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ABSTRACT

The concept of virtual fashion mfluencers has emerged recently and they are exerting a great deal of in-
fluence on their followers through SNS platforms. As a result, they are being used as new marketing tools
for the fashion industry. Thus, the present research aimed to mvestigate the effects of these virtual fashion
influencers' characteristics on content immersion and the acceptance and diffusion of their information by
followers. A pilot test was conducted and the preliminary questionnaire was revised based on the reliability
and validity of the test results. A final survey was conducted through an online research company in which
559 females in their twenties and thirties were surveyed with 505 used for data analysis. Exploratory factor
analysis and structural equation modeling were performed using SPSS 25.0 and AMOS 23.0. The results
were as follows: Four factors of the virtual fashion influencers’ characteristics were extracted: authenticity, at-
tractiveness, anthropomorphism and controllability. The authenticity, anthropomorphism and controllability fac-
tors were shown to have a significant effect on content immersion. Content immersion, in turn, was shown
to influence followers’ behavior in their acceptance and diffusion of information. The results of this study
provide theoretical data and practical guidelines for developing marketing strategies for virtual fashion influ-
encers to their followers, and indicate the importance of communicating the characteristics of the virtual fash-

ion influencers effectively to their followers to build immersion and promote mnformation usage behavior.

Key words: anthropomorphism(2] 213}, authenticity(F143), content immersion(Z €= &9)),
controllability(E#] A1), fashion information usage behavior(3] A3 K o] &3 =),
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QEFAA SHo] THE BY L AN o gAFel M= 9T

II. O|2& H{4 SLEIZERA ety gon AXEI FES
FE 20229 19 71 3109rHel gtk AR
1. 7¢A M QIZZOIM 9| THY (Chanel), 2Rl &1 (Calvin Klein), tl-&(Dior),
=& t}h(Prada), ¥4 (Balmain) 5 Az A
A AEFAAE A0 SNS AN AL g g pw s vae 2y el
SHAS AT efenl A - clTAS g g BYIMG Models), olgElol HA &
Aol £ad e FHEg AN JFHE 8 NE TYPE 4(YOOK) Bmdoe] 2L BE
AFSRE AR wATHKim, 2019t Yoo 2018). oyny ey 2020), ol vh(Imma)E BEA whikv
AN AZFAM wARL 7199 dgelA SNS Az Sme by dEZozZ AZe man
of Fe] e AEES Lt HA AF) Aol 2w o2 AolHT 20224 62 7|
J RS ARROEA M EEBAS § o o0 nio s pin me wese
Aehs oI th(Fan, 2021). &4 mltje} Algoe] F Gtk A B3 Gz o] B 9o oo}
A% S7rme2A Aiklel A9 o8 (creator) A M(IKEA Japan), ®E4] A2 (Porsche Japan)
2 gEohiA dse U2 dseA AnE o] Bd AnlgEd #H2}7}= (Salvatore Ferragamo),
B3 AR ARE 594 A dEFAA obu}E 3|4 (Amazon Fashion), ©l&(Dior), v}
oA 8 Ade) FEuby] Al =bakel th(Song, 2022). (Puma). +o]7] (Nike). 22E)%(Valentin), 2
7HE AEFAM = AEs= Aol obd 3DH W 2kl (Calvin Kem) o WA BAC 3
AE 7eE wEeld JHEA AEFAAM ANEH EUAS AAs BEs3 AtHCho, 2022).
oA A AR Ol ABCODE AT eyt B Myl 4 ol
CGI AZFAA, 713 sl 24 (Virtual Persona), 72 2o F)eL 2 o] olHRe 9BE A7 194]
WY AZFAAM (Virtual Influencer) 2 E2]7] HAAUAE. ol AE. AR AL s Al
B Atk b A AEFAN] B AUAT o onas na mes Avee exa o
A mEE e AN Y AR AETAT e oigel wae) gae Ak glel mee
BECAN SEEANS TAR R TR sz age by astedel B¢,
= FBF 3= A8 AT 22X =est AP (Chanel), W ZAH] (Versace) 59 sj4 BA=
7 d°w(Jang & Yoh, 2020) ?”“](Gucci) = 97w BI(VOGUE), HHHBAZAAR) =¢)
2ttH(Prada), < (Dior), 7&?_%3}01(011\7111 Klein) 44 me, vpaA 0%~ (Marcjacobs), 111
S S AR A BREZE  AEFAAR vy Mwe) maMY g3mwz 8% Zon
HASA Asent BAS AFS FLAL D (gocantedia One, 2021). 4 (Shudw)E Fobz
ool 7P AR AEFANSE S8 UEAL g 200 000 29 oz 448 by )
FE AV WU RES A Ky gnang, A4 9P Bina)
NS wIARA YU AL AFTANDE g pesse) 5 A4 vAZAN Fanuz
9 AREE KL AU AEFAAL A A e o (vOGUE), MHAHBAZAAR), A
A QA £22 W 9th(Fan, 2021) CO) ol A e S 5oHSEMIC
SAA G ATEE, ERY MY Y o e LT e o
JAEFAME 7HF B2 ZESE B3 e = 2o 74 AT 2NE MZAUIF 7P A
g wZAZHLil Miquela)olth. @ vAze Hepd Sas QZHS Zol BAle 224 7 olAo]
Al HERlQl 194 AW AYEE dAE FH
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7P A AEFAN 5ol Rl 29 B AR o] &Aoo vAE IF

1) AAA (authenticity)
no

2774 (authenticity) & “AHdel FHHE A
S AY 93 gAT A7 de A, MR
wo] obd A, ARA 3 dA|ste] Wy oA
P e A2 AYgdAth(Kim, Park, &
Lee, 2014). 132 319 AR} o] -3t
= d Aol R gk Awate] 2=
O AAL U3 T AH 2HAE] T8
ZFAloltt, Egt 719 7+ #HEgk Aol A v FEH
FAE viAI "] AsEAY, = A3 Ao
29" 7199 vAY ek s AvAES &
A& AAA AR Leigh, Peters, & Shelton,
2006). XQ4F A¥E A3 AFES AHEY,

=

2EZHE At 2ol FH 54 Fae 79
FA9 Aol v FosH, 7|Fe] oldvke
sl Aol HFHJAY 2E7E 228 s
AHAZE dFe] wiAE =73 NS A
1= st Al Z YRk ti(Jeong, Han, & An
2013). Kim(2019)2 #4<S SNS s AZFA

=)

Ly —?—-
Aol talM AL AT B NS Ex13)
AN Ego] x¥HE FAES] MPeE Ao

AMe AAA JNdS 24 (honesty)

i, AEF

I M54 (expertise) &2 vFo] AFEAT O
A3 2448 ANH FAFA AL, Tl o ro
A(+)9 FFe vzoy AEALS A4 A
FAEol T TS T AAH A B
T oAge] FE wlE B9 2 YForel
()9 JF PAE Ao Yehytth Byt of
Uk JAEFAM NS ALEFE AESFAA
7F 5 3 Afsts AFel o PuoER
ofd Zolgts AH}E TESIAUT Wang et al
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2 g AFAE M A AEFAAY 5
Aoz T3 B AFE IHAE Kim
et al.(2014)91 A Al8® WA Ao ZA3}
of ‘Al HYEHE AoE FEFAY WA °
A 747 QA TG Bpe] ofd A o
Asto] WA oA E JpA7F Jha BE AERR

7 elZFAAX EA A (controllability) & 7HA

[e]
ANEZFAME AL S w QA7 279 A¥E
HArzsly b AEFAM P FH=E
Aol = = Axoltk(Moustakas et al., 2020).
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HEEE w3 Uty ST Lee & Kim(2021)
o M AFTANG WE AdE ASFEHE
Bl R(+)9 92, ARG A(+)9)
GFS WAL Sk 7Y ABFAMS
RGeS WP TA R BE ()9
FE AT g wed b ABFANe
A b AF bse B4 Ay AETeA
o 2% B4 F 2 @] by A4
RN B0 FANS THHAT

3) ®ll & A (attractiveness)

w2 A (attractiveness) & F2 EQICZHE 37
< fF¥sle R dig wiyS ek Morrow,
McElroy, Stamper, & Wilson(1990)2 dt) A}3]
oM ALElA AAE AAste T2 ALY st
2 mgAe AAEAT EReloA ZEshs v A,
ANZA FAA, ASA A igE 2E3sE Y
del wiE RS AbeATh 7] wg A
g Ade AAE wyEsE FE o] FAX(Kim,
2019: Kim & Jun, 2016: Lee & Kim, 2021),
Caballero & Solomon(1984)2 AA4 wjgA 2
OLEEY WEHA daEd Gy S 5o
2 EYTh v wigidol ERlEe] dAAA
8% A% wygs AT A wEAEA,
AA A g AE ofyE} thoket mjEAdoRE g
AA7lE ATECl FAYFHUG McCroskey &
McCain(1974)2 712 wgAde] sideA SA
2 wg ey ofegt AEA, 454 wgE st
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o] Folst=Xo] Uit e, el EA)
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7P A AEFAN 5ol Rl 29 B AR o] &Aoo vAE IF

4) 2] 913} (anthropomorphism)

9] 913} (anthropomorphism) & “F&, A, E4%
mpx] R g7, dFol ARl AAME HeolA
U #HFs= Aoty ("Anthropomorphism”, n.d.).
ol weIzkA el tharely AES Ak RAbe

A7+

A e Ad Aer wd
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=,
o
ol
_,_,

ol
rr
MY
o

T on gtk (Epley, Waytz, & Cacioppo,
2007). AFHES AXF OE diddA EEAA
S 7H ole il oid AEd Eitzt
o]ef] 7] wiizell ol# st Eets 3l

s AT A2 Ae 1
He Aol dom, ojze oA tts 9
o13}3tH(Epley et al, 2007). 7Hd QAEZFAME
7P JIERE qFoA Ag I fAReE A
IR, AA, D= AAA, AA|, AA|, JF 2
HAS 7HAL gl QI7F QJIZFAMNAHE AAA
WA (Lee, 2021) 2 | FgHS 63*]'6};
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Db gtk M AR QETANEAS M 4 ABFANY g AL Fa 294
BE BT QonN FuaY AYdtE AL 2 9L WAL APYS AFAEY WARAS
g wtole) BIR Sev ok BREIA & Bd B JFL vlAE A0E vege o
Sl JRE AYS AHHOE £EHT BN HE AW ATl Azl 2As T A4 <
St B 3 shiein @ 4 Ak Mg A e ERANS g4 A2 B 409 9
ETANIL A8 RE OF AFl oW AW 2 0P Qe M 1-1e Agsad
BASAAE S el2E Y32 AAHe  Hong(2022)% Koo(2021)¢] A7 ARE wigto
S AEFE UG AL olelde 2 A A AERAA §A A5l S
BATES YAY F o et bg AE ABFANE AHEE /9ot BAZAE 99
QEFANS ANEE Foel TR A4 A 20k Aol AT BoAY FAL M 2
4 YRE QOUN AN £ G B GRA ERLA) DAEDAE el 2mE )
A oled WM AN olgAEL AR 8% A 9ol dE AReEA A7) Yso 2
ABFVOE rold AFsag et Aol mgel S BE AL A% + A%k @
B M A AEFANY BA4E THx

ML H7EE 2 A 2ol P9 9L 1F Aotk A4

1-28 AAsgrt Kwak(2020)& QAZSF A A9

| elpey MY Tax B9 IHHA 4P UG
2 Snh ol et by A QFEAAL )

® TS AG 9SS PSR UE 0 gh0 mux 26 449 982 W1F el
AN Jol RA 2d= 29, A4 FR thebe 7 1-32 ARSIt Arsenyan &
Sdgel mAC Al Hetel Fie D% powgaaoan el el 905 Ak b
@ol TS A AFFANE 4] RS FHH WL wo}
"B IRV E 9ush= Ay ®E] (Uncanny

2. 7148 Valley)ol e 248 AFTvE Ag w0
D) 7H i Q=2 4e] Exy Zelx o 7P dlelHEZE Ak e AAA AR
249l #4 Fstela AR AGAL e BARS
Wang ef al(202)¢] @polAE Ay wipg =8 AP AL FAAR AT ol

Virtual Fashion Influencer
Characteristics

< Authenticity >\

Fashion Information
Use Behavior

 controllability _>— ~ Content

T — —Immersion__

~ Acceptance _":>
—of Information__—

C Attractiveness D/

~Diffusion of
—__Information___

¢ Anthropo /|
_morphism___

(Fig. 1> Research Model

_8_



7P A AEFAM 5o Fd= EY B AR o] Fl vAE ¥

L

7HE 1 7P A AEFAA G 542 24

2 9l 9F< A Aotk

7Hd 1-10 7MY A EFAA S A
AL FHx E]dd ()9
FFE ME Aotk

7P 120 7P A EFAAY F
A FH= E40 F(-)9 9
& mA Aotk

7HE 1-30 7P A QEFAA ] v
A2 = E9de AH(+)9
FFE ME Aot

7HE 140 7MY A EFAA ) 9
ste Fel= E}dell F(-)9] 9
s vE Aot

2) Tz EY, HAAR o] &35 A

= B HHAHE o) &aqF ko] WA
el Kim(2016)> AA 3, AL 242> A&l
ot FH/FAAR BF A(+)9 4TS
293 39 Hoffman & Novak(1996)2 22}
Q1 FZell Al SNS o] &2t EYatA =W, &4
=3 SHE AZsHA =5 o] AHAM oA

&

[¢]
H AE AR 9 BATo] g ZRFHoE A7t
A BTk Sgith wEbd B AFAME o E
EdE 7Hd 2-1, 7M 2-28 ARt

CIPEL ENE DR R E R RS
Qg v Aol
M 21 mHE 29e ARsgd
H(+)9 G A Rolh
IRt ESEDCRE FERE
B(+)9 G813 Rolth

a

8

AaA = o]+ Influencer Marking Hub®l 2022

9 oZEAA wAE ZAbeA 2030th oA o]

SNS9| e Wo] Wy AZFAA wAE T4
2 AR AEAE A

¥ wde 2 a7l g
3

2 Batist & Chimenti(2021), Moustakas et al.
(2020), Robinson(2020)2] A, "mi=Ad Lee(2021),
Ji & Kim(2021)¢] 4, ¢Ust= Yu & Kim
(2017)9) A+, Fd= B9 Ryu & Lee(2021)
o] AFoA AgE £EE EUE £4, Hes)

7t 5o R AT AEFEIS HE

TEs BEUE 747 473, TR R PASAL
ATEAA 54 557 ATHEdE Sk 4
g Xt 2 J
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07 ©]4H(894~940) 2.2 ENA, Ho FANE ¥ SAESE U3 A
AVEZE 712X¢ 05 ©]AH(659~837)2& 1} A=A = (Table 1)3 2o},

E}vb(Fornell & Larker, 1981), A% ElgAlo] 7 E AFgME ol ENAI i o
ZHo] EAs A st WY ES 8 UHE 2P0 d5E 4 2959 #d BdAdY 8
st FEO R AgsiA SHS AT #dsy, 7ol BAY WEke Byxt 7t QA5 7he) A

{Table 1> Results of Reliability and Validity Tests

Variables Estimate SE. CR. p-value CR. AVE.
1 718
2 780 .0438 21.7 .000
Authenticity 3 .848 .0433 224 .000 924 707
4 .881 .0415 25.0 .000
5 821 .0416 24.9 .000
1 .842
2 .801 .0643 16.9 .000
Controllability 3 815 .0644 18.3 .000 .903 .659
4 874 .0646 19.0 .000
5 871 .0643 17.8 .000
1 932
Attractiveness 2 .920 0292 33.8 .000 923 797
3 821 0334 26.4 .000
2 799
Anthropomorphism & 809 0506 200 000 .894 677
4 .830 .0502 20.7 .000
5 .853 .0498 214 .000
1 .847
2 .858 .0406 25.0 .000
Content Immersion 3 905 .0389 275 .000 .940 758
4 .870 .0402 25.6 .000
5 872 .0401 25.7 .000
1 919
Acceptance of Information 2 918 0288 34.7 .000 939 837
3 907 0294 33.6 .000
4 .862
Diffusion of Information 5 911 0378 28.0 .000 923 798
6 907 0379 27.8 .000

K001
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(Table 2> Results of Discrimin

ant Validity of Constructs

Virtual Fashion Influencers’ Characteristics . .
- Content | Acceptance of | Diffusion of
Authen- | Controll-| Attractive~ | Anthropo- Immersion | Information | Information
ticity ability ness morphism
Authenticity 707
Controllability 137%* 659
Attractiveness 327 196%* 197
Anthropo-morphism 518** 100%* 609%* 677
Content Immersion .000 017%* .001 .004 758
Acceptance of Information .000 .004 .008 .004 A11%* 837
Diffusion of Information .000 013* .003 .006 629%* A465%* 798

*1X.05, **1X.01

Values at diagonal represent AVE of the construct. Lower values in the matrix represent the squared correlation

coefficient between constructs.

gelatr] A8 A8tk AVE ghol A#As 2 By ARw AFE P=694(df=337, p=
AFHET AW BEEGEr Aok 9rjolH .000), xz/df=2.059, RMR=.046, GFI=.914, AGFI=
w4 A AVEREel EF 08014 2E ety 876, NFI= 941, IF1=971, CFI=971& e} &
TANEe AVERel B g el daA s P AFE 712AE 2536 IS 439 A
o AF#HEt =7 wFol Fornell & Larcker o7 Jyeh} 729R4 E@(SEM)% E3) 71
(1981) 9] 7lell wer Z35e] FEergAdol ARE AT B A7y rRuga 18
Aes & 7 ArKTable 2. < BENF A3 Jw AZEAMY] 543
ZH= =4 AAC g A sHd 141,
3. 7184y 24 74 1-2, 7H 1-47F A ER T, 7H 1-3E 7]
7+
B oAz b4 ARE g Age pawy e d
{Table 3 Results of Hypotheses Tests
Hypothesis Path Estimate S.E. CR. p-value | Hypothesis
H1l 1 Authenticity — 230 087 2.556 * Accepted
H1l 2 Controllability — ) -.160 066 -2.853 o Accepted
- Content Immersion -
H1 3 Attractiveness — 026 064 371 711 Rejected
H1_4 | Anthropomorphism | — =217 103 -2.233 * Accepted
H2 1 |Content Immersion| — Acceptan({e of 843 043 21.485 ok Accepted
Information
. Diffusion of s
H2_2 |Content Immersion| — . 684 045 15.408 " Accepted
Information

*pX05, ## K01, #*¥ p 001
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TP A AEFAA Ao Rz B9l 2 AR o]gdFo WX I

7 1-191 M S AEFFAA Y] G A BEAo] Fel=x EYo WX JFHS
THZ2 Egd A(+H)9 e mF Aok HA, 993}, EAA o2 dehgy, v
e B4 Ades F A ke 588 AF FFE HAA P AR JEET TP AE
7b 230019 FoFF 5% olWelA CR.=2556 FAMTE SNSFell &3 A AAES] o] &
(X0 E Yeh FAHCE Fojgt 2o % mh AR, ddsts R 2R/ fleAd
TEe], 7 1-1 A=A 7HE 1291 T uek FH= 29 & ¥ Fe AL B T
A JAEFAAM Y FAGE ZHZ Ee 7(-) AR FAYFL ZH= EYl H(+)e] IF
o] gge wH Aotk el EH‘E w4 A% F R = AT AR BuyRy, oj¥d Ao+ Wang
AWM ko] xF:sE AFe -160013, FoFFE et al.(2021)9] AFolA A HFL AEFAA
5% °lWelA CR.=-2.853 p<.001 )oE2 YEY & o] WA ARAAE T3 ABF 3¢S HA
AXOE Foste], 7Hd 1-2& A=A 7H I RFEE PFR] #ARAE T B
1-491 "7HE A QIEFAA Y] oistes FEl= FFs mRTy ¢ AFAFE A dE
el F(-)9 FF= v 740]‘3} o g &4 7 A RIZFAAY A dRiste Edx
A3, F FAAEE b 253} AeE -217, F9 g F(-)9 ¥ vAE AR YERD,
T 5% oWl CR.=-2.233 p<001 2 Yehy o]= Arsenyan & Mirowska(2021)¢] &FoA
SAHCE Folste] 7H 1-4& A AT veld B ZR71E dviste vl de

7 A JAEFAAMY B B ZHx (Uncanny Valley) &74& AAstE Aot
U AR o) gqFe] AA e HFe AZF JAFFAAM L FAGE 7 JAZSFAA A
7Ha 2& A EHAT FHE EYS HAPE o] AN} 22 A Ads FHstelL A=std
LA T(HEFE, RN F(+)9] FFE 1] 2RE A= 2A4E 22 F oA A
A Zlolth'2 AAe Mo oist 24 A 2 AEUY Yo tig =Yo] #44 JFe vtk
H2E93 A4 7 AN 19 2535 A = Zolth ol 7HE AEFAAMY Rl H=
P 84301H FYFE 5% oM CR.= 7b ob# & A7+ wig- FAREE ALt ofu7]

21.485(pX.001) 2 YEht FAHCE folg Ao woll olgldt BAHA AV U AR sMH
2 deso], 7Hd 2-12 AYEHY EHEEY oh Ed EAAE ZUx EYd] B(-)9 TS
I AR T AW ke 2F3 AlgE R ACR e 7 JIEFAAE A 4
684,018 Fo5¢E 5% ool CR.=15408 A 719l disl 205 2l237F 9l B4 7t
(X0 E Yeht SAHSRE fo3t 2oz & SaEA FAQl TEA 7 ATk SHAIRE AH] AL
TEo], 7Hd 2-2+ AEEUT 7P A JIEF el AAZE gl 7HE dZkel AAske FH=
AA 9 A AAE FHx g EY A o 44 IS vt As gt
B & & £og F(+)9] 9FE AL, °] g ZEE S}l dFS MAA Fe AL
o} 2 A3E Kim(2016) 2] Axeta#h el oA 2 Yeed olge Ade AEFAAY] wiY
FHEo] o] & =Y} PFoEd mAE gol FHlz =Y A gy mATy
P AFolA EYo] ALKol &k F(+)9 Kwak(2020) 8] A+A#E AASA @e Aol
FFs WAL, FR/FHAEAE H(+)e] T o oA A7t vEA Y olf e Az AE
< HYes A AHE AA g FAA] gL EYl FosHA AEIAT

olglgt AFE ok HW, 7P s AEF A A7k FAFSIAIRE 7)<l o8] FHEolXl 7}
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