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Abstract The study confirmed the relationship between attractiveness and suitability in the relationship between the
formativeness of creating the artistic form of a virtual influencer who acts as an advertising model, advertising
attention, and advertising attitude. To confirm this, the subjects of the study were the MZ generation and X
generation, which have a high rate of SNS use. The analysis method used SPSS statistics 27.0 and SPSS process macro
version. The research results are as follows. First, it was confirmed that attractiveness and suitability fully mediate the
relationship between formativeness and advertising attention. In the path of formativeness and advertising attention,
the total effect was found to be higher than the direct effect, and it was confirmed that there was a double parallel
mediation effect through attractiveness and suitability in the relationship between the formativeness of virtual
influencers and advertising attention. Second, it was confirmed that formativeness affects the mediating variable,
attractiveness, but attractiveness does not affect attitude toward advertising. Since formativeness affects suitability and
suitability in turn influences attitude toward advertising, it was confirmed that there is a full mediating effect between
these variables. According to these results, the parallel mediating effect of attractiveness and formativeness was not
confirmed in the relationship between formativeness and attitude towards advertising. The above study is significant
in that it presents academic implications and practical implications by examining the dual and parallel mediating
effects of attractiveness and suitability in the relationship between formativeness, advertising attention, and
advertising attitude variables, which are considered in the production of virtual influencers.
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Table 1. Parallel dual mediation effect of attractiveness
and suitability in the relationship between
suitability and advertisement attention

Independent

Variable B SE t LLCI ULCI

Parametric Model(Dependent Variable:
Attractiveness)

Formativeness | -86 .07

grxx ‘ 7 ‘ 1.00

R?=.39, F =134.47***

Parametric Model(Dependent Variable: Suitability)

Formativeness | -/1 .07 10.84%**

.68 ‘ 84

R?=.36, F =117.64***
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W7t EAROR folnlat Ao Felweh gt
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Table 2. Effect size of attractiveness and suitability
in the relationship between formativeness
and advertising attention

Dependent Variable Model(Dependent Variable: B ?3%
advertisement attention) Route ootstrap rrire]rlvjnce
Formativeness | -.16 .09 1.66 -35 .035 8 SE LLCI uLcl
Attractiveness | 22 | .07 208% | 08 | 37 Total Effect %6 |0 3% |7
Direct Effect:
Suitability 74 .08 T7*¥* 57 90 Formativeness—) .16 .09 -35 03
Advertising Attention
R?=49, F=66.87" Total Indirect Effect 72 09 53 91
.01, **p<.001 Lr;(iwn:}aiﬁvgg:;:;L)
Attractiveness—) 19 08 04 3%
- - Advertising Attention
shelgat Ao e WA RE SAHOR $9
_ P = - = Indirect Effect:
U] ?l';q %]—?lo]?] -?40]‘01 ‘?‘EQEEH%]‘% }‘\_:].}\] 0}?‘3\3}. 1 Formativeness—-) 53 08 37 69
= Suitability-) Advertisi . : : :
ZA3t= Table 29+ 2t 2@Ao] Fal FEL F=2 7+ o
BE & k= £=5601% 95%2] AlZ|F7tolA SRt
Fhol .38 /3t gho] 748 o] EFHE|A] Yol A H
o olulsl 7o & slojgloltt & & 17to 43 7H2 2 #F
2 Fouet Ao & SRl & Aol Zzte] wj
eiZ=ol ufel Tt A3Ao] EQEwA 2@ Ao| B N AEFAMS] 243 FL Himote] A
zrce 7} Az AY GNs g=-1608 gasty A WEAgT 2 ol WHaRE HAIoHA

Agk FAROoZE feulsh] ghe Aoz Uehith
2t 2940] WEge] 9L nX vyl o
A B3 FEE0] o nATHs A, 294L A
of GPL TAT AL F3 FBwo] JaFS u)H
ohe A, 293 2340 Fa 25E 7 424 &
wh Ay avec At AL at gee
oJulgtet. webd ol EfjE (HANE AEHAL
23] e FRste] B FEE] o2t 7
2olA PR B3t 271 g=190]H 95%2] Al
714 Bt gto] 04 A1 3t 352 0] ZakEA 9
of BAHOR foludt Aow Slsigith £FAol
AYPHE Afstel 1 FBE0 o]zt HzA 7t
WA= 13k 371 #2530 95%9) AT
sfatglol 37 A1k glol .o 0°] YA glot 57

250l ye

o}, 24 ZA3H= Table 33 2t} WA 137014 29
o] wjE Ao mXe JTFE AHEIA JARYES
A% Ait BAZoR Q{ougt Aog UeRdtF
=134.19, p<.001). E3H 3|7= o] g2l 39.22%(R=.39)
2 UERITE 2840] mig Ao ()Y IFE Fovlst
A BXe Ao & UetH#=86, p{.001). 2&A oA
= 2340] AFA nAE I ERIstrAt 39
Y& A A7 BAFCE {ov|otH(F =116.99,
p<.001), FAEFS] AL 36.00%(R=.36)FE LI}
et olE EUiE 234 AT rlXe 9FE F
St A3 A+ FFE FvloHA viXE Aoz YE
HtH#=71, p{.001). 3EA A SARYS A5 2
I BAFoRE Foudt Aoz YERTHF =39.08,
p<.001). o1& EdiZ 24} oy, He4go] 1
Hro] mAE e ERist A 2FA(4--.04,
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Table 3. Parallel dual mediating effects of
attractiveness and suitability in the
relationship between formativeness and
attitude toward advertising

Independert
\riake B SE t LLCI ULCI
Parametric Model(Dependent Variable:
. Attractiveness)
Formative 1158
ness 86 07 . .7106 ‘ 1.002
R?=.39, F =134.19***
Parametric Model(Dependent Variable: Suitability)
Formative 7 07 10.82** ‘ 58 ‘ m
ness
R?=.36, F =116.99***
Dependent Variable Model(Dependent Variable:
Advertising Attitude)
Formative —oa 09 —16 —2 12
ness
Attractive — 07 _29 _16 12
ness
Suitability | .65 08 g | 50 81
R?=.36, F =39.08***

**p(.01, ***p(.001

mE /e g o] mast EAA R frefulgt
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Table 4. Effect size of attractiveness and suitability
in the relationship between formativeness
and attitude toward advertising

95%  confidence

interval

; SE LLCI uLcl

Total Effect 41 08*** 25 b6

Direct Effect:

Formativeness—) -04 09 -22 14

Advertising Attitude

Total Indirect Effect 45 08*** 29 61

Indirect Effect:
Formativeness—)
Attractiveness—)
Advertising Attitude

Bootstra
Route P

-02 .06 -.14 A

Indirect Effect:
Formativeness—)
Suitability-)
Advertising Attitude

47 08*** 33 63
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