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[Abstract]

This study examines how the disclosure of a virtual influencer's (VI) virtual identity influences consumer ad skepticism and
downstream responses, and whether consumers’ need for uniqueness (NFU) moderates this relationship. An online experiment (N
= 285) manipulated identity disclosure (non-disclosure, indirect disclosure, and direct disclosure) and product type to test a
moderated mediation model using path analysis. The mere presence of identity disclosure (disclosed vs. non-disclosed) had no
significant effect on ad skepticism or consumer responses. NFU was associated with lower ad skepticism, which, in turn, was
associated with more positive attitudes toward the post, the influencer, and the product, as well as stronger purchase intentions.
An exploratory contrast further suggested that, among consumers with high NFU, more explicit identity disclosure was associated
with lower ad skepticism, resulting in a positive conditional indirect effect on consumer responses. These findings suggest that
identity disclosure may serve as a positive cue for consumers seeking uniqueness. However, this possibility requires confirmation
through future research examining the boundary conditions of persuasion knowledge and schema incongruity.
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Table 1. Sample characteristics (N = 285)
Characteristic Category (n, %)
Age M= 34.2, SD = 8.7, range 20-68 years
Male 156 (54.7)
Gender Female 129 (45.3)
White 257 (90.2)
Race Asian 12 (4.2)
Black 7 (2.5)
Other or multiple 9 (3.2)
Bachelor’s 216 (75.8)
. Graduate or higher 29 (10.2)
Education High school 25 (8.8)
Other 15 (5.3)
Full-time 281 (98.6)
Emoloyment Part-time 2 (0.7)
pioy Homemaker 1 (0.4)
Student 1 (0.4)
Married 258 (90.5)
) Never married 23 (8.1)
Marital status Cohabiting 3 (1.1)
Divorced or separated 1 (0.4)
Annual income | Modal category $50,000-$59,999: 69 (24.2)
1-2 hr 78 (27.4)
Instagram use 30 min—1 hr 72 (25.3)
2-3 hr 58 (20.4)
andltlon Non—disclosure 94, Indirect 96, Direct 95
assignment
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Table 2. Descriptive statistics and correlations among study variables
Variable M SD 1 2 3 4 5 6 7 8 9 10 11

Study variables

1. Need for Uniqueness 5.34 0.92| (.82)

2. Ad Skepticism 2.61 0.91 —-.61 (.88)

3. Attitude toward Post 5.82 0.81 55| -.64] (.79)

4. Attitude toward Influencer 5.79 0.85 54| -.63 87| (.81)

5. Attitude toward Product 5.81 0.83 52| -.66 .87 .84 | (.80)

6. Purchase Intention 5.80 0.85 54| -.60 .83 .83 81| (.76)

Control variables

7. NARS 4.55 1.28 371 -.29 .05 .04 .05 .00| (.96)

8. Product Involvement 5.59 0.84 52| -.63 .78 77 .75 .76 10| (.85)

9. Age 34.19 8.70 —-.06 -.01 -.02 -.02 -.03 .04 -16| -.01 -

10. Education (years) 15.67 1.58 -.01 .04 .05 .03 .06 .05 =141 -.01 12 -

11. Annual Income ($1,000) 57.00| 24.91 h .02 .04 .07 .05 .08 .05 12| -151 -.03 -

Note. NARS = Negative Attitudes toward Robots. Correlations with an absolute value greater than .12 are significant at p<.05. Annual income
was log—transformed in hypothesis testing to correct for positive skew. Reliability estimates (McDonald’s omega) appear in parentheses.
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Table 3. Global goodness-of-fit indices for the overall
persuasion response model

Fit Index Value
x 26.862
df 3

p <.001

CFI .960

TLI .618
RMSEA 167
90% CI Lower 1183
90% CI Upper 228
SRMR .010
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Table 4. Interaction of disclosure cues and need for uniqueness on ad skepticism, and the effect of ad skepticism on overall
persuasion response

Predictor b SE 95% ClI p
Effects on Ad Skepticism
Intercept 0.73 0.21 - -
D1 (disclosure presence) 0.00 0.08 [-0.17, 0.16] 1997
D2 (disclosure explicitness) 0.04 0.10 [-0.15, 0.23] 682
Need for Uniqueness (NFU) -0.31 0.08 [-0.45, -0.14] < .001
D1XNFU -0.05 0.12 [-0.29, 0.18] .647
D2XNFU -0.28 0.14 [-0.57, 0.00] .053
R? .554
Effects on Overall Persuasion
Response
Intercept 5.82 0.38 - -
Ad Skepticism -0.26 0.06 [-0.40, -0.17] < .001
D1 (disclosure presence) 0.08 0.06 [-0.03, 0.19] 122
D2 (disclosure explicitness) -0.04 0.06 [-0.16, 0.08] .558
R? 732

Note. N = 285. 5,000 bootstrap resamples; bias—corrected 95% confidence intervals. D1 = Helmert contrast of non—disclosure vs. disclosure;
D2 = Helmert contrast of indirect vs. direct disclosure. Need for uniqueness and ad skepticism were mean—centered. Both equations
controlled for negative attitudes toward robots (NARS), product involvement, product type, age, gender, race, employment, education, and
income; control-variable coefficients are reported in Appendix Table A1. The intercept of the skepticism equation is a conditional estimate for
the reference categories of the uncentered dummy—coded controls and is not directly interpretable. The D2 X NFU coefficient is at the
conventional significance boundary; inference regarding moderated mediation is based on the confidence interval of the index of moderated
mediation in Table 5. Results for each individual response variable are reported in Appendix Table A3. All R2 values are significant at a. = .001.
" <.05, "p<.01, ""p <.001.
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Table 5. Conditional indirect effects and index of moderated
mediation for overall persuasion response
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95% confidence intervals. Effects are boldfaced when the
confidence interval excludes zero. D1 = Helmert contrast of
non—disclosure vs. disclosure; D2 = Helmert contrast of indirect
vs. direct disclosure. Results for each individual response variable
are reported in Appendix Table A4.
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Table 6. Sensitivity of the index of moderated mediation to
exclusion criteria (disclosure-explicitness contrast,

D2)

Scenario N IMM BC 95% ClI
Final sample 285 0.069 [0.006, 0.163]
(reported analysis)
Multllvanate outliers 591 0.063 [~0.005, 0.160]
retained
Response-time 285 0.069 [0.007, 0.166]
filter not applied
Low VI-awareness
respondents further 263 0.055 [-0.001, 0.153]
excluded

IMM: index of moderated mediation.

Note. 5,000 bootstrap resamples, bias—corrected confidence
intervals. The point estimate is stable across specifications, but
the lower bound of the confidence interval marginally includes zero
under some outlier—handling choices.
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Table 8. Control-variable coefficients in the ad-skepticism
(mediator) model

Control variable b SE p
s oang) | 0001 | oo | oo
Product involvement —-0.507 0.077 <.001
Product type -0.059 0.075 436
Age —-0.005 0.004 173
Gender 0.040 0.072 .579
Race -0.106 0.149 476
Employment status -0.743 0.215 .001
Education (years) 0.023 0.022 .306
Log income 0.160 0.054 .003
Note. The control-variable coefficients in the skepticism

equation are common to all four dependent-variable
models. The employment-status dummy has only two cases
in its reference category and is therefore effectively
constant. It was retained to keep the pre—specified set of
demographic controls consistent across models, but its
coefficient is not interpreted. Excluding it does not change
the substantive results (D2 X need-for-uniqueness
interaction b = -0.283).
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E 9.8 B ARAN(UN 2E)
Table 9. Path coefficients for each individual response variable (robustness check)
Predictor Attitude toward Post (b) A}:ﬁagﬁctgrw(ir)d AT tO\(ASrd et Purchase Intention (b)
Effects on Ad Skepticism
Intercept 0.69"" 0.69"" 0.69"" 0.69""
D1 0.00 0.00 0.00 0.00
D2 0.06 0.06 0.06 0.06
Need for Uniqueness (NFU) -0.317" -0.31"" -0.317"" -0.31"
D1XNFU —0.05 -0.05 —-0.05 -0.05
D2XNFU -0.28" -0.28" -0.28" -0.28"
R .55 .55 .55 .55
Effects on Dependent Variable
Intercept 5.89 6.13 5.87 5.33
Ad Skepticism -0.25"" -0.26""" -0.32""" -0.23""
D1 0.08 0.07 0.08 0.10
D2 —0.04 -0.03 0.08 -0.11
R .66 .65 .65 .64

Note. D1 = Helmert contrast of non—disclosure vs. disclosure; D2 = Helmert contrast of indirect vs. direct disclosure. Need for uniqueness and
ad skepticism were mean—centered. All models controlled for negative attitudes toward robots (NARS), product involvement, product type,
age, gender, race, employment, education and income. The intercept of the skepticism model is a conditional estimate for the reference
categories of the uncentered dummy-coded controls and is not directly interpretable. All R? values are significant at a = .001.

"p <.05, "'p <.01, "'p <.001.

EA10. 7HE viSHpE =AHR 7R S0t & ZEE 7] XHZ U HE)

Table 10. Conditional indirect effects and index of moderated mediation for each individual response variable (robustness check)

Path

Attitude toward Post

Attitude toward
Influencer

Attitude toward Product

Purchase Intention

Indirect Effects of D7 on DV

NFU at —1SD

-0.01 [-0.10, 0.06]

-0.01 [-0.10, 0.07]

-0.02 [-0.11, 0.09]

-0.01 [-0.08, 0.06]

NFU at +1SD

0.01 [-0.05, 0.07]

0.01 [-0.05, 0.08]

0.02 [-0.06, 0.09]

0.01 [-0.04, 0.07]

Indirect Effects of D2 on DV

NFU at —1SD

-0.08 [-0.20, 0.01]

-0.08 [-0.21, 0.01]

-0.10 [-0.25, 0.01]

-0.07 [-0.20, 0.00]

NFU at +1SD

0.05 [0.002, 0.133]

0.05 [0.002, 0.137]

0.06 [0.002, 0.156]

0.05 [0.003, 0.128]

Index of Moderated Mediation (IMM)

IMM for D1

0.01 [-0.05, 0.07]

0.01 [-0.05, 0.08]

0.02 [-0.06, 0.09]

0.01 [-0.04, 0.07]

IMM for D2

0.07 [0.01, 0.17]

0.07 [0.01, 0.17]

0.09 [0.01, 0.19]

0.06 [0.01, 0.16]

Note. 95% bootstrapped confidence intervals (Cl) are presented in brackets. D1 = Helmert contrast of non—disclosure vs. disclosure; D2 =
Helmert contrast of indirect vs. direct disclosure. Effects are boldfaced if their Cls exclude zero.
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