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Abstract This research is an empirical research of Chinese OTT Audiences on the effects of
advertising model attributes on consumers' advertising perception, purchase intention, Flow and
addiction. Recently, as the cosmetics market in China has grown, the role of advertising models has
been highlighted, and shopping addiction caused by excessive Flow is becoming a social problem.
Researchers set up a research model and tried to test which characteristics of the advertising model
lead consumers to purchase, Flow and ultimately lead to addiction. Results are as follows. It was
confirmed that advertisement model attributes such as recognition and attractiveness had a positive
effect on viewers' advertising perception and attitude, and viewers' perceived usefulness had a
positive effect on purchase intention and Flow. In addition, the purchase intention of the viewers
had a positive effect on the addiction to cosmetics.
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Table 1. Measurement variable

Variable name Questionnaire items References

| watch cosmetics ads more

F often than before.

F2 I will be interestgd in various
cosmetics.

F3 | often felt the need to buy a

cosmetic advertisement.
| want to experiment with the | Zhou & Lee
F4 | actual work and efficacy of (2021)
various cosmetics.
| get curious when | look at

Flow (F)

Variable name Questionnaire items References
That advertising model is a
P1 !
celebrity. T &
— - seng
Popularity (P)| P2 That adveglstljrlfr model is Fogg (1999),
popurar. Park(2012)
Many people know that
P3 o
advertising model.
Attractivenes | a1 | think that advertising model
s is attractive. Park(2012)
(At) At2 | | like that advertising model.
R1 | think that advertising model
is a reliable person. Y00(2013),

Reliability (R) I trust the information Shimp(2011)
R2 provided by that advertising

model.

| think that advertising model

Fi1 and advertisement go
together.

| think that advertising model | Kim & Park

Fitness (Fi) | Fi2 | and advertising style go well |(2020),0Ohania
together. n (1991)

| think that advertising model

Fi3 and advertising content go

well together.

| am interested in cosmetics
that my friend uses.
| trust my friend's Shim &
recommended cosmetics. | Chung(2021),
| will consider using the Choi (2020)
SN3 | cosmetics recommended by
my friend.

SN1

Subjective | SN2
Norm (SN)

| remember the style of that
advertisemen.
| remember the approximate

AC1

Advertiseme Lee(2017),Se

nt Cognition | AC2 . ung &
(AC) content of that advertisement. Seung(2011)
AC3 | remember some scenes
from that advertisement.
AAT | like that advertisement.

Advertiseme Nam(2015),E

| like the style of that ad.

nt AA2 un & Yoo
Attitude (AA) | like the way that (2016)
AA3 h .
advertisement is expressed.
| think that advertisement
PU1 provides me with useful
. information.
J:gj:::s | think that advertisement .
L) PU2 helps me understand the Davis(1989)
product.
| think that advertisement
PU3 influences my purchasing
decision.
PI1 | want to buy the product in
that advertisement. Deshmukh &
| want to use the product in Das

Purchase P12

Intention (P1) : Fhat advertisement. (2012),H.vvang
I'd like to recommend the , Choi &
PI3 product from that Kim. (2012)

advertisement to my friend.

P other cosmetics.
| look forward to each
F6 company releasing new
cosmetics.
Al | was happy when | bought
cosmetics.

| spend a lot of time buying

A2 | cosmetics even when | have
something important to do.

| get nervous and annoyed if || Lee(2013)

Addiction (A)

A3 don't buy cosmetics for a
week.

When I'm under a lot of

Ad stress, buying cosmetics

relieves my stress.
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Table 2. Reliability and Validity Analysis Results

Variables of _Standardiz_ed T-value| CR AVE Cronb
proposed model |item loading ach «a

P1 0.882* 25.664
P2 0.899* 26.511 | 0.836 | 0.629 | 0.919
P3 0.890* -

Popularity
(P)

Attractiven| Atl 0.911* -
-ess (At) | A2 0.869* 24361

Reliability | R1 0.914* -
®) R2 | o0ss3* | 26328
Fil | 0.909% N

0.782 | 0.642 | 0.883

0.815 | 0.688 | 0.893

F't(r;iefs F2 | 0917* |30.836|0880|0710| 0933
Fi3 | 0897* | 20213
Subjective SN1 0.883* 25.556

Norm | SN2 | 0.899* - losss|0633| 0902
SN 'sna| o0832* | 23002
Advertise | AC1 0.828* 22.474

“ment oo | 0867 | 24302 | 0.844 | 0633 | 0897
Cognition
(AC) | AC3| 0.895* -

Advertise | AA1 0.907* -
-ment "
arert [ a2 [ 0913 [ 31172 | 0875 | 0700 | 0.937
o) | Aa3 ] 0915* | 31360
berceiveq | PUT | 0.853* | 255524
Usefulness| PU2 | 0.862* | 26.081 | 0.830 | 0.620 | 0.901
CU Tpuz| o80sr -
Purchase |11 0.912% -
Intention | PI2 | 0.888* | 29.293 | 0.862 | 0.675 | 0.931
®) [Pz | oo16* |31839
Fi | 0743 | 18437
F2 | o843 | 22600
F3 | o84t | 22698
Flow (F) 0859 | 0.505 | 0.931
F4 | o08s1* -
F5 | os46* | 22718
F6 | 0863* | 23558
Al | 0862* | 25066
Addiction | A2 | 0.898* | 27.230
® | a3 | osa9r | 24283
A4 | osgssr -

Summary of model fit indices: CMIN=979.512 df=505, p=0.000,
CMIN/df=1.940, RMR=0.062, GFI=0.881, AGFI=0.852,
PGFI=0.706, NFI=0.939, RFI=0.928, IFI=0.969, TLI=0.964,
CFI=0.990, PNFI=0.969, PCFI=0.823, RMSEA=0.047

0.810 | 0.5615 | 0.928

*) p¢0.001, a) fixed to 1

o] &9l Q09I =3 Table 22

AFEF9 7|& A==t @Z‘ l gt AgS A
Ao HojFqirh AA A st CMIN
979.5128 YEPEIL, X}WEL 505, p=0.000,
CMIN/df= 1.940& W dLA|Q1 194 3At0] Y
< ¢ 5t I3 ATRF 9] A AFE A
T fiRE dxAe] Fsilth. RMRe 0.062,

>4
rulo
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RMSEAE 0.0472 ZtZ- A1 0.10]sto] H&ste
1, GFI+= 0.881, RFI&= 0.928% 0.90]4+9] ALA|]
oRZF EzRERE, NFI7F 0.939, IFIE 0.969, TLI=
0.964, CFI7} 0.9902 HF-29] A&7} 0.901/39] %
o] FTat L, 71 AFA4=2 PGFI= 0.706, PNFI
7} 0.969, PCFIE= 0.823 522 0.6 o419 < Hoj
A4 BP9 A2 A4t Aol A7F gk e
49 #3231 A& ASL v e @ B
LE 949 FFFRASE v e e BojF
Aglod, AGAFE CRE LE F&o| 0.9 o1,
2 AVEE BE TE0] 0.7 o, 3712 &
Yulghe 0.9 oJAto & ARS|ast Tto]]
o gt AFrE st Ao

TAEo] 27182 AVEY SMCE ¥
2 B4 2Ecto] Hlwols WS FUHgeR
H BT E A0 ol Bt thh 2
OF HOrh £ A+ fojEe B WEd |
A7} YA A4 239 A4 =22 AlF
Folo] thg A AR £4o] FEoittar w
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43 1EEHO| 7Hd AY

AFAEo| AFRY] A2 BAE Bof 2094
& Aot B4 Z3}= Table 39 Zo] 758
139 A= Aes o=H Zoh CMINE
1140.146, A= 535, p=0.000, CMIN/df+= 2.131
2 Yt gA] 104 3Ato]9] Fagt gho] AT
RMRE 0.104, RMSEAE 0.051% UERY 0.19 =4
o I3HA UEtI, GFIE 0.864, NFI= 0.929,
RFI7} 0921528 0901449 HIXE tAZ o= F
Z31ith. 184, IFIE= 0.961, TLI= 0.956, CEI7}
0.961% Yeh 0.90149] HaA|o] £3siqiar, 7Hg
A2l PNFI= 0.835, PCFI7} 0.864Z UYERL;
0.6 A9l F33t mRoE BE )

7+ 744 g Aelste] Rl A2vk= o3y 2t 7t
A H12 B2 A47F 0.091, tge] 2.016& YEt
U P7} ACe] §-9J3k F(+)9] JFZ F1L 7Hdol 49
gt 7Hd H2E& EES BAEAS7E 0251, ol
2.857% Ueht Ak ACO] RolRt (1)) d3FE& F
I 7Hdo] At} 7 H3L EESH AZASTL
0.179, t@t°] 1.967% Yert R7F ACel 2let H(+)

9] Y& F11 7Hdo] AHeitt. 7Md HALS EE3H T
Z2A47F 0.322, t3ko] 4.7382 YERY Fizk ACO] &
Ofgt F(+)9 Y F1L 7HAo] A=t 7Hd H52
235} A2A57F 0.219, t3ko] 4.225% YERY R7}
AAY] O3 ()Y FFE F 7Hdo] J-gith 7t
A H62 BESH H2A57} 0.505, tgho] 9.2652 1
ERLE Fizk AAC 5203 A(+)9] 93k 1L 7Ho] A
Hatth 7Md H72 EE3F A2AS71 -0.008, tgkel
-0.2222 YER} SN7F AAYY F9l5kA] GFe 9 vl
e A & 4 Aoy 7Hdo] 71Z4= . 7H4d
H8S XZ3} A2AS7E 0.128, t3ho] 47582 UG
SN7} PU §9J5t A(+H)2] F3Fs FiL 7Hdol ¥
gttt 7Hd H92 ®ESE A2AS7E 0.256, tgkol
5.8252 YERL AC7F AAY] Folgt A+ e F
I 7Hdo] Bt M H102 &S J=AST}
0.887, t&tol 23.766= Uttt AAZF PUCT R-J5t 78
(9] Y& F1 7Hdo] ZHgith 7Hd H112 #&
3} ZE2A71 0.958, t#ke] 26.516& YERY PU7F PI
of fo3t ()Y FFS F1L 7Hdo] Pt 7HA
H122 B3} AZ2AS7F 0.594, t3ho] 3.2612 UE
U PUZF Foll 23t A(H)9] 3 F1L 7Hdol 44
gtk 7 H132 ®E3 HA2AS7F 0.218, ol
1.2002 YERY PI7F Foll §-9514] %= FFE vlA
£ A& & 4 [lglen 7Hdo] 7|1z =gl 7 H14
2 B3} AZAF7E 0.635, t#ol 9.4552 YEY F
7F Aol §3 B(H)Y] JFE a1 7ol F-it
7Hd H152 EE3F 424571 0.166, te] 2.637%
et PI7F Aol o3t B(+H)9 FFE Fa 7ol
Jgsict.

A Gt R o] BiRES] 7HAdo] F-E it 4
HHoz F3 2Ho] £42 OTT AR Bl QI
Aot Fa o] Ao JFE F= o= YT
(H1-H6). gt OTT A& 849 1182 #4419
B o] FHARA FFS FA EkOKHHT), A
H f-8490= BY JFS FUTHHS). ESH OTT Al
Z7ke] Fa AA7E A4 B Bo] IS m|A| L
B Bzt AAE R840 S B IFE F=
A& FRISHATHHY, H10). EoZ QA H 8482
T Qo= A9 FFE FUoH B IFE F
A Fotglal, ofgt Ao 9o B9l 747 S0 4
9] JFS F= AL T £ YATHHI1-H15).
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Table 3. Model Results for AMOS Estimates

Standardized

Path of proposed model i lozling T-Value | Results
Advertisement Cognition %
(AC) — Popularity (P) H1 0.091 2.016 Accept
Advertisement Cognition .
(AC) = Attractiveness (At) H2 0.251 2.857 Accept
Advertisement Cognition %
(AC) — Reliability (R) H3 0.179 1.967 Accept
Advertisement Cognition xsx
(AC) — Fitness (Fi) H4 0.322 4.738 Accept
Advertisement Attitude xs
(AA) — Reliability (R) H5 0.219 4.225 Accept
Advertisement Attitude xs
(AA) — Fitness (Fi) H6 0.505 9.265 Accept
Advertisement Attitude
(AA) — Subjective H7 -0.008 -0.222 | Reject
Norm(SN)
Perceived Usefulness (PU) s 0128 4758 | Accept

«— Subjective Norm (SN)

Advertisement Attitude
(AA)—Advertisement H9 0.256
Cognition (AC)
Perceived Usefulness

5.825%** | Accept

(PU)~— Advertisement | H10 0.887 23'7*66 Accept
Attitude (AA)
Purchase Intention (Pl) — H11 0.958 26.5*16 Accept

Perceived Usefulness (PU)

Flow (F) < Perceived
Usefulness (PU)

Flow (F) < Purchase
Intention (PI)

H12 0.594 3.261** | Accept

H13 0.218 1.200 Reject

Addiction (A) < Flow (F)| H14 0.635 9.455%** | Accept

Addiction (A) «—
Purchase Intention (PI)
Summary of model fit indices: CMIN=1140.146 df=535,
p=0.000, CMIN/df=2.131, RMR=0.104, GFI=0.864, AGFI=0.840,
PGFI=0.734, NFI=0.929, RFI=0.921, IFI=0.961, TLI=0.956,
CFI=0.961, PNFI=0.835, PCFI=0.864, RMSEA=0.051

*) p 0.1, *¥) p¢ 0.05, ***) p¢ 0.001

H15 0.166 2.637** | Accept
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OF A7t =& 3 Bl A0 B oS HolErh
A, FHAQ 2 A9 Fal Bk AAH
-840 ST 71-tk. OTT A1) F329l 4
2 A9 IAE FEgole A FFE FAT
Ao FiL Hole & 9F= MAA Rethe A
A3 Uit ole 9 AlEEol 3al K, B Al
o izt I¥ef] JF= v = ke AS HolE
o whE Fa B AEAR gAY, /b Ql
A e oz FolMe AR ol=fdt B 4
Foll 2 FF= vAA st
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AT A3 AR FaL Al AHA19] AL HiEd
o794 Y= FL AFA] FAL Hee A
A" 8400 3HAY TS F= ALE HERNIT
ole JFAUA, FAL Hk, AAE 8799 Al 7HA Ar
olo] Azt TAZF dHEE HAET AR A=4
}l BaL QA= Aoz A4l Fal Hi=g 7fAdst
AL A, 2529 FaL Bes gL wAA, Bal
Aol izt 5g2<l /e Wele o =&l "ot
A, QAE 7870l 7 et E9del A=
FFolt. A+ A OTT AFAY AAE F-849L
Atade] 7| oot o 27 = vAE A
O.2 UERAT ol Fal FEY FaL AlEol Hiet Al
Ae] seto] Apale] A oot uff P Eol
o g S YERTE AR IAE
FIL AT AlE o] F23 AT 3t
A, i 27t 29, S50 vlAe I =
o] F=0ll vA= JFoltt. OTT AgAe] i 2
Ee I35 a4 9= FAT EYole R
g Je mAA Xiths A 23t usich E3
AR o] S50 S84 ¥Fe F= A=
uergth ol sPgEe i 9=t S5 A8k,
AR 29U F52 SR, SHgE A 9=
7F =0l vAls 9F2 mvlsite Ae HoAE.
offl 9] o]E4 7|0 A F A= AT

ol
b

oo of
ox
flo

>



46 D027 288=&X M1 H2s

5 Qloh A, AvRRe] P 914, FA g 9 Q1A
g 849 Al 7HA Atolof 13t TAT FHES &
stk 71€ At YRR F X, B HEt
BHE o vXe IJF Ao 284S wH=d,
£ ATE ¥ A, B HErF A" R840 1|
A FF A9z gro] & AA ATE ¥t
A2e HES ATt 4, F50 oigt Y42 4
FE RIS Hut ot S50 tigh o 99
S84 ¥ LAY & OTT AHAY +uf
Ir7t 55 P49 5a3 &4 gRlojzh= FE B9l
St ol &% FF9 ¥QlS F1 At ARE
el AAES AT Aog Helrh o Aol A
B2 AAEL 3A & 7R 89 4= Sitt. AA,
B B &A1 AHRY] FHARI o] miAfH
031 Bt A" F8)E AR AvRe]
o oo JFE Frh= AL v Aot ol F
159} FATALIA SR B B AAE ol %
T 2P| 493 ARk ARl 1S SAl] 2L
ggof & "art Qlrks He AARHE Aol E4),
JAAEH F-84o] uf olme} EQlof FFH JFS
A& A0& Yehged], & OTT ALY 1 <
T9F EQlo] ALY IAE -840 FFE Wt
& FaFe FusAL FugS AR b= OTT
AR QIAH §-843E FAIooF & F o= Helth,
J#Y B Ave AR 3dddE EFsta 2
7HA] FARE 7HT A, 2AF 0] S f150]
1, OTT ARE53at AHGH] Rfo|2 Qs ofH A
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