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Virtuality as a Psychological Distance : The Strategy for
Advertisement Message Appeal Depending on Virtuality

Do-Hyung Park*

Abstract

At present, various technologies are rapidly advancing, centering on the concept of virtuality. From the
technology of virtual reality, which allows us to experience the senses as if they existed, to the technology
of augmented reality, which provides new information or services based on reality, they are no longer strange
things for ourselves because we experience them every day and night. Even though the concept of virtual
is very familiar in terms of technology, it is not known how individuals accept the concept of virtuality,
how they change our way of thinking, and how their behavior changes. This study aims to approach virtuality
perceived by the individual from the viewpoint of individual's information processing. Virtuality is defined
as the degree to which the situation facing an individual is far from actual reality. An individual can judge
the degree of virtuality easily, which is considered to be a psychological distance which is an important
factor in personal information processing. In this study, we have confirmed whether the argument is applied
to the real world in the context of advertisement. According to the construal level theory, when an individual
feels virtuality at a high level, the individual thinks that the situation they are facing is psychologically
distant and accordingly has a high level construal. Therefore, it is more influenced by ‘advertisement
emphasizing symbolic appeal” which is matching with higher level. On the other hand, when an individual
feels a low level of virtuality, the individual thinks that the situation they are facing is psychologically near
and thus has a low level construal. Therefore, respondents are more sensitive to functional appeal, which
is related to lower level. This study has the theoretical contribution in terms that the degree of virtuality
affects the psychological distance of the individual. In addition, the results of this study have practical
contribution in terms of being able to be actively used in the information delivery strategy centered on
the advertisement.
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