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Advertising constantly evolves due to developments in information technologies, leading to the
appearance of new advertising types. Relatively few studies have focused on the expanding discussion
about advertising into new types of advertising, although the scope of advertising has important
influences in both academic and practical fields. This study explored consumer perceptions focused on
live-commerce, influencer marketing, and metaverse advertising. The previous studies suggest five
essential elements—paid, nonpersonal, mass-media, identified sponsor, and persuade or influence—
to determine whether an activity qualifies as advertising. Until recently, advertising research has
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developed these elements through theoretical discussions. If the reasons for perceiving three things as
advertising apply to the five essential elements, these new types can also contribute to the ongoing
discussion about advertising. By drawing from the focus group discussions on a small sample and
surveys with open-ended questions conducted, we aimed to explore why individuals perceive these
three types as advertising. In the first step of data analysis, we applied text mining to the data
collected through surveys with open-ended questions. This study then analyzed the responses from
focus group discussions to complement the survey responses, a quantitative data collection method.
The analysis results of the survey and focus group discussions converged to confirm why participants
perceived three new types of advertising, live commerce, influencer marketing, and metaverse
advertising, as advertising. The five reasons (product explanation/sales, the similar product explanation
with home shopping, offering information about the selling product, persuasion through real-time
communication, and inducing purchase) help us comprehend live-commerce as advertising. The three
reasons relevant to influencer marketing (product exposure and promotion by a celebrity, the
influence by ‘influencer using," and the similar process/results with existing advertising), and the four
reasons relevant to metaverse advertising (information about the product in real-world, the promotion
in the metaverse, metaverse ‘advertising' is also advertising, and environments do not limit the
advertising) were also found. We could categorize these results based on product exposure and
purchase inducement. For the participants, the new type of advertising was perceived when they
came across products and felt compelled to buy, whether through live-commerce, influencer
marketing, or metaverse advertising. The product exposure operates independently of each property,
whereas the intrinsic characteristics of novel advertising types relate to purchase inducement. For
instance, the participants point out that whatever corresponds to advertising if they expose a product
and provide information about it. They also highlight that the new advertising types induce purchase
from the inherent characteristics of each type—real-time communication with the host, influencer,
and metaverse. This study provides theoretical implications for literature exploring advertising
expansion into live commerce, influencer marketing, and metaverse advertising.

Keywords: Live-Commerce, Influencer Marketing, Metaverse Advertising, Walktrap Algorithm, Digital
Advertising
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Curran, 2002, p. 64)"0=% ¥bdspd & 0f2 Egks e 4= 9lar, 3o g H-Alee] 4
& ol A BRI FaR TTeshe MR 8 darel Fshes 22 W SAE
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(paid), 2~F2](owned), &5 (earned) "7} 7AFHACIA(p. 25)" 0= eJsh, aid 4
o= 2000t ZHF MeiAH(Richards & Curran, 2002)E &3l w=9]=|% Fa1e] <]
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& AHRRe] QiAo] Far vAA] s 2heelr|w gt
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Table 1. Definitions and Essential Elements of Advertising Explored by the Delphi Study
= ==z L2
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= [ 2E5 2013 |feioz ANshs Zwi maE & TS 2 Uise AN
err & | el st plok(mediated communication) 2 v1Z, st thel 15, B,
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(2021)
Richards & | OIEloi(media)7} 0f2f +AIKjolpil Hetek= AR Slofg Zefeloz Thek(mass) S
Curran (2002) | AfAlsi22 0|C(of(media) 2 271
ope | ZBSENE | Zmo| Yol Ao, S2I0EE £2 27 gof(advertising
oiElof (2012) | creativity)Zio| AR T2felof shedet Lo} Qkg

s SoRRtS], SNS 22 A ool TV, A2 22 2% oliE O[Beicle B2 E0E &
BEEI Q1Y) | o1z ol copie Aget

Richards & | Al 7ksst Z@IXKidentified sponsor). ZTUFE Aldsh o= gir|sd 10| M EXo|
Curran (2002) | Al8iE &+ gleB8z SR% 7440
sl sl | DT YAI=(ofo} sIX(EH MEfMoR ZTF 0|52 ES MElP|T 122 I FAH2
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Aol wjR)Ek= A B4 u8-S =oJsltKerr & Richards, 2021). =, 31l £3 ARAld=
Hl-go] WhiahA] gfrfete 2= AAt #pgolut ofoltjo] Al 5ol Hlgo] WA R
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A oA A 2 4eltK(Richards & Curran, 2002). 53] Fars g o9
8t Aol o)1l (Balasubramanian, 1994), wlEjoje} Algle] Wiz Qle) Fa= <]
e A gdiEelsith diE 29 1841719 BaTe s Bk 7199 AnTlonut
(Laird, 1993), 2010 o]$-¢] a7+ ol AAE E3lsls Fal FA= SHg=
(73], 2013). A5 = G A B 78 ehw AFEEl(Kerr & Richards,
2021), o] 4= A Bl 5 R ) oy e 313 weEe] Qirk (A
W3], 2013). Bt owdh ol dbd, HalF, Bl 55 FRF AAAAAA A1) Bl
Wsh A 2eEs il X0 ojold = 9lou R (Kerr & Richards, 2021), 33 A4
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79} olskaH(2021) = MIshE 71t B L 9] R Feke skt 8ol o
£ 71el) & 9He BAOIt FAROE Ml 5 gl o} viFaleke Al A1

[¢]
o}, o5 20201 o] % FarthJel A SRk A= 3] Far 187HAE wHo|7m 2, <

146 SH=EIEEE 687 2% (20244 43)



SFAA, w2 5] 57 g o RStk 53] eholBAM A (live-commerce) = 3
sl BAleu s e 2l S Ao A 2EEW (streaming) & S8 254
S PRIvk= 54o] olom, dlo|Brimioli= FaL o] e, o8k A8, 5l 59
o] sAel ZYATH AT o3l 2021).

go|BAm = "o| B B 11f0] 7|5 AARE e A-S el dAt A
] 5}9] %¥H(Cai & Wohn, 2019, p. 2548)"S <Jn|ahy, glo]H ~E|y w2, go]H
Efds B3 & GoRE Rt go|uAAu s AR/ Bs HA 0% theofx]
YA EL gl glo]B 2B 75-g s glolB AETS TR Algeld ST
oM gl S8 lel e A ek Sk 7 FEe® Rl & 4 (K Cal
& Wohn, 2019). Egt go]EAM = Avdn|tjo]e} AxPIAE Aget 287 ~(social
commerce)®] 3FFo  Ho]xE(Facebook) > A UESA  AllE(social
networking site)old ZlolB. ~EZY 7158 F718l] A Aush= A% E33HCai
& Wohn, 2019: Wongkitrungrueng & Assarut, 2018; Wongkitrungrueng,
Dehouche, & Assarut, 2020). HH o285 Sk A A2} A} 2, olr

ol

7 2njAlek %UHZ} ] AR ARG AlgEit). of2ldt S o Qla) Anlaks A
AREoR FEE e B A S 7R ¢ QAL ik B 2 SAlel

2Rg5h AlES j&“ﬂ@ = 9JtHWongkitrungrueng et al., 2020).

Table 2. Characteristics of Offline Commerce e-Commerce and Live-Commerce

2majol Ay

: TR 2JOIEFHHA(

(offline commerce) A 12l(e-commerce) j0|E3{MA(live-commerce)

CRPNEIFS R o I U AR E2 o T Bl AR FEN

o OiHoZ o|F0{Xl= olojHIQlofd |« EXIE 225t MH SUAE o 2H[Rj= 2XZ Eofsixlat
SUINE o H[SHEl l0{R/HIRI0 AT HoRlel g2 = 3

e . gyl chet e
. TmolR 7io| M2 DR 4 <224 Bolpiol cyer 22

oo HiSHo[d, Mzo| M2 MH o HOXIE 2EE s 0UE
22 ShrEe S8 228
s w18 - MBES AR EEE Aol e R 2R AR oS Sl e
o« Q7S ESAIA HylE &~ )2
o= ooH x=|7'“ 07}‘£ T A= [[H_E_O“ HES .u.17+0|.7| O'IE;iE _u_47}‘%. A 9}\(‘:‘3
o By Es A%o| KIS SAl |+ AEIS S5 AHIX} 3 Y|

oko AH O| TA| AISAIR
AR AISRIR o B2 RN SA HRAE
1o (=2 i =3

Note. =2 HigS Mot (Wongkitrungrueng et al., 2020) oA E&l51%4S
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ato] 7]zl s wipllE WA vhke viRlE E gl S rk (7S], 2013:
Kerr & Richards, 2021). wepr] AAVdAN/ 588 54 0= whE0]7l Siilo|Ent ¢, glo]
B 2ER Ul A YEL AlolEoM AlE AllE £ 0= Algshs mivie A
A B ol EAJol] HRlRittal & 4= Qlvk. glolBAmAE Al S8 3 AE Eehs
dAele] 9] Hgel™(Cai & Wohn, 2019), 2e}lellr #lgsh= A7k
NS G S Aokt olslr, 2021). elolBAm S gk A -Ras o
Aot e AE FAMS AARE 2ERYS 3k o] QRS A, AAE ~EEUS
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5= SR ARE g o el YRS MR, Fane] 549 BT o} s e 9%

4e 3) Hge 5 Uk

(2) &EFIA v
gfo|B7|m 0] AARE ~Eg]o %%}5]% QE-E TR} 52 MEALEA] AH|Rfe] ol €]
| JeFde Wsjehs Hrdos A8e(Bawack et al., 2023). WA F3= 3= )
Q2 558hs & FM (influencer) A 258 I3 AEE AA AR T o =E =0
7|% $h(Park & Lin, 2020). A8d5(Park & Lin, 2020)+ 93 = /IS ovjst
= 7 $2(Wanghong) & tVdo® AErAs AABISiEH], JEFAM-ARE Akt
o1ZFoM ] o] 4= glo]H e Zelx v Q45 EEE AT Sl W
lojie}. wbx] Fatell e QIEFAME i ARgshe nARou Avdwltiolel] Al
ofuf MHIAE wE3 Y s RNl RS Atk W AR Sk FAlelt
(Campbell & Farrell, 2020; Vrontis, Makrides, Christofi, & Thrassou, 2021).
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Table 3 Types of Influencers in the Social Media Environment

= T=XKfollower) L
FHol(celebrity influencer) » 1,000,000 FHSE £ R (the rich & famous)
0P QIEF M (mega-influencer) » 1,000,000 LA & RHOI(the everyday celebrity)
H52 EF M (macro-influencer) 11080%0805 Z|& o] M (the sweet spot)
ojo|3= 2EFAM(micro-influencer) 10,000 ~ 100,000 P2 A(the rising star)
Lt Q1Z2M(nano-influencer) {10,000 M2 2 AZE(the newcomers)

Az} FE(Campbell & Farrell, 2020)0] W= o1Z2ex nARE 20z} 4]
o] Wiz} ol 5 2Rkl wiAIE v Bol ARSSlaL 2eRRlelA o] B2 AR BujA| HWA

T S I, o)Se ATFN) BT /)5S HF, AR, Auire] vl THa)
7 ' 5

B SEYE 93 FRI=E e Al ZRfolr; HeEfrleln, )] 1Rl QIFFAA e HF
S} e ARgshs ATHE AElRke] g3ks st
O1ZZA niFol B3l vieldT A2 AR (Vrontis et al., 2021), 28wnt]o]

joll ] BEeh= QBT o) Fae] 5991 571 22 Hg3jo] =olsl & 4 sink,

ﬂl

TR HlEs QIFFAMNA a5 Algolu vlE-S Alesho=a Fesh=dl(Vrontis et
al., 2021), ol2fgk EAL Fiol| it AZF Od"ﬂ s 101z} dlPd A= 10,0008
kel Ya-21ZF A  (nanoinfluencer) 8 dli A% 7= 9wk i o}dl 5742 (celebrity

influencer)7H4] F¥ AEFAN BT ’\’f—i‘jmoi FgellA e Campbell &
Farrell, 2020). a1e] £2<1 BRI Z} mizm|tjo] = 44 UM‘H% SRS L.
D2(798], 2013: Kerr & Richards, 2021), &7 wARS 71| &l w7l v

A 22 wiAIE ARG HollA] 7 SAdel] Felgittar B 4 Qv QIEFAAE Tl owe)
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22 AlRE T A BAsE kst eleA]w H]Z o] W3} gso] Tkt S o gk
S Ws1sIc(Vrontis et al., 2021). Wy Bale= 1Z2oM s o7 2P21E5e] Al A
s el Awrle] ARl HEY dF WS X 4 lth(Martinez-Lopez,

Anaya-Sanchez, Fernandez Giordano, & Lopez-Lopez, 2020). <, Q1Z24 niAg &

-

il

WA HIF) A Fe ARG G AnA0] B Ak olold 4 glov, eleld 34
& o) 570 57 7Kee] Hash U e ggeel g

(3) wiiehH 2 Far

e ER= doli= 19924 E71 244 ‘Snow Crash' oA 25 ARSE Z1o= odeiA] et
(Ahn et al., 2022; Barrera & Shah, 2023; Dwivedi et al., 2023). HERHZ=2] 3te]¥l
o= op] EARIA AR, AR B2 gl 2 el "EEA A Y
s Hedele] 29, 34 FA%, Al A AEE Algsks 2 7Fsshal A e
T 8 7Fee SRl A $de] 7l SA vIERIA(Barrera & Shah, 2023, p.
6)", “FAIgke] AREALTE 7NQ1e] EAT dlolefe] AL (el ARl A, wpA Alzle] 715, A}
AA, WA, T B AR & FAEel AEA 0w AT o e, thitEE 2 ks
[l % 8 7Fesh AAzke® Ainjal=ls 3D 7R Al vIESIA(Ball, 2022, p. 29)”
o= Aofsliirt. B vt a7 (Ahn et al., 2022, pp. 592-593)+= HERHZ-S] 4 A
THIE 22t el | dink vlepH 2= F5rE ol osf nheeiz] whE S-S Eal st
AL AR, Abe] A3kS she oprlel, Sk Al2El Abs, AL T REARE]Y] MY eAR
TE) e R, mEp s 2R 8, SAK, 6 59 T Ae)al Al]A
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H
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QPdF=e}t EEE(Ahn et al., 2022)2 HERZOA o] FolA= FalE w=efabrlol 9
ZHRE S 0 R A9k AL Qs Fare] siEu]) Wstell TSI o 59 oo ukad, %
15 8 AT el Fa, mRA, vdel(Ad), Hi g adeh d= $49
A AR olasiiont, IEHl 5 7P AsAkgo] 7kt nHe]o] Tow Qlel At
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Table 6. Community Details Related to Influencer Marketing
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