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A study on the impact of curiosity on relationship retention intention of Virtual
Influence: Focusing on the perceived characteristics of virtual influencers
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Abstract This study sought to determine how an individual's curiosity about virtual influencers affects
maintaining relationships with them. At this time, we wanted to examine how the characteristics of virtual
influencers are perceived through curiosity, and the indirect influence this has on intention to maintain a
relationship. The perceived characteristics of virtual influencers were selected as attractiveness and reliability
based on previous research. As a result of conducting a survey on college students, curiosity had a direct
positive effect on the intention to maintain a relationship with a virtual influencer, and the mediating effects of
perceived attractiveness and trustworthiness were confirmed. As curiosity has been identified as a variable that
not only positively perceives the attractiveness and reliability of virtual influencers but also has a positive
influence on intention to maintain relationships, the virtual influencer's advertising strategy has been developed to
express consumers' characteristic curiosity. must be considered.
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