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A Study on the Relationship between Virtual influencer Attributes,
Imitation Intention, and Usage Intention
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Abstract This study attempted to examine the effect of virtual influencer, which is highly interested in
consumers, and has recently been increasing the frequency of use in corporate marketing activities. In particular,
the purpose is to examine the effect of the attributes of virtual influencer on consumers as an information
source for a product or brand. To this end, the effect of perceived attractiveness, trustworthiness , and expertise
of virtual influencer on SNS usage intention and imitation intention consumers was examined. As a result of the
study, it was found that attractiveness among the attributes of virtual influencer had a positive effect on the
usage intention, and attractiveness and trustworthiness had a positive effect on imitation intention. In addition, it
was found that imitation intention had a positive effect on usage intention. In other words, the perceived
attractiveness of virtual influencer by consumers through SNS is the most important attribute. These findings
imply that when virtual influencer is used in marketing, companies must perceive the attractiveness of virtual
influencer through content posted on SNS as well as their attributes as information sources. We expect the
results of this study to provide major implications for marketing activities such as companies and public
institutions that consider using virtual influencer.
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