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ABSTRACT

The purpose of this study is to examine if an idol’s attractiveness influences whether consumers intend to
purchase their goods . In particular, the study focuses on the narrative attractiveness of wvirtual idols, and
how consumers’ self-brand connection mediates this relationship. This study adopted a quantitative approach
that utilized a structured survey. The results were as follows: First, contrary to expectation, visual attractive-
ness did not significantly influence purchase intention, while narrative attractiveness emerged as a highly influ-
ential factor. Second, brand-sell connection was found to mediate the relationship between narrative attractive-
ness and purchase intention. Third, familiarity with virtual idols moderated the relationship between narrative
attractiveness and brand-self connection. These findings suggest that, idol narratives and storytelling play a crit-
ical role in consumer engagement, more so than external appearance. In particular, the stronger the per-
ceived connection between the consumer and the virtual idol, the higher the mtention to purchase goods.
These findings offer practical implications for the entertamment industry as it continues to find new ways to

enhance brand loyalty and merchandise sales through character-based storytelling.

Key words: brand-self connection(E#HE-2}7] AAAJ), narrative attractiveness(A A vl 2 AJ),
purchase intention of goods(3ZZ Tl € %), virtual idol(M F Y o}o] &)
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. ME 7t Aol IAA g3, AFH] XY AAE

7FsstAl dte AN ZAE 715EE BoErh

F2ZU9Y(COVID-19) Ad = A AA A olE AFAH wigEwt oft Z W AA
Adte] FA¢ HelE ZYPoH, 2134 AT & A4, A AAE T MA g s Sl
719 v A8 gk HAYd e £ E HAEH AEAR HAE FFaHaL, 2P| Ao}
7443818l th(Arsenyan & Mirowska, 2021). ©]# okl A A4S FEgth 535 MZAd= ©]
¢ Wste YAE 7le, EY9¥ 7)< (Immersive 21gh IR AR AlZHA RS SRl HAd
Technology), ™l EFH 2 (Metaverse) 59 $2A4& ofe]ZollAl A oy, AA ololEI fFAMSH
B2EA 71 AZ17F H9eH, T VlsES o HAoE AYS JAHTh EUT 7IEe] oA
St Aol Al A Yl =R A JA Q) g & F de HFY olol: Tlolid TEd A
o 53, deATH AFEH 1A Ve Ik HERIFME FH2E dof, tAd Altfe] A=
she HEFEY F99 AFS AHdHola A AFUAClA wAela Mzt AEE FHSH
FHFAL, ols & UL MEL AFYA HeE T8 WiAlE st ok ol
old 7S Gtk 2719 WFY FHS H] EdEs AE Ao E FET glom 2024
AAA Y, 2H 22 54, FAALYE A d 10¢ NEE Zelop e #H 2 W (KMF
2AE QS 2HIAR ST 7MY EAAES 4 2024)" oA wERH A8 B2 YAY g9 7ol &
A RJAASHA TERoU, AL S WFY Al Aoz Radsta S EATHChoi
AZSFAMNES A A $4UdH =2 Al 2024). WA FHY AES S T Aol
72 s T Qb AAE sE3 Sk A olel gk AlZFA XA wjE Al 7IWe R g
(Choudhry et al, 2022: Ham et al, 2024). o1& W Frle] &do] Ha GEL glen, o
Eol, AAAR MFL AEFAAI Lil Miquela, © &R Bt Ay ) 9 dF B
Imma, =W ¢l Rosy & E& =¢d<S AFsH ‘Q@}—E g 719383 JtH(Ham et al., 2024: Park
A FA A wkgd FEE olEXY Y et al, 2024). 184 71& A7+ ¥FLE F9
(Arsenyan & Mirowska, 2021: Kim et al, 2024: ]” "1*]‘7‘4 g, & AYHs ALste olof
Ma & Li, 2024). 53], AHHRJHUE Ao A= 719F ARG A gl Anat ghgel WA=
U8 7lEs VINCR g HFY olo]Eo] R ol hsiMe o et 7ol Stk WE
& HEvdE AABL vk MFL ofolE A 0}01501] e APATolM Lee et al.(2024)
AFAFTH AFE 1A V€2 AdE 7o T U4F 2R AAA FESs AFEJA
EA e By, A ofelEH} A wof L ‘PF—E%]EI EAe] & A+ (Hwang & Ki,
v e 2.9 W g IRE B U E 2023: Lee et al, 2022), au|AL} digo] A3 A
I GAA BAE A8t Ak 2024 EE 3} T(Oh, 2024) E°lth, dF HFA oto]E9] e
E 1918 715 HFYE otolmg IF ‘ZdHolE ot IR o] miAE ALA, £H
(PLAVE) & W2l AHE=E, 4493 108 A& S FFH Adesel Jwte dFolth(Park &
=PI F LA MHZ = FAHETL A w7 Kim, 2024). o]o] uwtz} & L:rLE HEd §F9 F
= 7153, HEL FHo] diFistelA Zte AME HFYD olo]lES FAHOE, o5 AZHH
FsAE AdAoRE FHa W tHKim, 2024). & g2 AALE wfgAdo] Amiate] AAA A2
goju'el 2 Aldle E9% 7€l @A Al o o9A FIFS MAEAE AR, ol
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e s AsiH, M4 A4E Astet
3 < 3 H(Kim et al., 2024).
Al gk MAbE 37 38 LA A FEH
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Aol Fuh ool MAE G

H4 879 ofo]&e] A]2}5] (Hia)/AIAS mf g
H(HAD)Z HAE 7)o Fy5Le i

ofolE A7} ZHY Ho|h

I, 4714t

¥ ATE 9stel Ff 20~300 WUE WA
o RS AnsYt HEL sk Ay
FES ARAT UOE F ATAL AE =)

XS Choi and Lee(2024), Sung et
al.(2022)9] A& 7IWeR FAdson, F

N2 F3390 the BHE-27] A4 £F
< Sarkar et al.(2021)¢] AFE 7IWOE AR
FAgstRem, P EE /e 3¢S =E Jiang
et al.(2022) # Sung et al.(2022)8] A+E 7o
2 st BE T3 53 FAE HLolw,
AT FAE ot A dodAE T8 AeA
FASRLeH, F 150719 AFTA FAHA
MRS 20249 119 11Y%H 1797/ $%
on, F£AHE HEXE SPSS 22, AMOS
gg3to] FASHoH, A8, A
ATA, FE2HAA S AHESHA

2
24 A%, AR Wy 38, A
Ell J

oo

VI A& 1}
1. SHETO Bt Az

AMOS(CB-SEM) & Hd-¢-E=F4 % (Maximum
Likelihood Estimation Method) S AFH&3}H,
B2 FAANA Fo3 dFTE Shh(Westfall
Henning, 2013). ¥ <A-FollA A& 54 ¥
A=t BFFAS BUrskr] flE 1A 2
2g AANFH K Table 1). 1 A3}, o2
AYPE AFE T3l BYS F& 75 779

£ YeltHGFI=.946, CFI=.984, NFI=.946,
RMR=.028, RMSEA =.030, x?=311.804, df=224,

X000, x¥df=1392). 28 U ZE 732
Aoz Ho3 Aoz Yyt A g9 &
H gEAes dFe 98 g9 24 F
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22z O

T=E it
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{Table 1> Results of Final Measurement Model

Constructs/Items Factor loading AVE CR a
VA
This idol group provides visual pleasure. 788 690 870 867
This idol group is visually beautiful. 880
This idol group is visually stylish and fashionable. 823
NA
This idol group is narratively unique and distinctive. 701 693 870 870
I feel attracted to the story of this idol group. 902
I enjoy the overall storytelling development of this idol group. 879
BSC
I consider this idol group a part of myself and my identity. 930 828 935 934
I believe this idol group reflects who I am. 930
I can identify with this idol group. .868
PIG
I would consider purchasing the clothes worn by this idol group. 849 863 949 946
I am likely to buy merchandise at a store that sells products
related to this idol group. 950
I will buy goods at a store that sells this idol group’s merchandise. 982

Note(s): x*

attractivness, NA =narrative attractivenss, BSC=

{Table 2> Correlations and Square Roots of the Average

=81.109(df=48), p=.002, RMSEA =068, NFI=.956, CFI=.981, GFI=.919, RMR=.043, VA =visual

brand-self connection, PIG =purchase intention of goods

Extracted Variances

Constructs VA NA BSC PIG
VA (.690)
NA 0.567 (.639)
BSC 0.339 0.520 (.828)
PIG 0.450 0.561 0.638 (.863)
Note(s): () is each AVE value. VA =visual attractiveness, NA =narrative attrativeness, BSC =brand-self

connection, PI=purchase intention of goods.

riance Structure Model Analysis)S 33 th
(Fig. D. 7}*4§ qu@ ;L 331% ot e 7

(X2=93.885, df=50, p=.000, XQ/df=1.878, GFI=
908, CFI1=.975. RMR=.063, TLI=.967. RMSEA
=077). ¥4 Az, VAE BSCEHH #93 9
&S T ALE YUERHTHA=075 t=

HAA ¢

403) wEkd HIS 7124399t I8y NAS
BSCol folmat A (+)¢] d3Fe vAE= A=
UERSTH( 3= 677, p{.000). olol uwlg} H2E A|X
g}, L3, BSCS Pl(5=874, ,dooo | z}z}
B(+)e] &= Mz oH, old H3e= AA =AU
(Table 3).
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{Table 3> Results of Testing the Proposed Paths

Hypothesis Path Standardized coefficient t-value Result
H1 VA -) BSC 075 403 Rejected
H2 NA -)> BSC 677 3.496%** Accepted
H3 BSC -) PIG 874 12.638%** Accepted
Note(s): *p.05, **pC01, ***p(.001. AU =authenticity, EM =empathy, NBT =non-betrayal, FT =fantasy, SC=social

connectedness, FT=flow, SBW =subjective wellbeing.

Familiarity

Visual
attractiveness H4b(low B=.498* high p=.722%
075. p=.687
P p=887) Brand-self 3(p=.874. p<.000) Purchase
: Intention of
connection
goods

Narrative H2(B=.677. p<.000)

attractiveness

<Fig. 1> Results of Hypothesis

= o] TS Bty 98 gy 3
012 Qo1 EA (Multi-group Confirmatory Factor
Analysis) & 3
invariance test) S AA|8t TH Steenkamp & Baum-
gartner, 1998). WA, & g 7+ 24 X7} =

242 SX 7= (measurement

deAE syl f8  FeEls A (configural
invariance) AAE ST 1 A3, 54 2
Ho FrolAly e FsA =A JeElgA T

(Table 4> Invariance Test of Familiarity

(CE: x?=162.803, df=118, p=.004), ©+& #H3g
E ASES BE G5% £39 Ry HYEE

YeFITHCE: x2/df=1.380, CFI=.972, RMR
059, RMSEA=051). °] A%+ Felsdgdol
HENSS BAFH o8, 54 E7P‘é(mea—
surement equivalence) & A=3}7
°] 29l Fat Bl Ao 7He BIPH Aot
748kA] ke 1y 74e) FrolalF o] AAEL F
Pttt 1 A3k FA Je] A9 Ax*=9.335,
df=9, p=A07E Yegyen, + %

ol

do
%":
—n
N
L

X df D

unconstrained model 162.803 118 407
FA measurement weight model 172.138 127
Ax? 9.335

Note: FA =familiarity
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df
100
101

familiarity

AX2

3.848%**

173.086
176.934
brand-self connection, FA

High
722*

MRt ZB75% 49k
Std. Estimate

498**

Low

narrative attractiveness, BSC

NA

Path

Measurement Weights
NA — BSC

FA

Moderator

{Table 5» Comparison of Multi-Group SEM Analysis between Two FA Groups.

Note: *pX 05, **pX .01, ***p<.001:
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