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Y=y =TT =22 W7 T NERITEN A E T Vb T % BLP E7 /L (Berry,
Levinsohn & Pakes , 199538 0B CReR SN THBY ., ~— 77T 4 7 THISHE LT
%o BLPET LV TCIHEHLNDOY =TT —H NI 7a 1L VvD7 70 RERET
T, EEMREMIAT Z L TEALNVORENZHEET 5, BLP ET7 Va2~ —7 T
o4 TR L7l & LT, Bodapati & Gupta(2004)i%, J5& L~V DOEEFT — X DA
LRI TERWGEIL, BB AT — a VORBIEEMBANT T T v REIRE
TNEREL, it —FOHLIFATERVWEETH, B A FORESEZFHET
x5 L&A LTz, F72. Musalem, Bradlow & Raju (2008, 2009)1X4E5t7 — & 25| H L 7={#
NETNVEREL, A AFGEHFEMO TR SN RWEREE DT 7 REREZ VI 2 L
—a VCRETLIHIEAREZ LT, & 5IC Park & Gupta (2009)i, FEMEE NAEMEE
BL7ZBLP BT /LAREL, Ly =7 008 %Z BLP T /LT ) HiEEREL
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BLP E7 /LTI, —MRANCTHEE REMEO MR RGO L hENE KD D Z &
WCERBELRHD, LinL, F—FT 40 T hhEO~—0T 4 V¥l & Il 572012
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Identifying decision strategies using by deep learning
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ZBUERATEHE CIE. BIREOH, BHEOHM. BUHEOXREHE BENUEEOER
ICIKTF L, BIREPEMZ R T 2IEENE L. ZOERE L TRBARERRIEELZ
F2Z N BB, 2DLIBFBETIE, BIEFEHLRIIET. STENDIMARETH B 7-5.
EORRE - BEZEDL D BIEETHERINI-OHDOEBATEEREZ DT 2 18F2EHK
EDVRVON D, HEHE DR R ERIRE ZHHT 272013, HEEN LD X
STIRMTFTED L) REMEROME 2L T, YO X5 ABERECEL DL 2 EET
ZRHEWRD 5, HHRERELZN L TR SHTRETETZOREEIFA VLS 2 %, B2
BENATIHIERER E BRFOFMOBEBREZRETS 52 Z LN TE REAK LTINS, B
BAEBRICBEVWTED LD BIBERER EFMA L IND DD OLRRIEDORIIAN R W2
NTETWD, ITNFETIC, EEE (CON)., 28R (DIS). Elimination by aspects & (EBA) .
HERER (LEX). MEMEE (WAD), EmMEMNEER (EQW). MEZEE (ADF). BX
AR (MCD) R EDREAARHINT WS, INE TITREABDOREDHIED
HALNTWEH, DEOFEDOHFEICE £ > T3 (Fang, Schooler, and Shenghua, 2022) ,
AFEClE, IRETROEREY T2t —va v, BReE=% ) v 7EER FEEEE2HE
ZEbHE, WESTRDREZRITR ), STEKY T 21— 3 v L EBRD» 5L N THHRIER
ForicHOE, BEEE R TN\ DREHED S EERAR T,

Vabi

BRE=ZZY VI EERR EBREMEELZREHET ) — 8y a v 23N 5 38
FEML -, B, it EE, R, Sy 7Y —. CPU, RAM Th o7z, @I
3KMETERE S, TRCOBERPIT, REKEDEED 2 o, FREDEMD 2 2, FIK
KHEDEMED 2 O0h b7 5 X 5 I X N7z, AL, B < BN O XFERNTERE .,
TARATVLAICT VELCHES N, BHEKERIRINCTE Y, &2’ Cw 37
F. BHKERRR I iz, AfETIiE. CON GEAERLD, DIS (57#Ef). EBA (Elimination-
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by-aspect ), LEX (fFE#mEA)). WAD (OmEmMm&EARD), EQW (FEmEMEA) ., ADF (il
HARD . MCD (BRE AL 20t R & L7z, BERSINE X, KA 704 (B 19 4,
S51%) ThHhote, WEICE D L TICSIMEIEE L 722 O BERY % FLHk L 72,

STE# T 2L —3 3> Payneetal (1993), THf - JEE - £F| (2015) DJFiEICH DWW
TOIRESTMEDOF Y Ia L —vaveEMmL, REICES E TICHER I N0
PERERG % GEPR L 7o RESTMG T, EBRTHOAZRE T OMIC, 7 v X LicERET 2
RAN ZEXE L7z, T2 Tld, RAN (Z, BEREE Z 1 2 6 EIBE X B oh 20 7 v &
LICHSE L, BEBRRIEG 72 TSR 7 v X LICRE LT, 7272, WAD & EQW. ADF &
MCD Z[E LR TH 2720, ThZN—2D D ARHE L (LUK, 2hth
ADD, DIF &3 2), BIEMIX 025 1000 DEEEE L, EEEIZ 02D 1 0FEHE L, »wT
N R OB L7z, & 2L —3 a v Ol B@RESE (5. 8. 10). EIEE (3. 5.
8). BEEOSE (&, 1K), FIF vy ERI (B, ) OFM23E L, &5 &5
oy I 2L —v g voilfTiit, 2,500 EE L7z,

FEEFE v Ial—raroEERIT—2ICEL T STEIC it E - SO0
B, BLVC—ETEHRRLI-ILOEEEES LTz, INoDOERIGRRES. BHEH%
MR T, REFEDDIEZIT O 12D DRBFE 1T > oo REBEFEICIE TensorFlow 2.10.0 %
AWz, IO OIRIEEIZENR L, REAEEICT VX LIC T5%DBITEIIET — X, 25%
ETRANT—=RIZDEILTz, BRLIZLAVY—%2K1ITRLTZ, TRy 788 Ny FH
A X132 16384 & L7z, IEHERICL B TR T =X DEHFIZKIE, 95.53% 7> 7=,

x1 REFEBEOLAV—
No JEMEALBIEE ==y M Fry7T7o X

1 Swish 2048 0.4
2 Swish 1024 0.4
3 Swish 516 0.4
4  Swish 256 0.4
5  Swish 128
6  Softmax 7

e S

IEL7-ET Va2, BRE=R ) v EEROERRINT —2ICEA L7, IBESN/A
B & DFEINTZAEO—BERIL, 40.18% Th >7z, DEOERAER2 ITRLTz, £2 XV,
CON & DIS, EBA & LEX & Wo 2JABIL 72 RN X — v R FF O E MG IIMH A IS - T
I NBMEATH 572, £72. EBA & LEX (I RAN IC/HHE N BMHAITH o 72, 77,
WAD., EQW IZ. /L EDF — %23 CON I/ X N7z, ADF & MCD 3. CON (/34 X
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N DA DR S N e,

R2 PIESTMED D FEREER
IR I N TT
CON DIS EBA LEX ADD DIF RAN

FEE X 7= g
CON 49 15 0 0 6 0 0
DIS 36 23 1 0 32 5
EBA 6 4 17 19 o 3 21
LEX 30 18 29 1 4 15
WAD (ADD) 40 0 5 1 14 9 1
EQW (ADD) 48 4 3 1 8 5 1
ADF (DIF) 21 1 4 1 2 35 6
MCD (DIF) n 1 3 0 2 50 3

KFEZ10LE (1/78E) THs b iRT,

WAD & EQW, 5 XU ADF & MCD @ 1/7 LA EA CON e -2 Lo, nEA -
MEEMD X 5 EROTTIE, TIROERTELZHRINZ L LTHERICZDOEY
R T 22 B TERNDDLEEZOLNDS, 72, DISICHBHI NZEED 1/7 KimTH
220, EEOSMEITL VL OEREBERL L5 LiIkA T2 0]fEE2H %, EBA
& LEX @ 1/7 LA EAS RAN IS 7= 2 L 25, EBA % LEX @ X 9 &)@t A 2 > JEwifE
BoOFEIE, 7 v X LBPERAAZ— v LHBL TR D 5, 5%, RAN OFER
2 —ICBAL T, BRA BT EZBRR T 20 E B D 5, 72, ZODREHTMEEMAGD
% 2 BREE TG D T B 00T b a3 2 A D B

51 sk

Fang, J., Schooler, L., & Shenghua, L. (2022). Machine learning strategy identification: A paradigm
to uncover decision strategies with high fidelity. Behavior Research Methods, 1-22.
Payne, J.W., Bettman, J.R., & Johnson, E.J. (1993). The adaptive decision maker. Cambridge

university press.

IR - RO - EF4E1E. (2015). ZBERRRTEEREICH T2 RESBOBMNEE N
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A study of decision-making processes and attitudes in multi-attribute decision-making

OFIREIL T - FRHEPE 2 - TAIsERE S - TR 4 - B HE50 5
VRGBSR E AR - 2 ORI E AT - 3 B AL AR E IR A TR
LR RSSO BT - 5 BERESR AR

X C®IC

ZREZBHEOBRARESEICEVT, INETOEZFE /AL IaL -3
VHIRICE > T BRAGEBREABIIRTINTE /o, EOBBREAKZ AW S DL,
BIREROBCEEOH, Z L CERRIBHRORTAELGEDATERICLIVERTEH L
M ER & 41T L % (Ideno, Morii, Takemura, & Okada, 2020; Payne, Bettman, & Johnson, 1993),
—hH. BRAEEOEANFEICL > THLEBAET O LA EELZZIT 2 L BEIN
2h. BEREAREZ7OEXDTEHT — % LEANFFE L OBE 2SR MNITTHhNTUL AL,
Z ZTARMETIE, ZEUMERBAEICE T 2 BRNBEBRORTAEZDOZEIC O VLW TR %
1T > 7= Ideno et al. (2020) DR T — X =BT L. EREEZICEIS L T /- B AZBRENE -
BRERE BEES - AE - 0F - FH - &8 - KE - 1749,2008) L BEBAERE (FHE -
RAMR - EF] - BIER - 7749, 2012) OBRMKICH T 2EIZT -2 2 BBARTRERELRZ. @
ADBBREDTENT — R EBBATREDOREIC OV TR Z1T> 7=

77

BEREATERE 7UV2AVAATOBEZMELZ 5 EIRE X5 BEoEEERkE %
FEWEL 7z, 24 HORFES X ORLBENRSINL 72, BERE IXERK THRICHTILE LT
1,100 MOFI%RZ T2, 9B 6 DT —RICHKERD o 72720, DL L, 184
DT — R &R L 72,

i L 72 @I 3 AREEAR, R ER— 4, 77 v > o #if, AOmiER, EitbEmao s
DTHo7z, WTNOEMEDELKE WITIEIRE O E W & BEE S N, EhR2
T 42007 NVOGEMBRMEH TN, ZRZBUESM. SCFEMA. BOSM. ORSEMAL
MRz & &35 (Figure 1).

BEEPREREIT 4 7oy 7 THRE N, BdD 4 SDOEMERE 7wy 7 Tl I NI,
BAESMFIRE 4 7oy 7 CEEI N, ZNLILD 3 FHONEFIIHEEBRER A Y v 2 =N
TV RAERS Tz, 1 7y 2k R Trbhotz, RFTDI B, HA K-V EQOFE
L., [Fl—OFREERD £ FEECEREOMELZELE 2 —vEZTNEN 3 D
FTOER L. G132 ORI R Y2 — v 2ERK L 72,

FEHRRIL 23 4 v F 7 4 2 7L 4 (RDT234WX, Mitsubishi #1:8) % L 7z, FEEirh ol
B oAk IZ SR Research #1:51 D EyeLink 1000 % H\» CHREREENAIE % 17 - 72,
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Figure 1. SZ8& CH W 72 R R &4
(fEE) HASKMG: 3 _XCoEEIZ vz [XBE| e L, BR TRV CL2EKT 5,
(FE) AREM: $_CoBET v XK & Lk, AP TRV 2L 2EKRT 5,
(KET) SCF5M BifiE & A A, TPA R S L < TR 3 F % v VNICEEHE L 72,
(GT) BuEgM: BR800l & BA67 % 2 VINICREHE L 72,

BERRAET SREEK TR, AN - BRkE R (B, 2008) & EER
ERE (FHEHE, 2012) @ 2 DDERA~DRIE %Rk 7z, HARGERENE - BREREIC
DV TR T L EKRERTFORTFHREZEHR L, BERREREICO W TR, AZR, R~
MEFVEFE, AREFELERLE, Wk, —BED S >DoRFARAZRETL 72,

AAE  IREKES) 7 — 2o T EEITN o EEES X U Payne (1976) IC X 2%
TR a7 8L 7, ZRBER 2 73T &M o > 7 b RIE D 255 2t L
BAmo Y7 FEEOFTHRLZD D TH Y, fEHA+1 1T IE EHET 1 OFERL~ — 2 D
AR DHERE 2% < L D — 1 ITEWIZ L, BT MO EIER — X DWRMOMEE R L W L 2K
o o BERO—BWZ2ERITEEL L <, FA-—&REIGHICE T 2:ER Bz &FCL
WCHEH L7z, ZOEEREAFETLIC 025 8 DfETHR SN, HAEWIE & R-—EIRGH <
[H U@ A ER L, —H L ABEEREEZTo Tl b 2KT,

T8 7 — 2 & L <, BEPE T2 o 72 IR & IR — B, & & ICIRBRGHEB) 7 — X 2>
AT OEREIEL, 2R 27 2 v, 85 o Ntk 2 KT BERRERKE L L T2
DOEMMD 2 FF, XU 5 WFofiziv, BERGETE X CHBERE DT 21T

277,
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=L S

THT — 2 B ERK,. BRRERED 71 o0 TEHEZHVERE L, hEFhofiz
AL L 72 0 BICE RG22 1T o 720 BRI D W TiE, 25 TR R & FER—
B L Lz, ZORHE% Table 1 3 X TR L 7z, #EIR—EEUC D W CiE, AHEF MR &
i CLDORTFPEEMEAEZRL7Z2DDD, WINDORERTOEETIEI AR o7, 72, EHME
BICOWTHOHERMFREIIE O N d o 7,

Table 1
BRI FREH A RBEI L L -BRIEDITOER
EIR B b TAEIE

K4 TREL t p RE t p
&l 0.336 1.726 0.115 0.117 0.383 0.710
Bk 0.083 0.447 0.665 -0.338  -1.158 0.274
AER -0.067  -0.338 0.742 0.154 0.492 0.633
AL 0.415 1.650 0.130 0.252 0.636 0.539
ANTifE S [ e 0.498 2.078 0.064 0.135 0.358 0.728
i At -0.449  -1.940  0.081 0.305 0.838 0.422
—H%E -0.094  -0.446 0.665 -0.351  -1.060 0.314
R2 0.706 0.273

#H1E R2 0.501 -0.237

£IBBE B DTS % Table 2 (TR L7z, WBILRERFDE R & #ERE L EIR—BE DRI
FEOEEAA LN (r=-570), BIBERFOER EFR—BHOBICITEDHEEL A LN
(=497, £7=. WITNORFERHBIR—BELUADITEHT — 2 & OMICIFAEBEN A SN
Lh -7,

Table 2
T8 7 — 2 & BB UEREE o [ o HHB R EL
K7 EEPUERR  EIR B 2k PR ICIE
el 0.200 0.497 -0.133 0.151
BRE -0.213 0.026 0.091 -0.317
AER 0.220 0.283 0.128 0.181
AESE VLT 0.050 0.280 0.223 0.067
AN SE e [ e 0.037 0.332 0.018 0.027
i At -0.060 -0.570 -0.169 -0.048
—H M -0.4182 -0.2035 0.11552 -0.3253
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TET — 2 L BEREREOBRICOWTONN 2 S, BRI EEE IR -3 e D
MBI B W 23 & L7z, AL IXBRE & L7z e PR O W T H & 285 2 T HE 7 iR (K
PR o jifi e AL L HE % i 72 THBIN 2B NEHA 2 KT D o ThH Y (BEERth, 2008). & DfEH 23
WEERE BRI S T E L 2 BIRATTO R WTEIZ R L2 2 & 3BAEOH 2
WERTH D, T2, BERT LER B E OMICIEOHBER A LN Z LIZDOWTH, £
MgaRET 2 7201 O DI - C—H L7EIRRTo - R I NS, Lo L., &I
K7 e BRRERMoMICERE MBI A LT, FEEZENT CAEERITTo T biF T
e ERTE 5, 2o k5T, &iF - BRERE LER—-BE OB CHBER A b —
75T, B IBRGE O R e RERGES) 7 — & & OB IZMHBIIZ A S N o 72, T OFERIL,
HEEREEE IR ORIICEE L TS b 00, BN OERER AR ICIEEL S
ATWI ERRELTWD,

AR TR, % ODHEBBTHER A LN P 5722 LITDOWTIR, ¥ v AR+ T
ol l bR —HE LTHETONIAEENELH 2, MAOEEREEBEDECICLVE
BRENZ =V PR EPHL IR, HAOREBREREEZICADE ZEERE
YREITZ DAL B D . 5B HICHET 2T T BERH 5,

51 Ak

Ideno T., Morii M., Takemura K., Okada M. (2020) On effects of changing multi-attribute table design
on decision making: An eye-tracking study. In: Pietarinen AV., Chapman P., Bosveld-de Smet L.,
Giardino V., Corter J., Linker S. (eds) Diagrammatic Representation and Inference. Diagrams
2020. Lecture Notes in Computer Science, vol 12169. Springer, Cham.

HHEP - RABRESE - BAGET - FIERRENE - ATRFIA. (2012). BRI ERE B3 2 HH
MR DAY TEIREF W 6 IR -5 16 1l EEFHARYA Yy 77 L v X - &
K&, 2012 4F 12 A, FILFBERY:

PSS - AR T - I - THEAT - SiEmt - RERTE - TRAIA (2008).
BT B “HAMRERNE - BRFREL FRO AL, LHETTE, 79(5), 453-458.

Payne, J. W., Bettman, J. R., & Johnson, E. J. (1993). The Adaptive Decision Maker., Cambridge, UK:

BRAE

gl

Cambridge University Press.

HIEE

AHFFR L ISPS BLAfFE JP21K 18339, JP19KK0006, JP19K 13844, JP17H02265, JP17H02263,
FBRE MRRAL— Ty 7XdE] OBz 0Th 2,
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A==y MR Ty 7 AN O RTEE T —#1E FHIZ L5
HEERBTBOREMEICE 54

o= B VHRRAEH TEK BER
A= HINE—l T S AR St B 2

1. ICHIT

Amazon LKL EILLHELTZ EC (e—commerce) Tidk, BEEITENT —& (Fdn~<—
- B RUT AV B GRS OBUS - /30T - 1E I DEA TS, Ll 2021 R TR R 5y
BF D BC LRI 8.78% THY KR EL CUTVIEENIC R I D E SR 2% HH T\, £
D—F T, A==y MR Ty T ARNT Lo 72 T VIS CIXE B BT B A B el B
ZDFENZ L, T 2D - IERIXB A BT BARD 22 HR TOZR WO R EBLIR T
&5, Fo. BB T DB 158 ) DIAMIAEEL RN 28D BRI OIRIAOH 5
TE TR IS E O BIRR G 21T TUORW VWO EL B 5, 2T U7 VEEIZ R ITHiEE
(O et ) O s T DN T N Sl IS TR =1 X (R = L O i

2. WaTEET —XIZL A RITET — 4 D&
D= HINEIE VT VR AR
FICRBLIEHATIC LR
ATOENE T — X &2 BG L, HEE O
W EiTE 2T — 2T DA%
BAFE LTz, “ay S—IT T —
B Z[Go Insight | (—+ A2 Y Ah) &
LC 2018 AR(Z BT, 42f 90 7'my
xZh D40 TN EOBETE) Wiy v
F B ERBLTNG, ATy Skl )
Go Insight (Z&>THRLNTZT —% (LIKE Gl 7 —4 1) 215 H LT fet il o F4il 27~

Lt E B

3. ArRHT—%
AMFFETIL 2020 F-~2022 FICHAF LTz 3 FEHOT — X2y M mfref gLz (& 1),
2B TV N I E DT IV A~DOIL FE L L TS, SEAE LRI T
AT THRA NI AN DIHREGORGGMT [ Z A EHEESILD NI DZ L%,

U BYEEGNICET 2T HEEORREEZIR D Lo F L METI/RFEES)
https://www.meti.go.jp/press/2022/08/20220812005/20220812005.html
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# LA BO TR L LT — 2wk (G 7 —4)

TS FR Fx RN/ T 7Y JIARR N %%
T —% RFA—/N—~—"7v b At/ S B ERARA 6,872 A
A—b—7—4% RFA——<—rvhBi/a2—t—3E5 IR AT 2,615 A
H3¥ET —% KFERTY T ARNT C 4t/ HIE5E; P2 ) 1| IR BR AT 564 A

4. BRTU-$REE
PAALIIC 4 DOFEEA G LI,
(7) SLw NECLE
CI(Contact Index)fElZ. 1,000 Ad7=WDpdih MR AL THY | SLFHE 1,000 AdTz
VO EERFITSLTT NI CHEEVY), Bd OB LEL R TfELL CTHifF T2,
(1) AELCVR
A% CVR(ConVersion Rate)id, 25 DOHAMAE OO BIEA N OEIGEZR T
DToD, P OHh BB — R AR —203H508, ZZTIEABUT DN T
ER D, BmOBE VRIS Z R THIELL THIfFC& 5,
() TSI
TSI(Targeting Selection Index)i. &AM % TIZH-T2 ADIBZEDPE 5D I % T
IZR ST NDEIGERTHDOTHD, BMDIELBIROERS WA R THEMEEL T
FFCED,
(=) CST
CST(Contact Stay Time)iL. »5 0% FIZH -T2 ADTEHHITI T HITERF O 2
KRatEZBH N LIcb D ThD, T TR FEHIE, PIE, K REICOW TR L, £
DR ERENIZT TR NELE DD AR DD, BB SIDERWER TS
L THIRFCE D,
5. MERLBE

5T Bt MOV THEE I AR S 3 BRI, ZHE N OB EA U, &
REFRK2-R3NTRT,
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£ 2.5 7 —HBy DONLFNE CLAE/ N# CVR/TSI

T — 24 FR [GLEEA SFANEC K TSI
CI & CVR

T —%  ZIEDYESOLE YT — 350ml 19.6 68.9%  23.0%
A—/8—RFA_350ml 19.2 79.5%  36.4%
A—/8—=RZFA_500ml 17.0 81.2%  34.2%

a—b—7F RKAHTx T—/LAFTLUR 80g 15.7 68.3%  26.8%

—X AN T = A—LRT LR FOIELLS 80g 11.5 63.3%  36.7%
TN OIEE NI DA LT LR 9.9 76.9% 42.3
_TgX 18 1

H¥EF—%  Z<A/L 40EX ~A/LK_15ml 19.5 54.5% 23.0
m—h—b_12ml 17.7 40.0% 36.4
A=AV 40EX_15ml 16.0 77.8% 34.2

# 3.4 7 —4Evbhd CST

T — B4 FR P i 4 CST CST CST
FHE hE RoKfE
EET —% PO E T — 350ml 65.8 % 46.0F 387.8F
A—73—RFA_350ml 56.7F  40.7F  426.4
A—/3—RZ4_500ml 458 % 33.4% 150.2 %
a—bt—F—H4 XAHTx A—LRTL R 80g 93.6 % 69.2% 350.0 b

FANT = A—)LRT LR FOHESLS 80g  98.8F) 53.5F 350.0 %
kA DOHEE BN DARL )L T LR 60.9F 3478 2604 %

TgX 18 #R

H3ET —4 Z~A )L 40EX ¥4 /LK _15ml 68.9F 26.4F) 356.6 F)
12—k —b_12ml 112.4 % 31.8% 390.8 #
Z=A /v 40EX_15ml 93.4% 87.8%) 3574

SEFANBCHEIZOW TR BT —# R HE T —F TN Ta—b—7 —H 300 L%
FHoT-VORG R NI T TN Lo TRRDER T IMAZ D, Fio, SEFAE CHED EWDD
EVSTAECVR R TSI W EITROGZRWN, Bl X T 272001501 & D — 350ml | /L3 FF
NE CHER RS Thy 7D 19.6 THDHIZHEIDH T, AE CVR IX 68.9%, TSI 1% 23.0%& [ 2 —
R=RFA (2 B IR TR EMD, BB IO EED BV RS04 IO FE S0
RRARNEE 2D, — H THEHET —#0a—b—F —ZICBL UL F AL Cl EREWIELIC
CST HEWEE# 725 THY, BLERE W MITTEG~DFHL b @2 E0Ma 2.2,
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F7-.F 3 O CST e Kfliz oL, LT A— S—RF4 T 350ml DA 426.4 £, 500ml
DY &I 150.2 FE72poTEY, AEEWTH AN F72220 s, (iGEL T, 350ml D7
02 AH ., 3AHDIEAZFERETDRRNHDDINE LR,

ZOENT, [958 B LIAMIH AR 2 72 RIS TR & 3 T &, pg i e O BIRR G 1 & =90
RILDOBHHTE TIT A D Al HetE A JLH 2 & R T,

6. S&IZMITT
A ENE—EBDT —H Wt RELT=D3 ., Go Insight THEMUIZH AR % 23 EEH 12 BTk - $LEY
b R G ~T T L s B SR 2 e i 72V 0T — 2 E TS L T0D, iFSEHEELTH
AR AEET T — 4 | R IG HOR DR EEIZHY , 26D T —Z % LU T OBLE TIEDL
TNETZLY,
(7) T —2EBGOBLA
O FyxpLE
A T ARARNT | AR A =R B R T R R
Q@ TR
m—RY AR, ZBS6 HOFE TR 8 VRIE IS S 2 7 AZ OFEFEZ 0T
@ TR
N OEEHEE L DR OB A 2l 7 — AT
1) SatroBLs
O MR Lo TEME RIS AN FERE IR A R 35
@  Pdh SKU AL TR 7 7 AVEAL, 7T REAL, A— T — BALIZEERHL
TR EERE TS
() Fat @A
O HEEITENCR T ARV TR A T T 72 R 2 5 B 575
@ HBRBEITECRELEROIE - T — 2T E DB RETT

ZDXHINRSRER T — ARSI TEED T BT — T a MK B RIS IS TE T A
ERHARES L, ZNFE A= — T U ES TH AR ThHER R T D,

L HE AIEOY R A D TRARICHUG R T — 202 OFAMRE ST FH2E o0

TEHLTHEELT D,

Uk
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ANy T« FA T T —IRHREE A TREODHA
Analysis of diffusion process:
The Implementation of Kullback-Leibler divergence

FrEARY, i A2 IR B, Akt fds
(B ARDRAREE S, 2 BRGS0 4 47,
3 BRGSO D)

I [XC&HIC

AWGETIE, Iy - F4 77— FRE CLF, KLIF#RELT2) 2V T a4
DETNVEREL, MmO TSR ORI S ot e L TUMrT o 2 &2 L35, 17
HOMFE7 N—7"Tl1E, NIFENFRHEORE N E ZAIZERT D VI ETAEIEL, H2F
LADIEARETIT DB 2T TETCND I - P - B, 2009 ; PIS - V0FT - B, 2010
PIFE « R - R, 2020), BIZIEPAHL (20200 CiE, #Rl=a ) 0 L ASGUEORER BT
FEOFEIEE LC, PCR MDA E (2 n ) ZEGieHiscsidics KO o, MdEIz LY
BT D 2 EERATND, FTz, v Uy Va Y OGEFT I D7V — K D EEZ OV T
A AR50 KL Tz ke, 0D ENE ZAINFHRZ T2 Z & 2R LTS

(Itti & Baldi, 2009).,
REE®TIL ZHODHETUIIESE, AWETIY, ZoOMERSMRIO AL AT H18ETH D
KL i, EORE, IMEEISFR~OFEHELRT &2, B0 nHfea #2557
NVERRGET D, BARRNTIE, BRo5Eh HFEEORGRE LT, Rt RER 1 IZRT 2580 BT

Ocp Exp—q) O KL RS tH (2B 5580 _EiFx, 1 (S 227 U)X, 72 1o KL fF#
BOABFESE TERALEE LT QN ZIESE TR AN ET AR ERET D,
Xepr = @ X+ B KL(xe, %, 1) + € M
Xep1 = - Xp+ B - KL(xp, xe—1) +y - [KL(xp, x—1) — KL(xp_q,xc_2)] + € ¥))
Xep1 = - Xp+ B KL(xp, xp—1) +y - [KL(xp, xe_1) — KL(xp_1, X¢—2)]

+6 - [KL(xg, xe—q) — 2KL(xp— 1, %¢—2) + KL(xp_5, x;_3)] + €

ZZTC oa, By, SITT V=T A—=F, elTFEFERTH D, xp Lo DKLIGHERIT, x, 25,
TRV DEBGANES THD EEL, LLFDXHITRD D, 7ods, W I35T—2 04087
72

€

V+ (e —x-1)%) 05 )

KL(x¢,x¢—1) = T

I A&k
SHICERLIZT—2  WEWIT UL 5 BESC oW, 580 B = 7RsiE 7 —4 & LCTHN
oo BAROZIE, PEIDT = ABE T2 ~EEREE~) CUF, 4] L97%), BARDT = Ay
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EDOAIE, |, Nintendo Switch 7 —2AY 7 b =7 [BhoFi £ 95508k, sEOLMET A Fv
77— Brave Girls DI Rollin’|, KATE OfbHEs: [V v 7 ELAZ—] Thotz (1),
F1 HWMEERHL=T7—%
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PAE  FRROTNENOT—HITH LT, ()~Q) ek A I 0 Y Uddiz, £, Hlg

DIz, KL EHREE A TR FOET /USRI ONTH Y TUIDE T 7,

Xey1 = QX +E€ ®
ZNBWUDSDET UV TRT A—ZEHEE L, ET VORI OFEZRD, T7/VETHi L

7o 72k, (D)~Q)RUTONTE, xp Expmq D KL fFHREE RO LY TUIDE T, 1 RERED

T —Hx; KO HIOREEDx AW Tldo, = 0, (¢ < 1) & Uiz Bl E, KLAEHEKL(x,, x0) 1E, %9 = 0

ELTRDTe, F8T —Xx DRKIED—HNZ72 5 K HITEEGE L 2 2 Totr Lz,

I #E
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RADERIETH Y, RS D1 Z EEARED LT, 72, Rollin’) & [V vy 7254 —)
TOCTIEEDTRO DI, [4 ) 1FHIETH ST,

F2 5617, HTF—ZIZx L TUHSDOEF L (—HIRFETFAG)R, KLEF/HDR, KLI [0y
T/, KL2EFESET Q)N e TIbrfiihan Ui, AN, £E7 10

#®2  TROAIL ) ~ETUIDTR %3 [Rollin’] ~2Y4TCIEb7-fE
—H#ipT KL £ KL1 [ KL2 [A] —#ET KL £ KLI [@ KL2 [H]
TNV TV e ) E BTSNV TN ESE O ESE

FIL T FIL FIL
a 0379 0042 0182  -0.049 a 0.94 0.86 0.78 0.64
B - 0633 0777 0.687 B - 0.79 121 1.99
Y - - 0144 -0048 Y - - 043 -1.77
) - - - -0.007 ) - - - 0.61
AIC 39667 -15546 -14524  -12.852 AIC 6214 5443 5263 45.03
RZ 0144 0999 0999 0.999 R? 0871 0933 0948 0972
F4 N oTFAZ—| ~HUIDTRER RS [FTE~BEEREE~) ~SURO7RER
—pT KL & KLI [ KL2 [[] —Hif7 KL & KL1 [ KL2 [A]
EFL T EHE EHE EFL T ESHE EHE
FIL FIL FIL T
a 0926 0782 0727  0.759 a 0790 0559  0.142 0.121
B - 0870 1082 0972 B - 0865  1.705 1.749
% - - 0180 0076 Y - - 0707 -0.766
5 - - - 0.106 5 - - - 0.018
AIC 51594 37027 38196  39.986 AIC 26636 7613 -13873  -11.878
R?Z 0840 0947 0950 0950 R?Z 0625 0908 0981 0.981
#6 [oFEN EH)5 0D/ ~YTUIDTRER
—MRFET LY KLETIL KLI [FET 0 KL2 [BEESET L
a 0468 0.192 0.862 0.780
B - 0.383 0.079 0.161
Y - - 0319 0.178
5 - - - 0.066
AIC 27214 -19.785 -45.964 -70.873
R? 0219 0.907 0973 0.992

-24 -



IRT A—HOHEEE, TTVORIOREL LTAIC, #RE L CHERER? 27 LTz, AIC Off
DMENZEET VO TRREEDN LN E0h, FFRIZEBNT AIC P bR EZ KT TR LT, AIC
FHECTKL 7 /U2 B (TEO&IL, 1, TV v 7 A% —]), KL [BEESET/UT 1 5 (T4 ),
KL2 [FZESET/MT2 85 (Rollin’), T oFh &9 5250%8%]) IZOWTREBWET /L THD Z
EDTREHV o, ERREIR? 12DV T, KL fFEZ B ATSET /UD)~Q) TR T 09 LLETh o7z,
— T KL fFEZ G A TORW—HRTET LGSR, Rollin’l, [V v FELAZ—], [FX] D3

LTZ DWW TIRRERER 2 23 0.6 LLETH o723, TEDOAIL ) & [OoFEL &9 5208 1TRE
FRER2 03 LA F ThHHo T2,

PLEDZ D, KL THHEEZ S ATET /U D)~Q) AT HOW TR ORIESST— & DIzIR & DR
MIIRRD DIV oTz, —H T, KLIEHREEZ S A TORO—HRFET VG, 1 R B MRKE T
BDLH T =4 ([BOAIL ] & ThoFEIL &9 52D IOV TURIERER 2 A > 7223,

1 R BUBRZRKE CH D L 977 —% (Rollin’), [V v 7B AZ—|, [FH]) IZOWTUIRE
FRER2 3L, T—XDIRIZE 0SB TUIE D DX IPRE > TV,
NV &%

AHRFFECIE, KL A Vi TR AR 557 VAR L, MUBOEY AR O
BirLaxiRe Ut 22 &2 A E Ui, WATOIEL 25 X577 —42 L LT, BysoBYT
A, =LV 7 N =T OIEFE EET R AE L OB ORBZEESE A AV -, F L AT
— LT, WoDETNVRELNEINYLTULD, AIC ERERER? 2sRD7-, ZOfEE, KL 1
WRE G AT U)~Q) LT R TCOT =X L CYUIE VBB -T2, —F, KL HfEE
G A TR ET VSR THIED DU N IEMEDOT — 225t L TS TUIE D ABED-T208, 1 R
HOM K CH D & 5707 =21t LU U E W BB - T, Z0Z E0D KL THREOZER E
BRI HZLT, LSRR IERROBIRAFRI TE 5 Z LAVRR SV, £, AIC FHETET
NOWIRE Lick 24, KL E7 /WL 2 85, KL BEZE3E7/UE 185, KL2 RZESET /LT 2
S Cl LA IE W ET LV THD Z EWVRENT, 72721, KL E#EZE W27 /UZONT,
ZAFHNEDT— 4 THIULKLL [RESET LD AIC 28 B R ED L 912, T—F OGRS D
FEEE, AIC OIRVET /L& OBREME AL ClIbn b oTe, SHRITE HICSFESH L,
MEUAHTT5H 2 LT, KL i & i T & OB/ DV TR ATRD Hivd 2 L AHIRE S D,

BE3UK
SPURAINSE « PASFUA « BEHES (2010). #ARES ORI R 2 32880 & GHROMT,  AAMS LR
SRR 51 R,
Itti, L. & Baldi, P. (2009). Bayesian surprise attracts human attention. Vision Research, 49(10), 1295-1306.
PIRIRIA « SLEMISE « FEHIR (2009). AR OZ i & 1R RICET 2HE T /L & HHEOHT,
AAH T DR P2 50 [RIREs.
VIRIFII « RIS - FREEFE (2020). B = w7 ¢ LR EYSEOH 200 B 2B 2 DER 2]
— G ILONNREE L E DO — 55 11 RS 27 7 LA,
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ANZED &S EtTcE) Z2FHTOH
7 V=T 7 VBT B5eHTEI O EETEA & HEERK

BRSO
I

1. [FL®IC

7V =T 7Y R ED RFETBOWKIC X Y. HEEIAFER A RFGRTESICE
THRHAT 2 L BREH IR o7, AFR TR RFTETH GO TH 7V ~T 7V cE)
BHRHITBNICHE H L, % OEMEER & LB & Mt 3 2., % o REEEO L5 ik
E. CRGGETSIC B T 5 5RH, BE, B, BE. B57% &SRR ERA B 5 (Jacoby,
Berning, & Dietvorst, 1977),

29 L7 T O BRI L L CINRY O FHEClifE,. HEFEDO -V F VT4 5
KON RY) & OBIRYE, WHEE 2D &AW - WEIBE SRR S hTwv 2 (Cerio &
Debenedetti, 2021), AHSe T TIIO AL & LTORG~OBHICHE L, Bk
D RHFUE TS IC B 1T 2 SRR RIS T O W TRETT 2. 72, TR Ic BT
T RFGE T I B B FAT AR A BTN E R BUE T C L S 2T T 5 T
% (Chu & Liao, 2007, 2010: 1117, 2020), AHFZE 1C 35\ C IV FTEIC 3515 2 A58 & L
TOFRAREEORICER L, BitziT9,

2. SE1THIZE

M7 2y F AV FIEBEHEOAC I v T EEBEHOMO LIRS 5\ IZIEIER 2
23D TH % (Brough & Isaac, 2012), BELT 2 v F 2 v P 2K T 2EE & LTt KIH
DRMBY . RO . AR DR Y D 394 H % (Graul & Brough, 2021), &
TWHID 72 i3, TRUNCLTE 2 [BRICAY DI, [RIFE ], Lo 2 il TR
AN JEROGY LIF [ FHROAALD | [—HICEo ] [TLEy b ankl,
RGO | v o 2Rz 7o, th2BIRIS 030 L id, RKIEP KA L OBIRICER
LD B THD,

BT 2y F AV FBREGEA, HEEIZZOMAY LY ICHEN S 2 & 2 EEL X
5 & 3 % (Frost & Gross, 1993; Haws, Naylor, Coulter, & Bearden, 2012), Jacoby et al. (1977)
IT X B LA TENI LSy (BS) LORRERILIT IS I 2 25, W iTE D 5 b —Ik
LGy LB T 2 v F AV P OBIRICEB LAY 2T ) v 7 2a )/ I—DRIEICK
DILFEEEINDDOH 5, 72 ZXWFT X v F AV P BBOFTAEYEES T 256, HL
FIIEY FRZONEY % ED X 5 1T 22 B3 2 fEHEK % EH 3 % (Brough &
[saac, 2012) 2 &%, LY EZAT Ty b 74— LORER) & —ICBURICKIET % 2 & A
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5 2T 7% o Ty % (Graul, Brough, & Isaac, 2022), 2% b, 87 X v F 2 ¥ b 2SR HE
Tk, R IC BV Th, ZoNKYEIcfkbi s 2 L2 EOHAEDH L, T L
TZHRATIIR IR, BT &y F A Y MRHBEEOIEI 77 vt 7+ — L2 BT 2 SNATE)
DIHEFERTH L L EREL TS, Z LT, 2D BRI ICBWTEIFEINT
WBDTHNIE, TTHUTEICTH 2 KGR IC B LT FERDFER A B LN S 133 TH 5,
Kﬁ%fi:éb#%“ﬁ%#&F@&?ﬂyfxyru:amﬁm%mkﬁéﬁﬂax
CEaOFEERITT (RF1)] LI REiZZL T, BEkE

:%MLm%iﬁ<#6ff?5ﬁ\7]777)ﬁ5@iﬂﬁﬁﬁ%@%&ml0Jﬁ
BFIIRFERZ ZRIGETSICE W CEHIT 2 2 & BARIERICES & 72 572, Chu and
Liao (2007)iC & % &, ZRyGETEHIC BT 2 5eHITENIFHERY 2> IEFHEIY 2>, FEHINRIZ
RAEAERFE A, O 2 Wi THnd 52 L0 TE 5, HEIVEATTE)N I —Xi@EIC B 1T
LHEARED HEHI 2 HEFIC AN CTEGBZIA L T 2565 TH 0 . IERHHEIZEEITTE) & 12

—RILEICEB T AR RICBEVWTEEHZZZ TR WA TH S, Chu bIC K3 E5E
HNRBKMEHSOG A OFRHITENI/NTEED Z N EFHBIL . (HHFE A DO OFEHTTE)
FFEESPW G EOWNMTE L FHBIL T B v, 7V=T 7 ) o—fRkie—¥ -
HBETH Y, RFICE T IEFHHI A TE 2 AHE L Ciiamz it

TR B 1T B e AR O ATRETE (X, — RIS I BT 5%%3 ZiEtEST 5 2 & B
188 X LT 3 (Chu & Liao, 2007, 2010; Liao & Chu, 2013), # i3, 7eH1%E % Frim s AR
ICHER L. BB HZ T Z 2 2 L0, RENC X 2 WAL REZBIEETE 5 &0 ) L
MR EZZTX 5729 TH % (0Okada, 2001),

HEEDP _XETHICE L TCRBIERZ TN T 288 L L Cid, 2HIEMUIMNC DR Y
Flofhit vwolkala=y—vavoEUr, BGIBEROESEN, WiGlto = U0k &
%R BER 2384 X LT v» 5 (Herrmann & Soiffer, 1984), —RimEHHIc BT &AL,
WG DAL S % 2 L3Skt e £ AN T, &9 LAETIRED O, RifEIcEW» Tl ™
R 1T 2 FHIRATRENE % HHf ORI & U ChziE-o ., TR ATREM: o Rk e 1
T LR 2)] & W IIIRERERE L 7z,

3. &

AREFFEICE TR T X v F X v b Z07TAR, ZRiuET ST BT 2R E XK %
E%ﬁy:ﬁﬁﬁﬁ%mﬁﬁ%ﬁ%ﬂ%ﬁ%%%?ﬁkLf\u b OEKE OREREIH S
NS B,

%ﬁi2m2¢03ﬂ295#62m2$03ﬁ305:#Hf 4yﬂ—%vh%ﬁbf%
& iz, MRIZEED 15 5 E 80 U ToRLTHY, HE 6 2HICTZYV~T 7V %

[Hk7e (Hi) oA TR TIRFE (K o7 cFIH J @‘/"ﬁ"ﬂﬁ’mﬁz%ﬁ—éﬁl%ﬁ 400
ANTH s, EIT2 (BE &) x2 Gensulael & - ) ofBEbERTcH 2,
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EEOSMERZBEDEKDTNHIICT v X LICE YIRS, FHIRA e ok %17
70D YFVAPRRREINTz, FH VT NDEITIE, Frrd 200 &b XIICEED
K & I REME O m RO AR A D TEHI D 11T b7,

F& B L T Graul and Brough (2021) # &£, B0 0, BRSO R3 Y,
SR DD 2R EZHRE L 72, BEERFRICH L TR TKIFE R R 20 7Ly P a3k
REat ). REERECN L Cid TH/ATEZSNZAAD» HEY ZIT 772G 2FfoTwb i wn)
CF VA ERRERINS, T2, TRTOSMEFICH LT, ZDORGEHIT ¥4 v CHREIXHTE
DHZDOIFATIE R, HISTHICET 2Rt IHE V& WO BEZR R 7,

¥ 7=, FHHIRATREE o #fEICEH L <ix. Chuand Liao (2010)#Z&#Ic>F U A ZHEL 7=,
X0 EMRIICIE, ZOETFADOKEHE 7 ) =T 7Y CIREINTWRZ R Ao w5
HECT, HIRTREERAS VIR LTk THR IR ZRILET Lo O% L 13T Tl
[SOLD] ¢FRRINTEY, HOFBRO2-oTWE X TT, ] i F VA%, H
WRATREME DM RIS L Cid TS 2RI L E T Lokt % ik TIRFEH ) L RR S
TEH, HBOFBRAROP o TR WnE I T E0wIiIvF IV AZRRLT,

WEIBER L R 2 FTEY O TEEICB LTt FIRATREN ICBE 3 2 IRl o ik ic 7
V=77V ~oiERZ 7% (1 o2 ML Rn, 7= EFIcHML7ZW)
Z FVTHE L 72,

4. REREEER

FERZ7V=T7)ICE T2 HMERIC T HELZRAET 201IC. BEOEMET = v
I EAT o7, BEICEAL T THRZZZORFHIN L TENL L WEEZEL S B0
Tho) LWHEMEHZ 7 ik (1= ->72 BEXEK LAV, T=FFIEE2KL2)
THIE L 72, Z OFER. GEER & KEEH CEA DO PHHEICHEREENR S LIz (Myg=4.75
vs.hdbw=2171;F(L395.113)=154:818 p<.001, n"2=0.280),

BT, BEORIPHMERICAOKEL T L., Z OB % BIRTREES T 2 <
& ERBGIEL 72 BRI, &%@mﬁ%ﬁi K, 7V =T 7Y ~oHmER (7 1%
ZUCIEAR. FIRATREN: o EK & J9E A% L L, SPSSPROCESS macro (Model 1: 7' — + &
NIy TEVH T ) v 2 HE5000) & TR L 72 (F(3,396)=34.096, p=.000, R?=.205),

S ORER, BEIPOHMERN~OFEIRETH 72 (B,=-1.000, t(396)=-4.296,
p=.000), F7-. FHIATEEM O HEER (B .=1.180,t(396)=5.070, p=.000) . FHEEZEK D%
%(ﬁmrsmp=m1%%aum94%)%%n%nﬁ%f%oko%of\ﬁﬁwa

SEIHFENCAOHELRITT WK1 &, FIRTREMESMKE 1 242 L 0w
ﬁﬁZﬁihéhho“ﬁﬁ%@ﬁﬁ%iUKﬁn@@ﬁklU%%@ﬁiﬁ\%Hﬁ%?
L2FETH D,
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TR TG~ O BRI — RPTE TS I B T 2 BEATENIC L D o R E KITT Db
FOERFER AR A Bl R A e Rt B 2 4 RIESE
TOERFAR AR PR =

&

1. BT L v a—

(1) WEEL 77V F DRV %

HEF L, MERMEOER bR Lo LT, BED TV F2IBET 3, 20
X, 77 v FONHEE ICHEEMN R RS 2 2T 2 2 sk L EE. HOREN, &
7 fEis ket 32720 CTH %5 (Aaker,2014), FAHEF X, WbW 37 7 v ML
Pz E T 2 2 LI ko T, WLESEREERM 2 L, A OMEEZEA 5 2 LB TE 5,
I [A—79 v FDa—HF—ThhiFaia=r—ravdLed s, 77
HBEHIC L CEEAMEE IR T2 e R TELALL, 2DT7 7V P EHBEEL OV
D& (35872 D D I1c e b5 (Fournier,1998), #HE#E L 77 v ooz chE <, K&
HEE D X 9 RATEIERE (7 v F a4 v AT 1) LOHER, BN REENENYE (77
VEea Iy bAVE) KXo TRADNTER, 77V F-aIy b AviidEsic,
BREREZFRE T2EEMa Iy b AV b RG22 IR E T 25ENa 2 v b
AVIMIHTEIENTE, EbHED T TV EDRANRBEIRMEDMERICE S 3 2 H
A% 52 L AHEL2r I TS (GEE 2009),

(2) Rt

AR, ANH ) ERFIAT 5 2 & CROE DR M 2 R ICITE 32 o CldZa <, — I
PICPTE T2 Y v FIHBE I NA2TEIRRONE X ICh o7z, RIFETIE. 2o
oA v 74V TORFUBTIGOFREICER S %2, “RIt@ETSICE T 2 HEFTHICE
HFze, 7z 21X, PHEEREOIEEAE A 7 AT =V WG L EABREZOFEREE
ZicL, MADEFEEZFED T2 LI iEfRH 2 (FIK,2012), flicd ., FEEF 3 E >
BEVNIE T — v 22l e E R T, HoAERHLE L CEYIEE > L EYE
FILH-T,. BV E 3 ABMATETCWE I EBIMEOLNTVE (BA,2004), 2 b
bbrd ke, LEAGH T, HEE I _XETSH AT 2EH023H 5,
CRICETIS R 5 Z LI X o T, HEFH OIE - HETENLEE OE - HETH)
LIZEMLTWE (1174,2020,2021), 72 & 213, SfTHIZECId. ZRFLETSICE T 53¢
HUHSE R K COHE L Vo 72 &ff T, —XilTiG coXhwERBEICZ LR R o
ZlFEamEInTnd (LA 2020), 25 Vo fRIEHZ D DD, 7T v FimDH N
b O T IcAT 2 Tha v £ 2 CARNFZE Tl —RHLE T O i il B IRF 1 Kl
TG CORMEZEHRT 2HEE 1. TN EERL R WIHEE L L <, —XJETES
mEAWEE T BICEI VW EZRR LN R 77V NinDORErbigmd %, BRIIC
. 77 v EET 205 (BRRERIEERE. MM, B CRBIEERE. thAmfEi) ~o
HIfFICERRONE 02T 2, £/, ZXFEATS~OEROFHIC LT, 77V F
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T 2a Iy P AV FOEGVRERS L BRELT 5,

2 A

HEHIIFRED7 7 FPEA - HELLV T2 LiICkoT, kA effiishifGoid,
7o & 20X, B2 N ERS ROV BRI - BERERY 7 BRI O A (BRERVELY) 7200 Tl
7 ACRBESRAZE T O 5 ($EH,1999), fthicd ., 77 v F3%6 3 2 Bt e A .
JREEZ & D X 5 i, B OARER 2 KENTIIEE I 2 v b O O K 72 i fe & & it
7= TGRS D B 5 (8 1,2008), EETIE, 77 v FENL GHBEFRLERHE U2 L,
FEER DD o TV B T e A LN TV 5 (Aaker, 2014),

U ¥y FHBEORBE LT, RO 3 EAAEF NS (ALRH, 2020), (DHEHEIXT 7 v
FeoBFfECELT, BENAEEZHIT2X51Chs, QBHLDTAT VYT 474
ZAEET S L ZHIE LK RGO Z 2RO 20 Tidke ., —RLHRICH >
MR OE RO DL XD ICn s, QHBEEROK o2 b HIEKEIRY 2> > — K 72
FubDLed, T o RS, RFLETS TORRZE#T 5 Lo, —FRY
mETA # EAT 2 HEETE (U F v FEE) i APEREEESA L VD ITEHIA TV S
EW O IERSH 2 (AIRH,2020), ZHIIERDHEME IHK T 2D TH Y T DE WV
TREEEMT SHEE L EML A WHBICEZ AR T EEZ LN S, (RO T
X, HEF X T 7 v P23 T SRR 2 X 0 IER RMAIcE»rNDE Z LickoT
FOMUROELBELEHZbDIC B 2 L 2EH XN T X7 (Escalas and Bettman
2003; Fournier 1998), U EDZ &6, RO AHET 5,

HLZXGE TS 2 B 2 HEE 3, XS cERRELZ T 26, 77 v F»H
T 5 AR D 7 CHBERI (iR 2 I b BT 5

H2: 2G5 2 ik L 2 WiHEE 12, —Riud i cCRRBREZ T 50, 77 v 2
A3 2R D 7> THEBERIER DS D 1k 2 i b AT %

el

H3: ki iy 2 B3 2 HEF IR L 2WIHEE L0 b, —kyudifilh cREARE

3B 77V PR T RN EH T

V¥ v FHEBICBWCEEH I N O, ERNAMTcH 2 (ARH,2020), 77 v F
ANDTIY PAVMIEBEN I Iy AV P EERERN Iy P AV MCEMT 2 T
& 2705, RUIMGENABREIC I VES T 20 EENa Iy b AV FTHBZ LS
PICINTW 2 (FEE 2009), W2, /RO TRV IEER 2 Iy P AV P EED
BODPEEL 57bFTHED, VFy FHBECELTRSTLIZDORY Tidawv, 23
ZH. VFy FMiHBENRER 2D 2 HEE X, FED 7 7 v F & o RIS 2 B {1k 2 &
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ATV DIFTIERL, ZORA TG CTRRIERZREEL X5 &35, £, “KiulEf
TOFEHZERT 2HBEFICL o> TL, EOREOiE TRHAITE Z 5 20, ERRICEH VT2
BNz e vo M afllEAEELEEZONE, 2 VozfliEkHET S L, XD
MOBHETE 5,

H4: = Xpi@ 5 2 ST 2 HEH 3, BIENa Iy P AV P X bEENa Iy Ay

A

‘7

H5: kBTS2 B L R WiHEE I, SHENa Iy P XY R XD B IEIERN 2
v FBE W

v b X

/1

3. REE
(1) FEMEE

L ®Iic, 2022 4 7 Hic HASEICHE T B 2EF 3,000 A (16 5%~59 %) 1L TR 2 Y
— =V BT o7, 22Tk, (DALH Y OFHARBOEE, /. QALAHYTT
NUob (PEIR) &2 1TEUWNICHES L2208 22 8l L Tw3, AvA ) OFH 2> S
Bisd % L E LT 475 Ao 5B, 200 Nk L GEMFAEZ{T- 72, £ OF%, b L7274
mEME L2 Eo b2 BOHL T L ARLEEZEEZL T Lo T0wE, TI T, K
[ D & R BT B LR AT, — Ty ANA Y ZFIH L CE D R
D\ E[EE L7z 721 N ZRGUETS 2 kL R WiHEH LiEA. XD 5 B D 200 NI
WL CEMFAE%ZT o7, TT T MODELTT NLAEZBHE Lz 202 L2 E0HL
THLWVARALEZZLTHboTnS, &k, AWIETIE. XA ) TOFREADKEIZT
NLATHY | EHRCFEROFEEZ I WEEZ 2720, T AL ENRICGHERTT-
T, $72, KT 2HE (ZRIGETS~DOER) LSO &I TRERR Y [F—<TH 5
ZEDBEE Lo, iEE S AN Y OFFHRBA S 5 & ZRIRICL T3, BNFEE
ICDWTIE 2022 4E 7 HIZAT o T %, BIAE CIX, BIEWa Iy P A v R
yEAVE, TIVERAETE40DFIKICONTSEEDY vh— METEML 72,

(2) ks S o g

H1 ##GET 2 720 RGBT 2 BT 2 HEHE 2 WRIC, 77 v F D 4 Doffisg (B
REMIELS, 1B RIS, B C RIS, tEAMHER) 2 REBARE L2208t 21T - 72,
ZORER, AELRE LR TE =729 (F(3,597)=26.64, p<.01), % & (Holm %) %
fTo7e TT T, D AT HED o 72 GG ER & BRRERI RS ORI X E R AT RS
Nho7z (t(199)=154,ns.), —RFBETH*E#RT 2 HEE L. 77V F2ET5(#
WD CHEEMER A RDEHL T2 EEZLNE, 2D, H1 2% T 5,

H2 icowTlid, ZXifulifis 2 B L 2 WHEE 2RI, 77 Y FD 4505k (B
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REMIIELS, IERI LS, B CRIAEL, SRS 2 EEAE L L7208t 217 - 72,
ZORER, BEAERZERCTE 2720 (F(3,597)=99.99, p<.01), %&EH# (Holm i)
ZiTo7e MDA AT HEd o I G E L & BERERIEIS O IC I3 E R R E TR b Nk b
o7272% (t(199)=0.67,n.s.). H 213308 L 7\,

R, H3 OMGETH 5, & & TIIBAENERZH T tREETo 72, ZOME. AR
EIFR LN o7 (1(391.82)=0.36, p=.717), Tbb, “RiuETiEE % EHT 21
¥ (M=3.66, SD=0.61) LE#HL AV E M=3.64, SD=0.54) W5 BFFLE I
HEREMIIS 2 BT 2D 2, 2D &b H3 I3 H LA,

H4 i3, t REZHWTRIEL 72, &= 2 v P X v b (M=3.57, SD=0.90) (355
=22y Av b (M=3.11, SD=0.80) X » bEEICE L >7 (t(199)=6.59, p<.01),
T, HA T L v,

H5 & t HUE %2 W THREEL 72, Z OfEHR, BER 2 Iy b X v+ (M=3.54, SD=0.83)
DEER Iy P AV P (M=3.03, SD=0.83) XV bHHEICEI o7 (t(199)=7.08,
p<.01), Wz, H5 I Nd, fFlcOWTIFYHREREEZITI .

At
A2 13 JSPS EFH%E (20K13632) DBIK %7 DT,

¥ ZEFRIIREZERNC TR I T2 o, EFIdCnk2Ed s,
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TEORERREBEHIFAMIEDIVIIE—(V T EHBEETE

BEXRF e

1. [FCHIC

HE A CBEEORLIZRDOMEICE S, A EMERAE TIE7 7 P2 —3 —o
ARA=VIR=YF VT4 L{HEH O H CHEE O (C) IZRDR T T AT 127 T R A
NI ERESILCET (B 21X, Aaker, d., 1999; Malar et al., 2011), 7z, 77 FZDHOD
AR—=VIT T, == T A T HiFR 2 E DBIEER DA A—V L H CBEE O (C2) 12
R MRS TS (e.g., Sirgy et al., 2008; Kumagai & Nagasawa, 2019), — ., LFL
FHFNZEI T D ATHIZEClE, CSR IHEICT TV Ry R — W2 30T TV ROA A= LT
FURIZBE T HBER DA A= DTN (Cs) B EITL D7 T NI R BRI OV TH
HERREN TS (1 z 11X, Becker-Olsen et al., 2006; Rai et al., 2021),

INODFATI A EZ | ARENDRFE DT T NI BB AT CREFHTE BN D Br 52 A AR
DR BREMER) 21T/ EMET DL, T IV R A=Y BEERAA—Y, BOED 3
FROFFIKERENIZE | 7 TR A L9 5LE 2 5, Heider (1958) (25537
HEROWRENGS , ZHODOFFNZLORN T4 7 70 LB R WIFF C&E D, DL s #iEH
TINET 3 EHEMAD 3 SO, 77805 Ci. Co. Cs ICED A ML ¥ % Brand—
sustainability—self—congruence (BSSC) £ LT, 77 Ril{li® predictor &L TOH %
MRELC&E2 (M1),

X 1: BSSC =X
Brand

Congruence (G;) Congruence (C;)

Sustainable Actual/ideal
initiatives Congruence (G;)  gelf-concept

Note: C1, Cz, and Cs refer to each congruity of related two-element; BSSC = mean value of Cy,
C2, and Cs.

2020 4 6 AIZFEML7-FHA T, IREGSE 7 7 ROV TGV BRI R A3 E L, fi 2R
ICEALT TN EH - BIE R LU 7/@%&.@&%%’ BB & BSSC OBMREMRE LI, TOREF,
BSSC 1 ZHEEDNATLEMOT T MEHH - &I LILT, BRE R IR ST T NMEH - [&E
IZIEO#EE 52 | B BRERICE 5T MRS, Fi2, BITHFECRLL TE
77 R—E ORI (C) o7 T RBE R —E CBEEFRF (Co) . 77 N EE—T T
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RFHFN (Cs) £WH . BSSC 1L BN NAKREILLEN THLI LMW RIBINTZ, MEHICE
BSSC a7 MBLOGRIZOW T FERELEL B T EDOLFFEETND (Kumagal
2021; fEFY, 2022),

KRRV R G A A1 7 2+ 7T REL T, EEOREENR I SIEBEEFE DT 7 RiHii%
ST DD T, WEH LD ETOMRBAINE R _J:%:)%% W7 T Rl B4 DA - AT
DFBIWFTRENLE ST OND, T, v~ — T T A7 EBICBWTCHDIERESNDA Y 2 Ve — A
(PWC, 2021) X°, EEEOEEITENVZ T ITHEAIA AL TV AR R DR Th D,

CRERRETSVNERE. BEEVIILE—IUT B&LVEEETE

FHICITLEELNERNS O D IFRF GRENAIAI ) &% (A i) o ZmtEd &5
(1 %1%, Chauduli & Holbrook, 2001; Delgado-Ballester & Munuera-Aleman, 2005) ., 1H
BT~ — T A TR A TR G RITALERL . 77 NI A E AR 35, ARZED
BRI SR AR IR BN C LD BREE AT A IR L | 5 R EL TR ELWEREA G763 L30T BREEE
W ENG HEHEE CINEE 520 EALND, Fo, REORERKITHEEZ DT TR
BRICRY T4 7 2 B2 52 50O ELH D (il 21, Punyatoya, 2014; Wang & He,
2022), SHICH CAEEIRO 7 T RFTE M Z Z T 5L BREHRICEE-S< BSSC 77
YRMEHICTHE G T LTINS (HL), o, ZRVETONFETIE, 7“7‘/1\“1%?5 THEHEDOT T
VRATENIR Y T T R B a 5.2 52 iESI TS (il 21X, Chauduli & Holbrook,
2001; Delgado-Ballester & Munuera-Aleman, 2005) ZE0 6, AWFFEOa T 7 ANIEITSH
A7z T FURICKT HEFD ., TOFHZEET LTINS (H2),

HEFE DR T HEEK, bz — 127 (CWB: Customer well-being) IX{H%: % O
TTUR B RO B IS S A TR ORAREHECTHY (B 21 Sirgy et al.,
2007; Grzeskowi & Sirgy, 2007) | A= {5 i B 55 OFR A AR 15 A O 1K FIRFEA HRERL
SH (21X, Diener et al., 1983, 1999), £7c, Vo /LB — A 713, IR EHORITRI 0 H]
AN SN DR &1 58720 | BB A 18 U TR IS RSN D EIEOREFHE THY,, 7= /b

E— AL 7 @R IED B E TR BATEDNE TR LB TN, SHIT, SEATHFFE T
PRATFTEVTATEIEY 2V E— A 7 OIEOHBABMERSIL TV (B 21X, Xiao & Li, 2011;
Zhong & Mitchell, 2013; Fabio, 2017) , AMFFEDOaL T 7 ANIFEDL & ATE I ITIETIA A
N7 = F o= DT TURNEERPEOERE HEFH OLEOH A RO R EL ST 25 5
XEEY YiEH T = DRI LD ETE ORI - G HIRHI X M B3 226050, 7205,
WM T =+ T TR T AEFEEGY CWB % h) L858 TS5 (HS),

7o, HOBEERARCEREI R O 7 B R BRIEICE DL FEDO T 2+ T T RITHk
3< BSSC IFHEEHEDO N7 = FAZRET2LE 2 bHHD, 612, BOOFHE EWI 7 =
DIFAEIL, HEH D CWB Z [ LS 27259, AT TR, BREERIIHE DY =1 e — A
T ESEHE0HELHD (B2 X, Seegebarth et al., 2016; Munzel et al., 2018; Can et
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al., 2022), UL LS, BT =7 FURIZBT 5 BSSC 13 E#H D CWB i) LSE5E TSN
% (H5),

EZAT, U VE— AL T Tk & RATERRIZIEE DN TWD, FTo, FFED A7 =ML 4%
717 = OAE N BIFER 2SO EREZEI NS 585 2 DD, 16> T, BB D7 <R8N A9
FLUVEEINE R CHAHZ LB R T 20D, CWB IZHBKTHEE 25605 (H6), i, CWB I
HEHIEBNZIERALSERZEND, BIEDON T =+ 7T RICH-3E& CWB % Jh) LB 718 & 1
TERICS A 7 =5 M5B 2525, 2. CWB ITHE GO 1SS 2 52 LH TS,
HEBINL T 7o NRIICERT D2V ZENHATEH, CWBIX Y47 7 ROFIHICH#LT
5 ToHAD(HT),

NSO AE R D720 AT 2 1TRTET A HWT BSSC, 7' I REH,
CWB, BXUW 7 = F == OFIFITEIORRAE B L LT, AET /ML, BSSC DM
FHOT TR - ATENC BT 23 b — VB HEL T, — K72 4 SOOI 7 =7l %EF#E
(Zhang et al., 2019) Z Nz T35,

PHETIL

Covariates:
General cafe evaluators

Drink quality
Food quality
Service quality
Ambience

BSSC HG

Café use

3. RAE- DA EERER

T OOAGAET AN D128 A T A E a0 GRS, s, B ER, THR) THE
B (A TARE) 2T, ST RELTIZA T = T T RIFIAZ— 1y 7 Aa—e—Th
Do YN T =+ F == 1995 FFITHAIE TEEZBIAAL | B EMMITK 28 F£L72>TD,
HHBEINZ I T AIEEEUL 669 J5 & (2022 47 7 A BUE) THY, HHIEITEEEEFOLIFEICE
HNZ DT> TIFEL TS, (0T, AF— w7 Za—b—(X, ZIODHEE ORI A TE R
ThD CWB ITHET HATEERLL TR Y EEZOND,

FTAHETIET T RRBENCH T 2A7Y == 7 D%, Ci. Co, Cs(EHAEICL DA 4 1H
H; Sirgy et al., 1997; Malar et al, 2011; Kumagai, 2022) . Bl fiti R (2 5E-S5< 7T REHE (4
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IH H; Chauduli & Holbrook, 2001) , 77 =+7 7 R|Z#-3< CWB (4 IH H; Chiu, et al., 2013;
Lee, 2017; Kumagai & Nagasawa, 2021) , 77 =FI|HBE | 1 NT-0FIHBEEIZ OV THER
L7, Fo, avba— VB EL T, — 7R 7 2 EZ TH ORI 707 —R | —E 2D
e, BIOEHA (% 3 T H; Zhang et al., 2019) (DWW THMER L=, A8 1 ZE A R4
b BelE. &3 100 FIHNZO %A 15 Bebl, T OMOIE AL 7 BFEDOY v 1 — 27— /L% ]
WTHIE L7z, B E L THWZBR BRI, AF— "y 7 23— =R FE L T o~ ANy 7 E]
FlBLOANE = E DO N— N — (I LD BREE AR O RV TH D,

3. HREFED

ZT‘/74’/.:HE’C 3 382 OAEIENFOI, PIEH BITMENLSCH B 2z, AR

EICLDHAECTHDL R EEEL Fornell & Larker (1981) %, Heterotrait-Monotrait

(HTMT) }:#% (Henseler et al., 2015) (23S &2 Y M LEHEMEAE O TR L 7=, $7=. EFA,
CFA (2J% Harman’s one factor test, i TNZ Measurement model {Z Common factor /N
Z7= CFA %@ C, Common method variance M2 AT/ NSWZ L MR L T2, ZHb A HK
F % T, PROCESS (Model 6; 2 mediators; 4 covariates; Bootstrap samples =5000; Hayes,
2018) Z VT L7, H1, H3, H5, H6, H7 {22\ T3k, H2 8L H4 (220 T4y
HISCFRFRMFOITZ, Flo, CWB OB - 40T 4% BSSC DORIEENRITAE CTh-o7, [HlF
I E W THERR LT, 77 REEES CWB, 77 = FIAATENC k32 BSSC O%hRIE
FTLEAYFRFIAFIE C— XN E LZ ST DR FI (Cr, Ce, C3)i@%$ﬁ%@ﬁ%<§ﬁﬁ"]‘f“&)é
ZEDHERRES T, 1, BB B O A CAEEICHE-S5< BSSC IZEWHBIMEN DT ZEN D,
AIFFETIIZNOE R —OWEERE B2 Tt & ToTo i Al & % (Kressmann et al., 2006)

RIFFEDT —430, 7FRIEHES° CWB 1L BSSC (2&- T L, WEITEIATE R LS
HIEDHERIITZ, AR ORERI TN E THERINTZ 7 7 Rkl predictor £LT? BSSC
DYEIRMZ R T EEBICHIMEZ B H#IR T2 DO THY | BREEHE R ~ ORI/ B #2253 3R
DOHILOEFEIT T HFEBRIREE L THIR NS, SHIT, B OB A iRkl HEH
ITENC 1T DER iR O LB ) RA R FT 2 FIEIIARMZEM B Ob D THY | ZDFAHIE
BRICHIIFRFLIZU N,

Uk

MR ARFZ21E JSPS KAKENHI 22K13494 (25 SRR O—ECTh Y . Z 225 L
THEZ T, M. BELRICOWVD TS EILE U THREE ~OEDEFEVE
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HEET 7 R F— A MBS ORSE

Exploring the Consumer Brand Engagement Concept

FERSEImAE R R T AR A

HE

AWFZED BRI, OB, ATEIRY, SUIROME A SEE T 7 v Fiodd 2HEFE O 7
— VA NORMEERETH L THDL, WEEDT 7 NI T =V A M
WAH=Dlz, 20213 H (n=195) & 202147 H (n=180) O 2KFR T 7 via 7
T2 RICHRTDWHEEFEL T L, =27 — A2 hOLBEER & HEIT4DOEGRE
BN T LTz, R RE =2 77—V A NOBRE MR T 5720, AHBEIET —#
DT FA NG EATIRSTAER, IR L TIHEE = 7 — U A MCBEET 5 1HE
FOIBOITL (FT77T74R) L LT (T ), TROT D), 1355]) OO0 03k
ESNTe, TT7 077 4 ATESLGHTE, HWEEZ 75— A0 MESOIREICAERE TH
HERBEIND, fEmTlE, %O S LR EEEHRT 5,

F—U— R
HEET =V A b DEIER, 7777 0 2, lExRy U =7 557

I IC®IC

HEBET L F—V A ML, A T4 T 70 Realia=T 40/ =y /LA
TATREDF U ITAVRBICBIT L=V A P LTMOMEND Z &%
(Brodie et al. 2013; Hollebeek, Glynn and Brodie 2014; Dessart 2015), {H&&H =7
— VAV MIETIR, = — U A 2 NI T O SUIRICHRAF 3 5 DBk AR & L CREE
=1 (Brodie et al. 2011; Bowden et al. 2017; Harrigan, Evers, Miles, and Daly 2018;
FE 2020), HEHTU S =T AL M HEEDPEROT 7 2 RROMSRITH AR THAI
2B E AR 2B C T, BAET D OLHREL 2723 T % (Brodie et al. 2011, 2013;
Dessart 2015, 2016), L2>L7Z223 6, BEFFOFSECIE, THEA OLEE, 1TEH 25D T,
5 ZHLD & AEE SO — V7 EOSUIRE THAGA A TRRET L TV 2 SEREFSEIL £ 7240 72
[

ZOMEEDF v v FTIE LT, AT, 777 7 1 A& (Reckwitz, 2002)
ZEM L, HEEZBO—EHDOITHTHL T T 7T 4 AD5H 218 LT, HEITADORIZE

1
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RabThHILILEoT, HBET V=V R MIEBE RETHERNAHREET L L%
A& 2,

FRAYE R - A FRRER

7777 4 A (practices) &%, 178 & UREZMAFDOE T2, SULANITHEOIAE LT —
HWOTAERT, LR TR LWEA =T 3T T 7T 4 ATHY, BXDT5
i< BREOWBIRZER]., BEDY —, T BEOA A=V ORED SR
WCHLAIAENTRFED—1H DT 4 Th %5 (Korkman, 2006, p. 10) 75 0T 4 AEIC X
DWGET 7 e —FiE, ANOITA. HAEEH, B L OMEIRA 2/ DT 2 DITELS & &
no (fRH 2014),

HEFIT, MEE v—n ), TBEEREE] EWo 7' 7 77 « ADHIE @ LTkt
GDT7 7 FEDBTHAEERT S L2 51D (Kjellberg and Helgesson 2007), {H#
Fix, YT T REOBEDLYVEZBLT, HOLOEREREL, SESERTTIT 4 R
OflEZBLCHAEHATHZ LT, Y7 7 Nlem 7 —r7 5, Tobb, HES
T =T A NMCBEET S XARER DT T 7T 4 A3dH—T5 ., i b DO—MALFTRE R
WEOT T 7T 4 AUFET D ETREIND, LIRS T, ROGENAEHSND,

Hl: HEE 77— A M, HEE L7 7 FREIOMEERNRILED 75 7
T4 ADEET B,

H2: WEFE 7 — A ML, BAREO IR &I 72 v OnhD 75 7
T 4 ANEEET 5,

I W5 - HrRER

HEEOT 7= A MIET 2088, T8I0, SUIRIIZRIAZE 215 572912, 2021
T3 A (n=195) & 2021 F 7 H (n=180) D 2FEETT 7 v a7 7 FIZXT HIH
BERELFEw L7, HAESHE=% (GMO V¥ —Fi#EE Japan Cloud Panel) %%
LT 77v3ar7 I R0 RaelE 3 7 AUWNICAIA Lo BB F ICTHE BT
LAMEEEETA L T A L ERMRE L F L7z (GREE 362),

HETZTXA MY 7 b =7 KH Coder (Higuchi 2016) % FVToobT L 7= # 5.
BED 177 FTOZEY— R -k 6, 7ryiary77 0 Nenx o r—y
AP EEET LW ONDOT T 7T 4 A2 (IRF ) TRAOT D], TE D)) ODRMBY MR
FeE ST,
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SINTREROFEM & EimIC DWW TIE, HHRWE T 5, M Tk, A% O S 55 iiE %z
SN RS

EESEZ R
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R < HE LI L R SR O BRI — R T v 7 — U A > b DB b DH -
FkH L PV A Y P AR TR B
RUARYERE S 75 L

IMIROENETR

AfTld, LG V2 e — A V7 OBMREICER Z Y T5, HELIEE XA ZIFZIC
Y, ET AIEEIZIE T, ARk, THL]) LICREOBFEEZ. EMoBEET v 7 —
VAV PERNTTERERTo 72,

AZK T v —Y A+ (Customer-Brand Engagement, DA% CBE) X, [BEEDFFED 7
7 v F~OFMK), BAER. TEIR 2% & | (Hollebeek, 2011a) & EFK I, 77 v Fu A
YT 4 DFRITEM L T % 72 (Hollebeek, 2011b; Leckie et al., 2016),

Aoki and Ishizuka (2022) T, CBE & 2 AT, EEBEHH DY 2L — 4 v 7

(Seligman, 2011) 23m 195 & & ZERNICHASL 2T L7z, RV T 4 Z0LHEFICEWTY
=4 V7, RN EROMRZBEE T O TH Y, FY T 4 7RG (Positive
emotion) + ¥ %7 — X b (Engagement) - {h# & OEA{%1: (Relationship) « A4 D EHE -
=% (Meaning) - #5J& (Achievement) & \»H 5 DD HFE (PERMA) 2> 5 % 5 (Seligman,
2011), AokiandIshizuka (2022)iZ., = v 7 — AV F DEWHE~DA v 2 ¥ 2 —HFEH»
LLBEERL T IV IERI VTSV P ERED i %, PERMA 0 EERTHTE S Z &
N LTz,

BHEDT 2V E—A VTR @mDEBL, 77V FEBEEDOENBY) % FEDDLI LN TE S
CEHTENL, BEOFERRLFAVL LI AL, AT, COMREZERMICHE
DF 5 EEHMICGHE R Eiid %,

2 REBE

2-1H > 7L ENET—4
AFETIE, 18 7A 5 65 D HL 2,000 A&t RICEHMERAELEML 72, AFAEICE T 2
TERBZRE, Rt EE (PERMA) T %, fFthIEfE O R L, Butler and Kern (2016)
D3BHFE L7 PERMA O REZ V-, PERMA O EEICEL T, 3 SOERMM RS, BIEH
1 0~10 @ 11 ;L TEIE T 5, PERMA OKHEL, K EHRIZET2 3 SO BEIZEOFEETHIET
HZEDHELRESITEY (Butler & Kern, 2016) , AFHAE CTHZIVUTHEL 7=,

F o, TR E L, HLIEORKOGME, (Hf LIESHEF 2 0 RIC) 2 OIEBINEA &4
EICBT 27— 2 2L L7z, ZRICMA T, a v Fr—ZH5E LT, Fin, il (¥
— B B, i), BEIRRUL (X3 — 2880 BERS: 1, SRES:0), BREEIRIL (BEZERFH ©
RXDOIERFRE 1 M, 2: %— F X4 4,31 70X A L), RKERE (HEHHOEED
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NEFFREE; 10 W22 2 3R B 40 K% 5 RFBEAEE), AFI (IR
FEREE;1:0 4 2:100 J5 AT ~15: 2000 ML E)ICBT 5T — 4 & UUELTZ,

2-29W 75k

FTEKEDANY - F % 727 52— APILHD 3 21cn T THE LD EEROH LR L.
D EOTHYTLE 2 LIGOSEFE, 2N OF 2IESHEE & LT, Rfeh S
DIKHER IR L 72, KU, HE LIESEZICO VT, Z OEBINE L ICHE D 7 T 2 & —
Sric X 0 L 21T 5 7.

SHERR

3-1# LESEE LIESEE O LB

HRIERAEOME, [EH (n=2,046, M,,.=42.8 1%, H1E54.5%) @ 9 b, 51.4%75 L ik
S FH (n1=1,052, Mage=40.4 7% 51 55.0%) 12352 L. 48.6%25IESH#H (n1=994,M,,.=45.3
%, BE54.0%) TH o7, MiFD PERMA O/KEZ LKL 72 & 2 A, #ELIESEF T2 T
DIHHICE T, 0.1%KETHEICEWKEZRLZ (K1), arte— L EBHORELR
WTH, ZOREDFE THLINEINEHERT D201, HELIEOXI—ZH (1, 0) Lo hr—
WIS ARSI ZE R, PERMA DR ZRETEIRAREL | i@l # AEIZ LD E BRI 21T o7,
ZOfEH PERMA 0L TCOEREICENT, 2 v b —AZKOBELRRHNTH., HELIE~
D S5 PERMA OFEFHRIC 0.1%KETHREICHE LG 2 TWw5 2 LRI (K2),
LA ED#ER D & #E LIGE~DSHED R R %2 m b & 5 2 & AFEIENITR S Nz,

# 1 72— 7o PERMA ik

say #LESEE FSEE

NysDa  (n=1052) (n=994) HE
M SD M SD

PERMA

Positive emotion 0.85 6.13 171 566 1.84 5.95 ***
Engagement 0.79 6.41 156 5.68 1.70 10.04 ***
Relationship 0.81 6.07 182 563 1.87 5.44 ***
Meaning 0.89 5.84 1.87 5.38 1.94 5.40 ***
Accomplishment 0.82 6.11 167 5.74 1.76 4,91 ***
***p<.001
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£ 2 EBEERoFREER

EEE# Positive emotion Engagement Realationship Meaning Accomplishment VIF
B tiE B tE B tiE B tiE B tE
LA
#LE~OZSE 0.12 4.80 *** 0.19 7.56 *** 0.10 3.93 *#**  0.11 428 *** 0.10 4.16 *** 1.05
R0 -0.08 2.78 ** -0.03 1.16 -0.12 418 ***  -0.04 1.45 -0.01 0.47 1.39
FHp -0.04 1.62 -0.07 243 * -0.14 5.17 ***  -0.13 4.61 *** 0.00 0.17 1.28
IERRIRE 0.13 4.85 ***  0.03 1.12 0.17 6.32 ***  0.18 6.58 *** 0.06 2.10 * 1.23
FE0.08 2.94 ** 0.07 2.64 ** 0.08 3.07 ** 0.08 2.92 ** 0.09 355 *** 113
FEERR -0.01 0.31 -0.06 1.90 -0.02 0.76 -0.03 1.09 -0.02 0.50 1.75
BASEM 011  3.01 ** 0.09 2.62 ** 0.08 219 * 0.18 5.06 ***  0.14 3.86 *** 2.19
R? 0.04 0.05 0.05 0.07 0.04
F 11.07 *** 12.57 *** 13.96 *** 18.38 *** 10.75 ***

* pe.057% p<.01; ™ p<.001
3-2H# LiESEREORER EZF OREL

I, HELIESHEE (n=1,052) I DWW T, k-means L CIEME 7 7 2 2 =0 %175 72,
BEE 2 OEICZ 72X =% {7\ w5 $CEML AR, BEfsr 4 °HEL 2B
W7 T7ARXR—CL D EAROHEIC R I N2, IhEHATs 2Lz (E3),

R 3 HLESHED 7 72X —5HTHE

FOME

e L2 M D FiE Cluster1 Cluster2 Cluster3 Cluster4

(n=1,052) (n=321) (n=313) (n=176) (n=242)
la) IATHELIZEWIZWL 2.40 1.02 667.79 *** 1.98 3.19 3.35 1.27
1b) #rE 7 2.36 0.98 322.36 *** 2.37 3.18 2.38 1.30
2a)lATcaryyFryER? 3.11 0.86 49.78 *** 2.88 3.38 3.52 2.77
2b) e s 2.60 0.97 132,11 *** 2.65 3.25 2.32 1.88
3a)IATHLICEODDZBFAZHIND 2.25 1.00 677.63 *** 1.82 3.18 2.91 1.15
3b)EENE 2.23 0.98 521.79 *** 2.17 3.22 2.08 1.14
AHLICEEIYZI bT 5 1.84 0.91 245.48 *** 1.73 2.65 1.63 1.07
S5HT7 4 vNTy XEEAT D 2.53 0.95 290.42 *** 2.57 3.28 2.53 1.51
CHLICEET2H0EHEAT S 2.26 0.98 348.81 *** 2.31 3.16 1.92 1.28
7 SNSTHLICDWTES 2.20 1.00 243,59 *** 2.15 3.08 1.83 1.38

EIEEIF FEBICOVWT, 1.2 AW2. -7 W3 7 XICH B 4. & < D DAERRE TR,

INETNhDI A2 =%PToXSicimtTsclicLlz,

DR E R L DIR (B coiEEi X v, FE L iEEIT 5 L R TD)

P HAZBF 2R (BchEETH ., BMRNICH LI~ 5 E 2 )
v uifik (HphcoihBi% i)

AV a2 TR GMECHE D I WEIFE TR L T)

Bow N

7 7 AR —[]T PERMA D/KBEITENDED 508 ) D alfEls 272010, %7 7 AKX —
Z ST ZEH. PERMA O{E R EIEAEER & T 2 7080 2 Rl L . FEEZE o G M % R
L7, ZHEIZEML 2. £ OfR, B0 S TOMRIRKR OIGEITHIE T 2 25,
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PERMA £ COEFRICE VT, [HAZ BT 3R] KM 320027 72 % —X Y 0.1%/KHET
AREICEVE VI FERIR I N,

I IAZ =L DL ONRONFE AL L (), [HAZET IR 13, 17.6%5FELE
DINE F T 7 %2—16.0%0E oI NI Z 723 Y v v Ly CTOHELTEZHNTH D
LTzl HELIEARICE S DREL 5], A2 B LTV TH A D T &AL
N2, o FFEDH LICKT 2EEI & v S L0, HELIGAKR~OBEAEVwd DL H LN
50 %5 L7, #HELIE~ DG EDEE D, HEICE I EREO/KEZRT &)
R ST,

R4 7722-F] #LONKWIR

a)BET b)FvS AW
DIRE— n AN HAE— s+
1 EELTR 321 40.2% 18.1% 13.4%  12.1%  7.5% 2.2% 6.5%  100.0%
2 B4 %BIF5R)R 313 33.9% 18.5% 6.7%  17.6%  5.4% 1.9%  16.0% 100.0%

a)+h) a)+c) b)+c) a)+b)+c)  Et

3: Y uaikJk 176 42.6% 13.6% 16.5%  8.5% 9.7% 1.7% 7.4%  100.0%
4: T 2T MR 242 47.5% 18.2% 12.8%  9.5% 7.0% 2.9% 2.1%  100.0%
&t 1,052  40.4% 17.5% 11.8%  12.5%  7.1% 2.2% 8.5%  100.0%

RFRFFHEDENRIREVWI TR L —DfE

AgmmeA 7T ) r—2 3>

KFAEORER, HLIE~DOSHE, ZOoPTHHEEDE I 7R X -0, Fifiil=RE
DKEPHREICEH W LRI N, Lo T, AT LIE~OSHP, Y ADFHhiH=
BEZALXEE EHEROT B,

CTHHLZVOER, FHEERAME 2L 07203 N3 b0 TiEARL, YADHKEN
&%QCiofﬁiﬁéio:Eﬁwanéﬁﬁ%éo:niA&MMEmmm@mma
DEELT D, AR EEHICB W CHEHAT 2% 6. AFITEEFEE O QRN 25 %5
THIL. iz HA813 2 < kﬁﬁyf%%? FEHAR 72 BRI IR LD 5 ws, Ao fiffifid
ZRMOBEVO, FHEDOY 2V — A VY TICEHE T 5 2 LT, B L DR 7 BIRIE % BIRE
TEX5THAH,

FATHIE~DERRE LTiE, TRETHELY T — Y AV FBREICD 720 TS
PICEINTE ZH~ AR CHEERMOF S ZR L2, FizhMAThseEXTWD

AWF5E13 ISPS FHFE 20K13631 OBIK % Z T 7=b DT,
Z3E ik

Aoki, K. & Ishizuka C. (2022) How to build sustainable customer engagement that impacts

customers’ well-being? International Journal of Psychology and Behavior Analysis. 8, 186.
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New York, NY: Free Press.

-45-



fm

&
Iz

SR R 0 2 — LRI 2T B 2 4 Y LT 4 1 S 38
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YRS | P . 1 6 3

1.RFDC %7 vic & 2 MIATE) D #0561 nTRETE
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BEREFFREEFR (FTILI—ILERH) HEEOHGFHEE

Structure of Customer Expectation for Health-conscious Alcoholic Beverage Products
Oom#t FEF !, #&K BB, BH R IEA &3, K RES

' AEERRSHE, P RBNEFEKRE,  RBXREREETEXRF R

(4] BEIEFSRTHYGHEMICETENLE] ZRDLETIHMRERETSHIDOTH
DM 2N IS E R YRR ZFRR LIZBEART SN TS, ChETE—ILESRMZFRIDIC
HEEOERBRRICEEZRETERICEHT HAHMELASThh, HEEOEMERII TS
WL EFFTRWI ENBALNELG > TSI ERER &BEMEREDBEROBEILXR
E+RICBALMNIGE > TGN, AR TEIBEEEOFEEZRERFREEIFAOFELT
RYLf, BREAOHEEEDMEREEZRASN T E-OITSAVFTARTA VIR
BEZzFkL HR BREAOHEEIBEOHEELIVL TBLLEADHR] &L,
REFIC TEWLWLE~DHfF MEWC ENTRENT. TART A VJTROBERYRENS
REEOEBEBAZ I GHENGEEEIF AV FEFE<ESBRESAEIT AV REL
THEEL TV ARRTIIHBEDMESHKILICEY, A —H—IHEEOZET A
MIEHLERBEUNLAT TO—FAEERIRT ILENH D EEHRT 5.

(E] BE-HENHESTSTEEEORREAOEFY ZZITTHEL., ALEEEH
PFIAL—EESLDEBARTINATNS. BIFRTHSTILI—ILERHELEE L
7-E0RE-ILVEZFILOHLET IBERRBESFETZTINATLD, KARTIEBRERAT
La—)LEREE L THREEDFEEZRYERS. HEEOEBEE 2008 £ 9 AICHTSHh, L
BFRAGREERITEBEOH-GHATI)—DOERELTERELTWS. FBEOHEEIZD
WTILERGESE 3 £F 7 BICHESATEY, FRIEFIHESh, BFXEES L, ZL
TICTIEVWSIIBELTANBINIELRSLBW EIEHMTHD. TOROEFRIES
WLEIHAHAREOEARELGLIO0, BEEOFBTFERREHOHEIH S HREORM
ANRBROLNT, EH - HROEBERBERTHIMEZELOICLI-HER, BRELTA AT
HY TBLLLAEL] EFHET HFELI—Y—£ B ). —ATREFRREFETSEIIIHKL
THY, BEERTYHTOHELOEZELT2008FI AICHTIN:-TAERE HEL
A& 5 EAOHAEIONIERE Y FEEDLNSBEBEMIGZICE T, MFEETIHEL 2018
FI1Z 40-50 EFARE L G o F-BEMEF BNV IV TIBDS 7 65%ZHHTUS.

(ZTHE] E—IILBOHEEZEOEMERIZIOVTIE, CAETIZTEZELOHEFNEITFS
Nnb.Lee 5 (2006), Velasco & Spence (2019) &, IRIEMBEBDREN LRI T TR CEESE
NAFTELIHRBICEELNHFELANYIER (SN, A%, BHROEBH, LEGE) N
TSV RBLUERICHT HHEEDHF, IS5V FICHT HEHEZEOOAYVILT «PH
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L, 8V TILOFHEIERLE T4 R FOEEMHFRELEEET ) VT LT
HUTWIEHEELOFBICEY OKRZFMUAHBRAICHER L. BITHELOEE (P),
BLUPICEEH DF] OFYERFELEZEHD (Q),PICKEFEMNSLIZEHD (R),PIC
EELUNADI XX (HW®R7 /8, AHE) ZMAMXEREZHELEZLO (S) & LT

B 1 &Y PQRS DEEAEEZEZ T 54 > FTHET L LEBAZTOALLT, BAEIC
BLWTHRITOEELOHRZTHSIP Z 1 LICEFANETEL, POEDLWEMY Y TIL&
YEBBFATVDDITTIEBEWS EMNBALMN LG oz BAEIZESTP IE 4 FEOHT
TARMDOFEHTRIELLARZREENEDD, —ATELDANTARMEHBELE 5
. 082). TO—HTHEBAEZICESOT P ETARMDHEBFENKY LB E FFEE:
0.54) NEALMEL o=, THEEABICESTHUYTILQIEP L YEMAE < (EHIELLQ
245, P: 3.00), $FICIEBABIZE>TIBRSLUVHRELEL P LY SSHIZEN o= (FHIE
i Q: 1.69 P: 2.92, FFAEZE:Q:0.85,P:0.54). R [IBEAE - FFBAB L LICTFEHIERAP LY D
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[CEAZEDHBEILIP LYIETFEL 073) BoTHY, FHADESDENKEN S
(BRI DIBLERE BAE: 122, FEEAE:1.18).S LEMAEICIES DEAKRE L (ERDIZER

=, BAE 129, EEAE: 121), FEEE P KULEHI o= BAE: 064, FEEAF:
036). E7YUTTDEAMBOBKRICOVWTIHEOR LELASIN TV,
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iz PQRS & LTTAY FL, BAZBDEH U TILADFHEE PPQR'SZTAY L,
ZTOMEBEZLETHI LT, HEEORBESEMICKYBY U TILOTA X FHEAED &
SIZEILTHMFEL: (K2). Ay MIBEZHLET S E PQR S X QEBRLTTN
MEXLVYAIZEBHL, BEEMICKYTA X MIERENSESZEARINT-. MZ THE
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e LTIHBERKRIREEITA D MEIBLLEIERRIRERT AL FEFFITH ST
O, HBEANDT7 TO—FILHBEEIT AV M ELL A=Y T ERETEHEL. &t
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7 3 4 4 1 7 0 4 3 9 1 1 3 0 1 41
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A Structural Life Course Model of Dynamic Role Selection for a Q&A Platform
for Pregnancy and Childbirth
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1. Introduction

There is a growing concern that knowledge generation in marketing, and business-
management studies in general, is West-centric. Many reasons are mentioned, such as the
domination of the English Language (Boussebaa & Tienari, 2021), academic journal
ranking fetishism (Hussain, 2015; Tourish & Willmott, 2015), and the historical project
of colonialism (Varman, 2019). However, with globalization bringing global economic,
technological, and cultural flows and the rise of new economies, scholars highlight the
complex, multilayered, (post)colonial interactions that characterize global marketplaces,
and criticize the practice of studying non-Western markets through the lens of a Western
model of development. Not all stories are under the "grand narratives" of the West, non-
Western countries have their own stories to tell. And our theme----Social media
influencers/Influencer marketing (Wanghong/Wanghong economy) can reveal this
contradiction systematically.

First, Social media influencers (SMIs) and Wanghong undoubtedly share many common
characteristics, such as gaining popularity and followers/fans on social media, then
generating economic or social value through their social status. In the west, the economic
value of Influencer marketing (IM) as a marketing tool applied to identify and activate
individuals who can sway brand preferences, buying decisions, and the loyalty of the
broader population using their own opinions, beliefs, and/or marketing channels has
become a consensus (APA, 2019). The boom of IM in the western world makes it easy
for academia to ignore that, despite the controversy, it is China that is the world's number
one in this field in terms of market scale. There are over 1 billion social media users in
China, with 28.5 hours of Internet access weekly time under the covid-19 epidemic, which
guarantees the potential customer base. Moreover, as a post-modern country, China
places a high value on technology. Internet construction becomes part of the national
strategy related as a central focal point in the increasing tensions between the cultural

politics and economic ambitions of digital China. Mature technology and huge market
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size have spawned a boom in the Wanghong economy with much local academic research,
so we have enough material for comparative analysis.

However, the Wanghong economy is developing as an independent system, and the
differences with the IM pattern cannot be ignored. Many scholars have precisely caught
the differences and have directly used the phonetic translation of "Wanghong" instead of
"Internet fame/Internet celebrity" to indicate the cultural, social, business, political, and
other differences in the context (e.g., Cunningham et al., 2019). The cost, however, is the
overemphasis on differences rather than connections, which exacerbates the difficulties
in understanding for Western scholars. The reasons behind the independence of the
Wanghong economy are complex. Apart from the underlying mechanisms and factors
such as traditional Confucian culture, the process of modernization, and the level of
economic development, the most obvious reason is the “The Great Firewall” regulation.
China has famously built an alternative online ecosystem based around state-based
guidance and intervention which includes banning YouTube, Facebook, Twitter, and
Instagram while nurturing the growth of their platforms in a parallel online universe to
that of the West. For diverse reasons above, the Chinese Internet and social media system
has become a “parallel universe” separate from the Western world.

So, to what extent is the Chinese Wanghong/Wanghong economy different from SMIs/IM?
To what extent can the marketing knowledge developed in Western explain? Does it
support or challenge the existing knowledge? Is there communication or connection
between the two knowledge systems? In response, this paper reviews and compares
studies from two different cultural backgrounds (English & Chinese) by bibliometric

methods.

2. Conceptual definition and comparison
YHE Y a MCTHAFTHRENZLET
3. Method

3.1 Citespace

This study adopted CiteSpace 6.1, a bibliometric tool developed by Prof. Chaomei Chen.
CiteSpace is a citation visual analysis software, developed from the background of
scientometrics and knowledge visualization, which is specifically used to identify
potential knowledge contained in scientific literature. This software can help researchers

understand the basic knowledge of the discipline, find classical literature in the field,

-67 -



discover research frontiers, and clarify the context of research evolution (Chen, 2016).
CiteSpace has been used by users in more than 100 countries, and more than 15,000

papers have been published using the CiteSpace tool.
3.2 Data and search strategy

To avoid "garbage in, garbage out", the data quality is extremely critical and profoundly
affects the overall quality of subsequent analysis and reviews. Reputable and
comprehensive databases can provide more accurate and reliable knowledge. For the
selection of English literature, we used the web of science core database (WoS), which
covers publications from all over the world and has proven to be a reliable source for
knowledge mapping analysis or bibliometric analysis by previous researchers (e.g.,
Bicheng, D et al., 2022). For the selection of Chinese databases, CNKI (China National
Knowledge Infrastructure), as the biggest academic database of Chinese literature, was
our first choice. However, the information completeness of different databases varies,
and the data from CNKI database lacks the necessary citation information. Therefore, for
the citation network analysis, we chose CSSCI (Chinese Social Science Citation Index).
We follow the principles of "maximum coverage" and "consistency of English and
Chinese". Compared with systematic reviews, bibliometrics can portray the overall
picture of research development through computer technology and big data, so data
coverage is more important than accuracy. Thus, we used more keywords and set
relatively loose selection criteria. Moreover, since the purpose of this study was to
compare, we excluded studies from China in the WOS database and kept the consistency
of English and Chinese search formula as much as possible. The final search process is
shown in Figure 1

Figure 1

WOS Core Collection | | CNKI & CSSCI

Database

“influencer marketing” OR “social media
influencer marketing” OR “social media
influencer” OR “digital influencer” OR
“online influencer” OR “online opinion
leader” OR “instafamous™ OR “vlogger”
OR “blogger” OR “influencer
endorsement”

(1) peer-reviewed journal articles
(2) 2010~2022
(3) Marketing/Business/Consumer related

“internet celebrity economy”OR “internet
celebrities marketing” OR  “internet
celebrity” OR “EC internet celebrity” OR
“online opinion leader” OR “internet
celebrities livestream™ “internet
celebrities  livestream marketing” OR
“Web live stream”

(1) peer-reviewed journal articles
(2) 2010~2022
(3) Marketing/Business/Consumer related

(4) Exclude research from China

Final samle: 1808

Data from WOS & CNKI
Node Type: keyword
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Final samle:2174 (CNKI)
140 (CSSCI)

Keyword Co-occurrence & Time-zone', Cooperation Network
/ Data from WOS & CNKI
_;" Node Type: Country/Institution/Author

Citation Network
Data from WOS & CSSCI
/' Node Type: Cited journal/Cited
author/Reference




4. Result

YHE Yy a ANTTHARBETHREWZLET
5. Conclusion

HHEy Y a MTCHAARR THREWZ LR
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YouTuber & /X—F v JL YouTuber OFERBANEFEIZE TS
LEMREENKRDEWICET 2L

75 G, Rk TR (BIPEERTRY BER)
PeARE FER] REERSERERE A LitseRh)

BE  SNS®Y— XV AT 47T, HoolEEORRSLHAKREZ, Aoz vy7vyo
HCHNT 24 v I ATy I =02 T3, JEFE, Bl X SN %2175 YouTuber
R, 2RILFERFIXTOF ¥ 7 27 X —CHHEZEAE T %Y —F ¥ )L YouTuber (VTuber),
EHLICHEFEDOATAY T Y YRRETEIERA VY IAI Yy H—biEHEL TWw5, KT,
2L EUESHEN D2 v T v Y%, YouTuber (N), VTuber (734 —), HEA v 7Ly
Pb— (TAavoR) O3FHEOT -V = v P TRELAZ L EIC, HEEFICH 20 TIAEMER
&L RBEE KL BHIRDBE NI DO WTH S 2219 5. EERF o pg mAF A B & 3 FERIEL,
75 NOHEREICHEEL T 5 5 LHEREBREZIT o 2. EEOME, 3EMHoL—Y = v FKRE
WKL DIEESRICRER P 2722, BFEAVILIVI— (TA2VDR) FLYRBVHIR
BT ERTh 0T

*F—7—F YouTuber, -X—F ¥ /L YouTuber, FHE A ¥ 7T v ¥ —, FEmiBAEE, A
ERR, HIRBEK

1. IFC®IC

TF—L2 SNSOHTCTHPHEGD I | L L TEHATE2F ¥ 77 2 —%T NZ—LIEE,
W, T F R T AR —ICda v Ea— X ECER - FRINLT T 7 4 AR BE v
5. ANV avEBESMTON TR A v 2 —F% v P ELOUMOEIL, 2DOFy b ¥
XY 772 =MELNT W, BFEFavYa—205HElbe Ay 7 -2 0ERELIC
EV, 3D ETNICHE DS F v T 7 2= HbiILs T L 3%\, Tz — T, (RAEERE, SNS,
T AT — L, R, BREE Vo AW I TW B,

Fvbvav v ZoREBLEIC, e av—2F A4 FREEEFHBEICEVWTY, TN
2 —DORHBTONIRD T 5, FFMARICE TS, 2o OIEE AL S F I
T OEBICHT MR TONIRD T, FlzIE, e a~—A¥ A b A EHEREETD
TR —OFED, BMEEREEMICN T 28BEL2H LIS 803 0roTW05
(Holzwarth et al., 2006; Jin and Bolebruch, 2009). %7z, #H/3 28R L Cyibas oHl
i 7 3 Y ORGP I GG, T2 =BT A L 0 AEBHES 2 IKE07 8
JRE~DRERE L R E <, " T 3 o0 S% WA, AL T ANX —D]RE
THEEZIIR N -7 (Gammoh et al., 2018).

INLDOWIEL, e a~w—2AY A FLREIEHEREICE W, BoeH (AdF) LEEE
DT N2 =Rz RE LTwa, —J5, TFIZSNS IKEWTARDH 5 12 —FTH
AV INTYY =0, HIEORIC Ao B ZMm L7z ), MmO 2L 0 L
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Twb, ®¥d, Av7rz vy —icxf L Ozl s> 2 &<, Bitomis% PRERE L
THNMLTD L -T2, HEHF Ay 7L vy — L Y & ORI HmE 2 ]
WML, Av 7z vy —%EHT 2L, {ECROFXANCHAIND XY, BazBAT 2E
RO E T AAREMEDSH B Z L 2399025 T B (Schouten et al., 2020). Z D78, WIEDO
EDILHIEENL, TLERHHE Vot R AT A4 TICB T BIAELZ T TIEIRL, A v TN
IYY—~DOEMIEN DR ZITI L WA T 3.

INETIR, Tu R SNS ZHH LT FPHERE AT 47 & LTHW7 PR
23% L AT TE 7225, WL YouTube % TikTok I X 2 Bl % F| ] L 72 PR % b 3 2
TWw3., FfiZ, YouTube THEAICH)E AR Z 1T > T b 2 —H%% YouTuber & M:(XH, 7
—LERLHBRN (FX) REDHETIHFICANLRSEH S, 72, —#KIC YouTuber 1,
HLzLTwawGabd 205, @ IXETES L CHEzZMmLTWw5. LaL,
WFEZ 3D EFNICEDL 7T AAZ—%FH L 72-—F ¥ L YouTuber (Virtual YouTuber.
LIK%, VTuber) diEHEL T3, fHlz1E, & id¥ X+ 7 4 MK H 23568 L VTuber ®
FHEZAEAICL, EFEREH~) VeRHRILAER AR ZED T35, Gawr Gura
Mori Calliope ® & 9 72 %GEIC X 5 VTuber dHARMICARICZ Y 20H 3. T/, Hb%
w7271 CM ® PRIEFHEATHY, SNS ETHEHEIC R > T3,

INFET, fvI7rz vy -t CHERNET), BEOREMEX, HEED T
7V F~ORBCHMOBERRIC T 7 ADHELRITT L0 > T3 (Lee and
Watkins, 2016). Z D728, A V7L LT Vv H—ABHWE T —Y =V FREDEWICLY,
MR ENE O RSN R EHIRICESET N b Ltk v, 72, JEHEIX Clubhouse %
Discord FOEFRXR—RADY = ¥ L AT AT HWHLNTEY, Z2ZTOAL v 7L v
— (FFEAVINI V=) 3FL XDV P EREABPES LAV, RZHELTOE
Rz, 74 avortirsd. % TARIETIE, YouTuber (A[), VTuber (7-3%—),
BRAVINIVH—(TA42v) bl z—Y v PREADEVICL ZHENRIERED
FICX Y, FRANBIEOILENR I OHME S 2 FRIGECHAEL 5589 o2 LHYHE
BRICX VS 2T 5,

ThbbAMEORNREZ T LDELUTOL TS,

K& 1 HENREHREO S W ARIC X 2 KB, SHENRERESD BT NX—ICX 3
KELT A a vERBICHNT, EEWRBEL RS

K& 2: HENREHREDO S W ARIC X 2 RKE, SHENRERESD BT NX—ICX 3
KL T 4 a vRBICHRT, ROHIRICKR S

2. RBRAE
2.1 EBRGE

PR I, BN BIEZ G L, 7Y — FIcRIZFLTY b ) EEEITo 2. &I,
ANH OB % HE S 2 7 v —7 (YouTuber &), 7% — 0Bz 1S 2 71— 7

-71 -



(VTuber &), 7740 T4 a v OlEAER S -8l (FFEA v 7 v vyd—5%
) 2HET 2 7v—7D32oThH s (M1, HEE I8 T25 AFD, 3207
V=TT b T, 2o, EERFE IIEEEREME L ZMRCBET 27 v — MicEE
L 7.

PmAR BN X, EFOICK VIERL 2. BIECHEAT S F AL vIiTlk, 2t A
FU v R AR, BIENAE, BEE2RT 4 —RXZ Y F TheAlley D 5 D DR % il L
T ZITS &I bDTH S, AMOBNEIZ, FEESD 1 ABHEL, 747 %M TRE
AT o 7z Nl OByl % g 3 2 BRIC RIS, HRTIC—2 5 ER L ZzRGCHEE O B H i
EWTHA v D 3D 7 A% 3D ZEE E o X2, 3D 2R L TR EIT) LItk oT
TR — OB Z G L (K228, HEE e mcEEo 7y v rx—v%
EHAL, 2HO#EZ 5y X v 432810k oT, AT A"Z—0B AL FELIC
BB LI LT, TAZ—OBEERIZIC, TXX—DFICEZ LA FY v 7 OlREES
KNI E 5 & CHEOBELZITY, TNEEBRICHVZ, £/, 7740 T4 3 O
GEHNT, 743 voBE%ERL 7.

1 SEERANCERR L 2z it B (22 o AN, 752 —, 74 a v &)

3DEFIWORE  E—3a>FvIFv HEDELE
(Unity G=EHE)
ECHEADRUY
HOBEGEERD

2 YouTuber & VTuber O &)l OIERK )T %
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22 T —bERE

REIRICOWTIE, BlfEEOMEER, Mo 28E 77 v F~0lEEL
Fhl, T—Y Vv P~OHIRICOWTIE, MABRICE T 2IcE 10 21ERRIET) & SRR
), ANl a=F—vavitBI2MEINLZEBEOREN, = —Y =y MIXNT 54
B L EEEEZNL. T v — MY, wEaia Bl 2 SRS L 22 ERIC T o 72,

WEERIL, EBICHBRE LA v vz v —offhEy e CEEERORE % 0% X
w72, ZOERMICX, Stubb & Colliander 2MERK L 72 4 D DB % HAGEICER L TER L 72
(Stubb and Colliander, 2019). ERPEHIZ 7 Y v H— P RECHIE L 7=, BEihicnd 28
A lZ, FRENCHER L7 5 D0 - 2R L, 75 vh—RECHE L 72, BfE<id i
B A ALY v 7B, RzBPROFEZHYIL Tz, £ 2T, XDRIONHA
P EOREHM L CwirlconwTamll. 77 Y F~DREE X, MacKenzie & Lutz, Belch
BER L7 3 20BMEZHARGBICRLCHERL, 7 Y vy A —bPRETHEL
(MacKenzie et al. 1986).

SNABRICE T 220811, McCroskey & McCain 23{ERK L 72 Social Attraction %
HET 2 6 DO-EM A HAGEICRLUCEHRL, 55Y v — FRECHEL7Z (McCroskey
and McCain, 1974). S ABRICEH T 2 FEMEET1X, McCroskey & McCain 23MERK L 7=
Physical Attraction Z#HIiEE 3 % 6 DDHEM % HAFEICERL CHEHL, 58V v Ah—FRET
HE L7z (McCroskey and McCain, 1974). WA 2 I a=r—va vtk T2 HE I NRE
JEDFRE X, McCroskey & Richmond, Daly 23/FA% L 72 Attitude Homophily % #lliE 3 %
4 ODEM % HAGEICHRL CERH L, 7 BB o SD & CHIZE L7z (McCroskey et al., 1975).
I—Yx v MCHT 20, MEICERL2 1 >0 EMZfEHL, 78Y v — FRE
THIEL 72, =—Y = v bicxtd 2{E5M:1%, Ohanian 23{ER L 72 4 D DERI% HAGEIC
RUTCHERL, 7o SD & ClllE L7z (Ohanian, 1990).

2.3 EROENE

ARFEBRGHEL, BAEEBRRFONEZNRE T 2T R FEMERERIC X > TKR X
iz, #ebEE O IX, LINE & Instagram, X —A% AL CiTbi, EEREICED 19 Ko
LOlEETDISZDRT v 47 (BH23 A, W52 A, FHER 27.5m%) 2FEERIC
S 7z, BRE X, BREBzEE—cihsdLoic, 3 2071v—7 (AR, 7% —,
TAav)icadonz, BAERRICE, AT 2 —&FosmE iz e n B8 A,
W17 N, TAavEosmE, 37 A, k18 Acho7z. EBucEMmL, H
HOWRPEZ TV, 7 v — MchIZ L2855 1, 1000 MHo#L % i - 7-.

3. HKERHER

3.1 EEDEREME
3 Mo —Y =y PRIICK > C, BIEGEEROILEMR T L ZMRIENIED
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2O ICT 5, 7, BIEGUEZOME RN, i3 28, 7T v P~ DR
D3ODIEL, 1 HE Db I 2IFRE R Rz, T— = v F DS, SRR,
BEORENE, FEED 4 oo &0 B4R T 5720, Zuvy Ny
D o REEMELZ (F1). TOHERELY, WFNoLficsnwTd 0.7 LU EDfEE 2>
Tkh, REFEO—EHUIHEZRINT.

¥ 72, 32 fiAREDO ST T, JONAMEREIC LTy Yy 4 LZBREICKYIE
M AEREEL, ERMESHEREINIZREICOWTIE AT A M) v 7BREZ, MRS NR2 o
TREICOWTIZ voXF A ) v 7BREE W,

K1 IAEMREHROREICNT 7m0 v 8y 70 affi
. | Tk PN BRI . L
WEE A | PR s pral il Elats fE
PN 0.71 0.62 0.63 0.81 0.76 0.78 0.74
T INH— 0.77 0.68 0.83 0.90 0.81 0.70 0.79
TAa 0.73 0.72 0.85 0.80 0.86 0.79
3.2 LEME
BEEER, fEshon T 23R, 75 v F~0REEICH LT, 3B it uTREMEDE
EMET D720, 77 AhN 7+ ) ZREE (S d 2 BRI, —JohcE 9 BT

RiTore T A, pllizZznZh, 0.179, 0.133, 0.150 TH 72, LA EORE L v, 3 EME

DIT—V v Mo TRENRICE I E»-7- (B2, fitoT, K1 3 XHExn
mrolz. 3ODEMIL, FEELTWIARICIEIERLLE VSRRV E, FELELFR—TH3

729, NOWEICEET 2BELZEZDIZEICEEL o7 dbDEbiLs.

L2 L, dffll i nE RTad e, INESROFEHEIL, 3 00 EETTT N4 =2
LKL, WEENRE 77 VY F~DEERT A a2 v AR E L, BEiicxhs 2 BRI AR 2 %
bEDorz. TAAVOEEEBENRL 77 v F~OREENE - -0 1%, HRNAERELD
7, BAMABERRG TA vy =Y PMRb LT oz bhd Lk, —J7, Ao
PRI 3 2 BRIED S D 0 T2 DX, TANX =T A a v L3873, EBRICESD
R7-BreimcilcE s ica, MBEOEOEREY RN bHiHEM<L LT

57:0, XVEEONEVHRL LT Do nREEDL D 5.
K2 21—V v PRI X DIEENFDE
HEER P PR T URHERE
p=0.179 p=0.133 p=0.150
Mean SD Mean SD Mean SD
A 18.12 3.82 23.04 493 15.60 2.33
TN — 17.36 4.55 20.28 5.33 14.04 3.75
TAa 19.24 4.42 22.48 4.95 15.92 3.07

XpflEiZZ I 2AN « v+ ) Z2E Fasicnts 2HED 4, —ICRCEDEONT) DR
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33 T—Y v bADHIR

5 00fEA SEEO L —Y = v PRI LI L EERRE, BUERED p EE2 R
L7z (£3). ==Yz o), =—Y v b~OEEOREN, =Yz
DIFEE, =— 2V FOEMHEICNLT, 27220 - T3 ) AMERTTo72E2 5, p
iz n%h 0.109, 0.330, 0.007, 0.009 TH-o7-. =T— =+ DEEKIEKIICBIL T
X, A& T AE2—DF—2DHRZHE L7z, tREDHE, AMI D 72 —0)iFY
fE2E <, pfEIZ0.035 THHo7z. Fewde, =YV MET, -V =V FOfaM
EhHe -V v b ~OREEOREEREEEZL L, —HT, T—Y =V FOGERIEKS
LUK L STEME XA B D - 7=,

I, FOX—Vz v FCTEPAEDOLETRDE D, T—V v OIFKE L EHHE
HoT— 2 CHERBZITo7: R 4. TEVTAVRIEICLEZ AT 4 =L+ F v T ARE
#iTo7-. BEDOHSE, =T—Y = v POFREIIAME T4 avofflhfibed CTHEEND
D, pfllZ0.004 THotz. T—Y v OfFEEDFIC, ARl T4 avofflasbe
THEELDY, pflld0.005 THo7z. £/, T—Y =V b OIFRE LSO FEE%
Ral, NEXYTAavoi3FEEREe e’ nhr s (K55, mx<, =—v
=V FOHIRICET 213 A EDHERTIE, T4 a3y, 72—, AHEDIECFEED D
o7, LendioT, RE2 bR g, IS HORRTH o7k, SERIC, HERER
BRI =Y 2V P RAOHP T -V 2 v PCRTIHIRBR > 72D1%, HEMNE
WEPID R RDE L TEHEFRICETL, FELRZ -V 2V P ~DA A=V EHHOHT
BoFER2ZeRnTEZrOb LG, 2720, ANEICX3ERBFICENTYH, HiEED
BRI PR IC X 2HIRIIERZ L Bbh, 727 X2 —2E 0 ThH, T ALOMEHM X
PLHICKVHRIZELRZ EBDbNE 720, EROMPITEEICE 2 LERDH 5.

£33 Vv FREIKXZHRDEN

a0} i W) F IRk [ I FR M
p=0.109 p =0.035 p=0.330 p =0.007 p =0.009
Mean SD Mean SD Mean SD Mean SD Mean SD
N 19.00 3.81 17.76 3.48 12.24 4.44 4.08 1.15 16.80 4.05
TNE— 17.80 4.88 20.12 4.20 12.72 3.86 4.52 1.26 17.88 4.49
TAa 20.72 3.16 - 14.64 423 5.08 1.15 19.52 4.00

Kp 7 7 AHN - 7 ) AMGE (HENELOS, tBE) DR

# 4 SEEBOBEHE (p 0
G| R

AR — 7% — 0.275 0.370
AW — 7oz 0.004 0.005
TH— — T Aar 0.269 0.184
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4. BbHYIC

AfEclt, AT EIHO T —Y = v FPREAOECNIC X T, JAHEMREME ST ZHIZR
BRZLOPICOCTIHEZITo 72, ERMOME, 3oz —Y v PRFICX-T, A
HIRICEI RN L, ==Y =V DHERNE LIRS L EBMICER D B Z L2y
Do Tz, ARWFFE T, BiEICHET 2 AT 1 AT, T2 =35 1 {Kkoh %z fiv, HiEED
fHERL T NZ =D THF A ViZ 1 NF—v DA Loz, L VS OFERE LT % 729,
HEFOWR A EBEHAEL, e RffECT N2 -0 74 vEARHEL CEBREZITI L &
Ol bFARD LAREENEZONS, 72, MNTIHEMIEI A A AP v 7 DB TH -
o, 2A AP v 2723 L0 L LB F AL VIIHETEREBES CAY T W
(Zaichkowsky, 1986). Z D 7-®, Faf F A 4 v 2 EHE L -84, HRICGEW D 2 nJEEMES
b5, GRIE, T—Y v OWRCER, B A v RErfatbe T, B - B
W REEEREAIRICOLTHEL T PETH 3.

HIEE

AW, RIERBEMHOZIREZT, EfixhE Lz, KifFto—&iL, JST CREST
JPMJCR20D4 O %# % F72b DT, F72, YouTuber & VTuber O {EIC I L
TL 72X o7z Activ8 fHICE#H W72 L £ 5.
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Virtual (vs. human) influencers’ perception of uniqueness and their

advertising effectiveness for luxury vs. mass-market brands

Barbara Kobuszewski Volles (Ghent University - Belgium)
t EE (PRXF)

1. Introduction

Virtual influencers have recently risen as prominent types of influencers on social
media. They are computer-generated characters created by companies skilled in 3D
technology. Surprisingly, it has been shown that virtual influencers reach nearly three
times the engagement rates of human influencers (Teh, 2021). And they are frequently
sponsored by brands such as Samsung, Tommy Hilfiger and Mini (e.g., @lilmiquela and
(@imma.gram). Some research has shown that like humans, virtual influencers can create
engaging storytelling, word-of-mouth (WOM), acquire thousands of followers and serve
as substitutes for other influencers who commit scandals (Block & Lovegrove, 2021;
Sands et al., 2022; Thomas & Fowler, 2020). Unlike humans, they seem to elicit less
positive reactions to their posts and less trustworthiness, which is an important factor
influencing consumers to follow their brand recommendations (Arsenyan & Mirowska,
2021; Sands et al., 2022). Previous research has essentially focused on some similarities
and differences between virtual and humans influencers. Yet, the effectiveness of using
virtual influencer as compared to humans in advertising is not well understood. Therefore,
we investigate the impact of virtual vs. human influencers’ endorsements on advertising
effectiveness (i.e., purchase intention and product attitude). Moreover, this research
investigates two potential mediators: trustworthiness and uniqueness. Furthermore, we

explore their endorsement effectiveness for luxury vs. mass-market brands.

2. Theoretical background and hypothesis development
Brand endorsement has long been studied as a premise of the endorser’s expertise,
trustworthiness, and attractiveness that generate brand outcomes (e.g., purchase intention
and product attitude) (Ohanian, 1990). Literature has distinguished between different

types of endorsers, from celebrities to social media influencers (Kapitan & Silvera, 2016).
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With regard to social media influencers, trustworthiness and authenticity are the most
common characteristics of brand endorsement effectiveness (Schouten et al., 2019;
Uzunoglu & Misci Kip, 2014).

Trust is a social-affective construct that depends on a feeling of integrity, believability,
and mutual understanding (Uzunoglu & Misci Kip, 2014). Prior research has shown that
consumers trust influencers because they seem to show greater believability when trying
and demonstrating the products themselves (Schouten et al., 2019). For this reason,
consumers may trust virtual influencers less than humans because of their virtual
characteristics and non-capability to test the products and brands they endorse. As a
consequence, this can favor behavioral outcomes more for human than virtual influencers.
Therefore, we formally hypothesize:

H1: Human influencers are perceived as more trustworthy than virtual influencers, which
positively affect purchase intention, attitude toward the product, and intention to follow.

Authenticity is a genuine behavior, which is based on the congruency between one’s
experience and self-concept (e.g., Rogers, 1961). Past research has shown that consumers
tend to demonstrate more positive behavior toward influencers that show authentic
behavior (e.g., sincerity, truthful endorsement, uniqueness) (Audrezet et al., 2020; Lee &
Eastin, 2021; Lindmoser et al., 2022). Because virtual influencers are uncommon
personas, with unique characteristics created for the digital environment, consumers may
find virtual influencers more unique than humans. As a result, this can positively affect
consumers’ attitudes and behavior toward the endorsed product and the brand.
Consequently, we hypothesize:

H2: Virtual influencers are perceived as higher in uniqueness than humans, which
positively affects purchase intention, attitude toward the product, and intention to follow.

Several theories suggest that an endorsement becomes effective when an endorser’s
image matches the characteristics of the brand (e.g., matchup effect; Kamins, 2013,
Schema congruence; Meyers-Levy & Tybout, 1989). Luxury brands are characterized by
properties such as authenticity, prestigiousness, desirability, and rarity (Tynan et al.,
2010). Consumers may associate these brands with endorsers that are perceived in a
similar way. Because virtual influencers are attributed with unique characteristics, we

posit a fit between virtual influencers and luxury brands. Thus, virtual (vs. human)
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influencers will be more effective when endorsing luxury (vs. mass-market) brands.
Therefore, we propose the following hypothesis:
H3: Virtual influencers will have higher impact on purchase intention and product attitude

than human influencers when endorsing luxury vs. mass-market brands.

3. Studies
3.1 Study 1
Method and Procedure

We used a between-subject design of the type of influencer (virtual vs. human). We
recruited 140 US participants on Prolific. Because 20 participants failed the manipulation
check question, we ended with 120 participants (70 woman; Mage =34.99, SD = 12.62).
The participants were randomly assigned to one of the two conditions. First participants
were asked to read part of a magazine article about influencers endorsing brands on social
media, in which we gave an example of a virtual or a human influencer, depending on the
condition. See the appendix for the stimuli.

Afterwards, attitude toward the advertisement was assessed with a 7-point Likert scale
based on Spears and Singh (2004). Purchase intention was measured with one question.
The mediator uniqueness perception of the influencer was accessed with a 7-point Likert
scale based on the unique dimension of Vigneron & Johnson (2004). Trustworthiness was
assessed with a 7-point Likert scale from Ohanian (1990). Lastly, participants answered
a manipulation check question, whether the influencer was human or virtual; and were
debriefed with demographic questions.

Results and Discussion

An independent t-test revealed differences between virtual and human influencers in
the sense that trustworthiness perception is higher for humans than virtual influencers
(Mtuman = 3.78, SD = 1.20, Myirwa = 2.86, SD = 1.46, #(118) = 3.727, p = <.001, d = .68)
and uniqueness perception is higher for virtual than for human influencers (Myvirwal = 3.50,
SD = 1.54, Muuman = 2.70, SD = 1.20, #118) = -3.138, p = .002, d =-.57). To test HI and
H2, we conducted two mediation analyses using Process in SPSS (Hayes, 2013; model 4,
10,000 samples). Results revealed that trustworthiness mediated the relationship between
the type of endorser and purchase intention b =-.68, 95% CI [-1.12, -.30] and product
attitude b =-.50, 95% CI [-.77, -.24]. Uniqueness also mediates the same dependent
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variables (b =.31, 95% CI [.09, .61], b =.18, 95%CI [.01, .27]). These results suggest that
consumers perceive virtual influencers less trustworthy than humans and this positively
favour behavioral outcomes towards humans. However, because consumers perceive
virtual influencers as more unique than humans, this may positively influence purchase

behavior and product attitude towards virtual influencers.

Trustworthiness

-91

Purchase
Intention
b Product Attitude

Endorser type
(O=human, 1=
virtual)

Uniqueness

Figure 1. Overview of mediation analyses for study 1. Figure shows significant results at

p <.05. Coefficients are unstandardized b’s.

3.2 Study 2
Method and Procedure

We employed a 2 (type of influencer: virtual vs. human) x 2 (product type: luxury vs.
mass-market) between-subjects design. We recruited 197 US participants (101 men,
Mage=36.82, SD = 11.87) on Prolific. The participants were randomly assigned to one
of the four conditions. Participants were presented with one of the influencers endorsing
one of the brands (Louis Vuitton or H&M). A pretest was conducted to identify luxury
and mass-market brands to be used in the study. The stimuli can be found in Appendix.
Afterward, the same dependent variables of the previous study were measured, followed
by demographic questions.
Results and Discussion

To answer H3, we conducted a 2 x 2 MANOVA. Results reveal a significant two-way
interaction effect for the outcomes, attitude toward the product (Mviraizuwary = 4.26, SD =
1.74, Myiruaimass-marker = 3.35, SD = 1.48; MhumanLuxury = 3.83, SD = 1.56, Muass-marketHuman
= 3.82, SD = 1.52, F(1,9.86) = 3.933, p = .049; n2 = .020) and purchase intention
(MvirwaiLuwary = 2.80, SD = 1.82, Myirnairass-markes = 2.23, SD = 1.49; MyumanLuwary = 2.18,
SD = 1.46, Muass-marketviral = 2.71, SD = 1.89, F(1,14.55) = 5.142, p = .024; n2 = .026).
The results suggests that virtual influencers may be more effective than human

influencers when endorsing luxury versus mass-markets brands.
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Appendix
Study 1 — Stimuli and scales

Scenario (the text changed depending on the condition and the condition is indicated in
brackets): There are different types of influencers endorsing brands on social media. From
celebrities to influencers that emerged from social media, such as vloggers, Tiktokers, and
Instafamous personalities. Recently a new type of influencer has arisen, the virtual
influencers. These influencers are computer-generated characters. They have the physical
characteristics, features, and personalities of humans. Although they are not humans,
their content is produced by artificial intelligent algorithms to mimic human behavior. In
the same way, they entertain people on social media as humans do.
Both virtual and human influencers are endorsing brands.

For example, Rozy is a virtual influencer, one of the computer generated-characters
(virtual influencer condition) or, human influencer, one of the insta famous personalities
that emerged from social media (human influencer condition).
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Rozy has been an influencer for three years now. She has a few hundred thousand
followers on Instagram. Rozy was named one of the Top 50 emerging Social Media
Influencers of 2022. She is known for sharing an inspirational digital lifestyle and for
promoting a range of products and brands. This week, Rosy promoted an energy bar called
innergetic body on her social media account.

Please have a good look at her post below before answering the questions.

@ rozy.gram &

@ Liked by astralhorizon_ and others

rozy.gram can't resist playing a round of GOLF g2
with#innergeticbody, let's get a Hole-In-One y'all T

A Qa & & @

Purchase intention (Schouten et al., 2019)

Next time you purchase an energy bar, would you consider buying the product endorsed
by the influencer? (1 = Extremely unlikely, 7 = Extremely likely)

Product attitude (Spears & Singh, 2012)

To what extent do you find the product endorsed by Rozy:
1 = unappealing, 7 = appealing

1 =bad, 7 = good

1 = unpleasant, 7 = pleasant

1 = unfavorable, 7 = favorable

1 = unlikable, 7 = likable

Perceived Trustworthiness (Ohanian, 1990)

To what extent to you find this influencer: undependable-dependable, dishonest-honest,
unreliable-reliable, insincere-sincere, untrustworthy-trustworthy (a =.95)

Perceived Uniqueness (Based on uniqueness dimension from Vigneron & Johnson, 2004)

To what extent do you find this influencer: exclusive, rare, uncommon, unique, unusual
(1=Notatall, 7= very much) (a=.87)

Study 2 — Stimuli
Scenario (the text changed depending on the condition, the condition is indicated in

brackets): Emma Carlson is a social media influencer (human influencer condition) or
Emma Carlson is a social media influencer powered by Artificial Intelligence (Al).
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This means the influencer only exists digitally on social media and is designed using
computer 3D graphics to look and behave like a human (virtual influencer condition).
Emma Carlson has been an influencer for five years and has a few hundred thousand
followers on Instagram. As an influencer, (@emmacarlson promotes a range of products
and brands, such as Toyota, H&M, Gap, and Maybelline (mass-market brands condition)
or Porsche, Gucci, Louis Vuitton, and Dior (luxury brands condition) and shares brand
and product experiences with the followers.
Emma Carlson is known for promoting luxury brands and sharing inspirational and
creative posts. The influencer was named one of the Top 50 emerging Social Media

Influencers of 2022.
This week, Emma Carlson posted a picture endorsing a bag from Louis Vuitton or H&M
(depending on the condition).

Please have a careful look at the picture the influencer posted. We will next ask you
questions about it.

Luxury brand Mass-market brand

Instagram ® Instagram @
@ emmacarison : @ emmacarison
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