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ABSTRACT 

The rapid advancement of digital technology, artificial intelligence (AI), and social media has transformed 

influencer marketing through the emergence of Virtual Influencers (VIs)—computer-generated personalities 

designed to engage audiences like human influencers. Popular virtual influencers such as Lil Miquela, Shudu, 

and Imma have gained global recognition and collaborated with major brands. Unlike human influencers, 

virtual influencers offer greater control, consistency, customization, and reduced reputational risks. This study 

examines consumer perceptions of virtual influencers, focusing on trust, authenticity, brand engagement, and 

purchase intentions. Drawing on Social Presence Theory, Source Credibility Theory, Parasocial Interaction 

Theory, and Technology Acceptance Theory, the research uses a quantitative survey approach among social 

media users. Key variables include perceived authenticity, attractiveness, trustworthiness, technological 

innovativeness, brand credibility, and purchase intention. The findings reveal that virtual influencers 

significantly influence consumer attitudes, particularly among younger digital-native audiences. Consumers 

appreciate their creativity, innovation, and visual appeal, while transparency about their artificial nature 

enhances trust and acceptance. The study concludes that virtual influencers can effectively support brand 

communication strategies when authenticity, ethical transparency, and consumer trust are maintained. 

Overall, virtual influencers represent a promising innovation in digital marketing, offering brands new 

opportunities for engagement and personalized communication. Future research may explore cross-cultural 

differences, AI-driven influencer development, and long-term consumer interactions in immersive digital 

environments. 
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1. INTRODUCTION 

1.1. Background 

Digital technologies have revolutionised marketing, allowing businesses to speak to and 

interact with consumers via interactive social media. They act as a powerful promotional tool: 

influencers are people who have a high number of followers on the internet and whose opinions, 

attitudes and purchases can influence the purchasing decisions of consumers. In the last few years, 

virtual influencers have been making their mark in digital marketing. They are computer-generated 

personalities using artificial intelligence, machine learning, computer graphics and digital storytelling 

technologies that engage with audiences on platforms like Instagram, TikTok and YouTube, and 

display human-like features. Virtual influencers are becoming more popular with brands due to their 

ability to provide more control over content and messaging, and ensuring brand image consistency. 

Virtual influencers have the benefit of being contractually pure, uninvolved, and unaffected by 

personal controversies or behavioral inconsistencies that could impact on human influencers, hence 

they can be counted on as reliable long-term marketing partners. With consumers spending more 

time in digitally mediated environments, virtual influencers are becoming more popular and 

challenging the traditional notions of authenticity, trust, and social connection. They are an 

increasing phenomenon that has resulted in a great deal of research and marketing interest in 

learning about how they affect consumer perceptions and buying habits. 

 

1.2. Evolution of Influencer Marketing 

Over the last 20 years, influencer marketing's trajectory has been quite an interesting one, 

from celebrity endorsements to social media influencers and today, to virtual influencers. Early 

Marketing communication brands used celebrities as the main actors to push products and services 

such as actors, athletes, musicians, and public figures. Famous people were used in these 

endorsements because they were known to consumers to be credible, have status, and aspire to. The 

internet and social media platforms, however, revolutionized the influencer world in the blink of an 

eye. It was on these platforms that ordinary people could create huge online communities and 

become influential content creators, including Instagram, YouTube, TikTok, Twitter (X), and 

Facebook. These social media personalities had risen to stardom by sharing their true stories with 

their own thoughts and ideas, and other lifestyle content that catered to certain audience groups. This 

led to influencer marketing being more targeted, interactive, and affordable than the business of 

celebrity advertising. Next up in this transformative journey has been the rise of virtual influencers—

an amalgamation of marketing, AI, and digital media tech. Virtual influencers are virtual characters 

that are created to interact with audiences in a realistic manner, with engaging personalities, and 

through well-crafted narratives. Thanks to AI, machine learning, computer-generated imagery (CGI), 

augmented reality, and digital storytelling, it's now possible to develop highly advanced virtual 

personalities with large online followings. Virtual influencers also provide full control over the 

content, look, actions, and messaging of virtual influencers that may be a benefit to brands over 

human ones, who are unpredictable and may have reputational problems. Additionally, virtual 

influencers help to merge entertainment, storytelling, and tech innovation, ensuring a captivating 

audience experience. They can provide tailored and uniform interactions which are well suited to the 
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rise in demand for personalized digital content. The rise of virtual influencers is indicative of a larger 

trend in the world of automation, data-driven marketing, and digital transformation across all 

industries. The younger generation is more comfortable dealing with AI-driven characters, making 

virtual influencers a beneficial marketing asset. Influencer marketing is poised for a further evolution 

in the digital era, where technology is likely to increasingly engage with AI and virtual 

environments, changing the way brands connect with their customers and introducing new avenues 

for engagement, brand building, and customer relationship management. 

 

1.3. Emergence of Virtual Influencers 

Virtual influencers are fake personalities created to engage social media users in a manner 

similar to human influencers. The virtual entities are created with artificial intelligence, computer-

generated imagery (CGI), machine learning and creative storytelling, giving them unique 

personalities, lives, opinion and visual identity. Under the control of brands, marketing agencies or 

creative teams, virtual influencers can communicate and act with followers, advertise products and 

join in digital campaigns without ever changing their communication or actions. The rise of these 

characters underscores how increasingly sophisticated technologies are being used in marketing 

campaigns, and the adoption of AI-enabled consumer interaction. 

 

 
Fig 1 - Emergence of Virtual Influencers 

 

1.3.1. Human-like Appearance 

Human-looking is one of the most important traits of virtual influencers. The advanced 

computer graphics and CGI technologies allow the production of very realistic facial features, body 

movements, facial expressions and visual aesthetics. These authentic designs enable the virtual 

influencers to seem like real people, and become more appealing to their followers, which makes 

interactions feel more genuine and intriguing. When virtual influencers look more like actual 
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humans, they're more likely to gain attention from consumers and to connect emotionally with the 

audience. 

 

1.3.2. AI-Assisted Communication 

Virtual influencers are frequently leveraging AI technologies to communicate more effectively 

and engage their audience. AI systems can assist in generating content, analyzing audience 

preferences, responding to comments, and personalizing interactions. This feature allows VR 

influencers to reach a vast audience with ease while remaining relevant and consistent. AI-driven 

communications also enable brands to send messages on time and at the right time, which are 

relevant to consumers' interests and market trends. 

 

1.3.3. Consistent Brand Alignment 

Virtual influencers offer total control over messaging and brand representation, unlike human 

influencers. All their actions, looks, and talk can be controlled and directed in order to meet corporate 

goals and corporate values. This uniformity minimizes the potential for unforeseen conflicts of 

opinion, controversy, or damage to the reputation. Consequently, brands can have a consistent and 

consistent marketing presence and ensure promotional content is on track with business goals. 

 

1.3.4. Global Accessibility 

Virtual influencers can be available anywhere in the world as they are not limited by 

geographical boundaries and are present in virtual space. They can reach audiences from many 

countries, languages and time zones at once on social media sites. Its global reach allows brands to 

tap into different user segments and grow their global marketing strategy without many of the 

logistical constraints and challenges of engaging human influencers. 

 

1.3.5. High Content Customization 

The other benefit of virtual influencers is their capacity to help with active content 

customization. Brands can change their look, their character, how they talk and what they say in 

different campaigns, in different target groups, and in different culture. Such flexibility enables 

organizations to design highly-targeted marketing experiences that relate to specific consumers 

groups. Personalizing content can boost audience engagement, ensure messages are relevant, and 

boost the overall effectiveness of a campaign. 

 

1.3.6. Reduced Reputational Risk 

Unlike human influencers, there is much less reputational risk associated with virtual 

influencers. They're also a digitally-controlled entity, meaning that brands won't have to deal with 

personal scandals, inappropriate conduct, contractual grievances or inconsistent public response. 

They can be tracked and controlled and their behaviors and communications are more reliable and 

brand safe. This lowers the risk, which is why virtual influencers are a good choice for companies 

that want to invest in a long-term marketing partnership and have a consistent presence in the digital 

space. 
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2. LITERARY SURVEY 

2.1. Virtual Influencers and Digital Marketing 

In the realm of digital marketing, virtual influencers have become a game-changer, providing 

a fresh way for brands to connect with and engage their audience. Virtual influencers are AI-driven, 

machine learning and high-tech graphics characters, whereas human influencers are actual people. 

These digital personalities offer organizations more control over content development, brand 

messaging and campaign consistency, researchers have found. Brands can benefit from a more 

consistent and predictable online presence, as virtual influencers are not as prone to personal 

controversies or behavioral issues as human influencers are. Research also shows that virtual 

influencers offer a level of personalization to connect with viewers, assisting in more efficient 

targeting and engagement strategies. Virtual influencers tend to be innovative, creative and 

technologically advanced in the eyes of younger consumers, such as Generation Z and digitally 

native individuals. This has led to virtual influencers being increasingly involved in advertising 

campaigns, product endorsements, and social media tactics, changing the face of influencer 

marketing in the future. 

 

2.2. Analysis of Consumer Perceptions 

According to Source Credibility Theory, the message source is more credible and effective if 

the audience perceives it as trustworthy, knowledgeable, and attractive. With virtual influencers, 

researchers have investigated the psychological mechanisms of consumers' trust in digital celebrities 

despite the fact that they are man-made. Research indicates that virtual influencers can be highly 

credible if they consistently provide accurate information, showcase knowledge in a specific field, 

and exhibit engaging and relatable visual qualities. Transparency also has a big impact on building 

trust; when consumers are aware that virtual influencers are fake, they tend to respond positively. 

But there are concerns when audiences feel these digital characters are deceptive, manipulative, or 

not authentic. These perceptions can create a lack of confidence among consumers and impact 

marketing results. It is crucial, therefore, for virtual influencers to understand the importance of 

ethical transparency, realistic communication, and authentic storytelling to ensure that they can build 

trust and credibility with their audience over the long term. 

 

2.3. Parasocial Interaction and Consumer Engagement 

Parasocial interaction, a psychological bond between audiences and media figures that is not 

direct, but rather one-sided and non-reciprocal. Recent research shows that virtual influencers can 

create a good parasocial relationship that is comparable to the relationship that human celebrities and 

social media influencers can create. Virtual influencers through their constant content production, 

engaging stories and social media interaction, establish a familiarity and emotional connection with 

followers. These AI-driven characters can be seen as friends, role models, or reliable sources of 

information for viewers, resulting in higher engagement rates with sponsored content and brand 

messages. Results have shown that consumers' satisfaction, brand loyalty, positive brand attitude and 

purchase intent are all found to be higher when consumers have better parasocial relationships with 

their favorite brands. A key element in the success of virtual influencers is their ability to portray 
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relatable characters, stories, and emotional moments. Thus, the concept of parasocial interaction has 

been identified as an important theoretical lens to examine the impact of virtual influencers on 

consumer perceptions and decision-making processes in digital spaces. 

 

2.4. Research gaps and future directions. 

The research on virtual influencers has seen a considerable growth, yet there are still some 

gaps that are yet to be answered. While the majority of past research has concentrated on short-term 

marketing outcomes, technological capacities and consumer engagement, less attention is paid to the 

long-term psychological and behavioural effects of interactions between virtual influencers. The 

study emphasizes the importance of robust ethical guidelines covering aspects such as transparency, 

consumer data privacy, algorithmic accountability, and the possibility of influencing customer 

behavior through AI-created personalities. Moreover, the implications of greater autonomy in the 

production of content and decisions with AI are still largely uncharted. The second major gap is 

related to cross-cultural acceptance; the attitudes of consumers towards virtual influencers can differ 

significantly across social, cultural and economic contexts. Future studies must, therefore, include 

longitudinal studies, comparative international studies, and interdisciplinary study to better 

understand dynamic consumer-AI-Dig marketing relationship. These explorations will help create 

more ethical, transparent and effective practices of virtual influencers. 

 

3. METHODOLOGY 

3.1. Research Design 

The design of this study is quantitative research design that can investigate the impact of 

virtual influencers in digital marketing through a systematic approach. The quantitative research was 

chosen because it allows the collection of measurable data from a large population and the statistical 

analysis and objective interpretation of the relationship between variables. The main aim of the study 

is to analyze the impact of exposure to a virtual influencer on the consumers' trust, engagement, 

brand attitude and purchase intentions. To accomplish this goal, a structured questionnaire was 

created by leveraging from existing constructs from influencer marketing, source credibility theory 

and parasocial interaction literature. The questionnaire comprised several parts including 

demographic data, social media behavior, virtual influencers knowledge, perceived credibility, 

emotional attachment, consumer engagement and purchasing behavior. The responses were 

evaluated by a five point Likert scale, from “Strongly Disagree” to “Strongly Agree” which allowed 

quantification of the participants perception and attitudes. The target audience included anyone who 

was active on social media and interacted with influencer-created content on platforms like 

Instagram, TikTok, YouTube, and Facebook. To ensure that the respondents had enough knowledge 

about influencer marketing and the virtual influencers' content, the purposive sampling was used. 

The data was collected by distributing an online survey, which enabled the researchers to access a 

wide range of respondents with varying ages, educational levels and levels of digital engagement. 

The advantages of using an online questionnaire were its cost effectiveness, quick data collection and 

ease of participation. The items to be included in the questionnaire were modified from previously 

validated scales used in marketing and consumer behavior literature to be reliable and valid. A pilot 
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study was done before the main study to find ambiguities and clarify questions. The data collected 

were subjected to descriptive and inferential statistical techniques such as frequency, correlation 

analysis and regression analysis. This study design will offer strong insights into the relationships 

between the characteristics of virtual influencers and consumer perceptions and generate empirical 

evidence to add to the rapidly expanding body of work on AI-powered influencer marketing and the 

impact on consumer decision-making processes. 

 

3.2. Conceptual Framework 

The conceptual model of this research shows that there is a sequential relationship between 

the characteristics of the virtual influencers and the behavioral outcomes experienced by consumers. 

It tells how properties of virtual influencers affect consumer perception that consequently affects the 

formation of trust, purchase intention, and finally the engagement of the brand. These constructs are 

all relevant to addressing how effective virtual influencers are in digital marketing situations.  

 

 
Fig 2 - Conceptual Framework 

 

3.2.1. Virtual Influencer Characteristics 

The characteristics of virtual influencers form the key component of the framework. These 

are: attractiveness, perceived expertise, authenticity, consistency of communication, interactivity, and 

technological sophistication. Virtual influencers are judged by how realistic, relatable and engaging 

they are on social media. A good, creative virtual influencer can steer brand messages, and have a 

distinct digital persona. Results of the research indicate that the virtual influencer who is attractive 

and credible can capture the audience's attention and become a determinant of shaping positive 

attitudes about the product or service promoted.  

 

3.2.2. Consumer Perception 

Consumer perception is the general opinion and assessment people have about virtual 

influencers and the content they produced. The quality of content, its relevance, entertainment value, 

transparency and perceived authenticity are among the factors that influence these perceptions. 
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Positive perceptions boost the effectiveness of marketing communications by generating greater 

interest and accepting messages. Consumers' positive attitudes toward the virtual influencers and the 

brands they promote are more likely to be created when perceived as innovative, trustworthy and 

engaging.  

 

3.2.3. Trust Formation 

Trust formation is the building process consumers develop in the information, suggestions 

and endorsements given by virtual influencers. Perceived credibility, expertise, honesty and 

transparency about the artificiality of the influencer affect trust. Virtual influencers have the potential 

to be more persuasive and credible to consumers who are willing to accept their product suggestions 

and participate in sponsored content. Trust is crucial in this context as virtual influencers do not have 

real-life experiences, so being transparent and communicating consistently is vital to the people's 

trust in these virtual influencers.  

 

3.2.4. Purchase Intention 

Purchase intention is the chance of consumers buying a product/service suggested by a 

virtual influencer. The positive perceptions and high level of trust frequently result in consumers 

thinking about purchasing endorsed products. Virtual influencers can influence consumer choices by 

creating compelling content, product demonstrations, reviews, and captivating narratives. Research 

suggests that when consumers find virtual influencers to be believable and trustworthy, they are 

more likely to demonstrate increased purchase intentions, which can enhance the success of digital 

marketing strategies.  

 

3.2.5. Brand Engagement 

At the end of the conceptual framework, the overall result is the brand engagement, which 

means the consumers' emotional connection, interaction and involvement with a brand. Consumers 

who are engaged are more likely to follow brand content, join in with existing and create online 

conversations, share promotional content with others, and be loyal to the brand. Virtual influencers 

can be used to engage with the brand by providing interactive experiences and emotional 

connections. This increased trust and consumer intention to purchase often leads to increased 

engagement, shaping increased brand loyalty, customer retention and overall marketing results. 

 

3.3. Data Collection and Sampling 

The data collection method used to collect the data for the study was sampling.Sampling 

technique was used in this study as a data collection method to collect the data and information 

about virtual influencers in the digital marketing environment that is reliable and relevant. The target 

audience for this study was individuals aged 18 to 40 who are social media users, because young 

people between the ages of 18 and 40 are the most active segment of users of social media and very 

often come across content created by influencers. The age group of the individuals is more likely to 

engage with virtual influencers on platforms like Instagram, TikTok, YouTube, Facebook, and X 

(formerly Twitter), which makes them appropriate respondents for the study. They've also seen their 

own experiences with digital technologies and brand promotions online, which can give them 
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insights into how virtual influencers influence consumer attitudes, trust, and purchasing habits. The 

sample size for this study was 300 respondents, which is considered adequate for statistical reliability 

and proper representation. The sample size was deemed to be adequate for descriptive and 

inferential statistical analysis and for data collection procedures that were manageable. A diverse 

sample of respondents helped to enhance the generalizability of the findings and patterns of 

consumer perceptions across various demographic segments were identified. A non-probability 

sampling method known as convenience sampling was used in the study where the participants were 

chosen due to their availability and willingness to be part of the study. The methodology selected 

was based on the ability to collect data in a short period and the ability to reach respondents who 

actively use social media platforms. While convenience sampling may have drawbacks in terms of 

representativeness, it continues to be a popular sampling method for exploratory and consumer 

behavior research because of its practicality and cost-effectiveness. An online questionnaire was used 

to gather data which were sent out via social media networks, email groups and online communities. 

The internet format allowed for the collection of data quickly, geographically widely, and with the 

convenience of the participants. A 5-point Likert Scale (from Strongly Disagree to Strongly Agree) 

was used to assess the opinions and attitudes of the respondents. This measurement scale enabled 

participants to indicate extent of agreement with the statements regarding the characteristics of the 

virtual influencers, consumer perception, building trust, purchase intention and brand engagement. 

The data gathered gave us a solid basis to assess the relationships between the study variables and 

the overall effect of the virtual influencers on consumer perceptions. 

 

3.4. Mathematical Model 

This research uses two mathematical models to quantitatively assess the impact of the virtual 

influencer characteristics on the consumer's perception and purchasing decisions. The first is the 

Consumer Perception Index (CPI), which captures the consumer's perception in four areas: 

attractiveness, trustworthiness, credibility and innovation related to virtual influencers. The four 

scores are averaged to determine the CPI. In formula form: 

Consumer Perception Index : CPI = (A + T + C + I) / 4 

 

A is the attractiveness score, T is the trustworthiness score, C is the credibility score, and I is the score 

for innovation. The higher the CPI value, the more positive consumers' overall perception of the 

virtual influencer is. This is an index to summarize several perception-related factors into a single 

measurable indicator to be used for comparative and statistical analysis. The second model is the 

Purchase Intention (PI) Regression Model which investigates the effect of trust, attractiveness and 

credibility on consumers' purchase intentions of virtual influencer endorsed products. The model is 

given by: 

Consumer Perception Index: CPI = (A + T + C + I) / 4 

 

There are four factors—trust (T), attractiveness (A), credibility (C), and purchase intention 

(PI)—embodied in this equation. The intercept is β₀ and the regression coefficients, β₁, β₂ and β₃, 

indicate the effect of each independent variable on the dependent variable, purchase intention. The 
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error term is represented by ε, which represents the other factors not included in the model. This 

regression model allows the study to isolate the influence of the various characteristics of the virtual 

influencers and deliver proof of the effectiveness of the AI-based influencer marketing strategies. 

 

4. RESULT AND DISCUSSION 

4.1. Analysis of Consumer Perceptions 

The analysis of the surveys showed a positive attitude towards virtual influencers among 

consumers, with its acceptance being the highest among younger consumers who are highly active 

on social media platforms. The virtual influencers were seen by several respondents as fresh 

expressions of new digital technologies, and valued for their creative and visually appealing nature, 

backed by AI. Often, the participants described virtual influencers as high-tech, good looking and 

able to produce interesting content that can be used in a different way than conventional influencer 

marketing. The novelty value of virtual influencers seemed to grab consumers' attention, rather than 

the attention of the influencers, building interest in brands and products. The results indicate that 

younger consumers are more open to engaging with AI-generated personalities, given their comfort 

with digital environments and virtual experiences. One of the major findings of the study is that trust 

is one of the most significant factors that affects consumer acceptance and marketing effectiveness. 

The findings of the survey showed that consumers were more open to virtual influencers when the 

fact that they are artificial was clearly communicated. Acknowledging the image was computer-

generated helped to boost authenticity and credibility. Brands that openly discussed the use of AI to 

produce and control virtual influencers garnered more trust, with respondents feeling more 

confident about these brand names. On the other hand, introducing a fuzzification between human 

and virtual identities were correlated with slightly lower trust and scepticism levels among the 

participants. The research also revealed that the attraction of the image and the storytelling ability 

had an impact on consumer perception. Those that were realistic in appearance, aesthetically 

pleasing, and presented a consistent digital identity online indicated higher engagement with the 

virtual influencers. Besides, the compelling stories and emotional content built stronger relationships 

between audiences and virtual influencers. These storytelling techniques helped consumers to follow 

influencers' posts consistently, engage with brand messaging, and form positive attitudes toward the 

promoted products. The overall results show that innovation, transparency, trustworthiness, visual 

appearance and storytelling are all drivers of positive consumer perceptions, and improve the impact 

of virtual influencer marketing campaigns. 

 

4.2. Consumer Responses toward Virtual Influencers 

Table 1: Consumer Responses toward Virtual Influencers 

Factor Evaluated Positive Response (%) 

Visual Attractiveness 88% 

Technological Innovation 85% 

Entertainment Value 82% 

Brand Engagement 79% 

Purchase Intention 74% 

Trustworthiness 71% 
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Authenticity Perception 68% 

Brand Recall 83% 

 

 
Fig 3 - Consumer Responses toward Virtual Influencers 

 

4.2.1. Visual Attractiveness (88%) 

Visual attractiveness had the highest positive response rate among all factors considered, 88% 

of respondents having positive views. The allure of virtual influencers, brought on by their 

aesthetically pleasing looks, realistic appearances, and creative visual presentation, had a significant 

impact on the participants. The results indicate that digital avatars can be more effective at getting 

users engaged with the content of an influencer, if they are attractive. For consumers, the visual 

aspect of the virtual influencers was the source of positive perceptions regarding their modernity, 

professionalism, and engagement, thereby positively impacting their attitudes towards the promoted 

brands and products they were presented with. 

 

4.2.2. Technological Innovation (85%) 

85% of all respondents valued the technological innovation of virtual influencers. Participants 

saw these AI-driven characters as models of advanced digital transformation practices and creative 

marketing approaches. Artificial intelligence, computer graphics and machine learning technologies 

added a sense of novelty and excitement for consumers. Several of the respondents felt that the 

virtual influencers are the future of digital communication and that brands have new avenues to 

reach audiences in creative ways. 

 

4.2.3. Entertainment Value (82%) 

82% of survey respondents gave a positive rating to entertainment value, showing that the 

virtual influencers are able to create content experiences that are enjoyable and engaging. Participants 

have observed that virtual influencers are known for providing engaging storytelling, interactive 

content, and visually appealing social media posts, which help capture the attention of the audience. 

Being able to produce fictional stories, immerse consumers in digital experiences, and create unique 

on-line personalities are vital to consumer enjoyment. This fun factor not only makes users want to 

spend more time with the content of the influencers, but also follows their activities. 
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4.2.4. Brand Engagement (79%) 

Around 79% said that the virtual influencers improved their interactions with brands. 

Consumers said that they were more likely to interact with branded content via likes, comments, 

sharing, and participating in online conversations. It was discovered that virtual influencers are more 

effective at engaging consumers with brands, with their creative and entertaining representations of 

products.It was discovered that virtual influencers could develop better connection between 

consumers and brand by creative and entertaining representation of products. The results indicate 

that virtual influencers can be a powerful communication tool to boost audience engagement and 

build a strong connection between brands and audiences. 

 

4.2.5. Purchase Intention (74%) 

74% of respondents were likely to buy after seeing a virtual influencer advertisement, 

showing the impact these influencers have in driving purchases. Reponses were more positive about 

the likelihood of buying endorsed products when they heard from virtual influencers that they are 

credible and appealing. Although purchase intention was marginally lower than the engagement and 

entertainment metrics, the findings indicate that virtual influencers can clearly make an impact on 

consumers' decision-making processes and contribute to marketing goals. 

 

4.2.6. Trustworthiness (71%) 

The study revealed that 71% of respondents rated the trustworthiness of virtual influencers as 

good, underscoring the critical role of credibility in virtual influencer marketing. The participants 

mentioned that they had more trust when they had a clear idea about the influence's artificiality and 

when they were communicated in a constant manner. While a few initial customers were skeptical of 

the AI-generated personalities, many did acknowledge that customer-centric and trustworthy virtual 

influencers may be able to effectively provide reliable product information and recommendations. 

The result highlights the importance of transparency as a key pillar to consumer confidence. 

 

4.2.7. Authenticity Perception (68%) 

The lowest positive response rate was recorded for the authenticity perception (68%), 

suggesting a few consumers are not yet convinced of the authenticity of virtual influencers. 

Participants majority liked the creativity and innovation of virtual influencers, but also noted the lack 

of real-life experiences and human emotions. However, most participants recognized that 

authenticity can be reinforced and built by means of transparent communication, narrative that is 

relatable, and consistent digital identities. This finding indicates that authenticity is still a challenge in 

virtual influencer marketing. 

 

4.2.8. Brand Recall (83%) 

With a strong positive response of 83%, brand recall was an effective way to improve 

consumer memory and recognition of brands through virtual influencers. The combination of a 

distinctive look and unique personality characteristics, along with the innovative content of virtual 

influencers, made branded messages memorable, according to respondents. This boost in brand recall 

can be beneficial for companies looking to increase brand awareness and market visibility. The 
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results suggest that virtual influencers can be used to facilitate the long-term branding approach and 

enhance consumers' memory of products and promotional campaigns. 

 

4.3. Discussion 

This study offers valuable insights into the impact of virtual influencers on consumer 

perceptions and marketing strategies in the digital landscape. The findings suggest that virtual 

influencers can impact consumer attitudes in a visually pleasing way, provide innovative digital 

experiences, and communicate with them. The positive ratings for visual attractiveness and 

technological innovation indicate growing consumer acceptance of AI-generated personalities and an 

appreciation for the creative aspects of cutting-edge technology. The results highlight the potential of 

virtual influencers to engage viewers, spark brand interest, and boost consumer engagement. The 

younger generation seems to be at ease with interacting with virtual influencers, as they are familiar 

with digital media, AI, and virtual experiences. While there was a positive perception seen on several 

dimensions, the challenge of authenticity was seen as an issue in the adoption and effectiveness of the 

virtual influencers. While respondents understood that the virtual influencers are avatars rather than 

human, they felt they could trust and connect with them if there was transparency and ethical 

communication. Consumers were more accepting when brands were transparent about the fact that 

the content was virtual influencers created with AI, and how the AI technologies were used. On the 

other hand, instances where they were portrayed as being “all human” or hidden from their digital 

nature led to higher levels of doubt and less trust. The results underscore the significance of ethical 

disclosure and responsible marketing practices to ensure consumer trust and avoid consumer 

deception or manipulation. The findings of the study lend significant support to the concepts of 

Source Credibility Theory which highlights the significance of trustworthiness, expertise, and 

attractiveness in influencing the attitude and behavioral intentions of the audiences. Those who 

thought the virtual influencers were credible, knowledgeable and attractive were more likely to 

interact with them. Likewise, the results are congruent with Parasocial Interaction Theory, which 

states that a person might feel attached to the media personality without having any personal 

interaction with them. The emotional connection built by the emotional narratives and the brand 

consistency across the digital platforms enhanced brand interaction and purchase intention. In the era 

of AI in marketing, organizations aiming to make the most of virtual influencers must pay attention 

to authenticity, transparency, moral guidelines for communication, and audience appeal, all while 

enhancing marketing effectiveness, building consumer credibility, and establishing enduring 

connections with their audience. 

 

5. CONCLUSION 

Virtual influencers mark one of the biggest innovations of modern digital marketing, 

changing the way brands communicate, engage and connect with consumers. The introduction of AI, 

CGI, machine learning, and social media technologies has opened the door for virtual influencers to 

provide organizations with sophisticated, well-understood and large-scale marketing campaigns. 

Unlike traditional human influencers, virtual influencers can provide brands with more consistency 

in their messaging, more creative flexibility, and less risk of personal controversies. The widespread 
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use of this technology in various fields demonstrates its current application in daily interaction with 

consumers in a digital world, as well as a change toward technology-based interaction and 

engagement. The current study aimed to observe the virtual influencers' effect on consumer 

perceptions in terms of attractiveness, trustworthiness, credibility, technological innovation, 

authenticity, engagement, and purchase intention. The results highlight positive impacts of the 

virtual influencers on the attitudes of consumers and their behavioral intentions, especially among 

the younger and digitally connected. Higher likability of the virtual influencers was associated with 

higher levels of engagement and brand recall, while the rest of the respondents saw the influencers as 

being visually attractive, technologically advanced and fun to watch. The findings also suggest that 

people are becoming more accepting of interacting with AI-simulated personalities when the 

interaction is meaningful, relevant, and aligned with the expectations. Virtual influencers are 

valuable tools for boosting brand visibility and consumer engagement, offering the capacity to 

produce immersive content experiences and emotionally engaging narratives. Among these benefits, 

long term success is dependent on the factors of authenticity and trust, as highlighted in the study. 

Although consumers know that these virtual influencers aren't real people, they still expect them to 

be transparent, honest and in good behavior. There was a strong correlation with the disclosure of the 

digital nature of virtual influencers and responsible communication practices and the formation of 

trust. Any sense of deception or manipulation can have a negative impact on consumer acceptance 

and reduce marketing efforts. So, organizations should strike a balance between technological 

innovation and ethical responsibility to ensure their credibility and build sustainable relationships 

with consumers. The results also validate the principles of Source Credibility Theory and Parasocial 

Interaction Theory, which state that perceived credibility and emotional connection have significant 

effect on consumer reactions. With the further development of artificial intelligence technologies, 

future virtual influencers are likely to get even smarter, more interactive and more personalized, 

making them even more powerful marketing tools. Future study of long-term consumer attitudes, 

cross-cultural variations, ethical governance structures, influencer ecosystems in the metaverse, and 

AI-powered content creation without human intervention should be investigated. In conclusion, the 

potential of virtual influencers in digital marketing is undeniable, and businesses that master the art 

of innovation, transparency, authenticity, and consumer-centric marketing have the potential to gain 

long-term competitive advantages in the rapidly evolving digital landscape. 
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