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[Abstract]

Drawing on theories of emotional experience, this study conceptualizes emotional interaction with virtual influencers into four
dimensions: emotional response, emotional empathy, emotional trust, and emotional attachment, and constructs a multidimensional
structural model to analyze their effects on consumers’ brand attitudes and purchase intentions. The employed survey method
yielded 372 valid responses. Reliability and validity tests, along with exploratory and confirmatory factor analyses, were conducted
to verify the measurement structure. Structural Equation Modeling (SEM) was then applied to analyze the causal relationships
among the variables. The results indicate that all four dimensions of emotional interaction exert significant positive effects on
consumers’ brand attitudes. By proposing an integrated influence model of emotional interaction with virtual influencers, the study
extends the emotional research perspective in this field and offers theoretical and practical implications for emotion-based
marketing strategies in the digital era.
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Table 1. Basic information of virtual influencer cases
NELS Bf Primar Examples of Beaut
Region/Brand Virtual y Overview of the Virtual Influencer P Uty
I EReED Platforms Brand Collaborations
Rozy, launched in 2021 by Sidus Studio X, is widely
Korea/HERA Rozy Instagram regarded as South Korea'’s first commercialized virtual
influencer.
) - Instagram, | Lil Miquela is a virtual influencer created by Brud, known for

USA/isamayabeauty Lil Miquela TikTok collaborations with global fashion and beauty brands.

! AYAYI is a virtual influencer launched by Ranmai Fu

Chlna/Mé\fEERUP FOR AYAYI xiaohongshu Technology, known for her high realism and 'N : O

fashion—forward appearance. i 1)
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Fig. 1. A hypothesized model of the effects of emotional
interaction with virtual influencers on brand attitude and
purchase intention
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Table 2. Sample demographic characteristics table

Variable Category FreczlL\Jl()ency Perc((ig)tage
Male 124 33.3
Gender Female 248 66.7
Under 18 51 13.7
18~25 160 43
Age Group 26~30 110 29.6
31~40 33 8.9
‘ 40 and above 18 4.8
LHelsglecS; High school or 64 17.2
Education below
Bachelor’s degree 198 53.2
Master’s degree 82 22
Total Doctoral degree 28 7.5
372 100
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Table 3. Reliability analysis of major variables

E 4.7t 20l0| 0l%

512k, CR, AVE %! Cronbach’s Alpha 4t

Table 4. The loading coefficients, CR, AVE and Cronbach's

Variable ltem Content Mean SD a Alpha of each factor
Pleasure Dimension Item Std. CR AVE a
Emotional Positivity 3.906 | .788 | .825 ER 833
Fesponse Excitement Emotional - ™"y 775 | .827 615 825
xcitemen Response . . . .
Understanding ER3 741
REmotlonaI Sense of Relevance | 3.924 .788 .801 RES1 742
esonance Emotional
Value Congruence Resonance RES2 731 .801 .573 .801
Credibility RES3 .796
i iabili TRU1 .821
EmT?ngtnal Reliability 3877 818 821 Emotional
Willingness to Rely Trust TRU2 769 .822 .607 .821
On TRU3 | .745
Spontaneous Recall ATT 751
Emotional Continuous Attention Emotional
Attachment pur— ; 3.930 .786 799 Attachment ATT2 744 .799 .570 799
ctive In Qrmatlon ATT3 770
Seeking
. - BA1 791
Positive Impression
Brand Attitud BA2 Vel .819 .602 .81
Brand Attitude | Brand Favorability | 3.877 | .833 | .819 rand Attitude 60 819
- BA3 744
Attractiveness
; Pl .872
Purchase Intention
Purch Prof Brand Attitude P12 .861 .890 .730 .890
urchase reference 3.896 959 890
Intention PI3 .829
Future Purchase
Intention Note: a = Cronbach’s Alpha.
Note: a = Cronbach’s Alpha.
E 5. KMO % Bartlett 4%
Table 5. KMO and Bartlett's test
[\ ﬁ:l" ?E:'J-l-l' Test ltem Index Value
KMO .867
Bartlett x? 3110.301
4-1 M2 gl Efets A=
=rew8e df 153
_ p 0
E o5re] ®E 4ol thdkCronbach's AlphaAls=7} 0.7
oo veht, A dolH o] AlE|%r} il 545 A "
oy e -9 OpHEICHE HA
Hghe Blshlck 4-2HaARgE 24
B el ALgE AT B 7)E HAdTE npge
L _ - P }\]-vE/\q ¥ H oo sE3lE A 7 Q.
2 AN, W8 EdA(Content Validity)o] F-i-3] eiiso‘ri ; _';:O éit’ oo ;’-01] o ﬂoj;\ et 5 Tw
HuEolrh T B AZS ols] SPSS Ta1ae she th( ‘Z)ﬂg)o Al ﬁ;—% ol st ;(+)/] FEIA 7T LR
- < \=u — 0. A Alo 3t
slo] 224131 Ayl KMO #h& 0.8672 7152191 0.72 A3 > p L{ : J: LO 155014 0 56020}%1301 ;o}
- = 7} ¥ AR =] =5kx o © o
__}_ Dq Bartlett«] ?—6:]}‘] 74%4 7344- _j-}\]— 7]—0]1—”51%1‘01 ‘:} ] Z: : ‘;_7:" oz 7]' “"]’ ‘:-]' ] ;6 jjq;;E
FAA A= AR &= Flo =]
3110.3012 #e|2HE0] 00 S50}l Hlojelr} el wajel 71O ??" i i , 430} | sles aan
Aerele wolZrh wak e 14 Ade] 1A AlEw AR o7 AU B4 AT 7HES AAEE VxR
. - = - dlolE = Al 2skAut ¥\ 71e B 7 AEL. 3lo)d) 2= o)
CRZF0.7E 235, Bt B4 FRHAVD) Hak 05 oIAE ABSHEL B el 3 WS AR 3l
Vo SeImel 24 w7 N Avds A g 5 0 WA b SIS d9e gl deb
= AAs 20l S Ui T FEWFARY(SEM) S 8l A7 M-S Hrh Qs
- A=3)F 9 Q 7} 9)
298 Fornell-Larcker 7|58 #-g&3lo] 2+ 4] 71 d 9] Al AT ezt sl
AVE A3 74 A 2F B ATE vlasksich 84 2
3}, 25 A 7d el AVE Al ghol sl 4 7id kA
AR A YER, 74 g 2l FEd hEEE

7} SR E Aoz sdEn)
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Table 6. Discriminant validity & Pearson correlation

Variable 1 2 3 4 ® 6
Emotional Response 784
Emotional Resonance 155" 757
Emotional Trust 272" 205" 779
Emotional Attachment 215" 245" .266"" .755
Brand Attitude 4127 .370™ A1 .393" .766
Purchase Intention .390™ .370™ 434" .428"" 567" .854

Note: ** indicates significance at the 0.01 level (two—tailed).

4-3 28 HPE A3

2 QT AMOSE Hgdle] TaAA RS 759
o, A B3] AGEE Bkl Bl HFe A2
i 1y 2ol AIBG N, FARS AP ALE K 70

] 3]
Uehfigick dukd e 2 CMIN/DF, RMSEA, GFI, IFI, CFI,
TLI, NFI 59| A5 7Ieo= By A =g ddsi,
E AFoA At BE A% A5 88 7ss 7 ol
off &3h= Ao = Yeltt) ol B Agte] e o] Huk

How Ea AYEs 250 gS ovla

sLT

¥

&

a8 2. PEUHA @ye| EXs Y2AS 2

Fig. 2. Standardized path coefficients of the structural
equation model

E7. ¥ MY EE 2

Table 7. Test results of model fit

7t Ao glem, Piks 7IEeR 7Hde] AY oS
Fsialeh. dubA o w2 P<0.001(™ Y 5- 3l 7 e i
T e A FeldE 7 AEEn P<0.01(M Y 7
S olAo] Brha fRstn], P<0.05()Y 45 frol 4ol 4
8 7Ped FEOR AT, o)e @ 71| whe} 2 el 7o)
A AARE obF 7] 7R B A SR FolshAl AfE s

|

E8 T=UHARY A2A s W I HE AolE
Table 8. Standardized path regression coefficients and
significance tests

Nllr?(cjjiilezit Result Criterion Judgment
CMIN/DF | 1.172 : g E’éﬁg'{'ﬁgélé Excellent
RMSEA .027 <.050 Excellent
GFlI .960 >.900 Excellent
IFI 991 >.900 Excellent
CFl .956 > .900 Excellent
TLI .993 > .900 Excellent
NFI .993 > .900 Excellent

4487 AB

DAY a8 AS
obef sFell= 2+ Aol ek Fs} Algo frold A4 2

H Path Est. S.E. C.R. p B

H1 | ER—BA .301 .057 5.276 .303
H2 | RES—BA | .285 .064 4.466 .259
H3 | TRU—BA | .248 .057 4.323 .255
H4 | ATT-BA .267 .065 4123 .247
H5| ER—PI 161 .069 2.326 .020" 130
H6 | RES—PI 196 .076 2.580 .010" 143
H7 | TRU—PI .240 .068 3.516 199
H8 | ATT—PI .259 077 3.370 .193
H9 | BA—PI 422 .096 4.401 .339

Note: **"p<.001 ; “p<.01 ; "p<.05

2) Wi &3 HF
Ba= gz wy) a3= 7AE3] Yske] Bootstrap

W BG4 Ak vl ) B AR s
A B, 2 A8, 4 Rzt T o) ghe] BAA

A HEE feld o) ke UERITkp=0.001). 74
3 = HEE B9 w3 A0 g f
A LR, BRIE Bt HaE obg el vl el
Foz 453 AT+ vk
F Eoboh A4 EE vl Aot 44 03] 2
= ejwe] ) Eabrk 71 e hebskow, 7
3 N vl faks AEoR Utk ol mF
T st 14 whgo] HAlE HEE
2 B3 Poj o) o] A 02 Fe V)P welFEe
v 7 34 A B BAE BES A
o] ool AA 0 Qe TR Ao ek, Bl

O e By |

s
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Table 9. Mediation effect test
Effect
Effect Path Size Lower Upper p
ER — BA Pl 103 | 047 175 001
(Indirect)
ER — PI (Direct) 1130 .025 232 .017
ER — PI (Total) 233 139 .325 .001
RES — BA = Pl .088 036 156 .001
(Indirect)
RES — PI (Direct) 143 .022 .260 .020
RES — PI (Total) 231 116 .342 .001
TRU = BA =PI 087 | .035 152 001
(Indirect)
TRU — PI (Direct) .199 .079 .305 .002
TRU — PI (Total) .286 .169 .396 .001
ATT = BA Pl .084 035 144 .001
(Indirect)
ATT — PI (Direct) 193 .078 .307 .001
ATT — PI (Total) 277 166 .388 .001
4-57H Zat 24
TZHAA R (SEM) 4 Zajo] 2, HE5d Q&
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