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This study examines user emotional responses in YouTube comments on videos featuring the virtual influencer Lil Miquela. It
categorizes the content into three types: music, narrative, and external channel content. The analysis reveals that positive emotional
responses are more common in comments on music and narrative content from Lil Miquela's official YouTube channel. Notably,
positive sentiment towards Lil Miquela increased with the introduction of narrative content. Joy was more frequently expressed in
comments on music and narrative videos, whereas disgust and fear were more prevalent in comments on content from external
channels. This study is significant as it is the first to analyze user sentiment and emotional responses to virtual influencers using
VADER and NRC techniques. By categorizing content in a unique way, it offers valuable academic and practical insights for the

ongoing development of virtual influencers.
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Fig. 2. Content types for Lil Miquela’s official YouTube
channel
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from collections import defaultdict
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def find_emotion_words(comment, nrc_Iexmon):
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o= 718 Goy) ¥ ZA(positive) 78S HeEhls Aoz £
FEATE e EBEel #E YigolA= "That is kinda
sad being in a simulation and finding out you're not
real."¥} 22 Z7F YER oM, o] 9 ‘sad g Tl
& (sadness)¥} F-H(negative) #ES WHdslal, ‘not
real’ olgl= ¥ ¥ =(anger) 9} A (negative) A=
EREAh 954 Ad A=9] "She's a bit in the
uncanny valley...this is the first I've heard of her."g=
TANA  ‘uncanny’ @ ©@olE FEe(fear), EHiy
(surprise), *H(negative) 7185 HehllE dol2 Al
A ol gk dAlEe E wAEte] Fel=o)] gk o]-82}
o] theFek 14 wkg-& Bt sk E48H7] 918 NRC A}
e A9 F40 sl 24 IS Holerh 112 A
ToA] AR 6709] 38 F ZF Aol ol ddsh=

2 FEs g B4

Mirowskas S44 7244, H44 7249] dof w5, a2la
FAA oJu]o] o] R E]Z(Emoji) @ F-4 24 o] ZE]Z(Emoji) <]
H| =S FESke] ARt 26]. B dTE B3R QZ2Y
A I Zelzof gigk v|tjo] o] 82} kS-S o] A 2le}
H2E 74 7|HE g3 48sto] B8 Hxo| AFEA
ol 7kxt} FA|2 2 VADER 7193} NRC 74 H4]
ARE S ARgste] EATE e 2 BIAES] HREAQ] 7

A3k Aee 2w A0l shekat 4 glgit.
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Table 1. NRC emotion words in Lil Miquela-related content

on

NRC emotion Top words

real(1771), omg(365), amazing(220),
believe(173), scared(162), talk(160), scary(99),
realistic(82), super(81), hope(80), awesome(62),
freaking(51), angel(50), uncanny(45),
surprised(44), excited(42), finally(40)

surprise

wait(286), new(228), watch(122), wish(120),
perfect(113), imagine(91), fan(89), long(84),
realistic(82), coming(81), hope(80), wonder(67),
start(57), happy(51), angel(50), fun(48),
technology(45), excited(42), finally(40), fans(34),
happen(32), motion(31)

anticipation

love(1991), beautiful(192), friend(133),
perfect(113), fan(89), hope(80), favorite(75),

) vibe(71), baby(54), happy(51), angel(50),

loy fun(48), create(47), obsessed(44), excited(42),
finally(40), doll(36), loving(35), fans(34),
appreciate(30)

fake(465), slang(362), weird(172), creepy(131),
hate(130), bad(105), money(92), artificial(36),

disgust uncomfortable(32), rude(31), plastic(30),
sick(30), creeped(30)
scared(162), scary(99), conspiracy(94), hell(62),
fear change(58), crazy(56), freaking(51),

technology(45), uncanny(45), mad(35),
strange(34), fire(31)

“Numbers in parentheses indicate word frequency
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NRC Emotion X2 p-value
Positive 85.27 p < 0.01
Negative 118.54 p < 0.01
Surprise 7.48 p = 0.02

Anticipation 0.92 p =0.82

Joy 424.36 p < 0.01

Disgust 39.85 p < 0.01

Fear 70.42 p < 0.01
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