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[Abstract]

This study examines consumer fatigue and the lack of perceived authenticity as significant limitations of virtual influencer
marketing and empirically proposes strategic directions for overcoming them. A survey of 250 social media users aged 20 and
above was conducted, and hypotheses were tested using regression and mediation analyses. The findings reveal that consumer
fatigue significantly reduced perceived authenticity (B = -.35, p < .001). Perceived authenticity also positively influenced brand
attitude (B = .48, p < .001), and brand attitude strongly predicted purchase intention (3 = .70, p < .001). Notably, strategic
element awareness (hybrid, interaction, and brand IP) significantly enhanced perceived authenticity (8 = .55, p < .001) and exerted
a significant positive sequential mediation effect (IE = .21, 95% CI [.15, .28]) on purchase intention via authenticity recovery and
brand attitude. The study offers theoretical insights and practical implications for addressing critical challenges in virtual influencer
marketing and ensuring its long-term sustainability.
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Fig. 1. Metaverse-based virtual idol group, MAVE:
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Table 1. Strategic factors and representative cases

Strategic Factor Key Content Representative Case Refs.
Hybrid Influencer Human-like interaction via Al voice and emotion (Lotte Hoﬁgéhopping) [10], [15], [18]
Real-time Interaction Streamilng and fan. fgedback—baseq interaction, MAVE: [9]. [16]. [20]
Content enhancing authenticity and immersion (Netmarble) ’ ’
s P siatepy | Mo dn duactr dosn fcomoukaa, | e 31 171 t21
E2 ¥yl Y 5¥yE
Table 2. Constructs and measurement items
Construct Number of Items Key Measurement Item Refs.
Perceived Virtual Influencer 5 The virtual influencer is outwardly very attractive. [1], [13]
Perceived Authenticity 3 The messages conveyed by the virtual influencer feel sincere. [71, [13]
Hybrid 2 Hybrid virtual influencers feel natural, like real people. [10], [15]
lInteraction 2 Content with real-time communication features enhances immersion. [16], [19]
Brand IP 2 This influencer fits well with the brand’s worldview. [3], [17]
Brand Attitude 2 My attitude toward the brand has become more positive through this influencer. [12]
Purchase Intention 2 I am likely to purchase products introduced by this influencer. [22], [23]
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Table 3. Demographic characteristics (N=250)

Percentage (%)
44.8
55.2
49.6
34.8
15.6

Frequency (n)
112
138
124
87
39

Item Category

Male

Gender
Female

20s
30s
40s or Older

Age Group

Avg. Daily SNS

Usage 59.2

2-3 hours 148

Exposure

. 217
Experience

Yes 86.8
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Table 4. Reliability and validity analysis results

No. of | Cronbach’s Bartlett’s Expl.
Corsiiel e a SO Test(x?, p) | Var. (%)
Perceived
Authenticity 3 87 26.3
Strategic
Element 6 91° 28.1
Awareness
+ Hybrid 2 .88 1325.51,
871 p< 001
- Interaction | 2 .85 ps.
+ Brand IP 2 .86
Brand Attitude 2 .85 21.5
Purchase 2 83 19.6
Intention

Note: Cronbach’s afor Strategic Element Awareness is a composite
value of its sub—elements;Cronbach’s a= .70 indicates acceptable
internal consistency.

5 F2 H:i/\ 7|'/<\>|".;|".:|'74| ':IA-I 7:1]!_’,
Table 5. Main variables correlation analysis results
1 2 3 4 5 6
1 1.000
2 | =321 1.000
3 553" —-.489"" 1.000
4| 415 | -.258"" | 624" | 1.000
5| .387" | =312 | .701""" | .585" | 1.000
6 .295™" —-.224"" | 657" | .512""" | .788"" | 1.000

Note: 1 = Perceived Virtual Influencer, 2 = Consumer Fatigue, 3 =
Perceived Authenticity, 4 = Strategic Element Awareness, 5 = Brand
Attitude, 6 = Purchase Intention.

"p<.05, "p<.01, " p<.001
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Table 6. Impact of perceived virtual influencer on perceived
authenticity

Variable B B t yo)
Constant 1.15 - 4.50 |<.001
Perceived Virtual Influencer 0.45 .45 8.12 | <.001
R®= .20, A1, 248) = 65.94, p < .001""
Note: Numbers in parentheses indicate Standard Error (SE);
p< .05, "p< .01, " p<.001
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Table 7. Impact of consumer fatigue on perceived authenticity

Variable B B t yo)
Constant 412 - 12.35 | <.001
Consumer Fatigue -0.35 | -.35 | -6.21 | <.001
R®= .12, A1, 248) = 38.56, p < .001"™"

Note: Numbers in parentheses indicate Standard Error (SE);
"< .05, "p< .01, " p<.001
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Table 8. Impact of strategic element awareness on perceived
authenticity

B
1.05 4.98
Strategic Element Awareness 0.55 .55 9.87

R? = .28, A1, 248) = 97.42, p< .001"""

Note: Numbers in parentheses indicate Standard Error (SE);
"< .05, "p<.01, " p<.001

Variable B t

<.001
<.001

Constant

4) A7 A 3 A= 24 QA o] A= B WA=
"35J(H3 H5)
Hl=

=

Bl
6]— Axjo|t}, BA
1B = 48 t= 852 p< 00D Aef 94

=5.21, p<.001) BF BA= gLl 5o
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Table 9. Impact of perceived authenticity and strategic
element awareness on brand attitude

Variable B B t yo)
Constant 1.24 - 5.32 | <.001
Perceived Authenticity 0.48 .48 8.52 | <.001
Strategic Element Awareness 0.27 .29 5.21 [ <.001
R?= .52, A2, 247) =97.21, p< .001"*"

Note: Numbers in parentheses indicate Standard Error (SE);
< .05, "p<.01, " p<.001
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Table 10. Impact of brand attitude on purchase intention
B B t

Constant 1.05 - 4.98
Brand Attitude 0.65 .70 | 11.13

R®= .49, A1, 248) =124.10, p< .001"""
Note: Numbers in parentheses indicate Standard Error (SE);

= o5k
- OO

Variable P
<.001

<.001

p< .05, "p< .01, " p<.001
3-4 07 =ut A
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Table 11. Perceived authenticity's mediation effect analysis

results

Path B SE t 0

Path a:
Perceived Authenticity — .85 .05 |17.00 | <.001""
Brand Attitude
Path b:
Brand Attitude — Purchase .75 .06 [ 12,50 | <.001""
Intention
Path ¢':
Perceived Authenticity — .37 .09 411 | <.001™"
Purchase Intention (Direct)
Indirect Effect (Pathab) .31 .04 - <.001™"
(95%Cl) - - - [.24, .41]
Total Effect .68 .08 8.50 | <.001™"

Note: Numbers in parentheses indicate Standard Error (SE);
"< .05, "p< .01, " p<.001
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Table 12. Consumer fatigue — perceived authenticity — brand
attitude — purchase intention sequential mediation

effect analysis results

Indirect Path Effect 95% ClI
Indirect Effect 1: Consumer Fatigue —
Perceived Authenticity — -.11 [-.19, —.06]
Brand Attitude
Indirect Effect 2: Consumer Fatigue —
Perceived Authenticity — -.07 [-.12, -.03]
Brand Attitude — Purchase Intention

Note: Hayes’ PROCESS Macro (Model 6), Bootstrap 5,000, 95% ClI.
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Table 13. Strategic element awareness — perceived authenticity
— brand attitude — purchase intention sequential
mediation effect analysis results

Indirect Path Effect 95% ClI
Indirect Effect 1: Strategic Element
Awareness — Perceived Authenticity — .28 [.19, .37]
Brand Attitude
Indirect Effect 2: Strategic Element
Awareness — Perceived Authenticity — .21 [.15, .28]
Brand Attitude — Purchase Intention

Note: Hayes’ PROCESS Macro (Model 6), Bootstrap 5,000, 95% ClI.
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Table 14. Individual strategic elements — perceived authenticity — brand attitude — purchase intention sequential mediation effect

analysis summary

Strategic Element Indirect Path Effect 95% ClI Interpretation
. Indirect Effect 1: 1 > 4 —> 5 18 [.11, .26] . o .

Hybrid - CompensatioHumanization & Emotional Closeness

Indirect Effect2: 1 -4 -5 —6 12 [.07, .19]
) Indirect Effect 1: 2 >4 — 5 15 [.09, .22] } ) o

Interaction - Fatigue Reduction & Participation Boost
Indirect Effect2: 2 >4 -5 —6 10 [.05, .16]
Indirect Effect 1: 3 >4 — 5 A7 [.10, .24]

Brand IP - Worldview Trust & Sustained Relationship
Indirect Effect2: 3 >4 -5 —>6 .11 [.06, .17]

Note: Hayes’ PROCESS Macro (Model 6), Bootstrap 5,000, 95% Cl. Indirect Path Mapping: 1 = Hybrid, 2 =
4 = Perceived Authenticity, 5 = Brand Attitude, 6 = Purchase Intention.
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