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A Study on Emotional Response toward Virtual Influencers
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Abstract This study confirmed how emotional responses toward virtual influencers affect advertising
effectiveness. While prior studies have focused on the attributes of influencers, we examined how
consumers' psychological reactions while experiencing virtual influencers affect decision-making. As a
result of the study, consumers showed specific emotional responses while experiencing virtual
influencers, and confident, neat, subtle, trendy, glamorous, simple, and down-to-earth were extracted as
representative emotions. Additionally, it was confirmed that these emotional responses influenced brand
attitude, purchase intention, and recommend intention. These research results provide practical

implications for marketing communications using virtual influencers.
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