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Abstract: This study investigated how immersive virtual reality promotional content produced by a
university department affected high school students' organization-public relationship and intention to
apply to the university. For this purpose, an experimental study was conducted. Subjects in Experimental
Group 1 (n=30 people) were asked to watch virtual reality department promotional content produced as
a 360-degree video, and subjects in Experimental Group 2 (n=30 people) were asked to watch a 2D
video of the same content. The control group (n=30 people) was used to compare the results of the
experimental groups by surveying only organization-public relationship and willingness to apply to
universities without showing the video. As a result of the experiment, it was found that the organization-
public relationship of subjects who watched both 2D promotional video and VR promotional video
improved. The organization-public relationship of the group that watched the VR promotional video
improved more positively than the group that watched the 2D video. Futhermore, VR promotional
videos were found to influence the intention to apply to the university by mediating a sense of presence
and empathy. This means that VR promotional videos can affect not only attitudes but also behavioral
intentions, meaning that future VR content production technology has a high possibility of being used
in the advertising and PR fields. In conclusion, the limitations of the study were discussed.

Keywords: Virtual Reality(VR), Presence, Empathy, Organization-Public Relationship, Behavioral
Intention

a0k B oot Yot sheld AAE 299 /MEA FB mdzsh nEetae x4
35 WA Y st Aol ojwd Fee WALAE dolugith o 93
A% . A

SRR

A 10=301)e] APAEAAE 360%= o:wo; xﬂz}lﬂ
% = ]t
e a2 e AT sl BALRENYE e E@Tﬂ ok

Received: August 18, 2023; 1% Review Result: September 21, 2023; 2™ Review Result: October 24, 2023
Accepted: November 25, 2023

ISSN: 2508-9080 APJCRI 355
Copyright © 2023 KCTRS



AF
=

B odabe] PR Hobol o] g

VR %

Exploring the Effects of Virtual Reality PR Contents on Organization-Public Relationships and Behavior Intention

o N o o WX PR oo I R T TR R g K]
(LN WA NT B RpTIT &g CoOTARXRETTB 4% F
B o BwlEEe FHET sLPABRITOR o f
— BN ToNE A el I S~ N B
Bo — X Eﬁﬂﬂ 1 — = TO — .
5. o N| o 7 0 e LA ® = N T
Eﬂ% TE Ao g e U ST RBET KT TR w
o Wt T B TN sRAFe o o W owy
F o oo ~ LB TR e m by
Xy PED N X - el OF OF B o ooy XN H = :i&ooi
W o = TE G o D 2oy R L o ™ o R o o
do o B _ Twan T T g, ok %Ngo%)@ﬂPquﬂﬂ7
T " X ° WY bR D o T S R N IR o
T o o= Lo & B U Aﬂ%wm&fﬁ%ﬁﬂ&mcfr? i
= A TN E TR gy ™ N g PN T
WMﬂﬂr i mﬂxiﬁmﬂ R i EEE#.m]mnahﬂ%ﬂmr%%
° e B o N gy WE TSl e %ﬂTﬂhm%ﬂgﬂﬁmﬁz%ﬂ
— —~~ . Ay !
o E B W SaNcs L g R N RLZ B NN M
T E 2 o %) 5 T s = I v X
mo B < Iy o 8= = X0 o CAES o <V < = N et o B! o B
S 70 E2g oW _BToadE BoLaodlE ToAR pEHRAw®
AR F oW Ego  FHpee TR o do B Ll
xR B oz giwlEz o Pid RERYREgRTCLIaR
o —_— —_— (il 0 - N il R )
TN 2 E : HWJdrmL%muaoéE H .Mﬂaﬂr "% 1%%
1iace) X ‘I‘Vl‘._ o ﬂu_ —_ o E — X Oﬁ! ‘Ul %) 5.0 OE | v&l OF._ N o <
<o ; PO T A RERET T G B W oo o G D
moa o N T T oo w0 B o gy Mo
il BT T RT ool B Egia T W ONE
) "_ f 2~ ]]’ ]]
SR gRABHR CRE e s TR TR
¢ N o W88 o) = s e ojo ] 0
Vﬂ% . ﬂ_wwwmﬁur %%ﬂ i@loﬁawﬁeﬂr%ﬂr,@wﬂﬁmmnnwo
o W E W TSNS E Tme e o § bl B o
N 1 « O A\h] ~ _ ~
SxaE o g B _NEEELR St o dy g REan g X
L‘WM..W,UI = @omﬂMdlZoﬂ,ao;e < = Aof_iﬂl.oo_ﬂoo%oﬁ/‘mh%_:uﬁj
P Eg T ﬂuﬂﬂwwﬂ%wﬂauﬂﬂﬂ.iwm%%ﬁﬂﬂwﬂe@ﬂ S =
N 0 « —_ v T R . —_
T o R %aﬁuﬂxa.ﬁ,mtH%%ﬂ&?yﬂ_z%ﬂqix
. o_aﬂru i) i Eem oy ' o A O s s L.OL.J!E o
T = MNER w2 P S X My PRy o
® ool oy X At NI TR & s .M&rWL@aAemM].sbﬂ7&oomﬂﬂHW
RO N =l _®d T 2D sk 5K % o o o) o BN
RN Tdos TR T oyl F oK T e R S B 20
Wl 2 W RTE_ GWEBTPHT AT TABRTRET AT
K KA Ml ol e @l dolb® T ARTPEDRRETET BTG
KE A " PN M NERNE >X® FATRITRNNIN W FF

Copyright © 2023 KCTRS

356



o] At

=

=

o] 84

E

‘:—

2. o|Z34 ") A

o olgA4 AYT AAZ, T

=

Exploring the Effects of Virtual Reality PR Contents on Organization-Public Relationships and Behavior Intention

71248 4 (Virtual Reality, VR)©]

2.1 7PFEA(VR) 24

A T H T R o Qo K T oo R R e e Y TR o
N o Tl e L ] i SOV S X B
ok do N T 2 H  OWE T TR KO o) RO N ho
w FRX NPT EH WETEFSLXBTRR i, W oy
n Mo o o S % R LA N X =X
i T WE T g S AL~ o B
R TH AR £ R _pol T3 o8Bk 2 PF
A LppETEy TR XmnProvI @ 2T g
T RRT  EB @ W o PR amwhRlTred Fo
750 Xoa o) o N Mo g o NG N o plo Hi ~ o
N A~ o o o — O No = o o B o
s X Lt #I_ 0 o 0 L E
o XN = N — 2 ) KoM X9N = g o ol oF
0 Ot —_ OL I~ - 0 o JE' " MO O S — HT ..;L KO <X~ o
- n o0 ° A N o 5% Mo %R o it o
W — T ™ o T or — N ~ = o Yo N om ol
A P - Iy ot T o = RN of o
o ﬂ%aﬂBEo .,m]x_._u Mﬂi,_iiro#omw_m:iwlﬁl &ﬂuﬂ%#ﬁ] r’e EoEo
T ERLEY W _ o mEx AN F R
° oy paee ¥Ry, e TR ™ R
R A G Co Mo N mm e T X = N
M ol op N < o T .o 6N &n N ORT = Nl
B — GrUNEU ~ AR R P omo I oH X | © N
ﬂ_OI .i|o m ﬂ:._ iL mC UT_ m_m n Nro ﬂr: B M_OI my Mor dﬁ 17F O O ﬁo X Ot
T ERE®R_TT ool EIRman Sy o W T
oo 5 = ¢ T o= .o o R o No % o - X O
T AW L prmmm o LR T L WX
- u oo & wp ~ado N0, = ﬂAl olo n = — Ho N &_u m_l - ~E <H
Vpﬂﬁmﬁﬂmﬂﬂﬂrﬂ doPWT o T’ Tl ®
Fo P ePEE TREEoE glTohElaod Rl g
ER Y sy e s Poxi¥e VR F gy
X ~ v — o S = T =
{ oo o, < 9| o . e =
ET @S Y R KRR g umee w0 X 00 g
m,ﬂﬂ mﬂﬂ‘_ﬁr TN m_ﬁ.o ) oF N_.o‘_.@dmﬂﬂ‘lﬂro 1& Zoﬂd_liﬁ oF NF Jjo R ©
wa )
iy wmmﬂowLﬂﬂLaLwﬂmﬂ&aﬂau%Wmo@o ngoﬂ%Eiﬁﬂlfr o
Spw® o R ae s IEB N G WImE e LTl R
~ | NS L A o AT X alal ~ — WSy
o ) g0 T 0 B T n iL N R UT_ = o B Mur o op A Jjo B = B ofF —
%ﬂqﬂ.%gao_eiimyge B _ e R BT
. X ~ \)Jﬁ._,l‘._.oﬂl WO = o) — Plo = ﬂAELIOE B e
I —~o ~ ‘0 X Jlﬂl ~ o X —_ X X‘L.L N —_
HAr XY o8 2 % X B = — o ! oo e o T Nro
W Mo "o ﬂmmAaﬂﬂigyomodr77 N H = ﬁﬂwo %ﬂnonﬂfr
R L LR I R i - T
W B o 3ol MR — n %O B o W oF
ﬂA.I ,.A_uLO U_é T & ll Bl NCION O# ~ ‘m_mw_ LS ]__/l &o EE T ) k) 0 .Ur
duﬂ;ﬂ.iﬂuﬂ WX HTTI T o X ~ X Mo N X " oF T o
P - o RBERRIINYTORNMHPNT B OET AN oW o R
Ar o o to M) =W T T W No B BT HoT IR W TN Moo o Mo & B°

357

AL QAEH10]11].

Copyright © 2023 KCTRS



18

= o

Exploring the Effects of Virtual Reality PR Contents on Organization-Public Relationships and Behavior Intention

22 7M3EA(VR) 26

PR T T g T E PR T P D wT TR N o A
W N e e WB T ol T R RO g of Mo T ORI N XM To x M
Mﬂdlg,ﬂrﬂ&&ma MBS gNaE e e B Mz Al L%
Rl W E LA m° — . = 5 I T ro
T A Heu . FCTURE Gy oo o hi R
oy DT RME wHE BT T T m L s Py Pr T
e ol 7 w . o D o B
Hﬁw ﬂoiﬁ%%_@ WH@MﬂumﬂW@%ﬂﬂﬁLﬂﬂ ﬁ o_é 0 B o
XS o — i 8 < o 2~ 7o — N N . il 5 =
UysoneTH® %ﬂmm%m%ﬂ%wﬁuﬁﬂ ¥ BX g om
— < = op T2 = T o %
T ol B o o = ) M_. = w A W i do P or T T lo M. N :wo MH a Mu N
o X - Ulmylﬁo & ok ﬂ]]i& I~ S T ~o WrnmE N 1
By N T ENTy® T OS2 < <o ol N #)
£ =) o = X AT of Epn s © o 8° %o =N np
B U < TN o’ D= 1] A" - < X
Sangtrep o8 &7  oF g~ €2 L &84 LB ¥ 0w
T oo © AR w2 ® B EDEWNRT NG o 5w 7 < x
ol WITN BT RN & w YT T=. B B
nﬂmoo Iﬂumoﬁ.ﬁo mqﬂl @LMMHHLAT,WE&LQLUEU&LEWDmoﬁ EEI# %‘m ‘,W}‘UM ‘.u,ﬂMr_Tﬁﬂv ,.uxwm_v
Nﬂbpmwojbbf_!_/_ N ‘o E‘Llw_ﬂwu,l __,eroml_u uﬂL 4;@
T E R g sTEE ERRIES 0T ZE B 2IZ 4 o
T & T, T o Tl L do LSRR . = P f
X ) S o P . 2L R m B 0 ® T oo  dpo
MogtXaldsgas S smn v o 2 W od o o T F
o Sl = X W™ opWe L E g P ey < CHC
TR AN & Eo B I WE PR o W
A R Rl R A T e MR S EY 2 g
— — BE Nr iomu,mm_uul]EjlﬂJ %ﬂ_ o ™ s = - & M
E.o N O /1 ll 8 <0 N N X Ot ) Z_ XY —=o T E = 0 — JI iL iL
cof ™ B g s o — B K N I T g
I s P PPN W 5 L% o g
_ X O — OJ;O‘I_IOE._WD‘.\._AIO‘AIHV,ﬂ s I ‘w oo ~ ‘._JV\L.E
o Mo © 2 Ol e KK WA o N T A RE R o FTH TN o o=
® o X o o N ™~ R 1 o o)) o o 2 = E
Gzt el T E LS AT g TEE ok . F ow W
) Bl o KO al= ﬂvul_/lo_e X ‘_tﬂ/l X k&e <] B OMLIZT‘N J) ol E! _@ o T~ a4 T a2
= iwmﬂ%_skoaﬂ_z&ra‘ﬂﬂ_z_.a. ~o N B g & B 52% > o >
RN G ® s T e L sl 5N fp@n oXg
MRS TRy P g ST D mgsk ® 2 T0D T dgd
Nu&odr ol K BT ST S = mo X R e 1 B S dué. = E -
s o X oy R N T B NN ST o T O T T
W oo B oo R OF H s <X 2o o) o W W AR~ =% X Hg W o LT
B B ROE Wk T N N = — o
R LW o g B o ® Mo TEOLRE o T8 p P e
T AT N E N 0o T BT LM TR g T R B I
ERNTABRRETTHURBLPIYTHRETTOTS o, e Txw Sghp Tz
MBI TPEHT FBRFEMHTZHTHT N S Mo o o oF M CUR

Copyright © 2023 KCTRS

358



Exploring the Effects of Virtual Reality PR Contents on Organization-Public Relationships and Behavior Intention

[A77H 23] AARE Wt s gz g TREE Y Aol
[A77H 2-4] AAFe distm sl olg AelEE ¥ Holt)
(AP b 28] st she wgEeadd o FEEE gstn stael g

AN EE ¥ Aolu.

gl e AAI Fko] VR FR ZEl= o]go] gato] ik Ao re] wxE
g e ol theT e NS MAE

¢

[S177Hd 2-6] VR 33 S 1
AP s =9 FHolt}

[AF7F 2271 VR 8t} W FZdlx o] & FULEE ujj/5}e]
ALgEsE =49 FHolt}

[7F4 2-8] VR Sta} FH #
gato] gk AP E U Floth

rl

Wz o]8e AA7LS wAste] st stute] o3
o) o

BT e AR Do BARGE F ARAT P olesdt 4%
a4 BESAES goR ROEE FEYAowm SAES AWd ¥ 2 Au
Az wAsan. FAA A9 e v 2o
[3 1] A+ AA
[Table 1] Research Design
Posttest-Only Control Group Design
Research Design - =
& Group AgAd | AgAE 2 A
Sample Size Treatment VR &El= 2D J Fdlx No Treatment
Sample Size 307 307 308

o
e

Sampling Method | 216 SHY 907 S Aol 5 7} 270l o] &F(Random Assign)
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[Table 3] Mean Differences of Organization-Public Relations Measurements

ZA-FTAAR A A ¥F=Hz F p
VR Zdl= AH Hot 6.03 1.14
Ars E QA
‘}i °9f;)° 2D G NA A 4.50 0.75 61.62 .000
) EAR 3.63 0.56
VR Z8l= AlH Hok 6.12 0.70
= o)l A& A _
ﬂvq(:i ;4;;} c° 2D 9 A Jd 4.87 0.16 99.08 .000
) ARG 3.53 0.50
A 21 VR ZEI= AA g 6/10 0.83
1;; ;i];’ 2D A A1 Hek 4.69 0.71 120.49 .000
] ARG 3.43 0.35
VR El= Al ok 5.96 0.77
320 o] S A 2] Ad —
° L(:ls‘gof)? ° 2D 9 A R 431 0.82 95.99 .000
’ ARG 3.57 0.37
VR Zelx= AJA ok 6.08 0.83
=g A 2| A -
°((;=Lf7)° 2D G4 A1 Hek 438 0.92 83.81 .000
] ARG 3.64 0.70
. VR ZEI= AA Ao 6.28 0.59
(a:g;) 2D B A1 fJ 4.38 0.84 106.99 .000
’ ARG 3.64 0.43
A VR ZEl= A% Ak 6.01 0.92
(;39;3) 2D 9473 A1 A 424 0.86 87.19 .000
] ARG 347 0.41
s VR ZEI= A1A Ao 6.07 0.89
(0;24"2) 2D B3 A1 A 4.33 0.83 110.50 .000
] AR 3.24 0.42
Ao VR ZEl= A1H 6.19 0.74
O((::Oss 4)* 2D 973 A1 A 474 0.79 137.34 .000
' FARAG 3.41 0.31
42 A4+E4d HF

[A77Fd  2Jell4= VR F¥ TR FER= o]&¥ Az, IHE FO
et stAldefatel]l oW FFES wAEAES AT AMOS 208 o] &%
TEYAAARLS Foto] B4 Ay A [ 319 2ok VR S SR FH=
o] &3 AAAY} FHEE T VR THIG AFo] tist x| wx& @z ot
ATREL B AdddTelA FHT delddl A3e Aoz YERTh (Model Fit: X2
=.633 (p > .05), GFI=.995, AGFI=.947, RMSEA=.000)

N WEe] AHAAE Avrd oSy Zo AA, VR g3 TR FF AJHS
A9 Fol ARAE AALE FvEA wolup- 627, p < 0.01), T W
RO figt FHEE FYuEA Eol= AR YERTHB= 497, p < 0.01). =4,
AAZEe dsha g3 g T tE FHES ol o theEbithp= 442, p<

= L

AR AT =re AAEES dis st dig Adejes
u A ol Ao® YERTHB= 346, p < 0.01). YA, tistul sty} wEZ 2130
ot s st dig AdeRE fofsll Eolw ZoR YRt wEhA
o A7 21, [ 2-2), [R7HE 23], (IR 2-4) [AHAE 2-
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[Fig. 3] Results of Research Model
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[Table 4] Results of Mediation Effect

A= w7} &3k S.E. gk P
VR Zel= o] & — A — tigxde|= 315 0.1 3.15 001
VR ZHI= o]§ » 7% - s Y= 343 0.1 3.43 .000
VR ZEI= o] & - A7 » F0E - gAY 130 0.1 2.39 016

[3E 4]0 AAE wiAEy 24 AnE AuRy 2% FAHo= {oujd Ao
Uebtth. &, VR g FR FZEl= S
etA Qo mol| (i B AGF=315, p <001), FHEZE  visste]  thskx] A LAt
(I E I AG=343, p <000) A o2 FFgFS WA= Aow yersth mAT o R VR
7 R FRlxs AARY 7S wiste] digtA oAbl FEe e o
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5 A e e AT
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avta e 24T FaAo] ul. E4, VR TH Fd=E HUFoz 7|Eo
Fsty] wEel FFAEC] 2V|ES =9 st digh 954 Hriet HEE AF
MAFel dvts Aolrf, &, VR ZRl= o]9]o] T=/Ql T FhAjuicle] WAy 754 o
tistel AES dart k. vpx|ge g B AFE dFokel mA= theks Hds
aEskA @ AART FHew 2HE FAV] dEel &5 JAFES gEgAd
Froro e gE JFES EAI AFE ASEiN B ATEAE ¢S
As, TAAD A 7 g
6. A Y] =2

o] =i 2023d% Ao HEistal wp-gRAl QY FEdgt RO Y

ol S
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