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[Abstract]

This study examined the impact of virtual influencer characteristics (attraction, curiosity, credibility, and social presence) on the
purchases and word-of-mouth (WOM) intentions of consumers. The mediating effect of product attitudes and moderated mediation
effect of product suitability and type were analyzed. An online survey was conducted to validate the research questions and
hypotheses. Structural equation modeling and moderated mediation analysis were performed using SPSS 28.0, AMOS 28.0, and the
PROCESS macro program. The results revealed that attractiveness, curiosity, and social presence influence purchase intention, with
attractiveness and curiosity significantly affecting WOM. Credibility also influenced purchase intentions and WOM through product
attitudes. Moreover, product suitability had a mediating effect on the relationship between curiosity and WOM via product
attitudes. This study discusses extensively the impact of virtual influencers’ characteristics on consumer attitudes, further deriving

implications for their use in digital marketing.
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Table 1. Research hypothesis / research question
3-1 9303 9 71 Research Hypothesis / Research Question
Virtual influencer characteristics positively (+) impact
product attitudes.
| A7+ HFE Q&AM Y B4 wi=EA, 5714, 4l b1_q | Vitual influencer attractiveness  positively  (+)
- ffects product attitudes.
FA, A}3)F AA7ro] 2RH|A S (% . a
] k214 i ] SHIAL Blet Ao B, b1 | py—p |Virtual influencer curiosity positively (+) affects
o, FAg¥o nX= F5kS HAES A} st} m=dlk n) product attitudes.
AE AFYA o)A A HFYG S1ZFAA 9} An)A}F 7+ H1-3 \éirggilctirgtlgﬁlr:jceeg credibility positively (+) affects
sz 1 IO = o A = - - - - —
’] Zﬂ 7@31—/14 = Zﬂ? Wsé‘o/] ‘—E‘i/ga G Xq-—i 7420]’ Hi-4 Virtual influencer social presence positively (+)
A} 3} o] B E3), ATE B3y o Foix o] EAo] A affects product attitudes.
u]x} = v)x= S ] Zo| olsfsly, vlAE Ak Product attitudes positively (+) impact consumer behavior.
o) glo] A AH0] Clrjo|EE A &sl A} 3t} Ho | Hoq | Product attitudes positively (+) impact purchase
) intention.
o‘i Uzsigj_a] Z 3ol o ﬁ 7} a1l EXL—C
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3T 2 2]5]
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consumer behavior.
3-2 G A 9 Gl A H3—1 Virtual influencer attractiveness positively  (+)
= = affects purchase intention.
Ha_p | Virtual influencer curiosity positively (+) affects
° )ézg X]— Xﬂ’-‘]’ purchase intention.
- - Virtual influencer credibility will positively (+) impact
AE 255 A=l o}-/\i HFA QST HgLe AbH H3-3 purchase intention.
HEe] ZAA HAEES EA45l7] 98l 7P Q&S A As) t3 | aa | Vitual influencer social presence positively (+)
o} W32 Q1T 2ol Ajzke ‘V—L‘?‘(SHOWY RESER! affects purchase |ntent|on.l _
o o N H3-5 Virtual influencer attractiveness positively  (+)
Aol ‘Al o) fE ZRIHS 83l tAY FUS affects WOM.
W= 3 Agrueon dﬁg}%ﬂ;}(l% 2). AE £ AR H3-6 Virtual influencer curiosity positively (+) affects
o ' WOM.
X 2 AEslgon, Ae4 AE pSS
at7] flal A A= A= HA8A AREO R H3—7 Virtual influencer credibility positively (+) affects
ST, AR AR BiE Qe o, B4 WOM.
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H EHS AHYoz 523 43 = S —
ERIRRC R & 4313015 Axsted A== H378 | affects WOM.
ulslod o Z/Kl -] 10 3y L= o] AHEE
M O]'M*‘Eq HE A A=ae B Aavt 2919 A ES H4 | Purchase intention positively (+) affects WOM.
nro}
E/‘"D}' Does product attitude mediate the relationship between
RQ1 | virtual influencer  characteristics  and consumer
. A8 Foi7} behavior(purchgse intention and WO.M)? . .
B S Does product fit moderate the relationship between virtual
*a]tﬂ zl'oﬁx]'—‘ EH E’l%oﬂ ‘]T =9l 20EH~3OEH ‘E}H "é RQ2 | influencer characteristics and product attitudes, thereby
i i ior?
Aoz AR AE F¥ol we F A AveR pr ;ffe‘“'”g TR be“a;'f’“t T
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W ul O g3 =] o= ! ! i .
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Fig. 1. Research model
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Hypothesis Path 5 Estimate 5 S.E. T(aaFit.J)e Acceptance
H1-1 A — .055 .064 .040 1.374 Rejected
H1-2 C1 - .079 .097 .048 1.657 Rejected
H1 H1-3 Cc2 — PA 712 768 .057 12.545™" Accepted
H1-4 SP - -.011 -.0183 .052 -.209 Rejected
H2—-1 - Pl .565 .503 .078 7.226""" Accepted
He H2-2 PA - WOM .087 .093 .068 1.227 Rejected
H3-1 A - .089 .092 .044 2.012" Accepted
H3-2 C1 — .215 .236 .053 4.042"" Accepted
H3-3 c2 — P .008 .008 .083 .096 Rejected
H3-4 SP — 128 132 .058 2.206" Accepted
s H3-5 A - .078 .097 .034 2.268" Accepted
H3-6 C1 - 145 .190 .043 3.375"" Accepted
H3-7 c2 - WoM .059 .069 .064 .929 Rejected
H3-8 SP - .088 -.109 .046 -1.923 Rejected
H4 Pl - WOM .535 .642 .055 9.810™ Accepted
Note. "p<.05, ""p<.01, ""p<.001.
A=Attractiveness,C1=Curiosity,C2= Credibility, SP=Social Presence
PA=Product Attitudes, PI=Purchase Intention, WOM=WOM
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Table 3. Mediation analysis results

2

Independent Mediator Dependent Direct Effect Indirect Effect Role
A .092 .158 .032 257 -
C1 236" .005 .049 A1 -
PA Pl
c2 .768 .985 .386"" .001 Full
SP 132 .088 -.006 .826 -
RQ1 A .097 .061 .086 .057 -
C1 .190™ .002 192 .001 Partial
PA WOM
c2 .069 .296 .324™ .002 Full
SP -.109 .103 .079 .163 -
PA Pl WOM .093 .248 323" .002 Full
Note. "p<.05, ""p<.01, *"p<.001.
A=Attractiveness,C1=Curiosity, C2=Credibility, SP=Social Presence,PA=Product Attitudes,PI=Purchase Intention, WOM=WOM
E 4. =&= o3t A&t
Table 4. Moderated mediation analysis
Analysis 95% Confidence Interval
- B S.E. Acceptance
Independent Moderator Mediator Dependent LLCI® uLcI”
Cc2 Pl .013 .010 -.009 .031 Rejected
RQ2 C1 PF WOM .022 .007 .008 .038 Accepted
Cc2 A WOM .011 .008 -.007 .026 Rejected
Cc2 PI -.002 .019 —-.040 .037 Rejected
RQ3 C1 PT WOM -.019 .015 -.049 .010 Rejected
Cc2 WOM -.002 .016 -.032 .031 Rejected
Note. "p<.05, ""p<.01, ""p<.001.

C1=Curiosity, C2=Credibility, PF=Product Fit, PT=Product Type,
Pl=Purchase Intention, WOM=WOM
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