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Abstract

This study aimed to examine the impact of virtual influencers' characteristics on purchase intentions through
attitudes toward the influencer and the brand, and to identify which factors are important depending on
involvement. We used a scenario-based online survey of 320 female consumers in their twenties and thirties,
and analyzed their responses through structural equation modeling using AMOS 21.0. Virtual influencers' at-
tractiveness, reliability, familiarity, and virtuality had significant effects on consumers' attitudes toward those
influencers, while their attractiveness, familiarity, and virtuality had significant effects on consumers' brand
attitudes. Notably, in contrast to the other variables, virtuality had a negative effect. In addition, consumers' atti-
tudes toward the virtual influencer significantly affected their brand attitudes and purchase intentions. We also
analyzed which characteristics had significant impacts on high- and low-involvement groups. We found that re-
liability had the greatest influence on purchase intentions in the high-involvement group and that familiarity
had the greatest influence on purchase intentions in the low-involvement group, which confirmed that the varia-
bles affecting purchase intentions differ depending on the level of involvement.

Key words: Virtual influencer, Digital technology, Consumer attitude, Purchase intention, Involvement; 714}
E5U94, AL 7=, 28R HE, ok, Tl

LM 2 i FR] A BEOR AXET} £ AES

YRRYR GYsh AFTH vb P nfluencer

21417] B0 ARAA7 ma2A FAstdA 22 marketing) S To] 223} 9tk A2} SNS(social
]?——_-*/\]X]—ﬂlﬂ 7]?:—] {1—76‘ CH‘% i]gaﬁxlﬂ %gtq,zjl'—/r— netWOI'kSGI'VlCe)%%'SH %‘%%E’%]%Ev o E—r
%%XLOHX]L/\] %%‘»Q—E-E%_Eul'ﬂ]%‘g—] %‘_9_ 0%/\-]_,] @U}:Fﬂo] Q’EHE]EHH \L:%]—“t__)‘_ 7]%5% 0]%%
ol A AR T Yk B HAHE 7px 2 w2 BB o] S8l 91h S ATk, Q1 el q =
Corresponding author 244 o 01] olof vla| A7) TalL} BlAT T =W
E-mail: kwhaoh@cau.ac.kr o| A Z|oF5}7] wjEo| A|Z o|u] X o] HA A 0] gk

(© 2024, The Korean Society of Clothing and Textiles. All rights reserved.
- 282 -



EFMO SE40F AHIXHEHHEIHIHA HIE T ol 0IXl= &

o] St
o

d

i

ﬂﬂﬂNOW+ﬂa@
2ol xe] el
01 Aﬂ (virtual influencer)
A (influencer)= £ Y EY =2
gi5to] erelo] o2 g ol e
T} (Son, 2018), 714 21
7] lﬂ_i = X]—b‘]— 7]./(]—

]

Ry
Bop

N o o

ol
ot

2
=2

d

i

re
_>a
O (s
i m]n ol

o

=

i
o Mo 2ol nd R Hu rUIo

fﬂl:}-(Andersson & Sobek, 2020). 7}“
AFB| A =2he o) 0 7] 93 Ao A9 glon,
ARS8 vhobat nb | 2ol 1]
o 71940 viAE seho 2 tfE K o 7 tirhzt
t}(Lee, 2023).

o] 7Hi AZ A4 o] et 7] 2} L]
57k o) 7] QB o] 53k chakeh ulA
Holx ek 2016 2|22 SAS71A)

E.
=T

rg
>~ >

-l>;g

e

2

Z2Fe

=

A A

1o

pul

(]

Al &
=

AR

olzZz=
R,

=TT

Eadz E%‘E o}
A5

shuf 2 2012 A
F(Shudu)’ 4] 24 0]

o—]/\-] 2 pdlg et

L

o F A stod **J— = L%‘ﬁ}?ii‘ﬂ, B
SRR 7185 L L(NAON) & chebet o7l
A 2= E F8f 2v| A2 255k 9l TtHKwak,
2023). 229 A|AZRA} 712 “MarketsandMarkets (1}
Az A2 1A QB2 AX] A7) 20201 2
2 4000°] £10f 4 2025 14 ol4F A7

I =
e

o= 6uj

Aolu] Ak AELAM AHLS Wold Ao o4
SITH(Oh, 2023). o] 4% A G AN = 44 AZE

AAE T4 v ol Lt SNSE B3t An|ghope)
B R ESHE= E e
auuz%a%ﬂ%ﬂmﬂ0§1 Feich mepAl,
a4 Sofol A BBk FHAF AER ANl et
ot B aec 7, ol 4%@3%@@&
H| &} B =y ol o) e of] kS WX = Aol tht o
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o] AP =] I THD. Lee et al., 2021; Jeong et al., 2023;
Lee & Kim, 2023; Wang et al., 2023; Zhao & Han, 2022).
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fluencer)= A&3F= Abgho] obd 3D A 7w & 7H AEFAA = A Sl e o
oWl 7 JIEFAA A EE Dahr(Yixue Aoz 2 ekA] FA T EE A T2 AA IEF
& Kim,2023). o] 52 A= A&7 o B E HE R AALl FAFSEZ] wZoll An|REe] oAE 7Y T o
AAIBHA A 2L of AH| 27t 7= A B3 EoE P A 4= ATHD. Lee et al,, 2021). 7H3 Q1 &5
= Utk Bt o] B2 A 1A S TR AA = AA FH JAEFAA7E 2= B4 ool
A A= 2] B ol kS v A AL, AlE i E H]IZHA Rl £ & Wast7| & st ohefst EAS
28t & et & 4= Sk # A B gA ol At AA FH ASFAAQA A JEFAAE
A 7HE JAEFAANE AT AEFAA Y A= PR ST ATES Y, WA JAEFAA S
QAT S Ol o] i v SEe® el 2 Park(021)2 WEAL AHA, FA, WA, A=
%31 Qlth(Jang & Yoh, 2020). Z, 9]7]¥k2] S A 29¥ 58S thF ¢l o H, Han et al (2023)+= vl 2143,
FA7E 7V sk7] ol AMERE Qs BE o] A=A, A2, FRAE 2o £3h Kim and
Ao 84 Q1 Y v A= AA| AEFAA Y A Choo(2019)- X173/, Shin et al.(2019)&= & Z/3, vl
HE Y4dF oz A 4= IekD. Lee et al., 2021). YA, AUAE, Ji and Kim(2021)2 HAEA, A=A,
A Aol A= FAIFRIT 7[&o] #Ajlol & A, v e @ QlS ohRQiTh 2 Atoll A= 7Hd
FE AL 7] 2o, 7MY 7S ol & T JIES AEFAAY EAAS R A 3190, APALE
AA = 2B AQul et AAFHE F7HAIA 48| AH9] Hgr o 2 A 2] ]t A M= <Table 1>3} e}, o] 3k A
7 B d eyl Al Aol A = S agh PAALSS AT EY, 7H JIEFAA 5 F vl g
7S EAAIZ 5= STk (Jang & Yoh, 2020)+= 7H 3, A B, A2 59 8902 AR FHd s <l
wdS npA| g o 83 A9 o AP 1t Afol = EFAA Y B4 2A tt2R] ook SFA|RE, 71
9] o] 7hgdte] BEY wdlo] 7hEstal, S-5u JNEFAA Y A 71, @AE 59 adS v+
RS S Rate] A B - Ik ]% | go] 28 ¥ A = Aol ZFo| 7t itk & Ato A= s Al Foll gt
£ Fdste] 29T 4= k= Aol ek 223D HE JAEFAA 549 G Gob iz shgle
gAE 7|&& 7o &2 W= 7 JIEFAANE D2 AgdtolA 1EH EAES IAR 7MY
L5l A AT F Aok A7 sl UH A A ZRAA EAZS M EA, AR, A, TR
AEoA 27142 AAEE S0 QUeh M JIER A7kt
Q12 A o] T ok BAE L Au| S0l A]
A& o] 2 A o] Q) o Ed = of Kl u|g) 7| ) OHiA
kA Q] o|u| x| & Al&& 4= thJang & Yoh, 2020). ujj 2] A (attractiveness)-& YuIH 02 EQIOoRE

Table 1. Prior research on the characteristics of virtual influencers

Prior research (year) The characteristics of virtual influencers
Lee(2021) friendliness, attractiveness, reliability, expertise
L. Song(2022) professionalism, reliability, consistency, originality, attractiveness
H. Kim(2022) credibility, attractiveness
Lee & Kim(2021) perceived warmth, perceived reality, perceived predictability
Kim & Cha(2022) Spatial virtuality, character virtuality
Y. Song(2022) competence, warmth, discomfort, attractiveness
J. Kim(2022) curiosity, reality, attractiveness, communication
Wang et al.(2023) attractiveness, reliability, familiarity

Bold - The characteristics of virtual influencers used in this study
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AEF AL IA A e, =5 Fol= 2 oH 2HAENAE 3EA R WolEol R4
a8 acle g A-g3tth= Ao] ¥re Hth(Lee, 2021) g o av RS A= WS At 4R 283
2 Aol A A E A} S AEEE v Y The A2 Bo| QU nhof 2H|Rb50] 7Hd I EF
2 o] R o)A = Ao A 48| 2k} 7H} ?_E%E—OWQ} A9 7HI S wrhal =0T, o] 5o] AdxF o]
o #A = FHE 7HE JAEFAME o= ot L A o) EAsHA] b2 Al oletal A zhE|of FA A
Wang et al.(2023) 2] Aol A= 2H| RS0 71 <l -2 ob71e = 2l& A o]
EFAA A A2 =2 ,E 7 A EF AL
A Zdl =0 U3t s =7F FU1sttheE AS g 3. 2AH|XEHE
Aow, JhY ABRANEE AT BE Yo} 4
SRS T 5 AL L 5 Y= S Slo] 1) 7Hat QlEZ ANl ChEt B
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Aztel YIS vl A B uiA Y Bt G 1] et AbEolu W ol tisf] 7HAl= A &2 Q) A=
A S-S Bo{Fa gl oo & Aol A= M o u]gtth(Kotler, 1994). 7} B el o] o]u| 2| = 4xH] A}
AEFAAANA =7 A 23Fo] B =of F-uf o] o] NA e BEHE IS st dl v L Bl
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Ql FFE vtk AL Hol o0tk o] A9 4zt
ol BT of i3t gl E = Luf oo FFL 2 =
a3k g4o0]7] 2o, ofof tigt ol sl 5 53l ¥l
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Ao A Fadt ol AR PF oz 7HEshe
H =2} 8 4= 9] th(Fishbein & Ajzen, 1972). 7] Q& &
Aoz Hle wdof upAY ks e sho] 2
o] wj Gk FA A Q] ou| X E EI) Av|RI 2
S5 sho] AlF/EHE B ol JIFS A FHuf &
A SRS 712 TRk P IR B o
TE2 7HE AEFAA Y FAo] oo 2, 3t
Ao 2 J&gFS n|Hth= AL HAEJ) D. Lee et
al.2Q02DN) & 7 IEF A A= ges
k= A
el

N o

lN

O o

H
o
=Y

|
2
12204 2] S4 o]
o2 Loz o) 2], 7 & ol JEF

S 95 2™, Yiand Shin(2022)2 7H} I EFAA &
/%10] AFElF AL oA 2 Lo o E o 8-o]u|st
kg )21tk AL ¥R o] o 2 Qo) A= 7}
A s Q1 2014 9] 144 o] o o] o] 1] 2=
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Ed=of 11715} (Seo etal., 2001), A& ¥& Lo
2 428 o] I (Josiam et al., 2005), A& Lol A] &
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Fig. 1. Research model.
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AL O 2 2022 4 13U EE 4L 2087}
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S EE 519 o H, AFHRALE E3) 7}A) o)
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%o rr

=S
a3
%%"5}55 sheict.
B 7o) HEAL A ABRAN Y BAEA,
QZ A o] th gt e, HAHE B, ool
9 QTEASA B4 Bt BaFo o)
lom, 74 Bl AE HE(H-23 124 g,
7= S TRThE A G YTk TH 1B R4 o] 9
7} L uf A 558H(Ohanian, 1991; Kim, & Jun,
2016), Al 24 45731 Ohanian, 1991; Oh & Sung, 2019),
27 3523} (Lee, 2021; H. Lee et al., 2021), 7}HAHA
3 3H(Ho & MacDorman, 2010; Lee & Kim, 2021)%
T 18FF o FAE U 7 AEF A A of gk
B = 2523H(Kim & Choo, 2019; Park, 2018), H =
B &= 352 3(D. Lee etal., 2021; Lee & Oh, 2009), -1}
Ol& 3E3KOh & Sung, 2019), o= 45E3HKim,
2018; Lee, 2015)2 AP AL E utg o 2 LA 51 o).
232050 AEAE FFEA o AHE-stSlT

A SEAY AFFA A 542 aotstr] ¢1s)
SPSS 26.0 ZE WS -85l RIEEA, g3l of
shAlE| e A4S A A5G o] AMOS 21.02 AHS-
sl 2AH W Lx ol jat B A5

A ATHH E44& E4% Ail= <Table 2>9]

AIA) B o} ey S-S 201), 300 7} 1601
) % 320w o]0, 5He-& fj5hiL £ ¢Jo] 2337 (72.8%)
2 /b g A9 AR A(1367), AR (441),
BpA273) 0l 9la, D T AES 2009HY o]
440091 ] RH(136) o] 714 st

[e)

Table 2. Sample description

Characteristics Frequency  Percentage Characteristics Frequency percentage
Age Education
20-29 160 50.0 Less than High school graduate 26 8.1
30-39 160 50.0 College student 34 10.6
Occupation College degree 233 72.8
Office work 136 42.5 Master’s/Doctoral degree 27 8.4
Student 4 131 é}/sirte?%eotr(l)ggtlxgnl;ousehold income
Professional 44 13.8 Less than 200 40 12.5
Housewife 39 12.2 More than 200- Less than 400 136 425
Service / Sales 23 7.2 More than 400- Less than 600 52 16.3
Etc. 36 11.3 More than 600- Less than 800 46 14.4
More than 800- Less than 1,000 28 8.8
More than 1,000 18 5.7
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IV. I ED Y =0 248 AAste] TAH BFES AT <Table
2 A SRR T ALY 2L Bske
]

A A, AA = X4Eff§°11 o3 <=

TFEYAEA 2P S H558H7] o 9HA AMOS 21.0 B7Hs o mElQlo] 55 A th((d)=490.10(209),
2 0| &35} HAA 2ARFHS Ao R Bl g9l Normed )(2 =2.35, GFI=.88, CFI=.96, TLI=.95, RMSEA
Table 3. Results of confirmatory factor analysis
Standardized Cronbach’s
Construct Item factor t-value u AVE CR
loading
The virtual influencer has a sophisticated image. 75 -
The virtual influencer is pretty. 78 13.81%**
Attractiveness  The virtual influencer has attractive body. 78 13.77%** .90 .63 98
The virtual influencer is cool. .84 14.99%**
The virtual influencer makes a good impression. .83 14.64%**
This virtual influencer is trustworthy. .86 -
I feel sincerity from this virtual influencer. .88 19.63***
Reliability The virtual influencer will not exaggerate or lie about 63 13.50% % 84 58 97
the fashion information they provide. ’ ’
The .v1rt.ual mﬂugncer will not share unfounded 59 11,1055
fashion information.
The virtual influencer feels like a real person or friend. .83 -
e I feel a similar level of familiarity with the virtual .
Familiarity influencer as with the real fashion influencer. 87 18.21 88 72 97
I feel comfortable with this influencer. .84 17.48%**
I feel like the virtual influencer is weird. 95 -
Virtuality I feel like the virtual influencer is odd. .97 35.89%** .92 .80 .97
I feel like the virtual influencer is otherworldly. 75 18.34%**
Attitude I like the virtual influencer who advertises this brand. .90 -
tov;/ard the I feel comfortable being the virtual influencer o4 26.31%¥% 92 85 98
VI advertising this brand. ’ ’
I think this brand advertised by the virtual influencer 87 a
Attitude is valuable. ’
toward the I like this brand advertised by the virtual influencer. 95 25.37%** 93 .83 .99
brand I want to keep visiting this brand's stores advertised by
. . .92 23.53%*%*
virtual influencers.
I 'am willing to purchase the product advertised by this 83 a
virtual influencer. '
'Purch.ase I feel the urge to buy the product this virtual influencer 29 20,1755 91 30 08
intention is advertising.
'I want to buy the product advertised by this virtual 95 29 46#*
influencer.
#x%p< 001

a: Unstandardized estimate was fixed by a value of one, so the t-value was not given.
b: Virtual Influencer
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e Q=00 S AHIXHEH OIS KIS 220l OIXl=E S

=.07).2E W59 gigt Cronbach’s agt2 .70 o]
Aoz e 58 420 A2ES Kol 20| 9

XJE
TAIA ebdAd ol =k ’S}Uﬂ(Bagozm et al., 1991), ol =
7Vat7] 93l =3 EldAd(convergent validity) 3} T
¥ el A (discriminant validity)& AES 37} Q)
o) e a2 qlo] EkE % o) o 4te] 24
£} Auh} AR RAS ZEAS e, w
efehAe shbel lo] bt ohe Relat 7y
=710 TE RS Wakch ¥ HEA S Wolel] 9
3] H - E-AFS=Z(average variance extracted; AVE) 1}
70g Al 2] = (construct realiability; CR)E &1}t
(Fornell & Larcker, 1981). & 119 452 AVE 7|
S5 014 CR 71551 7 014 S Ho] S8l B Al &
7 e w etk W B AS A2 9
7} W= 0] AVEZETF §l4= ZF A A] Al 53k vla
5} 9 +=d|(Fornell & Larcker, 1981), B] 3 A3} S5
Fo] W 7h0] AT A BEES W AVEZLH
o} 5 2 Eh} M Eo] AR oh2 Aol et
k8 Eheh4 S 2holak S Th(Table 4).
o] &} QOL uH 4, 4l gl*é, 23, 7P, 7HE QL

ol_]

[e;
o

OIEOVJ B Qn o ZYETEe] BE 7

U S0, 224 5L A2 o

1) MH| PREEA 25 HE
7HE AEFAA Y EA4o] 7HE AEFAA o o
e e 2 Bl s o) ojat Bl mo] S u x| 1 o]

CHA] ol o) o] Y= mIA = AA 2 A 1
off fisf Ae= AR A9 22y 9 Ay}
<Fig. 2>l A K= vieh gt 7 g o] mdll A3t =
S 3k Ao 2 Yebdth(A(d)=512.35(214), Normed
£=2.39, GFI=.88, CFI=.95, TLI=.95, RMSEA =.07).
Aol thet 1S v vk Zok WA, 7L
4 AEFAAM G A0l 7HE ASFAA o Bt =
ol vjAls Y= el 23, mEgA4B=19, p<
.001), A1 2] A (B=21, p<.01), 21 L 7H(p=.46, p<.001)
2 A Agg, 7 (B=-.19, p<.001)2 K= 3k
< A= ASE eyt mebs, 71d Hl-a, 1-b,
l-c, I-d7F A A H oot Tz 0. 2, 7S I EFAM 5
go] B =0 gt B =ofl v A= FF& =e
I, w7 (B=.12, p<.05), A1 =] 4 (f=.18, p<.05)
A G, M (B=-13, p<0)2 74
Ebf o] H2-a, 2-b, 2-d7} A A =] 91 3L, X7t
o] 3k o G u| x| A] ¢ro} H2-c= 7] ZFE| Qi e,
M AEFAAM Ht == Bl
(=46, p<.001)°] 2] 2t FF&

i

Tl 2] = (=87, p<.001)of] H-2Ju]E A H g ]
A 74 3, 47F A A H ek 24 A, Bl Eof gigt
ol A, A=A, 7ol A kAo
Foful g YaFe A I Qo AT 891 M4

Table 4. Discriminant validity

Attitude Attitude Purchase
Attractiveness Reliability ~ Familiarity ~ Virtuality =~ toward the  toward the . .
3 intention
VI brand
Attractiveness .63°
Reliability 27° .58
Familiarity 25 57 72
Virtuality .20 .20 26 .80
Attitude toward the VI .38 57 .68 .36 .85
Attitude toward the brand 34 49 51 .34 .65 .83
Purchase intention 29 47 54 27 .60 74 .79

* Average Variance Extracted (AVE) for constructs are displayed on the diagonal.
°: Numbers below the diagonal are squared correlation estimates of two variables.

°: Virtual Influencer
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Fig. 2. The result of structural equation model.
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Table 5. Results according to high and low involvement groups

Results of the structural equation model (standardized coefficient)
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Aol AT Apolo] A AL A A g
31 UpeR 418 @1 7(Chen & Kim, 2022)9} 92} 2+
olste}.

FAH R THY JIEFAA 5o A==
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A Ach ¥ 2 sholsl ) 51 .on, o]of that BAl A
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Table 6. Total effects on purchase intention of high and low involvement

High involvement (5)

Low involvement ()

2?\,15:33 Direct effect on  Total effecton  Total effecton  Direct effecton ~ Total effect on  Total effect on
infiliEnes attitude toward  attitude toward purchase attitude toward  attitude toward purchase
the VI the brand intention the VI the brand intention
Attractiveness 13 .19 A7* 22 18 15%
Reliability 22 43 39%* 22 13 11
Familiarity .50 21 .19 43 37 31
Virtuality -.16 -.16 - 14* -.24 -33 -28%*
f: Standardized regression weight
*p<.05, **p<.01
T = 7 AEF A Q] EA& vhetstal of H gt A& eletdith. 712 7 AEF AN 54 F o
EAo] 7Hd AEFAA o et = S B =of o " gQlo] Ftufj ol e vl R = Fa | 27|77V
=S AA ol o] FFS A=A &st A QIR A3t Trof =7k =& ek Al g4 o], e
Tk 3L, wrof e of w2t o | 7k EA4 o] AR} HEE- RS Mol ool 7H 2 G A=
of $83% IS Ueh =4 Lotr izt sk Ao 2 EFH T
Ao Aakg gofshd v Ak ofof whg & A7} 7HA = shE A AlARE S th
WA, 7HE AEFAA L EAEEA, A=A, R Ik A, 2 A M AEFAA Y ST &
4, 7)ol 7HE 1EF A A ofl Rl B m=of] WA H| 2} e e 9 St o ot o] A S vrl o= sl
= Y= AHE A, i, A, 23 A 4t o] metol A 74t IEFAA O et A5 &
Al FEFe A on, 7ML T4 FFE vl FokAthe o & o7F ek 22 G de M A
A= Aoz Ueylth oh5 o2, Bl sof tht e = ZFAA 9 Sl whet ofof Tt 7] 2 2xn] A}
of m] A= Gl =g, A= gol o=, 7} afo] F7FstaL Qlom, ofof upet 7H IEF A A
o] FA o & fojulgt S et B3, 7} o] 573 &H|A uEE-O] WA S Gobi A} st A
g AEFAA ol gt B == B =of gt e = o TEol S7FskaL itk wheEbA 7H ‘ﬂé%"“ﬂiﬂ =
Frojml gt GFS B AL o] = ThA] Fhulf & rof| A A ettt ados uesha e, 2 At T
A FFS A= Aoz Sl E et o] ef o), 7MY A dol A 7 IEFAA Y W 7HA & H(‘JH 24,
UEFUA Y B s QRS2 Hes AA AEE, A2, 7P )& aL st axnfAp vkg-of
o o] reof] f-olm| gt FS ml A= A S F 4 U F A= T8 8S ohmo N, THE AEF
AUtk A, Tojmof et 7HE SR AA EA4d o H Aol thet ehE ] FoS sl o] 24 7|25
L gl o oo W) x| = FFol ol YA A=A Atk dl oA 21971 ok S A, axul A} Rk
Lol QkTh Tof &= J1/A Heke] A Glo] 7M1 & = FAIBSE] 7MY JIEFAA 0 B4 o] 7Hd &
FAA otz w2, A=A, 23 =4, 7HE FAA] het e = 2 B =of th 3t e e, Shuf o] =
= WA A5 7MY AESFAA o it H=7t ZolojA= A2 AUt AYAFES HES
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