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Abstract The purpose of this study is to find out audience' response of virtual influencer at the starting
line of virtual influencer marketing. Therefore, posts, comments, number of likes, and video reviews
were collected from Instagram of virtual influencers active in Korea. Python 3.7 and Textom were used
for data collection and analysis. Sentimental analysis showed that the rate of positivity was higher than
the rate of negativity and neutrality. The appearance of virtual influencer was found to be a major
factor in both positive and negative. Consumers' interest in virtual influencer could be inferred from
the neutral sensibility. This study is meaningful in that it presented data to help establish strategies for
virtual influencer marketing by examining consumer reactions to virtual influencer and identifying

factors of positive and negative emotions toward virtual influencer.
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Table 1. Instagram of virtual influencer

Influencer Number of likes Number of Number of
comments views
rozy.gram 258,198 9,896 375,756
ruuui_li 32,016 1,297 0
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Total 336,431 11,810 831,899
A9l q5S oulshz oz I AAE] s 4
ez dvkar & = AUH501. Al o] 7 QIETA
A T 7S B Foks e Hobgl o AAEd E|l
<

1)-
59587151 ©. u% o] AXFNA Bobql& Apalo] HAE]
7} givk= el tigh ol 55 Weblth the 2A4]€]
ﬂwgoﬂ 9 5203712 G A ekl 39S 5
alsh= AlAEol AT ‘Foka ol W £9leF ZRl=
= Table 20 AAIF AL AXE HE = 249
gk ool Fa AXES Ho] 4937% 7P Bk
dl, Fart Ag FUE G2 BXvhs gaw) 7P Ikt

oz AR ERIThe tigo] tit-S o] 7tk the
o 2A7 Molga AR da o ) s B

o QERA ek Abde] T 2R 286709] P2l
A Eiglon, ool 7H kel i) Eekgat 71
Q7o) WeAE Hshe RFFOITE 249 284
224 o] ko o] Bkzvl, 4UL Fa
She Qo] thpRol) Foka s} o) 57k u
2 NS AR 7P QBT Ago] B
oA AR AL AR UE, QTR B
& REAS) Y ABZAAG B BAS A 5
Stk 26 Yt Yo 18 @ A
EA 5O 7P QRN AA) QEe] AN T
ek 982 %%:«ﬂ % Qigiek. oleld Aske 4wl
Fo] QAT At} FAFESE BRS L]
AR AR FEOE FARYo] S S AR
[e)

3l
fus [e]
=71 s 4 Avke[51] RS BHoFa gl

¢

Hﬂ A}§] A ¥

4
¢

o

Table 2. Top 5 of number of likes

Content number of likes
When can I express my feelings in words? 5,958
Congratulations to our archery triple gold medalist! 5,203
My second 22nd birthday. 5,108
Inrerview of reahkeem 4,812
A surprise to go to work at Shinhan Life. 4,772
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Table 3. An example of a positive comment

comment

You're so pretty. I always support you!

The mysterious atmosphere is charming.

You're cool enough.

It's so beautiful and pretty.

I'm really looking forward to it. See you soon &/~

Your outfit looks so good on you, ¥

I love today's mood.!

It was nice to meet you Rozy «a® See you again.

The denim fashion suits you so well ¥ I should try it this year.

Ruuui, your voice is the best &&®
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Table 4. An example of a negative comment

comment

The gap between the eyes is so wide that it seems to be a little less
realistic. What a shame.

The arm is kind of weird.

The expression is awkward.

The graphics are still a bit clumsy.

The Instagram feed is so awkward.

You can tell it's fake.

It's not a real person, it's a virtual person, it's shaking.

I got goosebumps.

It's scary.

I was startled.
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Table 5. An example of a neutral comment

comment

What do you think?

Wow, it's amazing.

No way..
What?

I'm shocked.

It's eye—catching

It's a real person, right?

Who's writing the comments?

Who's taking the pictures?

How much is real and how much is CG? Is the face the only CG?
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