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ABSTRACT

This study aimed to examine the mmpact of virtual human announcement timing on brand affect and
trust. Specifically, as form realism is no longer a concern for virtual humans, we focused on behavior
realism. Therefore, our study examined 433 Korean women aged between 20 and 30 years. The results re-
vealed that announcing later that consumers are virtual humans induces a positive brand affect but diminishes
trust. However, although it had a positive effect on brand affect, it was found to be not significant, only re-
ducing brand trust to some extent. Additionally, it was found that individuals perceived the brand more pos-
itively if they were informed in advance that they were virtual humans. Contrarily, in the case of post-an-
nouncement, a more negative brand affect was observed toward stiff action. This suggests that if a company
wants to create a positive brand affect through the wow effect of a post-announcement, behavior realism is
required. Marketing implications were provided based on the timing of the virtual human announcement.
Key words: announcement timing(3 %] A &), behavior realism(35 €€ 28]%), brand affect( EHE 7H7),

brand trust(E A= A=), virtual human(7}4 Q17h
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A3 2949 HEE 7INA " tHChaudhuri
& Holbrook, 2001: Hirschman 1983)., &3 thok

‘PFE'EOI'L 740?1 ‘/}E‘r‘*"% #OI AAH 249
A &8st 3¥ VR 3
(arousal) % SRA RS e st
(Slevitch, Chandrasekera, Mejia-Puig, Korneva, &
Akosaet, 2022). HEo] VRS &8 344 7
g AFlME g H whgo] BAT Bk A
A s vAE ALE YeRsth(van Berlo,
van Reijmersdal, Smit, & van der Laan, 2021).
weba] ol FAA b Aol BAZe] Eo
£% ¥2 g + Ak

54 BADTL HAE Vee
A 2HREEC] 7170 W
™ (Chaudhuri & Holbrook,
2001), A= Z}Zé% vl Az g3 A
A BthLau & Lee, 1999). #AL Ao
SHHCE AAYARE AEe B
l FES Z8E dvh F AAAH wgo
dojupr o] Fof AlE H7Ee FAHCE
tH(Chaudhuri & Holbrook, 2001). Wb &
A AL A4 HAHZ O FA AN FLA
A4 AAol HHHY NE7F AAGH(Lau
Lee, 1999: Lee & Hwang, 2010).
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ol 37 HA, paired t-test,
ANOVA ¥4& A=3th Bl 72443 AF
W= Chaudhuri & Holbook(2001)9] W=
likert(1d =23 olUtt 5@ =m$ 21=hH 2 &

213%, 30t 727%% Jetgtod, i&FEe AL
Z 6.9%. Eol4 80.6%. A 62.8%. AHd7L
3.7%, A 9.7%, A 37%, 718t 19.9%=
BT AAE 20009+ olsk 23.8%, 2,000~
4,0008H10] 54% 4,000~6,000013F 20.1%, L ©]
d 51%= JEhsTh Wi SNS AREAIZRE] 30
o] 3}7} 33%, 30%~1A17F 25.6%, 1~2X1%} 215%,

2A17F o]4fo] 199% 0.2 JeEbytth SNS AFE-7]17H
o] 19 o3t 92%, 1~39 102%. 3~59 13.9%.
590]4 66.7%=Z JENGTK Table 1).

gdEE(d AHg 22 IWE/ RFEge=0, @
i=2

1. Edi= Z-E T A2lof oH

Alet A3 KMO= .899, Batlett's= 2642.410
a7l Ueht v Pl

hde 9z

wd, A%

FAAH (A =0,
Ak,
Qo=
s 7+ =}
A A 54 T Table
E} o
Kol 766
53t
el o g

g fUofe

[

7 W5se AHE(RAE FH= 919, B
{Table 1> Sample Description
Characteristics N % Characteristics N %
Age Average yearly salary
20-29 118 27.3 Less than 20M 103 23.8
30-39 315 727 More than 20M~40M 221 51.0
More than 40M~60M 87 20.1
Over 60M 22 51
Education SNS usage hour
Less than high school 30 6.9 Less than 30minute 143 33.0
graduate More than 30m~ lhour 111 25.6
College degree 349 80.6 More than 1h~Z2hours 93 215
Over master’'s degree 54 125 Over 2hours 86 19.9
Occupation SNS experience period
Office worker 272 62.8 Less than 1 year 40 9.2
Business owner 16 3.7 More than 1~3years 44 10.2
Professional 42 9.7 More than 3~5years 60 13.9
Student 17 3.9 Over byears 289 66.7
Etc. 36 19.9
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(Table 2> Factor Analysis of Brand Affect and Brand Trust
Std fact Ei Vari .
Construct Item ?C o 1sen anance Cronbach's a
loading value (%)
It makes me feel better when I use this brand. 766
I feel happy when I use this brand. 880
Brand : 3.303 41293 919
affect 1 feel pleasure when I use this brand. 857
I was happy to use it for this brand. 804
This brand is reliable. 837
This brand can trust. 848
Brand : : ‘ 2,930 36.621 883
trust This brand does not disappoint me. 786 (77.904)
I have confidence in this brand. 640

KMO (Kaiser-Mayer-Olkin)

899/ Bartllet's test =

2642.410, df = 28, p =.000

NF = 883)F e} ZA} =7 AFEs}; ok

of tigt FAA e el Auxte] BAE 74
AFE AuE ZAs} BT Ao s zfo|st

ASFAR (A mean=2514, & mean=2647, t=

el
=
T

2. H=E|AUE|E, ZX| AFO| CHSH Xto] A -2.034, p=.043), BAE A== Ao|7} Y=
AogZ Yeyth(d mean=2589, & mean=
= Z wuwst FUEPE=R 2RE N
VH F5d oet 5, 993 A=A 2654, t=-1013, p=312). Abdle] FA& AR
o o S 5= Y
o SUEICAC] me [AZE AASS B yeg 29 g0l vasel da o 23F
AS) e AT QD Aol HF BANA o) yayes gew + 99w war 4
= e) T=E JuU= , — = AL
VHel g0l FEJT nAsd gl 2 oo} Huol = FAnmd TAAEY =
0 [¢} =1 [e} h=4
Z#¥ mean=2687, W% mean=2484, t= Mol Mo we BT 7Ag Ao o]
3124, p=.002 ) A (FE21& mean=2.741, Ao B 95t 2-way ANOVAE AA8HH o
LE'-LE'-@F mean=2.515, t:3575, p=OOO )7]' LE]I-LEI- }B]'EZ—](%O] %ZH@_% 5_{]_?_% 5,: 3}3)\4 <F1g 1>
3 PEHYg 52 Aoz yeiyt yEoe], VH
{Table 3> t-test of Brand Behavior and Announcement Timing
Factor N M SD t D
soft 203 2687 681 e
Brand affect stiff 930 2 484 672 3.124 .002
soft 203 2741 656 n
Brand trust stiff 930 9514 664 3.575 .000
before 220 2.514 578 «
Brand affect after 913 9647 795 2.034 043
before 220 2.589 468
Brand trust after 9213 9 654 827 1.013 312

*X .05, *FpX.01, *** X001
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{Table 4> Mean(SD) of 2-way ANOVA

BR NT N Mean SD
before 107 2.481 545
soft
after 96 2.917 745
Brand affect
it before 113 2.544 550
St after 117 2425 769
before 107 2.568 497
soft
after 96 2.935 752
Brand trust
stiff before 113 2.608 440
after 117 2423 816

(Table 4 and Table 5). VHE] FAE A$ol 3} T+ Z9AQl BAE o] FEHe ACE UE
A d A4S g9d g5 fdgFold e 2 GTHF=19.0027). BAT A AL ALH
BT ZAo] Yeiytth o]¢k wilE FAE AL TAE A, A JLEAFe Aol HE UE
Aed A 2 A5, ey A dddE2 v A AR d5FEE BiE Ay e v
(Table 5> Results of 2-way ANOVA
D I SS df MS F j2)
BR 4.942 1 4.942 11.353 .001
NT 2.693 1 2.693 6.186 013
Brand affect BR x NT 8.271 1 8.271 19.002 0007%**
Error 186.733 429 435
Total 3081.813 433
BR 5.974 1 5.974 14.317 .000
NT .890 1 .890 2.132 145
Brand trust BR x NT 8.214 1 8.214 19.684 000%**
Error 179.019 429 417
Total 3167.188 433
* .05, ¥ (.01, *** (001, D: Dependent, I: Independent
35 35
2.917 5 2.935
8 2481~ — — _ 2544 = 2.608
g 25 =i = i =B 2.568 T
% " 2.425 g, 2.423
215 E 1.5
= [s2]
=) 1 1
0.5 0.5
0 0
soft stiff soft stiff
before = = after —hefore =—gfter

{Fig. 1> Interaction of 2-way ANOVA
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(Table 6> Resutls of Paired t-test

D I N Mean SD AMean paired t-test D
Brand before 213 2.67 798 [_
affect after 213 2.65 795 L2l 67 72
Brand before 213 2.75 724 «
trust after 213 2.65 827 094 2.396 D17
*p 05, **p<.01, ¥**p{.001, D: Dependent, I: Independent
FOR YETh(F=19684") T BE 10 olakR #AVF glom, 7 ous
&0, ¥4 AFY Bdt A B 4 % $93M(BR p=-153, p=001, AT B=
FE 2H Ao YTEE t-testE 1o TthE 103, p=.031*), A (F=7276")% $98 Ro=
Aol & AH Bkt Table 6). 1 23, HI= 2+ Vel o]T B3 204 BAE 7S =W
AL FA A T s AA T _‘i"JJE ] FZ HAHT 2FHE FHEEFE IAEHES AY
€ 34 48T A § OISt AL AU F @ Ak AT Ao

AATH A mean=275, & mean=265, t=2.396).

3 HFY RSl WS 2U2ED BRAIN
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{Table 7> Regression Analysis of Brand Affect and Trust

=
p=000"", F=492313").
ds AHR7] 98 29
g E 19X = FolstATHBR B=-153,
p=001"), B8 3ME fosx go} HAC
s dmplske AeE YEETH(BR p=
-.0610, p=.066). SHAIRE, FAAHELZ Y 1A
HF,HE 71—;(40]]\:]- xl;g 4_§ ogak
AT B= 103, p=.031"), B3 304
< MAE ] B A= mA= Rt
e A2E YERTHAT B= -.020, p=.554).

’\ rlr

RZ
M I E. F . IF
odel D B S B t D (adj R?) \%

BR -.209 .065 -.153 -3.213 .001 oo .033 1.001
! BA AT 141 .065 103 2.169 031 7216 (.028) 1.001

2 BT BA 715 .032 730 22.188 .000 492.313%** ('ggg)
BR -.082 .045 -.061 -1.846 .066 1.025
3 BT AT -.026 .044 -.020 -.593 554 166.115%%* 037 1.012

(.534)
BA 708 .033 723 21.653 .000 1.034

X 05, X 01, ***p{.001, D: Dependent, I: Independent, BA: Brand affect, BR: Behavior Realism, AT:

Announcement Timing
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