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Fear and Fascination? – Consumer Attitudes towards Virtual Influencer Marketing

Keywords: virtual; influencer; consumer; attitudes; uncanny
This study aims to gain deeper understanding of consumer perceptions of virtual influencers and the brands they endorse, offering valuable insights into this growing trend. It highlights gender differences in how virtual influencers are perceived, with females finding them more attractive yet also more uncanny. Additionally, I found that hyper-realistic virtual influencers, such as Lil Miquela and Gecko, evoke more positive responses from consumers.
Examining brands utilizing virtual influencers, I uncover variations in consumer attitudes towards likeability, innovativeness, and perceived wisdom. GEICO emerges as the most likeable and wisest brand, while Mercedes-Benz receives lower ratings, potentially due to negative associations with transgressive behaviors depicted in collaborations with virtual influencers.
Overall, our study sheds light on the complex dynamics of virtual influencer marketing, providing actionable insights for brands aiming to leverage this innovative approach to engage with their target audience in the digital landscape.



