= HOH 20z =2 JHQIFo| dek(M=5.65 SD=0.852 2 FTt OfL|2}
3 HEIt st MZMICH(M=5.48, SD=0.86)2 $t= H|O|H| FH(M=522, SD=0.80)ELCt =
LIEFSICH OS Z022 A2 33 MzAMOel =2 HTFO|(M=566, SD=0.92)0|LC},
X0 = MzZAMtHel TEHFOl FE& ohxm H|OH] ROl FLHFEO| HIE(M=527,
S$D=0.86)2Ct =2 LIEFGLCE

@) HeiFelet ETFo|7F ofl HI32| 23t THA|
AFZL St=ar =, HO[H] £ MZAMEH S 47 HEIM 7Y
Lt I.

oIzole} FETO|T}
X8k g0l oftl jol

25 =A LERCL F, HeIFolet HEFEolE= Y=L £

SEE dgo|, Jielel ZiX| more Ao m2t Z2tE £ UCHHan & Shin, 1999)
A= JfeIFeolet HEFo = 3 JHAE FHRLE o Hlu M H2FFHo SHAE
Ca{lct o[of CH3H Seo(2004)= Al MAZF AZED Jielat SSHZE THHH,
SEMN oMo =Mt 2edol #¥e Joez sog MER2 HHN ZAHE
THET|IE otn, =9F FAHE(hybrid identity)S MEHSIA $HCD FESIUCE 07|M
Zote =29 GHdolgt HM3el &3 JHK[E  KSh=d, 20| CHer Ciete =z
A F=9|(relationism)E Mot &= ULE.

6) sHAIE o M

= g7l Z==AE 2242, 5 zetgs S Ao wEh SEA RO
AOLEZED 242 OCjof AR UM =38HQ YTS LEE 50 git= "ol
AR XHE £ ACh Est & I7H0) ofet Hln ¢z A7 ZaE 2orsists Hols
FE2[7b UACL ot AFED HEo| IS QM= FIHHE =it Hn At
ZR5ICh OIX|g%tez = AFE Z2 uXted 0|22 o =l H=L X olfez7|, &
A, BH, 718 & 7Ied Q0T xEgo=M FX|, FHAH o oigt 23
oA E Eelth
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2o By THZS YA YT 4 Y hEHY BAELS YESOICL O 2AM Y4 BE 0K
CheAl OI21717) SICH 2AUM Y2 M, BR, AHIGE BHS UBO| 2P| HTL OIS S W
BSHS VSD A4US P E, JIET B AFHO $S2 IR TV et 2o Holste
ADIEE 262 BFOIME 44 O|CIOIS S5 ERIS) BISS HOISHE 'AIBIY Al (44 RY-Sodial
Viewing)ol| T3t 877} 7477| G20|C (2018.08.05. HUZA U2 7|2 &, SEEI HBFHIL U

=
R ¢
0z

FH Y AL 2|H AlZe| 23t O|F & SHHOICH Tath, 2[lMd F4to| Z3td s
g5t oj7H2 201 /2D 1 230 tfjsf SdZolct

z|2 w0|Tjof & Ao CHR0R 282 EHoz2Es 20|d, RAY, 2Y, 282 dE2d, &4y,
UL, datd, ZH=2 HY 7|s, AR E 4Yd 50| ULt 0] & E35] o2 AN 3842z gL
e E42 22 (enjoyment), §d (usefulness), 2= (engagement) ,d 24 (informativeness),
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The Impacts and Opportunities
for Smart City Tecoration

A Case Study of COEX DOOH in Seoul, South Korea

Seungmi Kang (Ewha Women’s University)
Tu Anh Truong (Ewha Women’s University)

The effect of Tecoration screen

on tourism promotion
- Based on the case of digital media at COEX

St d 1 Explore users’ Youtube comments towards the
u y digital screen through big data analysis

Conduct a survey about participants’ experience,
attitude, intention to visit towards the “Wave”
project at COEX square




on COEX digital billboard in Gangnam, Seoul

» World’s biggest anamorphic illusion display, using 1,600 square meters of 8K resolution screens
» Large screen signage of Coex K-pop Square

Research Model

Attitude toward
the City
(ATC)

Perceived Surprise Media Engagement
(PS) (ME)

Intention to Visit
the City
(IVC)

-128 -



Research Process

Youtube CONCOR
Textual Analysis
Analysis
(956 Word
commets) Frequency

Centrality NetDraw
Analysis Linking path

Major Major
Keyword variable

2

Research
Model

Online SEM
Survey
(316
response) Hypothesis
test

Data Collection

Nov 28 —Dec 10, 2020

Collected data related to COEX digital screen and the Wave performance

such as ‘COEX display’, ‘smart display in Gangnam’, ‘Gangnam COEX’,
‘WAVE COEX’, ‘the WAVE’, ‘Public media art in Seoul’.

Method

= Frequency analysis was conducted for occurrences over 50 times.
= Ucinet was used to test the link centrality.

= CONCOR analysis was used to extract clusters that included similar words.




Studyl — Keyword Frequency

= 956 comments
= 54 items related to research topics were selected based on their volume of frequency

1 word SM

4 words wow, amazing, real, cool
2 words water, just

3 words video, see, looks

5 words awesome, beautiful, Korea, money, wave.
8 words screen, SMtown, art, love, nice, good, technology, new.

angle, LED, impressive, effect, display, building, fake,
16 words glass, entertainment, world, imagine, country, future,
hope, Seoul, artists.

Korean, COEX, wish, stunning, comeback, promote,
15 words different, relaxing, Gangnam, brilliant, museum, EXO,
fascinating, digital, incredible.

Study1 — Degree of centrality

S0 78.385
cool 73.609
like 56.540 like
amazing 53.919 This
just 53.230 real
video 52.288 cool
there 47.011 water
This 43.751 video
see real 41.047 just
SM SM 37.613 see
how more 35.000 how
cool make 32.552 all
here looks 32.459 Wow
people I looks see 30.545 looks
wave I wave here 29.972 there
all y water wave 26.636 amazing
make I one one 24.905 money
some y more water 23.742 wave
think y screen how 23.036 one
screen I amazing Wow 22.613 Amazing
here I Korea screen 22.065 screen
more y all Korea 21.860 we
art Yy when your 21.262 look
money y thing could 21.001 what

display I Wow all 20.323 Korea
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Study1 - Network analysis

Procedure and measurement

e

Online survey from Amazon Mechanical Turk (MTurk) in March 2021
316 valid responses

213 men, 101 women
Over half of participants were Asian (54.4%)
Less than half of participants have been to Seoul (45.6%)

Four variable factors
(perceive surprise, media engagement, attitude toward the city, intention to visit the city)
Each item was assessed on a 5-pont Likert scale




Study2 - Results

Attitude toward
the City
(ATC)

Media Engagement 0,633

model
2121.330/55
(p<.001)
Intention to Visit _ 0.084
[GFL |

the City GFI 0.936

Fit S
RN
ey 0.941
NFI

0.173%=*

CF1 0.958

[ NFL 0.941

Theoretical Implication

v Contributes to the extant literature by identifying the
influence of digital display as stimuli.

v Confirmed that media engagement has a significant
influence on attitude toward the city.

v'Found support for significant effects of the
DOOH(Digital Out of Home) billboard on viewers’
attitudes toward the city and further visit intention.

Practical Implication

v’ Offers insights into the application of digital outdoor
display to enhance smart city and local tourism.

v To maximize the tecoration effect, it is crucial for creators
to design DOOH which focus on technological advances
and creative content.
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A study on Social Media Fatigue,
its Antecedents and Effects on Korean Users

ALZ HYL AFohste AHEdEst
O|AlZ AlErhsti AZ2dEst}

I. INTRODUCTION

1. Background

Social media has provided individuals access to an ever-increasing quantity of
information(Islam, Laato, Talukder, & Sutinen, 2020). Information gathering and sharing has
become easier and more convenient through the use of social media. Among approximately 5
billion internet users in the world(World internet Users, 2020), around 2.2 billion are subscribed
to Facebook(Facebook world stats, 2020), one of the most popular social media platforms. These
statistics showing almost 50% of the world’s internet users using a social media platform
illustrates how much social media has penetrated the society and how important it is in an
individual’s daily life. Social media has also made it easier for people from across the world to
connect with one another wherever and whenever. Social media platforms such as social
networking sites(SNS) are used to build and maintain social relations among people sharing
similar interests, background, or real-life connections(Khan, Swar, & Lee, 2014). However, with
various benefits come various risks such as psychological, social, and privacy risks(Khan et al.,
2014). The benefits that social media provide are attractive to the public, increasing their
intention to use social media platforms such as SNS, while the risks are distractive, reducing the

possibility of the public’s engagement to SNS use(Khan et al., 2014).
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A 2019 research from Global Web Index suggested that users from Generation Z and
Millennials are spending less time in social media platforms and has continued to decline or
flatline in recent years(Wilson, 2020). Hence, the concept of social media fatigue emerged to
describe this phenomenon wherein “social media users suffer from mental exhaustion after
experiencing various technological, informative and communicative overloads through
participation and interaction on different social media platforms”(Dhir, Yossatorn, Kaur, & Chen,
2018, p.141). Social media users have gradually become stressed from compulsive and excessive
use of social media platforms in the recent years. Studies have tried to investigate and explain the
reasons and factors that lead to such stress from overuse of social media.

The concept of social media fatigue was first used in the 2011 survey highlights by Gartner,
Inc., a research and advisory firm, describing the results wherein 25% of social media
subscribers’ usage decreased since they joined the platform(Yoxall, 2020). The results of this
survey caught the attention of many scholars, and thus, the literature on social media fatigue
slowly began to grow. Various literatures have studied about stress and fatigue related to the use
of information technology and social media focusing on identifying its antecedents and effects
on the decline in social media usage.

In Korea, several studies on fatigue related to the use of digital media have been done in
recent years. A 2013 survey by SK Communication has found that 8 out of 10 SNS users have
felt fatigue after engaging in social media due to too much information in their SNS feed(Kim &
Park, 2015). Other studies have identified antecedents of SNS fatigue such as narcissism(Lee,
2018; Lee, Lee, & Sung, 2018), privacy concern(Kim & Park, 2015; A<=, ©] 5, 2011;
Bu] vl 2AE]) 2016), privacy invasion(©]Hd], 2016; Fv]d, ©]93F], 2018),

information overload(Lee, Son, & Kim, 2016a; BF& X, #4+&, 2016), and several others.
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These studies have focused more on finding significant antecedents resulting into SNS or digital

fatigue that leads to users’ intention to discontinue the use of social media(Kim & Park, 2015;

Lee, 2018; Z&H4, O|==F, 2011; O[3, 2016; F0|&1, 0|F3], 2018). In the present study, the

’

researcher aims to identify other variables that may influence the increase in social media fatigue
and how it affects Korean users’ mainly focusing on its effects on their personal well-being.
Considering that the social media fatigue phenomenon is a relatively new concept, there are not
many existing literatures specifically related to it in the Korean context(Kim & Park, 2015).
Hence, this study intends to add to the growing body of Korean literature related to the concept

of social media fatigue.

2. Research Problem and Objectives

As more social media users engage less in social media platforms or even discontinue their use in
recent years, the present study aims to find out what the stimuli of social media fatigue are and how
this psychological stress can affect Korean users. The present study aims to provide an insight on
what particular antecedents lead to social media fatigue and how this influences the users. With
regards to the outcome, aside from discontinuous use intention, the present research adds life
satisfaction and productivity, considering that psychological matters such as fatigue have behavioral
influences on users and can lead to negative outcomes. Moreover, most studies on social media

fatigue in Korea have mainly focused on identifying its antecedents or its influence in discontinued

use of social media platforms(Kim & Park, 2015; Lee et al., 2018; Lee, 2018; Lee et al., 2016a; Z1 &
2, O|=F, 2011; BfoiM, ZIAS, 2016; 2|20|, BIQIA, 24t0|, 2016) leaving a research gap

with regards to the behavioral and psychological effects on their daily lives. This study aims to fill

this research gap in order to provide an insight regarding other probable outcomes that social media
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fatigue can induce in the Korean society.

Through the findings of the present study, the researcher also aims to provide a basis for
advertisers on how to effectively and efficiently publish advertisements amidst the social media
fatigue phenomenon. As suggested in previous studies, the degree of social media fatigue
experienced by users are also influenced by their exposure to ads and their attitude toward social
media advertising(Bright & Logan, 2018). By providing a background on how social media fatigue
affects users, advertisers may get a deeper understanding on users’ consumption of ads and retention

of ad information.

II. THEORETICAL BACKGROUND
1. Study Framework
The present study looks at the concept of social media fatigue based on the idea of the limited
capacity model(LCM), a model that tries to explain how individuals process mediated messages

given that people have limited mental resources or psychological capacity to process too much

information(Bright, Kleiser, & Grau, 2015; Lang, 2008; O|&3di|, 2016). Considering that in the

present times people live in a social media environment where there is an abundance of

information readily available to them(O|®d]|, 2016), users may find such environment stressful

and result to fatigue. Hence, users experience social media fatigue as a result of receiving too
much information that cannot be processed by their limited mental resources.

The main model that the present research applies is the Stressor-Strain-Outcome (SSO) model
which have been used in several previous studies regarding mainly in work stress and burnout
concepts. This model was formulated by Koeske and Koeske(1993) in order to assess the

burnout process that workers experience and evaluate the psychological and physiological
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outcomes. It was used mostly to explain work-related stress and evaluate job satisfaction in
previous studies(Karr-Wisniewski & Lu, 2010; Koeske & Koeske, 1993; Um & Harrison, 1998).
In Koeske and Koeske(1993)’s reconceptualization of the burnout process, they refer to stress(or)
as the environmental stimuli perceived by the individual as potentially disruptive while strain is
the mediating element referring to the disruptive impacts on an individual’s concentration,
physiology, and emotion. Finally, outcome is defined as the enduring behavioral or

psychological consequences of prolonged stress and strain(Koeske & Koeske, 1993).

2. Antecedents of Social Media Fatigue as Stressors(S)

2.1. Social Overload

Overload was found to be one of the most potent influencing factors related to social media
fatigue and has been examined in previous research(Karr-Wisniewski & Lu, 2010; Lee et al.,
2016a; Yu et al., 2018). Among the three overload dimensions proposed by Karr-Wisniewski and
Lu(2010), information overload has been widely adapted in previous studies in Korea. These
studies have found that Korean users experience social media fatigue when they receive too

much information or data upon access to their social networking feeds(Kim & Park, 2015; Lee et

al., 2016a; ZA%E, 243, BiE, 2013; F0|8, 0|F3], 2018). Another dimension of overload

’

that has been adapted in Korean research is communication overload(Lee et al., 2016a). Lee et
al.(2016a) suggested that when people receive too much unwanted communication through SNS
while doing their primary tasks, they can get overwhelmed and less likely to work efficiently
causing them to feel fatigue. The third dimension adapted by Cao and Sun(2018) was social
overload, as opposed to using system feature overload. This is because system feature overload is

greatly related to the use of ICTs in the professional organization environment and less likely to
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happen in the context of social media which has system features which are relatively easier to
use(Cao & Sun, 2018).

The concept of social overload is rooted upon the concept of crowding which has been
studied in social psychology literatures(Maier, Laumer, Eckhardt, & Weitzel, 2012). The idea
behind crowding is that “through emerging densely populated neighborhoods and the rising
number of individuals living in close proximity, individuals are forced to increase social contacts
and interactions”(Maier et al., 2012). Maier et al.(2012) suggest that when an individual receives
too much demand for social support from their social contacts, there is a higher probability of
perceiving stressors such as social overload. Social overload is defined by Maier, Laumer,
Eckhardt, and Weitzel(2015a) as a situation when users perceive that they provide too much
social support toward their SNS-based social contacts. Zhang, Zhao, Lu, and Yang(2016)
describe it as perceptions of crowding in an online space, consistent with the idea of crowding
discussed by Maier and colleagues(2012) which was where the concept of social overload was
derived from. The concept of social overload greatly captures the social aspect behind social
media as it is related with the perceived overload with regard to SNS-based social networks.
Prior research have provided empirical data indicating that social overload positively influences
social media fatigue.

H1. Social overload positively influences social media fatigue.

2.2. Compulsive Use of Social Media
Compulsive use has been mainly studied in several literatures in the medical and
psychological fields. Research on compulsive use behavior were chiefly focused on the context

of drug abuse, unhealthy eating habits, and gambling(Dhir et al., 2018). This behavior is
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attributed to an abnormality in controlling behavioral consumptions where an individual
irrationally manages his/her routine activities, hence, it has been linked with a variety of
problems such as emotional exhaustion, interpersonal conflict, and decline in work
performance(Dhir et al., 2018). In the recent years, scholars have also identified a similar
compulsive behavior in the context of social media use. Researchers have begun to investigate
the antecedents and outcomes of compulsive use of different forms of new media(Dhir et al.,
2018). In a study by Dhir et al.(2018), they found that compulsive use of SNS results in social
media fatigue which can later result in depression and anxiety. These results are consistent with
the idea of compulsive use behavior discussed by Hirschman(1992) which relates it with
negative psychological outcomes such as depression. Compulsive behaviors have been found to
be related with various negative physical and mental outcomes which can lead to individuals
developing unhealthy behaviors(Dhir et al., 2018; Hirschman, 1992). Fatigue and stress are also
likely to develop from compulsive use behavior when individuals lose their sense of control and
eventually feel guilty after doing an activity impulsively. In the context of social media, when
users feel an uncontrollable urge to keep checking their social media, it can lead to feelings of
guilt and stress which may then affect their life satisfaction, productivity, and intention to use
social media continuously. As this has not been deeply explored in the Korean context, the
present study adapts the concept of compulsive use of social media as one of the factors that
influence social media fatigue in order to investigate how this relates with the social media
fatigue experienced by Korean users.

H2. Compulsive use of social media positively influences social media fatigue.
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2.3. Fear of Missing Out(FOMO)

FOMO is defined as “a pervasive apprehension that others might be having rewarding
experiences from which one is absent”(Przybylski, Murayama, DeHaan, & Gladwell, 2013: p.
1841). FOMO is not an exclusive concept for social media but users with high degrees of FOMO
might feel compelled to always be connected through their different social media platforms in
order to check and be updated of their friends’ activities(Oberst, Wegmann, Stodt, Brand, &
Chamarro, 2017). Previous studies have investigated the relationship between excessive SNS use
and FOMO and those findings suggest that high levels of FOMO lead users to seek out
opportunities for social media engagement(Przybylski et al., 2013), and individuals with higher
levels of SNS use exhibited raised levels of FOMO(Buglass, Binder, Betts, & Underwood, 2017).
These results show that FOMO may be linked with compulsive use behavior such as addiction as
it promotes an urge to keep connected in order to be always updated with the activities of users’
social contacts. As mentioned in the previous section, compulsive use may influence social
media fatigue, hence, we can assume that the related concept of FOMO may also impact the
social media users’ feeling of fatigue. Bright and Logan(2018) found in their study that FOMO
has a positive significant influence toward social media fatigue. However, these results have not
yet been seen among Korean users, hence, the present study adapts this concept in order to
validate whether the same applies to Korean users.

H3. Fear of missing out positively influences social media fatigue.
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3. Hyperconnectivity and Social Media Advertising Intrusiveness as Moderating factors

3.1. Hyperconnectivity

Gao, Liu, Guo, and Li(2018) found in their study that the ubiquitous connectivity in
smartphone-based SNS use has significant positive influence on privacy concern and information
overload. These results imply that the constant presenteeism and connectivity of social media
users brought about by smartphone use has led them to worry more about their privacy being
invaded, and provided a huge amount of information resulting in the users’ negative
psychological reactions(Gao et al., 2018). This concept of ubiquitous connectivity was also
found to have direct and indirect positive effects on SNS exhaustion(Gao et al., 2018). This
implies that the more constant the users’ connection to SNS is through their smartphones, the
more they feel stressed upon use. Considering that the concept of hyperconnectivity was found to
be related to two of the most widely adapted antecedents of social media fatigue, we can assume
that this also has correlation with other identified factors to some extent. Hence, the present
study applies the concept of hyperconnectivity as a moderating factor between the antecedents
and social media fatigue.

H4. Hyperconnectivity moderates the relationship between the stressors and social media fatigue.
H4a. Hyperconnectivity moderates the relationship between social overload and social media
fatigue.

H4b. Hyperconnectivity moderates the relationship between compulsive use of social media
and social media fatigue.
H4c. Hyperconnectivity moderates the relationship between fear of missing out and social

media fatigue.
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3.2. Social Media Advertising Intrusiveness

Users’ attitude toward advertising is associated with their predisposition whether to accept or
avoid an ad(Bright & Logan, 2018). This implies that negative attitude of consumers toward ads
may result to reduced ad effectiveness and information retention. Bright and Logan(2018)
suggest that this negative attitude toward advertising in social media may lead to avoidance of
ads in the medium which may be associated with avoidance of social media use. This negative
attitude may be due to the perceived intrusiveness of ads as it was found that attitude toward
social media advertising has an inverse significant correlation with ad intrusiveness. Ad
intrusiveness refers to “the perception or psychological consequence that occurs when an
audience’s cognitive processes are interrupted”(Li, Edwards, & Lee, 2002, p.39). Hence, this
concept is subjective as it is based on users’ perception of an ad’s intrusiveness, and it does not
consider ads as inherently intrusive but rather, ads must be perceived by the audience as
interruptive of their goals in using the medium in order to be considered intrusive(Li et al., 2002).
Based on Bright and Logan’s(2018) findings, social media advertising intrusiveness had a
significant influence on social media fatigue which implies that the more intrusive social media
ads are perceived by users, the more likely they experience fatigue.

The present study applies the concept of ad intrusiveness as a moderating factor as it is
highly likely that it can affect the relationship of the antecedents with social media fatigue. Based
on its definition, the users’ goals in using social media must be perceived to be interrupted by ads
in order to experience ad intrusiveness. User goals such as providing social support to online
friends, satisfying their need to constantly check social media, and reducing their fear of being
left out by checking up on their friends online may be interrupted by social media ads which may

lead to users’ perception of intrusiveness by the ads.
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HS. Social media ad intrusiveness moderates the relationship between the stressors and social
media fatigue.

HSa. Social media ad intrusiveness moderates the relationship between social overload and social
media fatigue.

HS5b. Social media ad intrusiveness moderates the relationship between compulsive use of social
media and social media fatigue.

H5c. Social media ad intrusiveness moderates the relationship between fear of missing out and

social media fatigue.

4. Social Media Fatigue as Strain(S)

Based on the clinical definition of fatigue, Ravindran et al.(2014) reviewed this concept and
applied it in the social media context ultimately providing a working definition of the concept of
social media fatigue as “a subjective, multidimensional user experience comprising feelings such
as tiredness, annoyance, anger, disappointment, guardedness, loss of interest, or reduced
need/motivation associated with various aspects of social network use and interactions.” This is a
comprehensive definition of such phenomenon and has been adopted by several studies on social
media fatigue(Park & Lee, 2019; Xiao & Mou, 2019).

Earlier concepts relating to social media fatigue used in previous studies include
technostress(Issa & Bahli, 2018; Lee, Lee, & Suh, 2016b; Lugman, Cao, Ali, Masood, & Yu,
2017; Ragu-Nathan et al., 2008); Social networking/SNS fatigue(Adhikari & Panda, 2019; Kim

& Park, 2015; Lee et al., 2018; Lee, 2018; Lee et al., 2016a; Panda, 2018; Ravindran et al., 2014;

Zhang etal., 2016; ZAE, 2T, BIG, 2013; &add, 29, 2016; 70|, 0|F3], 2018; 2|

1 ’

20|, B0l 2§A0(, 2016); digital fatigue(ZHZ4=, O] ==, 2011); and other concepts related to

1 ’
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stress such as social media exhaustion(Cao et al., 2018b; Cao & Sun, 2018; Gao et al., 2018;
Maier et al., 2015b; Yu et al., 2018) and burnout(Han, 2016). Although these previous concepts
were defined differently, they can all be related to the concept of social media fatigue as they
describe stress or a feeling of tiredness felt by users related to the use of ICTs most specifically

social media platforms.

5. Life Satisfaction, Productivity, and Discontinuous Use Intention as Outcome(O)

5.1. Life Satisfaction

Problematic use of internet and social media has been associated with negative psychological
outcomes. LaRose, Connolly, Lee, Li, and Hales(2014) suggest that “negative life outcomes, in
which internet use is perceived to impair psycho-social functioning, are related to states in which
self-control is impaired.” This implies that impairment in self-control(i.e. compulsive social
media use) is linked to negative life outcomes, such as lower levels of life satisfaction,
considering that internet or social media use impairs the users’ psycho-social functioning due to
fatigue or stress. Excessive use of social media has also been found to have adverse effects on
the overall well-being of users by increasing negative psychological outcomes such as depression
and exhaustion(Lugman et al., 2017). Problematic social media use has also been associated with
lower life satisfaction and consistent psychological complaints among adolescents from 29
different countries (Boer et al., 2020). In line with the present research, it is assumed that, similar
with problematic and excessive use of social media, the social media fatigue phenomenon may
also lead to negative and adverse psychological effects and lower levels of life satisfaction. Kim
and Park(2015) found that SNS fatigue positively influences the users’ barrier of living or the

degree of feeling hindered by SNS use. Moreover, Lee et al.(2016b) studied technostress from
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the use of mobile instant messenger KakaoTalk, and found that the perceived strain(technostress)
had a significant negative influence on users’ perceived quality of life. It can be assumed that by
having such feelings of being impaired by social media-related stress in living one’s best life, the
level of life satisfaction may also decrease. Satisfaction is also found to be associated with
discontinued usage in some studies. Maier et al.(2012) suggest that satisfaction of an individual
is the most essential factor for continued usage of ICTs as it determines one’s willingness to
repeat certain behaviors. In the context of social media use, low satisfaction may increase the
probability of stopping the expected behavior(Maier et al., 2012), which is the continuous use of
social media, resulting to less participation in social networking, or quitting the use of social
media altogether.

Heé. Social media fatigue negatively influences life satisfaction.

5.2. Productivity

Increased fatigue due to social media use is found to negatively affect levels of productivity
by reducing an individual’s concentration in work and personal well-being(Kim & Park, 2015).
Previous studies have also shown that technostress negatively affects productivity and life
satisfaction(Lee et al., 2016b; Tarafdar, Tu, Ragu-Nathan, & Ragu-Nathan, 2007). In Tarafdar et
al.(2007)’s study on technostress and productivity in the organizational setting, their findings
illustrate that lower levels of technostress result to higher levels of productivity. Their result was
able to prove that there is an inverse relationship between technostress and productivity. It can
then be assumed that higher levels of stress and fatigue due to ICTs may lead to lower
productivity levels of an individual. Productivity can also be applied in the academic context

through academic performance. In line with Tarafdar et al.(2007)’s results, university students
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are also found to have decreased academic performance with the incorporation of social media in
classrooms due to their distractive nature(Leyrer-Jackson & Wilson, 2017). Consistent with the
results of Dhir, Kaur, Chen, and Pallesen(2019), SNS and mobile instant messaging fatigue both
exhibit positive influence on the academic performance decrement of students who have great
engagement in social media use. This implies that excessive and compulsive use of social media
may reduce the users’ task performance or productivity by distracting them from and breaking
their concentration in more important daily activities. In the context of social media use, the
present study assumes that the use of ICTs such as social media may also impede in Korean
users’ daily tasks resulting in lower levels of productivity.

H7. Social media fatigue negatively influences productivity.

5.3. Discontinuous Use Intention

In order to restore emotional stability and get rid of negative outcomes induced by technology,
individuals tend to withdraw from or discontinue their use of social media due to the stress they
experience(Cao & Sun, 2018). Previous studies have examined the relationship of social media
fatigue with discontinuous use intention and found positive and significant link between these
two constructs implying that users who experience higher levels of social media fatigue tend to
refrain from or quit using social media(Adhikari & Panda, 2019; Cao & Sun, 2018; Zhang et al.,
2016). Gao et al.(2018) suggest that the ubiquitous connectivity, allowing users to stay
seamlessly connected online, causes information overload which significantly influences the
exhaustion and stress they experience in using SNS. This in turn results to the users’ intention to
discontinue the use of social media. When individuals experience stress and exhaustion caused

by ICTs, they tend to change behavioral patterns to overcome this stress(Maier et al., 2015b).
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Discontinuous use intention has also been found to be an outcome of lower satisfaction as
satisfaction is identified as an essential factor in continued usage behavior(Maier et al., 2012). In
the context of SNS, this discontinuance intention reflects the users’ purpose to decrease the
intensity of SNS usage or even resulting to quit altogether or delete their accounts (Maier et al.,
2012).

HS8. Social media fatigue positively influences discontinuous use intention.

HO9. Life satisfaction negatively influences discontinuous use intention.

H10. Productivity negatively influences discontinuous use intention.

1. METHODS AND PROCEDURES
1. Research Model
Looking at social media fatigue through the LCM lens and by adapting the SSO model, the presumed

relationships of the aforementioned variables with one another are illustrated in the theoretical model

S Ad Intrusiveness S 0

Hoc | Hob  |Hba
Social Life HO

Over load ki o y Satisfaction
Compulsive H2 H7

Social Media

Productivity
Use of i 3 Fatigue
Social Media \\\\gf\ H10
Discont 1nuous
FOMO ‘//// Use Intention
Hia |H4b| |Hdc

Hyperconnectivity

Figure 1. Theoretical Model

proposed by the researcher as seen in Figure 1.
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2. Sampling, Data Collection, and Analysis

The researcher will select 300 individuals through convenience sampling to be provided with the
survey questions in order to collect significant amount of data with little margin of error. The target
participants include those within the 18 to 35 age range who are considered to have high engagement in
social media activities and are showing signs of social media fatigue. 150 of which are students while 150
are working/employees. This will be a basis of comparison between the social media fatigue experienced
by students and employees.

Participants will be provided with a brief introduction of what social media is and which platforms are
included within the concept. Participants will be asked questions relating to the measures based on related
literature with each scale to be answered with one among seven choices between (1)“strongly disagree”
and (7)“strongly agree”. The survey will be administered until August 2021.

The reliability and consistency of each variable and scale items from the survey will be
assessed using SPSS 22.0 Statistics. PROCESS macro, developed by Hayes(2013), will be
applied in order to check the moderating effects of hyperconnectivity and ad intrusiveness on the

relationships between the identified antecedents and social media fatigue.
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Introduction

New form of media emerges everyday as a result of technological advancement. Twitter,
Instagram, Tik-Tok, and Facebook remain the most popular social media platforms that
people use on a regular basis. In today's society, social media is accessible to anybody,
making it simple to set up an account and post any information (Lee, Lee, Moon & Sung,
2015). As the popularity and use of social media grows, it is critical to comprehend the
impact social media has on people. The majority of scholarly study focuses on how social
media in general shapes social comparison, how it affects self-esteem, and how exposure to
idealized pictures leads to body image problems (Longobardi, 2018; Jan, Soomro & Ahmad,
2017). However, there hasn't been a wide range of research on how people interpret social
media material in a specific media and how it impacts individuals. This study will
concentrate on the social network Instagram to see how people react to various perceived
Instagram messages.

The proposed study will compare Instagram posts and Instagram stories to see how
people comprehend and respond to different forms of Instagram communications. An
Instagram post is a photo or video that a user may upload to their account, where others may
see the comments and amount of likes on each post. Instagram posts are considered as
permanent media in this research study because it is simpler for users to return to see and
check other people's posts because they will remain on the social media indefinitely unless

the individual decides to remove or conceal the post. In addition, Instagram postings enable
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users to save material that they deem important. Instagram stories are distinct in that they are
a feature within the Instagram app that allows users to publish pictures and video in a
slideshow style for a period of 24 hours. Instagram stories are believed to be ephemeral since
the material fades in a short amount of time, making it difficult for others to access previous
uploaded material. The proposed study will show what sort of media impacts users' social
comparison, self-esteem, and body image issues by evaluating whether users consider these
two Instagram messages to be ephemeral or permanent.

The present study also seeks to determine the link between Instagram users' motives and
patterns of use, as well as their impact on social comparison, self-esteem, and body image
concerns. The current study looks at the various types of material that users post, how they
utilize Instagram features, why they edit images, and how much time it takes to develop and
post material. It is feasible to gain a deeper understanding of Instagram users' psychological

and behavioral features by examining their usage habits.

Literature Review
Instagram and Usage Motivation

Instagram is a picture and video sharing app for iPhone and Android that was the first
social media website to go mobile (Miles, 2019). People may share their photographs and
videos with their followers for free by uploading them. It enables users to share, modify,
comment on, and like other users' images and videos (Lee et al., 2015). Instagram's rise is
substantial, but it is not all good. It became a source of stress for users to shoot and share the
ideal Instagram snap (Wagner, 2017).

Instagram users are motivated by five major social and psychological factors: social
interaction, archiving, self-expression, escapism, and peeking (Lee et al., 2015). One of the

key motivations is social interaction, as individuals use Instagram to connect with many
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people, maintain relationships with others through networking, and stay in contact with
friends and family. Instagram is also used for archiving, with the goal of sharing personal and
daily life in their personal social media area. Self-expression is another key motivator for
people to use Instagram. Instagram users may express themselves authentically in their
personal area while also providing life updates. Other motives include escapism and peeking.
Instagram users may escape reality by connecting with individuals who share similar interests
or by following the lives of celebrities. While utilizing Instagram, people are able to forget
about their difficulties. Peeking is also defined as checking other Instagram users' pages to

see what they are doing and saying (Lee et al., 2015).

Permanat content (Post) and Ephemeral social media (Story)

The Instagram post remains on a person's profile indefinitely until the user chooses to
delete it. By default, photos and videos published to Instagram may be viewed by anyone
who has the Instagram app. Users may, however, switch their account to private to make the
picture or photo available only to their Instagram followers (Hu, Manikonda, Kambhampati,
2014).

Instagram Stories was developed to allow users to share daily moments with their
followers. Instagram stories enable users to easily record moments, experiment with video,
communicate with friends, and showcase everyday activities on the user's profile. It is a
simple and quick way for users to share events and experiences with them by utilizing text,
stickers, GIFs, and music. Users cannot like or leave a public remark on other users' stories,
unlike ordinary Instagram posts (Read, 2020).

Today, the social media platform is undergoing a media transition from delivering
permanent material to delivering ephemeral material. Ephemeral content is defined as a

“time-limited social media function” and has emerged as the latest marketing and social
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media term (Chen & Cheung, 2019). These ephemeral social networking apps allow material
to be shared for a limited time before being automatically erased (Wakefield & Bennett,
2017). This unique function of deleting texts in a short amount of time attracts a large number
of people who want to be free of self-expression (Choi & Sung, 2018). The majority of
ephemeral information is delivered in a synchronous manner, providing consumers with an
experience akin to face-to-face contact. Furthermore, ephemerality serves as an excellent tool
for documenting daily events via selfies, photographs, and clips (Aljouhi, 2017).

As the material is only available for a limited time, ephemerality appears to be a key
motivator of sharing intentions. It enables users to post a wide range of content, from daily
activities to sensitive material, such as selfies and naked photos. Users also highlighted how
ephemerality alleviates their privacy worries because they can choose who sees their material
(Morlok, Constantious, & Hess, 2018). Ephemeral material, on the other hand, has certain
drawbacks. Users stated that automated erasure of material is inconvenient when they wish to
save information, causing them to feel bereft and remorse (Morlok, Constantious, & Hess,

2018).

Social Media and Social Comparison

The premise behind social comparison theory is that people assess their own worth by
comparing themselves to others (Festinger, 1954). Social comparison is separated into two
categories: upward and downward comparison. Upward comparison refers to comparing
oneself to those whose capabilities are superior to one's own (Nortje, 2020). Upward
comparison has an influence on self-evaluations, self-esteem, and self-assessment (Collins,
1996). Downward comparisons involve comparing the individual to someone who is in a
worse financial situation than the individual (Nortje, 2020), which causes the individual to

believe that he or she is better off than the comparison target (Wills, 1987). The positive
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result of downward comparisons is that it improves the individual's psychological condition
(Wills, 1987). People use social media networks to interact, create relationships, and
exchange information; nevertheless, the majority of social media users allow themselves to
draw comparisons to other users. Upward comparisons cause people to feel envious of other
people's lifestyles, making them feel unappreciative of their own (Jan, Soomro & Ahmad,
2017).

Previous study on this problem has concentrated on Facebook and Instagram postings,
where content may be published, shared, liked, and remarked on (Lee et al., 2015). There is a
scarcity of study on ephemeral social media platforms like Snapchat and Instagram stories,
where engagement and communication are the key goals (Aljouhi, 2017). In this regard, this
research study will investigate if the ephemerality of Instagram material is related with
unfavorable social comparison.

HI: Users who consider Instagram stories to be more ephemeral would engage in less social
comparisons while using Instagram.
H2: Users who consider Instagram postings to be more permanent would engage in more

social comparison while using Instagram.

Social Media and Self-esteem

The positive or negative appraisal of oneself is referred to as self-esteem. It is a
psychological construct in which a person assesses their own value (Coopersmith, 1965). The
majority of study looks at the link between self-esteem and social media in general, which
includes all forms of social media. There is, however, a scarcity of study on the change in
self-esteem while using distinct perceived social media messages. According to one study,
the transience of Snapchat encourages more extraversion than other social media networks

such as Facebook (Taber & Whittaker, 2018). By expressing more positive feelings online,
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Snapchat users showed less concerns about their self-esteem. Because Instagram stories have
the same transitory character as Snapchat, this research will investigate if Instagram story

users have lower self-esteem than Instagram post users.

Idealized image on social media and body image concern

Traditional media has been extensively examined in terms of exposure to idealized
pictures and how individuals consume media (Levine & Harrison, 2009: Brown &
Tiggemann, 2016). Previous research concentrated on conventional media, in which
individuals were exposed to idealized pictures of models and celebrities. The research
demonstrated that being exposed to thin-ideal pictures had a detrimental impact on body
satisfaction (Brown & Tiggemann, 2016). People are increasingly exposed to more of these
idealized pictures not only from models and celebrities, but also from friends and followers,
as social media usage and image-focused social media networks have increased.

People are not just exposed to these photos, but users also strive to present their best
selves on social media (Wagner, 2017). Social media users that publish photographs such as
selfies and alter their photographs to publish their best presentation of their looks might
exhibit this habit of self-presenting themselves into their idealized self. As the exposure of
idealized pictures on social media networks grows, there is a growing number of research on
the link between social media and body image problems (Brown & Tiggemann, 2016;
Longobardi, 2018; Tiggemann & Anderberg, 2020). Since Instagram allows users to alter
their photographs to attain their ideal look, Instagram users are more likely to be exposed to
idealized pictures on their social media profiles (Brown & Tiggemann, 2016). When users are
exposed to the visual material of others on social media on a daily basis, they have more
possibilities to compare their looks, which has an adverse effect on their body image

(Longobardi, 2018).
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Body image is a person's impression or assessment of his or her own body (Slade, 1994).
An individual creates this perception by comparing their physique to that of another and
having good or negative sentiments about their look. Social media platforms that emphasize
on visual material, such as Instagram and Snapchat, led to adolescents and young adults
expressing increased unhappiness with their body images and experiencing more emotional
symptoms (Longobardi, 2018). People showed reduced body dissatisfaction when given
matched ‘Instagram vs. reality' posts in which people upload photographs of real photographs
and Instagram-style idealized picture posts. In other words, study demonstrated that idealized
photos on Instagram actually influence user unhappiness with their bodies (Tiggemann &
Anderberg, 2020).

Snapchat users, unlike other social media network users, tend to transmit photographs of
their daily activities to those with whom they have tight relationships, particularly close
friends, lovers, and family (Piwek & Joinson, 2015). Snapchat users are more relaxed while
sharing images to their friends rather than focused on taking images of their best self. Since
Instagram stories have the same transitory character as Instagram posts, this research will
investigate if Instagram story users have less body image worries than Instagram post users
(Jan, Soomro & Ahmad, 2017).

H3: Instagram story users who are aware of its ephemeral nature will have greater self-
esteem and less body image issues.
H4: Instagram users who are aware of the permanence of their posts will have lower self-

esteem and greater body image issues.

Social Comparison, Self-esteem and Body Image Concern

Social comparison and self-esteem are two of the main aspects of social media usage in

general. The majority of study has concentrated on the link between social comparison and
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self-esteem. This study also looked for evidence that those who compare themselves more
socially have lower self-esteem. People use Instagram to vicariously experience other
people's life and watch other people's material, since peeking is one of the major incentives
for Instagram users (Lee et al., 2015). Upward social comparison is a frequent reaction
among these people, and users begin to envious the lifestyles of others, making them feel less
affluent and inferior. These bad sentiments that arise as a result of utilizing Instagram will
have a direct influence on one's self-esteem. People are focusing on displaying their best
selves on various platforms as image-based social media grows in popularity. Because
Instagram provides a variety of modification tools and filters, users concentrate on altering
and altering their photos to create a more idealized picture (Hu, Manikonda, Kambhampati,
2014). Viewing other people's photos and socially comparing oneself would cause users to
have greater body image issues. The study will look at whether social comparison influences
a person's low self-esteem and body image issues.

H5: Instagram users who compare themselves socially are more likely to have negative self-

esteem and body image issues.

Method
Sample and Procedure

A total of 224 individuals from the University of Texas's participant pool took part in
our survey, and 205 of the 224 answers were valid. To reach participants, an online survey
was created through Qualtrics. Accordingly, participants anonymously filled out the online
Qualtrics questionnaire through a link that was shared to The University of Texas at Austin’s
Advertising Participant Pool. Participants were then asked to consent to the research

guidelines and complete the survey. The survey approximately takes 10 minutes to complete,
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which examined how individuals react to different perceived Instagram messages and social

media usage habits.

Measurement

The survey included questions measuring participant’s Instagram usage, attitudes, and
self-analysis such as social comparison, self-esteem, and body image concerns. All the
variables are measured with a 7-point Likert scale ranging from Strongly Disagree to

Strongly agree unless indicated.

Independent variables The survey measures whether participants indicate Instagram story to
be ephemeral and Instagram post to be permanent. To measure if participants viewed
Instagram posts to be permanent (M=5.8, SD=0.97, Cronbach’s a=.756), they were asked to
rate three statements under a seven-point-Likert scale. The statements included “It is easier
for others to go back and see/check my past posts”, “Content [ am posting in Instagram post
will stay on the platform for a long time”, and “It allows me to archive the posts that I
perceive as valuable.” In addition, to figure out whether participants viewed Instagram story
to be ephemeral (M=5.26, SD=1.18, Cronbach’s 0=.688), they were given two statements,
which were “Content [ am posting in the story disappears in a short period of time” and “It

would be hard for others to go back to past content that I posted”.

Dependent variables The “Social Comparison” variable was measured by using the social
comparison scale by Gibbons and Buunk (1999). This question examines whether
participants socially compare themselves with others in their daily lives or through social
media. The question asks participants to rate six statements under a seven-point-Likert scale

ranging from Strongly Disagree to Strongly agree. (M=4.37, SD=1.079, Cronbach’s a=.737)
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For the “Self-esteem” variable, the Rosenberg self-esteem scale was employed. This variable
was measured by rating seven different statements under the same 7-point Likert scale.
(M=4.715, SD=0.99, Cronbach’s a=.771) To measure “Body image Concerns” participants
were asked to answer two statements with a 7-point Likert scale. (M=5.03, SD=1.6,
Cronbach’s 0a=.942) The two statements asked, “I feel pressure from Instagram to look in

better shape”, and “I feel pressure from Instagram to look thinner”.

Control variables Participant’s self-analysis can be affected by a lot of different factors.
Participants’ sex (165 females, 39 males) and ethnicity (140 White, 65 non-White) were
controlled. Participant’s usage frequency of Instagram story (M=3.83, SD=1.81) and
Instagram post (M=2.78, SD=1.211) was measured separately. To examine whether
participants viewed Instagram to be private, Instagram story and post’s privacy perception
was measured through the survey. The question asks participants to rate 4 statements under a
seven-point-Likert scale and the same question was asked for Instagram story (M=3.97,
SD=1.25, Cronbach’s a=.728) and Instagram post (M=3.613, SD=1.23, Cronbach’s a=.734)
individually. The statements included “I feel free from privacy concerns”, “I feel free from
other’s judgments”, “I feel comfortable posting funny pictures of myself”, and “I feel
comfortable sharing sensitive information”. As Instagram allows individuals to create a
private account and only share content to close friends, this will affect how participants self-
analyze their social media attitudes. Lastly, Instagram users who use Instagram in order to
“vicariously experience other’s life’ (M=4.31, SD=1.65) was controlled in this study. These
users are more likely to focus on other’s social media content and this would affect how

individuals perceive themselves.
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Results

To test the hypotheses, linear regression was employed through SPSS examining
participant's social comparison, self-esteem, and body image concerns. Participant’s gender,
ethnicity, frequency of social media usage, privacy perception, and Instagram usage
motivation were used as a control variable to test the hypotheses. Of all the different
motivations of using Instagram, ‘vicariously experience other’s people lives’ was the
motivation variable that was used to analyze the results as ‘peeking’ was one of the primary
motivations (Lee et al., 2015) for using Instagram, and ‘peeking’ is most likely to influence
people’s psychological construct.

Also, as all users have different Instagram usage patterns, a regression analysis was
conducted to examine whether the content, usage of Instagram features, the reasoning for
editing photos, and the amount of time to create and upload influence psychological traits,
such as social comparison, self-esteem, and body image concerns. Gender, ethnicity, and
frequency of social media usage were used as control variables to examine the research
question.

H1 predicted that users who perceive Instagram story as more ephemeral, will perform
less social comparison. However, the results of the regression test shows that users who
perceive Instagram story as ephemeral are more likely to socially compare (b=0.187, p<0.01).
Thus, Hypothesis 1 was not supported and disconfirmed. In another regression test, the result
showed that Instagram users who take longer to post an Instagram story (b=.182, p<0.05) are
more likely to socially compare.

To test whether user’s perception of Instagram post as permanent affect their social
comparison, a regression test was conducted. There was no significant relationship between
the two variables. Thus, Hypothesis 2 was not supported. By examining whether the

Instagram usage patterns influence individual’s social comparison, another regression was
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employed. The results show that users who take longer to post and upload an Instagram post
(b=0.32, p<0.001) are more likely to compare themselves to others.

To test whether the perception of ephemerality of Instagram story affects an individual’s
self-esteem and body image concerns, another regression analysis was conducted. However,
the results show that there was no significant relationship between perceived ephemerality of
Instagram stories and self-esteem. Users who perceived Instagram story to be ephemeral are
more likely to have body image concerns (b=0.119, p<0.01). Therefore, Hypothesis 3 was not
supported.

By testing regression between the perception of permanency and individual’s self-
esteem and body image concerns, the results show that there is no significance between
perceptions of permanency of Instagram posts and self-esteem and body image concerns.
Therefore, Hypothesis 4 was not supported.

In another regression analysis of social comparison on participants’ self-esteem and
body image concerns, the results show that Instagram users who usually socially compare are
likely to have lower self-esteem. (b=-0.384, p<<0.001) Those who perceive Instagram post to
be permanent (b=0.153, p<0.05) are more likely to have higher self-esteem. Permanency
perception does contribute to enhancing self-esteem but only the part of self-esteem that is
not affected by social comparison. Instagram users who usually socially compare are likely to
have higher body image concerns. (b=0.47, p<0.001) The regression analysis shows that
participants who socially compare while using Instagram are likely to have lower self-esteem
and have higher body image concerns. Thus, Hypothesis 5 was supported.

The current study's findings provide light on whether Instagram users' perceptions of
ephemerality and permanence influence their social comparison, self-esteem, and body image

concerns.
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The results contradicted the prediction that the perceived ephemerality of Instagram
stories causes reduced social comparison and body image concerns. Users who thought
Instagram stories were ephemeral were more prone to socially compare and have greater
body image concerns. Self-esteem was the only variable unaffected by both the perceived
ephemerality of Instagram stories and the perceived permanence of Instagram postings. In
summary, the current study found that Instagram users who socially compare had poorer self-

esteem.

Discussion

The purpose of this study was to look at how social media users' beliefs of the
ephemerality and permanence of Instagram stories and posts affected social comparison, self-
esteem, and body image concerns. Contrary to the hypotheses, users who believe Instagram
stories are transitory are more inclined to compare and have more body image concerns. First,
the findings revealed that users who consider Instagram stories to be ephemeral are more
likely to socially compare. It might be because Instagram stories are used to share and
showcase users' ordinary events and activities. As it is a simple and quick method to share
their moments, the ephemerality feature allows users to share a larger range of content
(Morlok, Constantious, & Hess, 2018). Viewing other people's lifestyles might arouse
jealously and envy, which can lead to upward comparison (Jan, Soomro, & Ahmad, 2017).
The findings suggest that while ephemerality does not reduce social comparison in and of
itself, when ephemeral features such as Instagram stories are used to boost fancy lifestyles,
they can actually encourage even more social comparison because it adds to the presentation
and promotion of the self.

Users who see Instagram stories as transitory, similar to social comparison, are more

likely to have body image issues. This contradicted the prediction that users who regarded
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Instagram stories as transitory would have less body image concerns. The current study
predicted this because Snapchat users, a social networking platform with a similar ephemeral
nature, show fewer concerns because ephemeral material allows users to share more casual
images and not focus on capturing photographs of their best self (Jan, Soomro & Ahmad,
2017). Previous study, however, suggests that visual-focused social media may lead to users
expressing more unhappiness with their body images (Longobardi, 2018). Because Instagram
stories are likewise an ephemeral social media platform that leverages visual material, the
medium's visual emphasis may have fostered increased body dissatisfaction, especially when
individuals had to exhibit their best in the transitory, ephemeral setting.

In contrast to the substantial findings of perceived ephemerality of Instagram stories, no
significant link was found between perceived permanence of Instagram postings, social
comparison, and body image issues. Previous research studies that investigated the
connections between Instagram usage and psychological variables mostly focused on
Instagram posts since they are the most prominent aspect of Instagram. These studies have
found that people compare themselves by comparing the number of likes they have to their
peers (Tiggemann, Hayden, Brown, & Veldhuis, 2018), that envying others' lifestyles leads to
lower self-esteem (Jan, Soomro, & Ahmad, 2017), and that comparing their appearance to
others causes increased body image concerns (Longobardi, 2018).

In addition to investigating users' perceptions of Instagram's ephemerality and
permanence, the study anticipated that users who socially compare are more likely to have
negative self-esteem and body image concerns. Individuals who socially compare when using
Instagram, both story and post, showed lower self-esteem and greater body image concerns,
confirming the hypothesis. Previous study has shown that people use social media to create
upward or downward comparisons. People feel less privileged and inferior to others when

they envy them, which can lead to bad sentiments about themselves (Jan, Soomro & Ahmad,
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2017). Concerns regarding their body images are also influenced by social comparison.
People may edit and modify their photographs on social media networks, making it simple
for them to post photographs of their finest presentations (Hu, Manikonda, Kambhampati,
2014). Exposure to idealized pictures' visual content allows people to compare their looks,
which drives individuals to compare themselves with others and leads to unfavorable
judgments of their bodies. The current finding supports prior studies showing social

comparison has a detrimental influence on self-esteem and body image issues.

Limitations

As this survey was delivered online and respondents completed it in a less controlled
context, it is possible that participants were less engaged in the survey. This might have
impacted the study's findings. In addition, the current study sought to determine if Instagram's
perceived ephemerality and permanence impacts social comparison, self-esteem, and body
image issues. However, due to a scarcity of previous study in this area, the test items for
ephemerality and permanence perceptions comprised of only two or three statements. As
noted in the discussion, most people may assume that all social media are not permanent
because users may erase information whenever they want. Better operational definitions of
ephemerality and permanence should be used in future study.

There has been little research on distinguishing between Instagram messages, Instagram
posts, and Instagram stories. To develop hypotheses on the perceived ephemerality of
Instagram stories, the current study relied on existing work on Snapchat, which has a similar
ephemeral character. Despite the fact that Snapchat is an ephemeral app, it only lets users to
share content with those they have added as friends (Choi & Sung, 2018). Instagram stories,
on the other hand, may be read by the same individuals that read Instagram posts. Users are

not permitted to submit the same content to both Snapchat and Instagram stories. More
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precise information on Instagram story usage patterns should be explored in future study to

generate hypotheses.

-176 -



2021

siazmars|

St of1012t LS|

e S

The Divide between Liberals and Conservatives Matters:

The Effect of Political Identity on Ethical Consumption Behavior

Thu B
oy
10F Lot
re
- |OF
o
rot
02
o
o
H

HT T







The Divide between Liberals and Conservatives Matters:

The Effect of Political Ideology on Ethical Consumption Behavior

Seung-Hwa Kim  School of Business, Hanyang University

Hee-Kyung Ahn  School of Business, Hanyang University

Introduction

Political polarization leads to a disagreement on government policies among the public (Dimock & Wike,
2020). That is, people interpret various issues in society with their political stance. Not only opinions but also
behavioral intentions are shaped differently. Scholars have been shown how political ideology influences
consumer behavior (Han et al., 2019; Irmak et al., 2020; Ordabayeva & Fernandes, 2018). For instance, liberals
tend to complain more about products than conservatives (Jost et al., 2017) and donate a greater number of
charities than conservatives with the same amount of money (Farmer et al., 2020). Although ideologically
driven behavior may explain why people make decisions differently in the context of ethical consumption, yet
few studies have been conducted on the topic. By providing a richer understanding of how consumers’ political
ideology matters in the marketplace, this research shed light on the difference between liberals and

conservatives on consumer responses toward irresponsible actions.

Theoretical Background

Political Ideology and Consumer Responses toward Corporate Social Irresponsibility

Corporate social irresponsibility (CSI) is the opposite action of corporate social responsibility (CSR) such as
consumer fraud regarding sales or pricing policies, employee wage discrimination, and endangerments of
nature/animals (Stdbler & Fischer, 2020). In other words, corporate activities against societal obligations are
regarded as corporate social irresponsibility. Notably, corporate social responsibility has strategic value for
companies and is regarded as an important attribute for consumers when making purchase decisions (Scheidler
& Edinger-Schons, 2020). Consumers blame the company and even boycott them when they feel the firm does

not take responsibility. Specifically, as a consequence of CSI, consumers show negative moral emotions toward
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the company (Xie & Bagozzi, 2019), negative word-of-mouth (Grappi et al., 2013), and a higher level of
boycott attitude (Scheidler & Edinger-Schons, 2020). It is not surprising that managing the CSI has become one
of the most crucial factors for determining business success. Then, who would be more likely to engage in such
behavior when they notice corporate irresponsible actions? According to Jasinenko et al. (2020), consumers’
political ideology is one of the factors that can influence consumer responses regarding CSI.

Political ideology is “a set of political attitudes that containing cognitive, affective, and motivational
components” (Irmak et al., 2020; p. 968). It is divided into either liberal or conservative (Skitka & Tetlock,
1993). Liberals and conservatives show different attitudes and behavioral intentions because they differ in terms
of psychological motives (Jost et al., 2003). A real-world data has shown that liberal consumers complain about
products more than conservative consumers (Jost et al., 2017). Scholars insist that this is because liberals tend to
accept social change (i.e., challenge society) compared to conservatives. Therefore, it is plausible to expect that
consumer responses toward corporate social irresponsibility may differ depending on political ideology: liberals
will respond negatively to irresponsible actions of firms compared to conservatives. In line with this, we

hypothesize as follows:

HI1: Liberal (vs. conservative) consumers will be more likely to exhibit negative responses toward the

irresponsible firm.

Anger as a Reason for Negative Consumer Responses

Although Jasinenko et al. (2020) have examined the relationship between political ideology and CSR
perception (i.e., subjective perception of firm’s CSR performance) of irresponsible firms, there is a lack of
proper understanding in terms of underlying processes. Specifically, they argue that conservatives turn a blind
eye to irresponsible companies more than liberals because conservatives tend to justify outcomes of the firm’s
activities (i.e., market-related actions). However, another explanation can potentially account for such a
phenomenon. When consumers judge the firm as unethical (or unfair), negative emotions such as anger arise
toward the company (Gershoff et al., 2012; Xie & Bagozzi, 2019). Negative emotions arose from confronting
irresponsible firms lead consumers to show exhibit negative behavioral responses (Antonetti & Maklan, 2016).
As stated above, this tendency can be more pronounced for liberals because they have a desire to punish
wrongdoings and challenge society. In sum, liberals may show a lower purchase intention for products produced

by irresponsible firms than conservatives because of increased anger rather than decreased justification of
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market-related actions of firms. Thus, it is reasonable to hypothesize as follows:

H2: The effect of political ideology on consumers’ negative responses to the irresponsible firm will be driven

by anger.

The Moderating Role of Perceived Fairness

Perceived fairness refers to the degree of how fairly he or she is treated (Aggarwal & Larrick, 2012). Applied
to the context of the relationship between consumers and companies, the perception of fairness depends on the
company’s activities to consumers. When consumers acknowledge the wrongdoings of firms, consumers
perceive them as unfair and try to decide how they should respond to them (Gershoff et al., 2012). According to
Mullen and Skitka (2006), consumers react differently because people judge them based on either outcome
fairness or procedural fairness. That is, some people weigh outcome fairness more importantly than procedural
fairness, and vice versa. Liberals are more likely to focus on outcome fairness because they consider an
individual’s rights as the most important one. In the context of ethical behavior, liberals place a high priority on
eliminating inequalities compared to conservatives (Farmer et al., 2020; Graham et al., 2009). Therefore,
liberals will be more likely to respond negatively only when they perceive that the firm’s action threatens them
to receive equal opportunities. In other words, liberals may be sensitive toward perceptions of fairness only
when they received unfair treatment (outcome unfairness) compared to others. Taken together, fairness
perception will moderate the effect of political ideology on consumer responses toward the irresponsible firm.

Therefore, we hypothesize as follows:

H3: Perceived fairness will moderate the effect of political ideology on consumer responses toward the
irresponsible firm through anger. Liberal consumers experience anger, and in turn, exhibit negative responses

toward the company only when outcome fairness is considered.

Study 1

The purpose of Study 1 was to examine whether consumers’ political ideology will influence consumer
responses to irresponsible practices of the firm. Specifically, we expected that liberals are more likely to exhibit

a lower purchase intention and negative attitudes toward the firm than conservatives.
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Method

Seventy participants (52.9% female, Mage = 37.33) were recruited from Prolific in exchange for monetary
payment. A single-factor, between-subjects design was employed in which political ideology (liberal vs.
conservative) was measured.

Participants were asked to indicate their political ideology on either 1 (conservative) or 2 (liberal; Ordabayeva
& Fernandes, 2018) and completed other demographic items such as gender, age, and annual personal income.
After answering political ideology and other demographic items, they were presented with a newspaper article
about the fictitious company (adapted from Amazon Prime Same-Day delivery issue in 2016). The article
reported that there was a disparity among customers that Company X provided broad coverage to cites where
White customers live. After reading the newspaper article, participants were asked to indicate their purchase
intentions for products from Company X on a 7-point scale ranging from 1 (Will definitely not consider buying)
to 7 (Will definitely consider buying; Lau-Gesk & Drolet, 2008). Finally, they were asked to answer 3 items
measuring their attitudes toward the company using 7-point scales anchored by “very unfavorable/very

2 G

favorable,” “very bad/very good,” and “negative/positive” (higher scores indicate more positive evaluations;

Jain et al., 2006).

Results and Discussion

An independent samples t-test was conducted to test the difference between liberals and conservatives. There
was a significant difference between liberals and conservatives on purchase intention for the product from the
irresponsible company (#68) = 2.40, p = .019). Specifically, liberals showed a lower purchase intention
compared to conservatives (Miiveral = 2.58 vS. Mconservative = 3.47). Moreover, there was a significant difference
between liberals and conservatives on company attitudes (#(68) = 2.80, p = .007), indicating that liberals
evaluated the company negatively compared to conservatives (Miiverat = 2.24 VS. Mconservative = 3-14).

In support of HI1, the results show that liberals are less likely to purchase the product and more likely to
exhibit negative attitudes toward the irresponsible firm than conservatives. That is, liberals show a strong
negative attitude toward the irresponsible firm. However, only a simple main effect was examined in Study 1.
For further understanding of this effect, Study 2 investigates the mediation and moderated mediation effect

proposed in the second and third hypotheses.
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Study 2

The purpose of Study 2 was to investigate whether liberals show a lower purchase intention for the company
that commits unfair practices compared to conservatives because of anger, and this effect is moderated by the
perceived fairness. We expected that liberals are more likely to exhibit negative responses toward the firm than

conservatives only when the outcome of that practices is perceived as unfair.

Method

One hundred and forty participants (53.6% female, M,z = 37.41) were recruited from Prolific in exchange for
monetary payment. A 2 (political ideology: liberal vs. conservative) x 2 (perceived fairness: outcome vs.
procedural) between-subjects design was employed.

Participants indicated their political ideology on either 1 (conservative) or 2 (liberal; Ordabayeva &
Fernandes, 2018) and completed other demographic items same as Study 1. Then, they were asked to read a
newspaper article about the fictitious company. The content of the newspaper was identical to Study 1 except for
one difference: A fictitious Company X launched a new delivery service and provided broad coverage to cities
where VIP customers live (i.e., disparity in service coverage). Perceived fairness was manipulated by
highlighting the sentences (Etkin & Ghosh, 2018) in the newspaper article. In the outcome (procedural) fairness
condition, the sentence describing the outcome that customers did not get the benefits equally because of the
disparity (the procedure that customers did not get benefits) was underlined. After reading the newspaper article,
participants indicated their purchase intentions for products from Company X on a 7-point scale ranging from 1
(Will definitely not consider buying) to 7 (Will definitely consider buying; Lau-Gesk & Drolet, 2008). Then, they
were asked to indicate company attitudes on 3 items using 7-point scales anchored by “very unfavorable/very

29

favorable,” “very bad/very good,” and “negative/positive” (Jain et al., 2006). Finally, they answered how angry
they were to the company using a 5-point scale ranging from 1 (Not at all) to 5 (Extremely; Mullen & Skitka,

2006).

Results and Discussion

We conducted a bootstrapping analysis to test the mediation effect using PROCESS model 4 (Hayes, 2013).

The analysis revealed a significant mediation of anger on purchase intention (see Figure 1).
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Anger
MBS -.34%%

Political ideology Total effect = -.82%*
Purchase intention

(Conservative = 0, -
Liberal = 1) Direct effect = -.58*

Indirect effect = -.24; 95% CI [-.58, -.03]

Figure 1. Results of mediation analysis: Effect of political ideology on purchase intention toward irresponsible

firm via anger (Study 2)

A Dbootstrapping analysis was conducted (PROCESS model 7; Hayes, 2013), indicating a significant
moderated mediation (b = -.26, 95% CI [-.70, -.01]). A conditional indirect effect of political ideology on
purchase intention through anger was significant when outcome fairness was considered (b = -.37, 95% CI [-.83,
-.06]), but was not significant when procedural fairness was considered (b = -.11, 95% CI [-.45, .04]). Similar
results were obtained for company attitudes.

Additionally, an independent samples t-test was conducted on consumer responses, revealing a significant
difference between liberals and conservatives on purchase intention for the product toward the company that
commits irresponsible actions (#(129.68) = 3.21, p = .002). Liberals showed a lower purchase intention
compared to conservatives (Miiperal = 2.64 VS. Mconservative = 3.46). Additionally, there was a significant difference
between liberals and conservatives on company attitudes (#(111.73) = 3.34, p = .001), indicating that liberals
negatively evaluated the company compared to conservatives (Miiberal = 2.37 VS. Mconservative = 3.14).

In support of H2 and H3, the results show why and when liberals are less likely to purchase products of the
irresponsible firm and more likely to exhibit negative attitudes toward the company. That is, liberals exhibited
negative responses toward the irresponsible firm when outcome fairness was considered (i.e., when they
perceived the outcome was unfair). The results of Study 2 suggest that liberals are selectively responding to
unfairness because they feel anger only when they believe that disadvantages (i.e., outcome inequality) occur to

them.

General Discussion and Implications

The present research provides a deeper understanding of political ideology in consumer behavior by exploring
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the effect of political ideology on consumer responses to the irresponsible firm. The findings of Study 1
demonstrate that liberals are more likely to show negative responses to irresponsible actions of firms. Second,
Study 2 shows that this effect is mediated by anger. Liberals negatively evaluate the products produced by the
irresponsible firm because they feel strong anger toward the company. Interestingly, this effect is moderated by
perceived fairness. Liberals show negative responses because of anger toward the firm only when they perceive
the outcome is not fair.

This research has a theoretical contribution. The present work shows when and why a certain political
ideology makes consumers have a strong negative evaluation of firms and their products. Within the realm of
consumer behavior, prior research has focused exclusively on either donation behavior (Farmer et al., 2020;
Kaikati et al., 2017) or recycling (Kidwell et al., 2013). Yet little is known about how consumer responses
toward CSI differ according to political ideology. Our findings contribute to the political ideology and CSI
literature.

The present work also has a practical implication. This research offers insights into handling the risks of CSI
events for managers and executives. Practitioners should use proper coping strategies to communicate with their
target publics. Specifically, if a majority of their targets are liberals, they should emphasize that all the
consumers would be treated “the same as everyone else”. In this way, firms can attempt to lessen consumers’
anger when irresponsible activities appear on the surface. Because a resolution of CSI events is directly linked
to enhancing credence and handling financial risks (Kdlbel et al., 2017), our findings can help practitioners

successfully managing CSI events.
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Partisanship

Variables Items

(a) I generally support the party’s political activities
(b) I consider the party as my party
(c) | am more favorable to the party than any other party

Political fandom

Loyalty (a) Support my celebrity politician regardless of the result of an election
(b) Recommend my celebrity politician to others
(c) Telling positive things about my celebrity politician

Self-awareness (a) Awareness of myself as a fan of my celebrity politician
(b) Friends aware me as a celebrity politician’ fan
(c) Having a good feeling of being a fan of a celebrity politician

(d) Aware of myself as a committed fan of a celebrity politician

Political party level of
social identity

(a) Except <my party>, political ideologies of other political parties are not politically desirable
(b) If other parties are against to <my party>’s political activities, | feel angry even if that political interference is legal
(c) Except <my party>, other political parties have nothing to contribute to the political development of our country

Individual politician level of
social identity

(a) Most people who criticize <politician> have misperception of <politician>
(b) <politician> needs the help from supporters like me in order to achieve the political goal
(c) The political goals of <politician> are more beneficial to public interest than other politicians’ goals

Skipping fact-checking

(a) Usually, I have no time to check the fact of articles or posts about <politician> when | read that information via smart
phone or social media

(b) I sometimes have trusted information about <politician> from online community or social media without fact-checking

(c) I often read information about <politician> regardless of the source of that information

(d) | want to read information about <politician> as much as possible regardless of whether the information is true

Uncertain information
sharing

(a) When someone ask me about <politician>, | would be willing to talk to someone about <politician> regardless of
whether | have a clear idea about the topic

(b) I might forward this information about <politician> to people | know without fact-checking.

(c) To support <politician>, | can post information about <politician> even if | am not sure that information is true
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When a Chatbot Smiles at You: The Psychological Mechanism Underlying
the Effects of Product Recommendation Chatbots’ Friendly Language Use

2% University of Texas at Austin

> Introduction

As the applicability of machine learning and natural language processing increases,
various industries have extensively employed artificial intelligence (AI)-driven chatbots. One
of the areas where Al chatbots are most actively employed is the e-commerce industry
(Market Analysis Report, 2021). A customer service chatbot embedded on e-commerce
websites allows users to communicate as if they are talking to real human agents. In
particular, product recommendation chatbots embedded on brands’ website or social media
account, now offer a more personalized product that meets unique customer needs. For
instance, a chatbot of Swedish multinational clothing retail company H&M recommends
products to customers based on their unique preferences such as color and style. As the
utilization of chatbots is rapidly increasing, the need for research on the effectiveness of
product recommendation chatbots has been suggested. In this regard, the current study
examines whether and how a friendly language use of a personalized product

recommendation chatbot changes customers’ perceptions of the recommended product.

» Literature Review

The computers are social actors (CASA) theory argues that humans unconsciously
exhibit social reactions to computers, even though they are fully aware that they do not have

any human characteristics, such as emotions, motivations, or intentions (Reeves & Nass,
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1996). Based on the CASA theory, the current study hypothesizes that a friendly language
use of a chatbot would elicit more positive product attitudes and purchase intentions.
Specifically, this study suggests that a chatbot’s increased intimacy would function as a social
cue (Nass & Moon, 2000) that elicits social reactions from chatbot users, which in turn lead
to more positive attitudes and purchase intention towards the product that the chatbot

recommends.

While many prior studies have demonstrated positive persuasive effects of social
cues of chatbots (Beattie et al., 2020; Yen & Chiang, 2020), research that examines users’
psychological mechanisms underlying such effects is scarce. In order to gain a more
sophisticated understanding of the effects of product recommendation chatbots, the current
study investigates the psychological mechanism by which a friendly chatbot generates more
positive persuasive outcomes. Based on the social presence theory (Short Williams &
Christie, 1976) and previous literature, this study suggests serial mediation effects of social

presence and user satisfaction on product attitudes and purchase intentions.

In order to build a long-term consumer-brand relationship, e-commerce chatbots
often ask customers’ personal information, such as an email address or phone number, which
unintentionally increases privacy concerns. There have been conflicting results regarding
whether social cues of chatbots increase or decrease users’ personal information disclosure.
While a line of studies argue that social cues increase privacy concerns (Ha et al., 2020;
Sundar & Kim, 2019), others have found that social cues lead to less privacy concerns
(Ischen et al., 2019; Ng et al., 2020). In order to fill the gap between these studies, the current
study collected customers’ actual personal information while interacting with the chatbot and

investigated how intimate language use of a chatbot changes the information disclosure rate.
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» Hypotheses

H1: Customers who interacted with a chatbot using friendly language would show
more positive product attitudes compared to those who interacted with a chatbot using

general language.

H2: Customers who interacted with a chatbot using friendly language would show
more positive purchase intentions compared to those who interacted with a chatbot using

general language.

H3: A chatbot using friendly language would lead to a greater feeling of social

presence compared to a chatbot using general language.

H4: The increased feeling of social presence would lead to greater user satisfaction

with the chatbot interaction.

H5: The increased user satisfaction during the chatbot interaction would lead to more
positive attitudes (H5a) and purchase intentions (H5b) towards the product recommended by

the chatbot.

H6: The effects of a chatbot’s friendly language use on more positive product

attitudes would be serially mediated by social presence and user satisfaction.

H7: The effects of a chatbot’s friendly language use on more positive purchase

intentions would be serially mediated by social presence and user satisfaction.

RQ1: How does a chatbot’s friendly language use influence customers’ personal

information disclosure behavior?
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> Method

The current study employed a single factor experiment with one experimental
condition (i.e., intimate language use condition) and one control condition to examine
hypotheses and a research question. A total of two hundred sixty-nine participants completed
the study thoroughly.

The chatbot was created through the platform that offers a Facebook Messenger
chatbot developing tool: https://manychat.com. The website allows an individual user to
construct a flow of conversations based on textual keywords. Thus, the chatbot recognized
keywords in a user’s input and provided a programmed response linked to those keywords.

In the friendly language style condition, the chatbot used more kind, intimate words
and maintained a cheerful language tone during the conversation. In addition, based on the
prior literature that smiling face induces a sense of intimacy (Argyle & Dean, 1965) the
chatbot in the frequently used smiling emoticons and expressed gratitude for users' responses.
For example, the chatbot used the following conversational languages: “Pleasure to meet you
(User’s first name)! We are excited to be a part of your journey, whatever that may be!”
“Thanks for letting us know! (smiling emoticon) What is your current weight (Ib)?” and
“Good to know. (smiling emoticon) We are almost done, (User’s first name)! What is your
body type goal?” Figure 1 shows how the chatbot was represented to participants.

In the control condition, the chatbot avoided using expressions or words that could
indicate friendliness during the conversation. The chatbot did not use emoticons, nor did it
express gratitude for the user's response. Specifically, in the same situation as in the above
examples, the chatbot in the control condition used the following conversation languages:
“(User’s first. name) we will ask you a few questions.” “Please tell us your current weight
(Ib).” and “(User’s first. name), we have few more questions. What is your body type goal?”

Besides the friendly conversational language and use of emoticons, the amount of
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information and questions provided throughout the conversation remained the same in both

conditions. To see the entire transcript for both conditions, please see Appendix B.

> Results

An independent sample t-test was conducted to check friendly language use
manipulation was successful. The main effects of a chatbot’s intimate language use on
product attitudes and purchase intentions were examined by two rounds of one-way analysis
of covariance (ANCOVA). To test the sequential mediation effects of social presence and
user satisfaction on the product attitudes and purchase intentions, the PROCESS macro by
Hayes (2013) with 5000 bootstrapped samples and 95% confidence intervals (Cls) was
employed. For the purposes of this study, Model 6 was chosen (Figure 2). Lastly, a binary
logistic regression was conducted to the effects of a friendly chatbot on the personal

information disclosure rate. All analyses will be done through SPSS version 27.

The results indicated significant sequential mediation effects of social presence and
user satisfaction, mediating the effects of a friendly chatbot on more positive product
attitudes and purchase intentions. Furthermore, to find out the effects of a friendly chatbot on
personal information disclosure, this study asked participants to provide an email address
during the chatbot interaction. The results showed that intimate chatbot language significantly
increased the chances of personal information disclosure. Additional analysis found that
social presence and trust in the online vendor serially mediated the effects of a friendly

chatbot on the personal information disclosure rate.
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[ Will Visit Where They Are Eating:
Understanding the Effects of Food

Review Vlog and Vlogger Attributes

on Intention to Visit Restaurants

Ewha Womans University
Division of Communication & Media
TRUONG TU ANH

Food review vlog is a new trending content category on social media such as YouTube, which
provides detailed information or explanations about food services and stories around them. Food
vlog * content has a significant impact on their vi rs” perception and behavioral intention,
ion of local cuisine and economic growth This study examines the
view vlog and viogger attributes on attitude towards reviewed restaurants
g intention by using stimulus-organism-response (S-O-R) paradigm and uses and
. The data were collected using Amazon
usable responses and an y using structural equation model
findings indicate that informativeness, ent nment, vividness, influence view
with food revi as vlog attributes, while attr
para-social relationship as vlogger attributes. Consequentl ntent engagement and p
relationships showed the positive influences on the restaurant's attitude mentioned in vlogs and
visiting intention. This study contributes to the domain knowledge related to food service
communication and provides insights into the implications of food review vlogs and vloggers’
endorsement of the promotion of foodservice businesses and adaptations to remain competitive
after COVID-19.

Keywords: restaurant comn v viog, viog attributes, viogger attributes, visit
SOR framewort.

ABSTRACT
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1. Background

FOODSERVICE
INDUSTRY

Before COVID-19 outbreak,

- Consumers were eating out frequently and spending more
time and money on visiting restaurants.

-The U.S. restaurant industry’s food and drink sales: 800
billion U.S. dollars in 2017 (Statista, 2021).

After COVID-19,

- Ordering food delivery services

- The widespread distribution of COVID-19 vaccines in
2021 - boost the foodservice and hospitality industries in
the upcoming years (Blank, 2021).

Eood Review Vlogs

Foodservice consumers as information
providers (UGC)

* Food vioggers spread and share their food-related
information and experience = confirm their satisfaction
levels by the restaurant’s reviews = provide users
recommendations for purchasing decisions.

* A powerful source to support world cuisine fans to find
an incredible destination for food adventures.

The potential micro-sector of video-based UGC on
social media can be effectively used in foodservice
marketing.

| Viogs J—

© G

- rose 59%

has triggered a growth in the number
of videos uploaded on YouTube

600%

Food comtenty 4

Top 10

categories of engaging
content on YouTube
- grew 170%

Food vlogs

41 billion




Food Review Vlogs

Viogs

Food content on social media

VIDEO + BLOG — Audio-visual

2 b * Food on Maslow’s hierarchy of needs:
illustrations

1% physical need = 3®social relationships
>4t esteem need: posing good pictures on social

. - media, enhancing self-presentation
* A computer-mediated communication (CMC) or

o * Food vloggers review food taste and features +

share their knowledge of food culture and

+ The best medium to represent facial expressions and 3 4
experience of consuming

transmit  accurate communication  messages

(Dedman & Paul. 2006). - become an entertaining and information-
beneficial source for cuisine fans
« Attractively illustrate food features, loaded with a - intimate feelings with the vioggers
tempting sensation” draws viewers’ attention and - inspire their visiting decisions.
strengthens their desire and appetite to try the
demonstrated food.

2. Research purpose

» The study aims to explore the attributes of food vlogs and

vloggers to predict customers’ restaurant decisions. RESERCH QUESTIONS

» Based on Stimulus-Organism-Response paradigm RO 1: What are atiributes of food review viogs that
predictviewers' engagement?

RQ 2: What are aitribites of foodreview vioggers that
predict para-social relationship?

Vlog attributes ﬂ[> Engagement
Vlogger attributes Para-social relationship RQ 3: How do vlog engagement and para-social
relationship impact viewers' attitude towardreviewed
restaurants and visiting intention?

Attitude
Intention to visit

- 237 -



Vlog Attributes

Informativeness

Vividness

Social Interactivity

Viogger Attributes

Credibility

Physical Attractiveness

Stimuli (S)

Para-social Relationship

Organism (O)

Attitude toward the
Reviewed restaurant

Intention to Visit the
Reviewed restaurant

Responses(R)

4. Methodology

o An online survey through Amazon Mturk = maintaining demographic diversity

o S-point Likert scale measurement [“Strongly Disagree™ (1) to “Strongly Agree™ (5)].

o 320valid responses were collected [ Men (68.8%), Women (31.2%) / Caucasian (57.5%), Asian (35.3%)/ 25-34 years old (58.4%)]

Frequency
analysis
Understanding the

demographic
characteristics

Data analyses

Cronbach’s
alpha test

Testing the reliability
of constructs

EFA

Checking the
maximum
likelihood

estimation with
rotation

I
SPSS 22

- 238 -

CFA SEM

Testing the
hypotheses

Verifying
validities of
constructs




5. Results - structural Equation Model (SEM)

H is Testi ot
ypothesis Testing

9 out of 11 hypotheses
were supported

(ENT)
. 002
H3 & H4 were rejected )
Social
Social Interactivity = Content Engagement
=  Measurement scales
= Passive content consumption

Credibility = Para-social relationship
= [nadequate measurement structure
= The sample of non-fan audiences

eridge the research gaps Understand characteristics of

food review vlogs and vloggers

Lacks of studies in usage of a vlog
as a medium for food reviews and
spreading information

- Contributes to the domain

Confirmed the crucial roles of
informative, enjoyable, and vivid
reviews and physically attractive,

knowledge related to food service attitude  similar  vloggers in
communication by adding the prompting affective and behavioral
understanding of the psychological outcomes.

process of food vlog consumption.

-239 -

0.12%

0.37%¥*

0.21%%* 03544+

Visiting
Intention
oD

*p<.03, ¥p<.01, ¥*¥*p<.001

6.1 Theoretical contributions

extend the use of
the S-0-R model

in describing the influential
factors, perception, and
subsequent behavior to
enrich  the  restaurant
communication literature in
the food vlog context.



6.2 Practical implications

* Acknowledge the importance of building close relationships with audiences.

* Tailor confent to meet audiences' desires and expectations: informational supportand entertainment
sources, vivid food features, restaurant background, and other patterns = visual pleasure.

» Build distinctive characteristics: fashion, lifestyles, and communication styles = image uniqueness

» Address millennials (major audiences) in producing vlogs : senses of insatiable curiosity, values for
relationships with superiors, and visual satisfaction = creative and well-presented content
with visually aesthetic appeals.

oo

* Choose vloggers who have similar profiles with the targeted viewers = seed their favorable attitude
toward the brand and increase consumption potential - brand communication

* Foodreview vlogs could be alternatives to advertising or searching tools in supporting a restaurant
visit or F&B purchase and disseminating local cuisine and economic support.

THANK YOU FOR

LISTENING
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