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Abstract There is an increasing number of cases where virtual influencers are a major channel for digital
marketing owing to their advantages over human influencers and computer graphics technology
development. In this context and based on the literature, this study looked at characteristics virtual
influencers systemically have as a new type of marketing messenger, and how these characteristics
influence brand attitude. Also tested was whether there is a moderating effect from innovativeness on
the relationship between characteristics of virtual influencers and brand attitude. An online survey was
conducted with subjects who are exposed to advertising messages where virtual influencers that appear
as people in their 20s, 30s, and 40s introduce products and services. The collected data were analyzed
with hierarchical regression analysis. The findings reveal that three characteristics of virtual influencers
(trustworthiness, attractiveness, and familiarity) have positive influences on brand attitude. A moderating

effect from innovativeness was found, and the implications of this research are discussed.
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Fig. 1. Virtual Influencer Lil Miquela.
Source: https://www.instagram.com/lilmiquela/
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Fig. 2. Korean Virtual Influencer Rozy
Source: https://www.instagram.com/rozy.gram/
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Table 3. Results of Hierarchical Regression Analysis
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Table 2. Mean, Standard Deviation and Cronbach’s
Alpha of Measurement Items

Construct M Standard Cronbach’s
onstruc can Deviation Alpah
Trustworthiness 3.05 1.34 .960
Attractiveness 3.98 1.42 .885
Familiarity 2.86 1.39 1940
Differentiation 3.58 1.19 .668
Curiosity 3.61 1.42 .901
Uncanny 4.43 1.04 684
Innovativeness 4.67 1.17 1923
Brand Attitude 3.37 1.32 931
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Variable Model 1 Model 2 Model 3 Model 3
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Gender -0.353* -2.042* 0.000 0.004 0.016 0.148 0.032 0.299

Age 0.047%*** 4,071 0.016* 2.132* 0.015* 2.090* 0.014 1.924
Income 0.018 0.447 0.009 0.348 0.004 0.149 -0.008 -0.332
Trustworthiness(A) 0.259*** 3.820™* 0.263™** 3.907"** 0.250™** 3.695%**
Attractiveness(B) 0.186* 2.481* 0.168* 2.248* 0.163* 2.092*
Familarity(C) 0.290™** 4.227% 0.3017%** 4.399*** 0.318*** 4.576"*
Differentiation(D) 0.012 0.178 0.003 0.046 -0.013 -0.188
Curiosity(E) 0.112 1.540 0.105 1.454 0.105 1.411
Uncanny(F) -0.033 -0.605 -0.052 -0.962 -0.050 -0.912
Innovativeness(G) 0.092 1.955 0.126* 2.460*
AXG -0.058 -1.149
BXG -0.034 -0.542
CXG 0.065 1.000
DXG 0.030 0.526
EXG 0.017 0.300
FXG -0.088* -2.455*

Adjusted R2 L0824 666" 670" 674+
AR2 L0947 585 .006 .013

p*€0.05, p**<0.01, p™**<0.001
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