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Abstract

With the rapid development of generative artificial intelligence and computer-generated imagery
technologies, virtual influencers have become increasingly important in fashion and social media
marketing. This study examines how virtual influencers’ visual representation types, classified as aesthetic
perfection and aesthetic imperfection, influence consumers perceived attractiveness, eeriness, emotional
attachment, and imitation intention. Data were collected through an online survey, and 261 valid
responses were analyzed. Participants were randomly assigned to either an aesthetic perfection or an
aesthetic imperfection condition. Confirmatory factor analysis, structural equation modeling, and
bootstrapping were conducted to test the proposed relationships. The results showed that visual
representation type significantly affected both attractiveness and eeriness. Specifically, the aesthetic
imperfection condition generated higher attractiveness and lower eeriness than the aesthetic perfection
condition. Attractiveness had a significant positive effect on emotional attachment, whereas eeriness did
not significantly affect emotional attachment. Emotional attachment also had a significant positive effect
on imitation intention and significantly mediated the relationship between attractiveness and imitation
intention, but not between eeriness and imitation intention. These findings suggest that the aesthetic
imperfection condition may serve as a visual strategy for virtual influencers, as it showed higher
attractiveness and lower eeriness than the aesthetic perfection condition. This study contributes to the
literature on virtual influencer appearance strategies and provides practical implications for the visual
design of virtual influencers in fashion marketing.

Keyword
Virtual influencer(PHa QIEF2A]), Visual representation type(A|Z+
intention(2&2|T)
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= SAHCZE ROSIFH(#=17.069, df=223.355,
K.001), " z2Ol= 1815 95% L2772
1.606~20252 RIsIgiC %, SEAISS MO
ol HE Z7lo| JK ABRONE A0 sk
BE 22080 O 2 27 gl oR2 225

KLt ool =ZAIME SHARSO| & 29| 2

MANS O|TSl disro R Cl2X| 2|2sH ZieZ S0l
AL
42, S| Me|x U Ejd

2YRY| L2|cot EfFES S| o &
2 QO M (confirmatory factor analysis: CFA)S Al
ABIQCH  BA  ZD 2MEo| HITE i
=117.719(df=59, ©<.001), X/df=1.995,

GFI=935, NFI=.951, IFI=.975, TLI=.966, CFI=975,
RMSEA=0622 LIEfGT T2 2al= 2|47} 2t
o= £8 Vst 7IES E531 o, 2 %7 £
Yode dEoR gt fEo2 WOkl

Syl BESH R0lFst2 792~9282 LiE
2% 71F2[el 70 OldS S BolEt
(AVE)2 OiZY 735 MSe 707, H¥A o
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847, 958 879, &¥H Ofizr 916, 7ty AUSFA

M 2Yols 922 2T 70 OMS ZZSiCH
Cronbach’s a ZH= O§2A 844, AM=st 879 2+
X of2t 916, 7t ABRCIN 2YO|= 12 Lt
Lp 2230 LR Lol SE=(oit ojof & &
Tl ALBEH ZHETE LSRG} MRS B
ot o= TCISIYICHE 1],
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[E 1] CFA Results
ltems  Estimate AVE C.R.  Cronbach's a
EA1 829 %
EA2 897 xxx
EA3 866w 733 916 916
EA4 830
VI 837 *x*
VI2 928 %%
Vi3 897w 748 922 921
Vi4 792%%
AT1 899 %%
AT 813%x% .735 847 .844
ER1 822% %%
ER2 86T*** 707 879 .879
ER3 839***

Note. **xp < .001; EA = Emotional Attachment; VI
= Virtual Influencer Imitation Intention; AT =
Attractiveness, ER = Eeriness.
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k2t 733, 748, 735, 7072 LEHHCH HdoHE
L dEAR| AEge ZEA Ot ThY SR
oM 2YOl= 2t 276, YA ORfd oY 2
052, 284 ozt H5et ¢ 0052 SRIZ|UC,.
S VhY QUISFRIM 2Yol=et oy 210,
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1 dSg 2F 0322 UERTE N 2 Al
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LIELE 2 -0 S22 HEETYES &= A
o= HUSIACHE 2].
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194) Fornell, C,, & Larcker, D. F., ‘Evaluating
structural equation models with unobservable
variables and measurement error’, Journal of
Marketing Research, Vol.18, No.1, 1981, pp.39-50.
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O] Sl ¥4E ©f S| 2245 B2 Qo[BI A7t Messiof] 0jx s S

a2 —

Zolof| Ol FE2 ERISH Zot= [B 3]t 2

[E 2] Discriminant Validity Results S DL JHAF QIZE20iA0| A HE Q&S of
EA VI AT ER HEo| Rolst HA IS Drls A= LIEINTHA

EA /33 =255, £3.592, ,X.001). Ol AOIA 2 HH
A Z700| MO ok B3 Z7AC Oy AUS &
2 w3 om oo Ol warom aiSe ofnEct TRt HIS
Note. EA = Emotional Attachment; VI = Virtual EH|QICE CHEo= TH QAIEZ2AMO| AlZHA HH
Inﬂuencer Imitatipn Intention; AT = Attractiveness; o8e MEslo| Qo5 B g2 Ojaj= oz
ER = Eeriness. Diagonal values are AVEs; LIEC CoAn
off-diagonal values are squared inter-construct EHGCHA=-164, =2.497, p=.013). Ol= AOIH
correlations (¢°). S B 2710| AOIH 28 BE RAECH 45

S A4S YRE YO AFUSS A0[Eit T

Mo=2 —
2tA H2= AHEH|UCE

[E 3] The Effects of Visual Representation Type on Attractiveness and Eeriness

Hypothesis Relationship B A S.E. tvalue o-value Result
H1 VRT — AT 438 255 122 3.592 {.00T***  YES
H2 VRT — ER -.256 - 164 103 -2.497 013* YES

Note. *p < .05; *xp < .01; ***p < .001; VRT = Visual Representation Type; AT = Attractiveness; ER = Eeriness

4-3-2. OfjRiMal Messto] A ofjziloll DRl | JKBICHS ZHS 9I0fBICt Wi H3S AHEAEIQiCt bt
3% O MESte 2baa ofjalo| B0l ¥Ele 8oLt
Of2iAnt Mslo] 2 ofxiol| DR[= Bk & | EAMoR  Q0lE|  QIICHA=-046, =680,
OISt ZIt= [H 419 2Tt BA ZI} OfINS 2 | p=496). TR AHRPE 2[2f5Hs 71 QIZ2014
X Ofziol QoI5t HA HBS D= ZOR LIEWt | o MESI0| 2 ofzio] 220l WS Oj2 20|
CHp=.245, =3.505, X.001). Ol= 7t4 QIEZQM 2= H4= 712=[RUC
Off CH3H DfRINS &7 R[22 2% ofzio] Z

[E 4] The Effects of Attractiveness and Eeriness on Emotional Attachment

Hypothesis Relationship B i S.E. value o-value Result
H3 AT — EA 242 245 069 3.505 {007 *** YES
H4 ER — EA -.050 -.046 .073 -.680 496 NO

Note. *p < .05; *xp { .01; **xp < .001; AT = Attractiveness; ER = Eeriness; EA = Emotional Attachment.

433, ZTH ofj2lo] 7HY QISRAUM YT gete ORle A== LIERCHB=533, t=8.136,

ol ojak= p<.001). OF= 71t QIZ201A0]| Ciat 22 Of2lo|
2224 Of2i0| 74t QIZZ0IN DHOITO| DRls | £24E W} QBRI BHo|TI} ZIBICH: HS
TEHS SfOISH ZDN= [H 5|QF 2T BA HW, 2 | oot Rl Ho= RfENEiRict
2 Of2fS JhA QIZR0IM DHO|TO| S0/t A
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[E 5] The Effect of Emotional Attachment on Virtual Influencer Imitation Intention

Hypothesis Relationship B

14

S.E. value o-value Result

H5 EA \i .594

—

.533

.073 8.136 {00 ***  YES

Note. *p < .05, **p < .01, ***p < .001; EA = Emotional Attachment; VI = Virtual Influencer Imitation Intention.
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4-3-4, Of2fe| oppligat

Ofeddut M=E0| 7het QIEFRA 2Yo|=0| O]
2l FEolM ZEH ofziol DENE ASFE|
3 500080 REAERUS UABICE PEAEY
Yoz L= 95% AlzlHZtof| 00| EEER| Qg
A2 HHEW} RSt o= HUSINICE 24 Zut
= [H 6]t 2t

SA 20t 00| 2HH OfRIS A TH S
0N 2|0 Dlxj= ZHYER= 1442 LfEIGt
O, 95% AlZ|FZE2 050~2412 02 E3IGH|

ACHo=.021). Ol= O{HE0| ZEH ofxls St
It QIEFUM 2YoI=0)| Rofet FIE ORIC=
NS o0feiC. M2t Heas AHEHE|UC EHH M5
SI0| ZEH Olrlg HA 7HY ASFAM ZYo|=0|
O2le ZR4EDR= - 03022 LIERLCH, 95% A2
T2 -139~.0652 02 ZEIACHe=541). w2t
M G5E0| 28 ofizlg Sall Ity UEFUM 2
YO0 DI2|= ZHE=it= SAC=E Foloh| 2
Aoz 2RI, Hebe 7[2H=IUCE

[E 6] Indirect Effects of Attractiveness and Eeriness on Virtual Influencer Imitation Intention

Hypothesis  Indirect Path lEr}?gcetd 95% Cl pvalue Result
H6a AT — EA — VI 144 .050~.241 .021% YES
Ho6b ER — EA — VI -.030 -.139~.065 541 NO

Note. *p < .05; *xp < .01, **xxp < .001; AT = Attractiveness, ER = Eeriness; EA = Emotional Attachment; VI =

Virtual Influencer Imitation Intention.
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195) Kim & Park, Op. cit. 2023, Article 107703.
196) Ohanian, Op. cit. 1990, pp.39-52.
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