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Accounting for social media effects to improve the
accuracy of infection models: combatting the COVID-19
pandemic and infodemic
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@ School of Management, Kyung Hee University, Seoul, Korea (The Republic Of);
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ABSTRACT

During the COVID-19 pandemic, social media platfforms such as Twitter,
Facebook, etc. have played an important role in conveying information,
both accurate and inaccurate, thereby creating mass confusion. As the
response to COVID-19 has reduced face-to-face contact, communication via
social media has increased. Evidence shows that social media affects disease
(non-)prevention through the (im)proper distribution of information, and
distorts the predictive accuracy of infection models, including legacy

Susceptible-Exposed-Infectious-Recovered (SEIR) models. Our adjusted
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- Sohn, K., & Kwon, O. (2020). Technology
acceptance theories and factors influencing
artificial intelligence-based intelligent
products. 7elematics and Informatics, 47,

101324. ( 5983 2I8)

- Research Features Magazine(Zff 43 & OF

GAN)
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Art|f|C|aI
intelligence in the
fashion industry

When participants were unaware that Al
technology had been used, they tended
to perceive GAN-generated images as
more novel than the original ones.

Sung, E. C, Bae, S, Han, D. I. D., & Kwon, O.
(2021). Consumer engagement via interactive

artificial intelligence and mixed

reality. /nternational journal of information

management, 60, 102382.(1952 ¢1-&)

International Jousesl of Informativn Management 60 (2021) 102362
Contents lists available at ScinceDirect

International Journal of Information Management

ELSEVIER journal homepage: waw.slsevier.comilocatefijinfomgt

Research Article

Consumer engagement via interactive artificial intelligence and
mixed reality

Eunyoung (Christine) Sung ™
rake J:

", Sujin Bae ", Dai-In Danny Han ", Ohbyung Kwon "

1. Introduction

Retail dynamics have changed rapidly with the infroductio
wehnologiesl soludons, particulsrly immessive rechnalogle
2017). Applied technologies such as ardficial intellig
sugmented realiey, viraual realy, and mived realicy (MR) are among che

trongh encerinment.

ar
soctal groups. Overall, ﬁndhgs e this sy e
ases to promsts consumer sngagement.

works, deep learning, physieal robors, and

Al has ereaced new
business and marketing opportuities (Duan, Edvards, & Diiveds

S). AT ako helds potental o promore consumer engagement
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'Effects of meta-human characteristics
on user acceptance: from the
perspectiveof uncanny valley theory

International Journal of Computers in
Human Behavior®| X &l ‘What drives
technology-enhanced storytelling
immersion? The role of digital
humans’ (602

(2,209%| B 7|&§)

BEHAVIOUR & INFORMATION TECHNOLOGY
hetps:idok /10, 1080/0144929% 2024 2338408
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8 OPEN ACCESS M Dot

Effects of meta-human characteristics on user acceptance: from the perspective

of uncanny valley theory

Sujin Bae®, Timothy Jung®®, Justin Cho” and Ohbyung Kwon®

*School of Management, Kyung Hee University, Seaul, South Korea; “Department of Operations, Technology, Events and Hospitality
Management, Faculty of Business and Law, Manchester Metropolitan University, Manchester, UK

ABSTRACT

ARTICLE HISTORY

Despite the potential of meta-humans in the virtual space, research on how consumers react to Received 21 June 2023
meta-humans is scarce. This study investigates the effects of meta-human characteristics on user ~ Accepted 25 March 2024

acceptance. 280 responses from the online survey were analysed using structural equation
madelling. Findings revealed that meta-humans outshine digital humans in terms of performance
and user acceptance. Users encountering digital humans are affected by the uncanny valley in

KEYWORDS
Metaverse; digital human;
meta-human; uncanny

terms of appearance and function. However, users encountering meta-humans are affected ONlY  [aliey; human hkenest user
in terms of function. Social presence and perceived novelty are additional factors affecting user  acceprance.

o the literature by confirming the existence of

this study il
the uncanny valley effect in meta-humans and by expanding human likeness to appearance and
behaviour. Although meta-humans have surpassed the uncanny valley in appearance, they still
lack famillarity in terms of behaviour. Practically, meta-humans and meta-human modelling tools
have been found to surpass existing digital human technology both in performance and user
acceptance. However, behavioural human likeness must continue to be developed in order to
further increase user acceptance. Furthermore, familiarity does nat directly affect user acceptance.
but mediates satisfaction. As user acceptance follows satisfaction, marketers should investigate

user satisfaction rather than improving human ikeness.

1. Introduction

In a survey conducted in the US in 2022, 82% of
business executives from diverse industries stated that
they plan on incorporating the Metaverse into their
business operations in the next 3 years (PwC 2022).
The proliferation of extended reality (XR) and Meta-
wverse lechnologies necessitates a higher quality of virtual
experiences (Suzuki et al. 2020). In order to create mem-
orable experiences for users, the content must be made
more realistic, human-machine interactions more
immersive and interactive, and the sense of presence
more immediate (Barreda-Angeles, ix-Guillaume,
and Pereda-Barfios 2020). The use of real immersive
content is already increasing in popularity in many sec-
tors, such as theatre performances (Salihbegavic 2020),
tourism (Noh and Ro 2021), education (Leow and
Ch'ng 2021), and e-commerce (Ssin et al. 2021)
Immersive experiences include virtual avatars. Cur-

=

expressions (Silva and Bonetti 2021). Most recently,
meta-humans, hyper-realistic digital humans that are
very similar to real humans in both appearance and
movement, have been introduced. On the contrary,
‘meta-humans refer to a much more advanced digital
human with greatly enhanced visual and functional
capabilities (Gawand and Demirel 2020b). Meta-
humans are able to move in ways and perform func-
tions that humans cannot (Dean 2013). Whereas cre-
ation of digital humans can take several months,
modern modelling tools such as the MetaHuman Crea-
tor can create meta-humans in just a few hours. The
strength of the MetaHuman Creator lies in their ability
to generate hyper-realistic images compared to con-
ventional Digital Human Modelling (DHM) tech-
niques, which has aimed to depict more realistic
human appearances and behaviours. In this sense,
the use of meta-humans is expected to increase cost

rently, digital humans are already widely used. In this

efficiency greatly for (Dharma and Suryadi-

ELSEVIER journal homepags

ww.elsev

Contents lists available at Scicnoeiee
Computers in Human Behavior

er.com/locate/comphumbeh

What drives technology-enhanced storytelling immersion? The role of

digital humans

s

Eunyoung (Christine) Sung ™, Dai-In Danny Han ", Sujin Bae *, Ohbyung Kwon

* Morketing, Montana Stute Unéversy, Jake Jabs Collge of Business & Entrepreneusshipy Bozeman, MT, 59717, USA

* Research Centre Puture of Food. ZUYD Unersiy of Applid Sciences, Moastrichs, the Netheriands
Bireda Universiy of Applie Sciences, Breda, the Netheriands
 Kyunghiee Universiy, School of Managemens, Seou, South Korea

© Centar for Advanced Information Technology, KyungHlee Universiy, School of Management, Secel, Soueh Korea

ARTICLE INFO ABSTRACT

In this rescarch, we investigate consumer responses 1o technology-enhanced storytelling marketing via

We test the role of human stimulus as

Experieace ecoeamy theory

 moderator for storytelling satisfaction in a technology-enhanced retail complex. Building on visual perception
theary and information processing theory, the findings from our study reveal sequential links between the four

of experience economy theory in a mixed reality environment and subsequent effects on storytelling
satisfaction, which in turn are boosted

by digital human storytelling. Overall, our findings reveal that digital

human storytelling is an effective long-term marketing strategy In technology-enhanced enviroaments.

1. Introduction

Retailers are quickly adopting emerging technologies to enhance
customer service interactions, both oaline and in stores (1) (
According to . applied
technologies are disrupting the consumer maykn thereby increasing
demand and expectations to design meamnglu] cnmme: expedencer
Previous that ipplied

augmented reality (AR) into marketing \Ira!rps increases consumer
engagement because it boosts immersion ( )
am posiive. experiences & Ra 4
0 ). Research also
brovi that applied technology marketing in consumer contexts trans-
forms information into engaging content for consumers, contributing
significantly to positive experiences and satisfaction with retail con
sumption. (AL Kee

mmcrsive l«hnologlcs such as artificial ntelligence (AD ¢

1), AR ¢ .

Sun ), 2021, ), an extension of AR called

smized sallty (MR) (Debgh Mash ), and digital
humans (1 ) are becoming increasingly
popular in the consumer market. Speﬂhmll) Al s defined as systems
that mimic human h capabilit

engage in human-ike specch, leaming, and probiem solving (
and the potential to augment and
replace human tasks In industral, intelectual, and socia applications
( ) Al includes robots, avatars, and vitalbots with
 buman-ke appearance ( :
AR uses computer vison and object recogaition to impase digital con-
tent (e, raphics, video, audio) onto consumens” real environments
G

Wolfe, 2017), thereby combmmg the real environment with the
grphically sugmested environment (
¢ ). As an extension of
AR, MR wamlmly blends the pn,s.m and virtual worlds into a singular
immersive reality (Dek ), similar 0 a realistic form of
AR (1 ; Seln
). For example, retallers can use MR—which promotes
increased immersion vs. traditional AR mobile apps (
)— to seamlessly integrate digital images into the shopping envi.
ronment without requiring consumers to use their mobile devices.
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