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The Impact of Virtual Influencers’ Characteristics on Purchase Intentions Toward
Fashion Products: Focusing on the Mediating Effect of Mimetic Desire

Haram Shin” and Misun Yum'

“Dept. of Clothing, Sungshin Women's University; Seoul, Korea
Dept. of Fashion Industry, Sungshin Women's University, Seoul, Korea

Abstract: Virtual influencers, who are emerging as new players in digital marketing, impact consumers’ purchase inten-
tions. They promote positive perceptions and mimetic consumption of specific brands or products through interactions
with followers. Therefore, this study aims to examine the effect of the characteristics of virtual influencers on the pur-
chase intention for fashion products through the consumers' mimetic desire. As characteristics of virtual influencers, five
factors were set: reality, attractiveness, professionalism, trustworthiness, and curiosity. Data for analysis were collected
through an online questionnaire from the 8th to the 15th of August 2023, and 268 data points in total were analyzed using
SPSS and Process Macro 4.3. The results of the study showed that the characteristics of virtual influencers all positively
affected mimetic desire and purchase intention for fashion products. Moreover, it was found that mimetic desire has a
mediating effect between the five characteristics of virtual influencers and the purchase intention for fashion products.
Mimetic desire fully mediates the relationship between reality and the intention to purchase fashion products, and partially
mediates the relationship between attractiveness, professionalism, trustworthiness, and curiosity and the purchase inten-
tion for fashion products. These findings further enhance the understanding of the relationship between virtual influencers
and consumer behavior and identify the relationship between virtual influencers, mimetic desire, and fashion product pur-
chase intentions. Consequently, leveraging virtual influencers strategically in digital marketing, the fashion industry can
amplify positive brand perceptions, drive consumer engagement, and ultimately foster increased purchase intent.

Key words: characteristics of virtual influencer (%< 1=

T ¢ EA), digital marketing (C1AE wA1E), mimetic

desire (ZW<-), purchase intention (-7 2]=), virtual influencer (5L AZFAA)
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7% 58 E&3 WFY JAEFIA AR TS A FEW
I 9k HAE 7|EE vhEeizl WFY AERIAME 7MY <l
7% sh g JIFAE, AUz Fol
A3t vlel FH(meta humany©]t}. o] Al A
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w ThFSE gheolx 2ENS Ffstal, o, W opdet
SNS ZEE7: AFHow L83l HZ 23 Y E
A=E o]F Utk WFY AEFFUNE FHY ¢
AR 237} gloks 3= 3 9, RE, EHERIFE
Y Eoks =8 vk AN &8 w2 9
MZAY IS BRS F Ue FAES Eastar 9
(Jeon, 2022). o]} g7 SNS(Social Network Service)2] 3k
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ek FAmTt s FAE e ok 5 IS
= | oPFH oAU Fotete AFRS BHSaA} dh=
Aol 54 e AY 3402 Exole ERIS 2
sl =sl7|= SH=t(Wang et al., 2023), M3 QA=
xe} ] s 54 G okt ¢
Bo} A 2WE AR glol, I tiFEe] dske odEd
glo| Z2Eld S FRFOEN 2ES T WFES 2
AZE 2}1;}715 ?‘;E}(Yeung & Bae, 2022). B Yo7} Al
] 0 EEH I:H Eo{;ﬂl:_o] SNSOHH :ﬂ—i_ﬂl:_;q_ ;{1;(—1
ATIA B “‘%—8— ol50] HFY AEFAMNA s
75, aso] FEe AlFel dE 7R Bislr] AlRbst
ATk

AP ool R AERIN B HAATE B

T} WoMell mx= He(Lee & Kim, 2021), 2|3 HF

A QIZFRIA9] E/do] SNS o] gte] Rie|we} FEow
U2 F(Wang et al, 2023)7 7o) HIFY AZFUA 9
542 SHHTE, PR BYEE SEUSE sl £
Mg AT olFoldl AL & & Ao, HFY AT
Aol o] LHAke] R8-S wifsied sjAAE Fulele
o MAlE TS the Ave oF EE As & U
o} 53] Edl=o] vizket dAAIFe] 79 AnRES Ha b
Alo] F7stAY Bslalat sk Algo] AdElRh AlES Tl
ke Aol Joevw, BT JAAES
= 2HRRe] ool fFol] e A= Ta7 nisd
FE E F Atk ol & dAFe HFEL IETIAN 549
SRS Wel 3, WMFE IETAIAMY B AAE +
melE 7he] AAE FRIs o5 Ale]o)] mukEEl= il
A7 A8RE W owst YIS PIAIEAE AHEe e
HEFd QST gl tigh w7l &S SRl )
Ag-e] FHo] Sik

ol &ML YyFe Fadk A 89l T shidl =i

S W2 WEFE QIEFAAM] B4, 2elal sdAE

5 #Hoh
2. 0|2 iy
2.1, HFH QIER0IMe| 7Y & §F
WY QlZFAA M (virtual influencerys 7578 ZefF 3} <l

Y
I

i Azt YA E AEZ, SNSoIA
ME A3 HLee & Kim, 2021).
JNEFANME BEHAIA 7P &
JE=Ul(Yi & Shin, 2022), YWHH o
g5olx A AR d5s A
bE §1—£o] A}
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,APIER 388 98 eEo] A3 diFE0]
Q1 erE FHE ¢ s By ol AA <l
te] Hlgo] Atk Aol Ark(Yan & Kim,
lolli= EAISH) A, A Q173 e 9w
,del, A9, 2e) 5 PAIH 5L A,
sAvtiole] ek Bmslel ) PF % ool JL
?d\:]-(Andersson Sobek, 2020). ©]9} e HFYE AZFA
e Q2Ead, SRH, BE S3 7k AAdn|T]o]oA] ukE
&, AF T8 Y 41—3— Fsle T OF A4S s
AL (Cho & Youm, 2023), TAe] AZFAAMXT SNSZ 3}
Hut 7iRle] GRS Il Al tieES U Ee HA
A& FREOTHA AALHA AFSP|% Stk (Korea Marketing
Research Institute, 2021). ©]& T3] WFYL AZFAME U
A AT S opfel s AR o Bk 2
Mol 3 ABF TR Go| 7PsF shie] AR 2 = Uk
(Oh, 2022). °lel Wk A AAS] Sz ol Aetrgs)
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22 Zvdvt]ofoA HEL IEFAME FE5 9 &FsaL
Aow 5o FHI HA=S AFS T Asshe
AARS ®WeltkJohn, 2022). B3F 229 2] YAl Emergen

Research(2023)— 2022 715 9F 2959 P (38% 7,040 ¢)

AE wFd JdEFAAE F2E APEFRIE 203200 =
56119 Eaimm 1,6329] 9), A" YFES 34.2% ©]
28 HFd AEFAAM Ao JFHo] do= v s
Ao 7 AvstS tH(Emergen Research, 2023).

A4 =T fY 5 AL Qg AT e W
o QdEFFAME ¥ wAZHLIl Miquela), ©l7HImma), 7
(Shudu) 5°] o, Ao = 24 (Rozy), F(Lucy), ™
O]E.(Mave) o] thEZ o)t} o]EE& Table 13} 7Fo| o] &,
2lom] Ape] Age] WYl BHl=E
3 e Fwe BRslE wAsk ook

e

:

O}fﬂ
FH o4

& W QRN W, 71, B, el 5 Che
UL AREA S 5 ow, A ABF) o] 3|
A, R, A 5 O 9 okv2t B 4lel 2 1

F W3 A7} Soler), Ed BAS ofnHo] we} 85
98 AHEA B4E U, A LA 252 Fa) A
g8 PEgo R FHAOR LS BAE o] 9T
2 wAe o et AF TS fEsts 98 s oo

(Lee et al., 2021).
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Table 1. Major virtual influencer in the world

Name

ame

N
Ph Foll Virtual i Ph Foll i
(Origin) oto ollower Virtual occupation (Origin) oto ollower Virtual occupation
Lil Miquel R h
! (Uslgl;ea 273.5M  Musician, Model (OKZgreg) 16.2M  Musician, Model
e il B ‘ .—h
https://www.instagram.com.
39.6M Model Lucy 17.4M Show ho§t, Model,
(Korea) Designer
Mave
24.1M Model 23.5M K- Idol
ode (Korea) 3.5 pop Ido

https://www.instagram.com.

Note: The follower count was measured as of October 27, 2023
22. W% AIBEToINe| 5Y
]

=
BRI E QBTN A2E FHOE o5
Y3 % vHAY Feeld o]l

g Il FEFE VA F AUk dE Bl HFE AEFAA
o wigA, WA, SRE, A2, FFAY T 54 B

sl

=
aAhe) BAEe] e elmsh AFe) M4 i gHe
3

EFAM7E 2t B4 fd= BRIz |
oA AP A MP A2 HE MG AEFAX] §4 F
EA4E vt o] Aesisl
APAFoA] HFD JAZSFAAM S 542 Table 29} o]
5 714 (curiosity), ™l B A (attractiveness), 173~ (authenticity),
71324 (professionalism), A1Z]d (trustworthiness), E414 (reality),
A (similarity), X12%(friendliness) 5= X3sh= AoZ
eIt ol # AFoAs HEY JIEFAAY] S48 &
H|Z} ool gl mjyiRiaee]l Bk St A
A FEOE JAFHIY A, wiEA, i, A=, 571

Ao BFsl, olF Fal AR THES

rot
o
o2
2
-
2

stk #H2 oY
A A Abst T

o] SgskE HEFY AZSFAMES B
Hol o] Axe d4Z I 138 AALH L A=A
4 774 38 58 Bt o]E2 3D V& X AIR &4

gl
IS ASHE Ashe 7Ie= A=, 53] Al 7|9k
71&e Alds} e gl sloly 2ldEEe ke A
o] E£7JolthLee, 2023). ©]¢} 22 WFYE AZFAA ] A
ARl QR= ARAPE 250 AR AFFAAL e FF
S PRIt sk T8% 24U F e, o
g J&S vE 4= rh(Zhang & Ren, 2022). T=3F A
AfoME MFL JAFFAX S AZH dado] AlEda) A

>

r
<
[

[S]

T

o

=

MacDorman, 2010).

AP AR e ARE P oR Anxp) AR
A zbehe AEZ 2u|3tKKim et al, 2009). oJ= F& AlA|
Z iz ALsA wige] o922 FAEM (Lee et al, 2021),
AAF wfge] emiry Aligrpel he A= B AF F
o QJEA A4S ou|githA AlS)H mjEge ERRlzte] Ao
Al Uehs oA Tl T AE, wivl 58 oSt
(Hakim, 2010). A3A7ol] m=2H HFEY AZSFAXE] 2B

=
o W, WE e A B ASE fEEe Bsle]
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Table 2. Research on the characteristics of virtual influencer

References Virtual influencers’ characteristics
Lee et al.(2021) Curiosity, attractiveness, authenticity
Song(2022) Professionalism, trustworthiness, consistency, originality, attractiveness
Yuan and Pyo(2022) Curiosity, attractiveness, professionalism
Park(2022) Attractiveness, trustworthiness, professionalism
Zhao and Han(2022) Trustworthiness, attractiveness, similarity, curiosity
Kim(2022) Curiosity, reality, attractiveness, communication. parasocial interaction, trust
An(2023) Intimacy, authenticity, attractiveness, professionalism

Yan and Kim(2023)

Friendliness, attractiveness, reality, professionalism

211] (Park et al.,

EgS 1:]._‘?_ 1:].0]:6]—

ME]-(Park 2019). €A ©h

%h'& 5%7}011*1 ;_%—5—}1 U= WMFE AEFAMES] FEHU
29

=]
Sdoze Hudd 4% ¢ A, 285 MZAT7E 2938

al
whel 55353 EdUS RE #FE & 2™ (Premia
o

Partners, 2022),

o] 2 wFd AEFAMES] mfHH )AL Al
dE ol 1\_ Léo =

ai‘ﬂé HA=A 28] 2vREe]

g21o] A7ZF Ax

(McCracken 1989), °]& ARl \‘41?1 Z2HAFES] AEES
EolE F83% aio|th AHAE JIEFANTT FHste
EﬂzJ ez Eaj, 22 29 ¢, JHe A
nlEro 7 o]So] ALAL st} o] ng 3 ARE A
= tiate] ArAo] oty IaEH ARREL Y o
AR GA SRR 28R g 7, AZ|Er}T HoxH
J 242 BlES BlthPark et al, 2022). 3k AH] }5

01rl r}u m

F”l

-

v

o ARl oize Fusie] ke wax* o W % ot
3 kel el A 2 AEFAS) e L
ASl SNEY Aol GBE PIY S ek & Py
2022). ol& B3 MFE AEF

QA A e 2
AL, S Telio} BE MEAS gl AuE
A ARl n EATIS ARE AT WSS 2 5 9o
U, 3 GPISH Al 7162 wigoR BEgss 49 9Fe

FINANY AR R 2EFOEH N WS ek, B
FHoEE WA AETANG BAW AFS) P} YE
A 9 HA & dee ¢ 5 Ao

rlo

A e 2Pt YRE Agske tidel st Be 5
Sl =g ofulST (Yoo, 2015 ANAEE QERANE B
2% 2 Aoashs Fgdolr] AFE A =™ (Alexander et
al, 2019), ol& &&3 AEFAA v LHApeL AEF
Sxste] AEE vpEo R 2R A5 o ® F3 WA
FTE F UAEE gl oy MR HHE TE e
o)1 ¥xo]th(Childers et al., 2018). g Zel= AY4ta}
A AEFIAMeN i A2 2uREIe] dA FAel

FEFS X Y4 8oz IHA Ao (Lee & Kim,
2021) AEFAMTE FR3 AXNES Y 2 7V 25
FE FEAA o & AEFHE R, o9} 1
VH Bzl 5ol A
Yuan, 2019). o]l w2} WFY AZFAA 9] 214 AH|At
0] HFL AETAM H=
1501 Agshes BEU AARAE B
o] WalE Joy|= =93t tﬁ.? % ? 2 Et1(Zhao &
Han, 2022), ¥ A7olME BFd Z=
Eo] Algshs AR} T2Fo) *Ji%];_
£ Aoz Aot
IS Nz AN A2 4 el tdk <179
S72A, A Y5 Z%ﬁl»”— AL onsH (Litman &
Spielberger, 2003), ¢l= UA| =& AFol| F]& 7]&0]L 9]
£ B3 ANE FEE2 %Hé'ékﬂ%} he AT o8 Ao
4 AtkBerlyne, 1957). 3 7|42 A 2lo|u} ofsle] Zz}
o Tt oA EAYSI = 3=t (Loewenstein, 1994), o]l
uje} AA Al ] oEg ARE ARz wARE
FY JAEFINE 2 A AATVCER AHE] SIS
ol = Qth(Lee, 2021). 2HIAEE A2 F39 TXA
Y FRoE E8EE wRY AESFAME F8 Fr3
371418 =4 = 2oH(Yuan & Pyo, 2022), 9 AF3H

ﬁlﬁ‘u— 0471% é

ot T NO

F Qe =AY e A EAs ks M
Azkolghs ARde] F=Al EEAH ZUAE B dis C°]
213

B4 WIE ShiTHLee, 2021). olAE o] %
o arlzjsle] ARUAE Fgel 71 A
dtete] IR S5k 21o] WG AEFACN o]
= S e BN

RS E A
2 oAk 4= QTh(Yi & Shin, 2022).

mlm

N,
fr
1-011
N

o=

2.3, AH[X} BYET

ZB|AkY] FHFE = BRI B AFoL; HAlEE A
dshs dl 9P vIAE fdow, ARSI Bandura
(1962 WS THE Al A%, oo} EE BEs B33
3 olg wat she HHE QoleitkBandura, 1962). EF
AHAEE T Alge] B TG AN SHE e
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7] 913 54 2oke] ML, F7e, 32 Fshs Al 9
I &M FIH 58 BUERE A% EO]El(Blkhchandam
et al, 1998), °1& T3l &= LMt B AF Ee

BAH=E Meste d 932 vAE 82 F VR B F
Ut E3] F3lol wzd fAAESe 5 B35S S8 2 7
27F A=, ojnf Riolgti s & ol Q7] 2
Aol 8o FukEjolof sjAle] o] 7FsatHKim, 2003).

o9} 7 Atik and Firat2013)& 9|4 7 9}o] E(fashion
diffusion theories) 5 King(1963)2] 4373} (Trickle-across
theory)S &3l w=ARUA A 404 o] dufel Sk
o] &R RG-S AFea, o] 2 Qe IAAEFS] )
=7t FU1e & vk AS AHah sjdoae] BHke] &
248 AFSIATHALk & Firat, 2013).

e wiiu|toe] S-S Fa O W2 ARt /9

AE9] 2EldS A HWA o]Fe] o] AnHxEe] A
¥} glo|Z 2o wX|= FFFEe] SiE il JTK(Choi, 2012).
9] X

ZFAAM R AT Faze] vlE| dujdes F44
HES 8 7Fsdol A ARz glo] tvid & dof, &
HAES ujRolA] Thokst ARES Fusks T2 S I
A e AF #HE 7Y 2RS4

(Wang, 2023). o] &HRP} IZRAA wiA”el ks o g
Folatal a5l i 39932 HeE 7%‘9&’%1 o g9E
oL Fgle = J o (Audrezet et al, 2020), |3 21Z
FAXl e 5o =7t ﬁ”ﬂ"iﬂ o ARRES E
FAME A H FYAet LA} st B 85 (imitation
behavior)2 H.1THAwasthi & Choraria, 2015). ©]ol w2} W
FY JIEFAMY B2 w3k 25| FasAv 283 A
Foll #E 7THAY sk § HEY AEFAAY gl

ZoEld e 2t sPsAdo] Atal 8 4 Utk(Park, 2022).
o]HH WFY AZFAME SNS9 st viAE E3) uis
oAl BRbe] thide] HeH, BHET = HEY JIEFA
ME &g A g a3

9 Meke sfuely 2nAe] Fujelwst
£¢ dZshe U Yol F23 W 2 % Uk

ole} B WA ATEANS] S43 wiaTo WAS

| Sl el s

Sh1n(2022)-4 Oﬂ%ﬂ IMe WFd AEFAM] B 5 wiEA
o 171“ o] mrkg-of Heo] JFgL wRltkaL sleH,
A ASTAA EAo gt &H)Rke] A]zto] 8ol WOM
o lelb J&ol thale] #4918 Lee and Kim(2021)2] A+
M Aol el o] JaFS mFITkaLl ssivh(Lee
& Kim, 2021). T3+ 5 <1ZF0x EA4Jo] SNS o]gx}2|
ko o} LE o) mx ko]l #3+ Wang et al.(2023)
o] Aol MFY ST 94°J§}9} 2720l o=z
B2l B Fo IS ux|= Aow =l (Wang et

S Aoz e
al,, 2023), o 3l

Jé‘

_4

L
-

of

09

g Aol slvlste djeistel A% & @

ol AN B QlERN] B4 5 AT A

2

2L /M e e Gsgon, WYge) A A8
9 AT fARE B /T g RS gelsel day
gAY % NEe] Tl Fol JFS ) Aoz

2.4, HFE QIERIMe} IIMAIFE Folel=

TFrjel=g Fujataat she &9, 3%, o8 7Fsd T
I} 2k Baso| gk T3 HrkEA], AH) i1 Al
oA A HIEH AZH HEE O]Elfﬂ'l:}(Lee & Lee,
2021). YR o= Hjoee B AES Fulslaz} ke ¢
T2 A ] PFoF olojF Aojgt didehs 7P 2y
3 WFE AFQ—QU% ZH|Rpe] o] oA =2 el o Y
o] dAAvE B F JrhKe, 2023). WA P Fuj
PEe AT F %t 7 A9 NEE B £ glom,
nHAY G295 metsle b Foe 938 sk Wit
(Huang, 2019) ole} 2 o QJAEFAAS} A-E

o e o

< o AFS Tt ske APl %Eaixm | UeR=u)
(Hwang & Park, 2021), Aol m=m ASFAAM et
AF T} =248 AZFAA 7} 3= Balty) AlF9 o

g AR T B Folx] A= iR olojd JheA BEgE Eof
Tkl 8192 (Chung & Cho, 2017), &M} QIEFAA
TE o]E9 FHxE 53 AFel U Hrh) JRE &
ol T AFelt Hal=o] et ez} Fujelo]
1A= ASZ YePth(Lee & Lee, 2021) o]a}
B 71eS vio R FusH 7dE Mg
Axe} e FEFEE 7THIH, o5 *c}%i@ =7
o= AZE gut]olE o A AAIY B ZELA
SBAR AF MRS FASL Pzl FFS Rt
(Andersson & Sobek, 2020).

HEY AZFRAAM L 3 AAF
H, Lee et al.(2021)8] HFE AEFAA EAo] HH=
oF ol nXe Gl e AFolxe H%%%* HESS
oMol B¢l w714, miEAde] Hals HEE mi/= sk &
vz} Fjelzel] FAH] FFE VA e ALE YEion
(Lee et al., 2021), Zhao and Han(2022)¢] HF& <S1Z-FoiA
o] Bdo] pulofmof HX= FIol| st AelME A
WEA, FAME, S714e] B BT g Bl oz, Jtuje]
T B 384 IS AE Ae® Ueth(Zhao &
Han, 2022). =3t Yuan and Pyo(2022)7} 97-3t M54 AZ
FAX e EAo] Fujero) mXe delMe 3714, v
A, AfAo] AH|Rte] oo AR FEFE PA= A
S 2 YEREI(Yuan & Pyo, 2022), Yan and Kim(2023)<]
FE AEFAA &4o] TRz o]g REF Fujo s v
Mo R A FHE vX= Gl g AFelx=
HEL AZFAX S AT (reality), 21 h g, e =
T Fujelxe] S84 JES vAE 2R JERTH(Yan &
Kim, 2023).

i ol ook rE
[ mTS
o
2
r_>‘: n°1' it 4t
r =2 o2 o
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O]E
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Fojol=ste] #AE Ablu
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ole} g AmjAte] RAHEIL Fujolwe mXe
2B A3}, Hwang and Park(2021)9] ole]Es FHHAM =9
EAdo] Amjate] oz}, muF 87 FUA] Se)t AAE
njeje] mRle Gl Bt APelrE ololE FHEMES]
IS} B o9} AEE dAAIFe] Fulder) B
Zo® Uehtom(Hwang & Park, 2021), Cho(2017)¢] TIA|
ool gk Bi=et Farel] Sgske AT tigk =
AT AnjRte] pujelx gl ERGEI ofH AHdA| vt
VEAE B3 AFolre AZFFAAC e 2 Fert
o g EAFe] 5o BT fonek Jae

==
A= Ao2 RIS UATHCho, 2017). ESH Wang et al.
H

O N

(¢3

(2023)°] WFH QIEZFAA 5do] SNS o8] Erfelw
TFEoo] mXE PPl A3 AT = HFA QZFAA
o gt Bl ozte] Ue AHAELS o8] gk ET
£ FEA7V7] S8 vFd AEFAAY ZElRIoY AlES
2sle] ks Ade] w2 Ao® YERdthWang et al,
2023). ol & Aol e A 1S 8-S nlEeE W
A QIEFAAM ] dAA, wigA, AEA, A, T4 2
2 540] WFY ASFFAAML Fgeta B, FHs=
HAAFL] ooz X TS AHBI, oje} | B
WETE sl sAAE Al EskA] ol 4 YA
gelatarat gt

3.1 K A o7

o4 g WiEoE WFY JAEFAA] 54U A
A, =g, AR, 2B, E714e s gQle® S o
T7HdE ool o, AAE P Eet RS 71
AAE A8s7] H3l Fig. 13 o] A+RHS AT

Hl: HFE AEFAX ] EX(a: FAA, b: mlEA, o AT

Virtual influencers’

oJste] AN WA EAE 74 Roltt.

32 88 =+
B ATE 93 A¥Ae] BYEE HYAToN A5H
Qo= PHAGOM, WEY ABETANY B4 U a7,
ko [e)

HAAF Foje] =l #E FES BT likert S8 HE(1=H

], HE3d QIEFAA ] dAA A =52 Kim(2022)2]
AFZHEE 528, gl A3 §52 Guo(2022)0] AT-=E
FH 553, dEAded ek 352 Yan and Kim(2023)3
Hwang and Park(2021)2] A725€ 5%, AlgAdl] A3+ &
52 Ke(2023)Y] ATERE 55, s A3 FE
Lee et al.2021)9] ATFZHE &S Fazste] L3313t
ek mukate)] Bet E-2 Yi and Shin(2022)3 Hwang
and Park(2021)2] AT2HE 97&S, AWAAFE ooz &+
& FES Vi and Shin(2022) Ke(2023)¢] GF+-EHE 5%

Exjo] A 8]—7:'21’ Z]%j A5 FE FgHo }‘\jt;]_fséé]og’ 1,]_

=

> > h
o] B 330l 7k wFd AEFAN B FEL2 A1
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Fig. 1. Research model.
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B Ao B AMEE 268% $H X9 A7-EATEH
EAS 23 A 2] AES o4 1959 (72.8%), B4
7378 (27.2%)°] FrodstHor | 30-39417F 1369 (50.8%), 20-29
A7t 10278 (38.0%), 2041 B[R] 309 (11.2%)02 LJERSTH
HFeH e sk Z9o] 1699 (63.1%), L5 E%o] 34

B(12.7%), L EY olsk7t 3178 (11.6%), ekt At 5
°] 2475(9.0%), tiskd st oldol 108 (3.7%)2-= A=
ok TS AP AREH O] 103%(38.4%), S 557 (20.5%),
R 329 (11.9%), AHIZ=2] 22 (8.2%) 522 VERt oM,
4 it A5 2009 ¥~3005F Y o]srt 789(29.1%), 300
w A-4009r A o]Elrt 487 (17.9%), 1005+ A °]dk7t 407
(14.9%), 4005 9~6005F Y ©|5}7} 34%8(12.7%), 1008+ &
~2007+ ¥ o]&k7} 359 (13.1%), 6005+ ¥ o]Ato] 33%(12.3%)
o7 IRIF) o] | 7P 7o) 7e WFY AEF
A Z= ZA7F 88 (32.8%)= 7S =AI UEReH, HolE
757 (28.0%), FA] 5478(20.1%), ©17F 1678(6.0%), & vlAZt
149(52%), 77 10%8(3.7%), 7TE} 118 (4.1%) =22 VERT

Table 3. Result of exploratory factor analysis and reliability analysis of independent variables

Variable FacFor Eigen Varial?ce Cronbach’s
loading value explained o
Reality
X4 1 think the virtual influencer seems like a real person. 733
X3 The virtual influencer gives the impression that they could exist in reality. 713
X1 The virtual influencer’s appearance or behavior feels natural. 690 2.568 11.675 826
X5 1 think there is little difference between the external elements of the virtual influencer, 634
such as appearance, fashion, and atmosphere, and those of a real person.
X2 I think the virtual influencer’s facial expressions and tone of voice are realistic. .624
Attractiveness
X3 The virtual influencer has a sophisticated image. 743
X1 The virtual influencer has an attractive appearance. .679 2.831 12.870 811
X4 A virtual influencer's voice, gestures, and other expressions are attractive. .590
X2 1 find the virtual influencer appealing. 584
Professionalism
X1 1 think the virtual influencer is well informed about new fashion trends. .807
X3 1 think the fashion styling and directing abilities of the virtual influencer are 779
excellent. 2.889 13.134 .852
X2 I think the virtual influencer has a lot of expertise in fashion. 767
X4 1 think the virtual influencer seems suitable for advertising or promoting fashion 581
products.
Trustworthiness
X2 I can trust the information provided by a virtual influencer to purchase a product. .828
X3 1 think the posts made by the virtual influencer are trustworthy. .789
2.987 13.579 .902
X4 1 trust the words and actions of the virtual influencer. 770
X5 1 think the virtual influencer does not exaggerate or lie when providing information. .760
X1 1 believe that the information shared by the virtual influencer is reliable. 730
Curiosity
X4 1 develop an interest in the products featured in the advertisements or content of the 200
virtual influencer.
X3 I have a lot of interest in the virtual influencer. .688 4.168 18.946 .880
X2 If the virtual influencer posts about my areas of interest, I think I would follow or 74
subscribe.
X5 1 think I would watch if the virtual influencer appeared in an advertisement. 612

*

KMO : .941, Bartlett’s test of sphericity 3°=3648.335 , p=.000
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41. £ 19| Efetd & MEM HE

ATRFAA AAE 279 HAES] g§dAH WA 43
S HAZsP] Slsie] &3 221843} Cronbach’s alpha #t<
gk AEE BAE AEATE old 9R1EAe WEH
(Varimax)E AH&-3192™, J-H37k(Eigen value) 1.00 ©|4=}
LAFAZF 500 OVB% 7IEe R dAA N, g sl A
4 SN, A= T, 214 N, 2E o, SAaAE

OHTI

(364833507, F2]3t IS 2= Ao 8 Yehgo ]
] KMO S5&= gugoz (9 o]AolH Al z__tq 0.8

0.

ol folH F2 7, 0.7 oPdolH AFet 2= AHSHH(Song,
2009). 3 7} Helo) thak AmEe 57141(18.946%), A4
(13.579%), 24 (13.134%), "2 (12.870%), B443(11.675%)
T2 UERTt oleh 3 WclEe] AFE BA4E Als 4
3}, AukH O 2 Cronbach’s alpha AlS=7} 600 ©]do]™d H
A AFAo] wra B & JEd|(Wang et al, 2023), i3
Ao E B8 H2le] Cronbach’s alpha A7 .800 ©]de

FJ

el S % 3olel FEo] o 2ARAS AW B =, AT FEow Y
A A, 71zl mEg wigd i), JEA UHEH), 571 B Aol ARgE FEQIQl Fulelmel] thEk Q1w
A VHE)E] FES At F 3670e] a9le FEsIith AEe B4 43, KMO == 890, Bartlett®] 734 A4
B Aol ARgE SHHRI FA, migA, A, AE] A frelgtE 000(1050 54202 )3 BlgEE zhe Ao
A, 40 Ud gaE QR NHE BH Adt 2 deson], welel tis AREe 78256% ek W
Table 33} 72t} W* KMOAA Z3 941, Bartlette] 734 ole] AFx ¥4 A3} Cronbach’s alpha A7t 9302.Z, 4l
A4 A3 F9F3Ee 49 #FA 052 FH2 000 28 $F0 2 EPSTHTable 5).
Table 4. Result of exploratory factor analysis and reliability analysis of parameters
Variable Fact'or Eigen Varlaince Cronbach’s
loading value explained o
Mimetic desire
X1 1T want to emulate the style of the virtual influencer. .842
X6 I want to purchase the fashion products that the virtual influencer wore. .839
X8 I have felt or have tried to follow the makeup, hair, fashion, etc. of the virtual 239
influencer I like. ’
X3 1 want to live like a virtual influencer’s life. .832
X2 1 want to change my appearance to be similar to the virtual influencer. .824 >.786 64.293 930
X9 1 feel like imitating this virtual influencer's tone of voice, facial expression, or
. . 774
behavior, or have tried to do so.
X4 1 want to be stylish like a virtual influencer. 770
X5 I want to be trendy like a virtual influencer. 766
X7 1 have purchased fashion items similar to what the virtual influencer wore. 721
KMO : .915, Bartlett’s test of sphericity 3°= 1749.936 , p=.000
Table S. Result of exploratory factor analysis and reliability analysis of dependent variable
. Factor Eigen Variance Cronbach’s
Variable . .
loading value explained o
Purchase intention on fashion product
X4 I want to purchase the fashion products recommended by the virtual influencer. 905
X2 I would like to purchase the fashion products that the virtual influencer wears or 295
advertises. ’
X5 When p}lrchasing fashion products, I would consider the products recommended by 895 3913 78.256 930
the virtual influencer.
X1 I am willing to purchase the fashion products that the virtual influencer wears or 875
advertises. ’
X3 I would likely share or recommend information about the fashion products that the 851

virtual influencer wears or advertises to others.

KMO : .890, Bartlett’s test of sphericity 3°=1050.542", p=.000
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WFEY QIFFeINS] TYo] AEAE e PR §F: ZYGR0] adE SO

w7, BAAE Folels
T AWAF PES BESH]

At A3, VIF

(variance inflation factor) #tol 1.837~2.978% UER} A7}
NS gRlsiint.

Table 6. Result of correlation analysis

9

o frelnek JFe =R HE5] 18 Hayes(2018)7}h A

eFal SPSS PROCESS macro2] Model 42 ARE3le] mizia

= BA3E9om, 2 A= Table 72 2t}

A5 Ad, e mHkeTo) gl P vHxE He
Fehgom, SAFSR Fo3FAaL(B=.545, p<.001), ©]
Jo] ZFe4E R8T 13 old shsAde] AXITh
o gk A2 o HA FES

ol Aol FF Tviele gk szt A

st} 2SS EA4S AejeM el &
S HXA] RO (p>.05), &

EEEDELE

Pa )

Inter-construct correlations

Variable
1 2 3 4 5 6 7
1 Reality 1
2 Attractiveness .605%* 1
3 Professionalism S579%* 659%* 1
4 Trustworthiness A82** .504%** 520%* 1
5 Curiosity ST75%* 666** .594%%* 729%* 1
6 Mimetic Desire 545%%* .569** 528%* .692%* T74%* 1
7 Purchase intention on fashion product 500%* 594%%* 576%* T15%* Wik .866** 1
*p<.05, **p<.01, ***p<.001
Table 7. Mediating effect of mimetic desire in the relationship between virtual influencers’ characteristics and purchase intention
Unstandardized
Pathway coefTicient B t )id F
b SE
— Mimetic desire .665 .063 .545 10.591%** 297 112.164%**
Reality —  Purchase intention on fashion product .609 065 .500 9.420%** 250 88.744***
. . . .050 .045 .041 1.117
——————— —  Purchase intention on fashion product 750 398.387***
Mimetic desire .081 .037 843 23.047%**
— Mimetic desire 715 .063 .569 11.290%** 324 127.460%**
Attractive-ness —  Purchase intention on fashion product 744 062 .594 12.034%** 353 144.809%**
. . . 187 .045 150 4.122%*%*
————— —  Purchase intention on fashion product 764 429.770%**
Mimetic desire 778 036 781 21.527%**
' — Mimetic desire 617 061 528 10.150%%* 279 103.019%**
Pm;l‘zz:"“' —> Purchase intention on fashion product 671 058 576 11,4915 332 132.034%%
. . . 192 041 .165 4.729%**
———— — —  Purchase intention on fashion product 769 440.488***
Mimetic desire 776 .035 779 22.379%**
— Mimetic desire 737 047 692 15.639%%* 479 244.582%**
Trﬁlsrtl‘:s‘;“ —» Purchase intention on fashion product 759 046 716 16.703%%* 512 278.975%**
. . . 237 .043 223 5.537***
————— —  Purchase intention on fashion product 175 457.027%**
Mimetic desire .709 .040 11 17.621%**
— Mimetic desire 794 .040 774 19.927*%* 599 397.091%**
Curiosity —  Purchase intention on fashion product .805 .039 187 20.789%** 619 432.169%**
. . . 298 046 292 6.456%**
—————— —  Purchase intention on fashion product 783 479.017%**
Mimetic desire .638 .045 .640 14.176%**
*<.05, *¥*p<.01, ***p<.001
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Table 8. Results of significance test for the mediating effect

Mediated effect path p BootSE BootLLCI ~ BootULCI
Reality — Mimetic desire — Purchase intention on fashion product 559 054 4495 6616
Attractiveness — Mimetic desire — Purchase intention on fashion product 557 065 4343 6881
Professionalism — Mimetic desire — Purchase intention on fashion product AT9 057 3727 .5968
Trustworthiness — Mimetic desire — Purchase intention on fashion product 522 048 4324 6218
Curiosity — Mimetic desire — Purchase intention on fashion product 507 052 4092 6126

ool Fogk A TS AT FOE ERITHB = 843,
p<.001). o5 3l ST FUI Pz 7o) dA)

oA gk i EE vepdths A8 AxRITL & 4 Qlek

mEgde muk8 o) Aol IS mjXE=E oz L}EP/L
on, BAHOR FolSAL(B= 569, p<.001), o= unaﬂ
o] e e w3l Fold slsAo] ARthe A
nlgit), gk i Pujowew gl 601—# 121
o2 Yepon, SAXoR folslli(p=.59%
£ iEgAge] 245 s Ee ezt A Qu]smr
e/ BEE A AdueliE o] AR FHaat
2 AR Fupoleel] folgh JEFS 7 H oM (B=.594 —
150, p<.001), ZHFE-- W3 Fujjolcef {03k g2 JS
vHTHB =781 p<.001). ol& FWLZ7} mjEAds) Fufelw
o] AA oA BB wpfEAE UEPAITRE 2 AAlSaL &

fr rulo

S
=
:—/
_,>'.\4lj_,o

AR e maTo] 41l JFS wAe o= vekyt
B (p =528, p<.001), ol HEA
Fa T Rk ol sPsAlo] AXTRE AL 9
N

/\3_10__ '—TL‘:’H—’L-—OHE 2] A 0] Oﬂzrk_ u] Al

= AZ9l %

= 9 o
i‘ﬁl oy

oft
o ox
T L)
o L%
i o

Wr‘

[e]
T
kil
TL

, EAFCE §o8laL (8= 576, p<.001), ©
Awgo] S5 s et iRk AS ovst
WS FAIG et T o] d B E T 7HAs)

PA R Fujewo] Fog YIS VHHB=.576—
165, p<.001), B 3 Fufel o] o)k FA JIFS
HTHB =779 p<.001). ol LHET7} AFEA ) Fujoe
7ke] AN FE miEFE etk S AR

&N e
o
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Mo
[t

9 0}09\;(/% 692,

0\1
]
),

N
t
i o
iﬁ
H
g
i
45
o
%
g
&
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N
[ afo
lo

223, p<.001), ﬁo}%% gt %Luﬂ«ltoﬂ TrAf& ks %%LE—
mHTHE =711 p<.001). o]& FHE-77} N4z} Fujolw
7re] AN 2 i EFHE etk S AR

g % 9k

3
w, ol SAFe= %ﬂs}ail(ﬂ 774, p< 001) ol &
obd 7hs/do] AXt= A
S oujdit}, Tk 57141 —‘,Luﬂ.qtoﬂg RAA AFFS WX
= 20 vepstor, BAXOR felsiilaL =787, p<.001),
ol Ie] F4E i Ee Pexithe A oud
: Eﬂ’él% BEHETE BAE AT o) wAR 2
JARE ez folsk TS 7B o (B=.787 —
. 001), ZHFE-T w3l ool fo)3 A JgS
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%
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