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Abstract

The objectives of this study are to explore the information source, assessment, and
preferred styles of 3D virtual influencers(VI), to investigate the expected impact of
advertisements with 3D VIs on brands, and to explore ways of expanding the use
of 3D VIs. In-depth interviews with 40 males and females in their 20s and 30s were
conducted and qualitative data were analyzed. The study results are summarized as
follows. First, the information source of the 3D VI was SNS, acquaintances, and
broadcasting. Second, 3D VIs were considered positively due to their attractive appear-
ance, wide utilization, innovative use, freshness, separation from private identity, and
time and cost savings, while considered negatively due to their unrealistic appearance
and antipathy against replacing a person’s role. Third, the preferred appearance styles
of the 3D VI differed according to the level of virtuality although the majority of
interviewees preferred similar looks to real people with low virtuality. Fourth, diverse
image qualities such as innovative, differentiated, trendy, high-value, professional, and
future-oriented were considered as transferred to the brand advertised by 3D Vls.
Fifth, advertisements with 3D VIs may help build positive perceptions of advertised

brands that may lead to purchase behaviors for some consumers. Lastly, to expand
Received July 15, 2020

Revised August 15, 2020
Accepted August 17, 2020

the use of 3D VlIs, the specific advantages of virtual models should be maximized
with consideration of how to implement a variety of body types and images of
models. Findings present an important foundation to generate strategies to better apply
tCorresponding author 3D VIs to the fashion market.
(yoheunah@kmu.ac kr)
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Il. Literature Review

1. 3D virtual influencer
3D 7MFEd(virtual model)o|gt AZE35H= AlFo]
obd 3D XY 71E WEolW MY AZold,
A *}‘ﬁc’ﬂ/ﬂ 3D 7]&& Al olde o83t Al
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= A9 a1, AA JIEF E5H] ol Y
22 TS Bol7|& gt o]&2 7MFRdE Qo]
T FAAolE: EEY] AYS 7H ISR A&
T oty ZpAl9] LS Al thE QIEFAA
ST FARRE SNS &5 gt} o] 52 ARl (Chanel),
TA(Gucci), Ze}th(Prada) 5 78 A Bl =gt
oflgl A5, FHE 5 et AL Fund

<Table 1> Examples and features of 3D virtual influencers

Influencer Company/ SNS channel/
catlel o Name Job debutp e}a/lr No. of followers Feature
gory y (10,000)
- Advertising model of i’, ‘Stella McCartney’
. The Diigitals(US)/|  Instagram/ dvertising of *Gueet’, *Stella Mo <y
Micro Dagny Model 2018 0.6 etc.
' - https://www.thediigitals.com/dagny
. - Model of ‘Waviboy’ (street wear brand
K I
Micro Lil wavi Model WaVI;())lyéU y nstal1g6ram/ launched by Emily Groom based in London)
' - https://www.instagram.com/lil_wavi/
- A isi 1 of ‘B >, ‘Off-white’
Brud(US)/ Instagram/ dvertising model of ‘Burberry’, ‘Off-white’,
Macro Blawko | Unknown 2018 219 etc.
' - https://www.instagram.com/blawko22/
- Advertising model of ‘Burberry’, ‘Valentino’,
Aww(JP)/ Instagram/ etc.
Macro Imma Model 2018 17.7 - Advertising model of ‘Porsche’
- https://www.instagram.com/imma.gram/
- Advertising model of ‘Dior’, ‘Chanel’ and
. IMG Models(US)/|  Instagram/ ‘Versace’ etc.
Macro | Noonoouri | Model 2017 35 - Magazine model of ‘VOGUE’ and ‘BAZAAR’.
- https://www.instagram.com/noonoouri/
- Advertising model of ‘Pierre Balmain’,
. . ‘Ellesse’, etc.
Macro Shudu Model The Dl;%lln;ls(us)/ lnstz;gorarn/ - Magazine model of ‘VOGUE’, ‘GQ’, and
‘BAZAAR’
- https://www.thediigitals.com/shudu
- Advertising model of ‘Prada’, ‘Givenchy’,
Meea | Lilmiquela Musician Brud(US)/ Instagram/ ‘Calvin Klein’, etc.
& d and model 2016 231 - Magazine model of “VOGUE’ and ‘ELLE’.
- https://www.instagram.com/lilmiquela/
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2. Characteristics of the social influencer
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3. Characteristics of the 3D virtual influencer
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4. Effect as advertising models of 3D influencers
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. Methods
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3. Characteristics of interviewees

AY ARES wIEYE dAIT o4 2 209
ojloH, Agid g 20th7} 271, 30t7} 137031
o, YL AT} AR o] 2z} 157, 1050
golth 99 W4 AE TYulE 10308 Aehrk
20 0% 7P WAL, oFF Bt AAEIY HE 8l
T 5-108)7F 17808 7Pg gkt ofF Bt A
EFIE & AR 1-3A1710] 257 0 & tiREe At
Astgic. WA WA 3 7 BN o) ¢
3 TFT | Aol 149, BEThT G Aol
26702 gtk By WSS AEy 59
(Table 2)° A== Uct.

IV. Results and Discussion

1. Consumer perception of the 3D virtual influencer

1) Information source of the 3D virtual influencer
3D 7HY AEFAA O dis ¢ A= &2l

= 451 -
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<Table 2> Characteristics of interviewees

3D 7}

2l

EFAA] T 20-300] H 2HZ Q14

Awareness of

Monthly expenditure

Daily Instagram

Daily Instagram

the 3D virtual| Code | Gender | Age Occupation |on fashion products connection connection
influencer (10000KRW) frequency time(min)
A01 Female 24 Student 20 10 60
A02 Female 39 Profession 10 60
A03 Female 37 Profession 50 2 30
A04 Male 24 Office job 100 60
A05 Male 34 Office job 10 1 30
A06 Male 26 Service job 60 30 120
Aware A07 Male 27 Service job 3 1 10
A08 Male 30 Office job 10 2 30
A09 Female 37 Profession 15 60
Al0 Female 24 Student 100 50 240
All Female 25 Student 30 5 120
Al2 Male 24 Student 10 15 120
Al3 Female 36 Student 50 3 180
Al4 Female 25 Profession 30 10 120
Bl Female 35 Self-employment 50 5 60
B2 Female 21 Student 20 15 180
B3 Female 27 Service job 40 10 120
B4 Female 25 Student 5 10 180
BS Male 25 Student 10 60
B6 Male 25 Service job 10 5 60
B7 Female 23 Service job 20 3 60
B8 Female 22 Student 20 10 120
B9 Female 21 Office job 10 10 120
B10 Male 28 Office job 20 5 60
Bl11 Male 20 Student 35 15 120
B12 Male 24 |Self-employment 20 1 30
Unaware BI13 Male 23 Student 10 5 30
B14 Male 22 Student 20 10 60
BI15 Male 33 Office job 5 3 10
B16 Male 30 Office job 20 0
B17 Male 34 Office job 30 0
BI18 Male 32 Office job 0 2 30
B19 Male 20 Student 10 0 0
B20 | Female 23 Office job 40 8 180
B21 Female 24 Service job 30 6 120
B22 Male 34 Profession 30 5 60
B23 Female 30 Student 10 1 10
B24 Female 24 Profession 100 80 600
B25 Male 24 Student 10 0 0
B26 Female 27 Profession 100 25 120

= 452
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QThT Sua Algo] AA SV 147(35%)
ERgt=dl, o3d3] 3D 7MY AEFAA ] Hit
At 8 A 4SS & 4 U 3D 4 <
AA] dis) L ks SEAES] FEYES
dHEH, SNS AR F 7MERE S 918 Hte
290] g AA . ES FH A0S 535 7
A do] g=35ith= o]ol/|E EAU Ex o]
€ HYths S8R dleH, WS B9 A 2
Aol gkt $YAE UL F8 YW At

(Table 3)° A== At
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2) Assessments of the 3D virtual influencers
3D 7M ABRAA ft Bk FHHY BE
3 2HHQ REoR Ut 3HH Wt &
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<Table 3> Information source of the 3D virtual influencer
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3) Preferred appearance styles of the 3D virtual
influencer
3D 7MY} C1Z 294 &= A5 5l AEFQUo] Fojol
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A4 o] FuHdS A5 sk= Z3H(Joseph, 1982)
= Hojgo npAte g Zz) thE e figE A
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the ggol 9ot

No. of
Responses
responses
* In the YouTube, I watched some contents and advertisements with virtual human. (AO1)
SNS * | saw virtual models who were doing for public relations using some characteristics of 7
movie, animation, and game in the Facebook and Instagram. (A03)
* I saw those in some brand pages of the Instagram. (All)
Reference | * My friend showed me virtual models exposed in Instagram and some brands. (A06) 6
people * | heard from someone around me and saw a virtual model in a magazine. (A07)
. * I saw a cyber singer, Adam in broadcasting. He was a virtual 3D model with a human
Broadcasting . 1
voice. (A04)
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<Table 4> Assessment of the 3D

3D 7H4 QETAM] B 20-300 Al 21 =

virtual influencers

No. of
Responses
responses
Attractive * It’s very attractive, trendy, and exotic. (A09) 6
appearance * It’s more visually attractive than human. (B21)
» It can be widely used because it may have a mystery feeling in an
Wide utilization advertisement. (A04) 5
» It is good to make all kinds of images. (B07)
* People may be surprised when hearing that it is a virtual model in
Innovative use terms of the technology. (A02) 4
* Technological advancement is so charming. (A10)
- * Unique, fresh, and new...People may have a consistent desire for new
Positive Freshness images and 3D model may satisfy their needs. (A11) 5
assessment  It’s with a good idea as well as fresh and modern feeling. (A03)
 If they are real human, they have inner sides and personal aspects,
Separation from 2131:) l\;1rtual models can be thoroughly planned including those parts. X
th ivate identit . .
¢ private identity -, Company can show selective images and consumers also see those
models with a more objective view. (B08)
* It is time-saving since digital images can be easily and quickly
Time and cost modified. (A12) 3
saving It better fits to the fashion model since it may not get old and no
cost is needed for management of body and face care. (B19)
* It looks artificial. (B09)
o » Skin tone looks artificial like rubber. It can be unpleasantly seen to
Artificial and
unrealistic feelings some people. (A08) 7
e, When I did not know, it looks OK but now I feel a sense of dif-
ference from it. (B16)
. . . * | thought that those may threat human models and other jobs of
Negative Antipathy against
assessment [replacing a person’s human. (A06) 3
P £ap * It should not become similar to human any more. Already jobs are
role . .
insufficient. (B19)
* It may be inferior to human models because of lacking in emotion
Unnatural and transfer, hand gesture, and eye expression. (B21) 3
awkward looks * It looks awkward since it is different from what I have seen so far.
(B23)

SHH, 7HAA o] 2 Qrof tisjAE njEE - g 2. Consumer perceptions on advertisements with
AAR] o] FAZHQ oluR 2 ZRlE &= Qlo] F 3D virtual influencers
0] £kl A7 AT Aolghs SHol H
9t o] Uut AZZAAN AL UE 5 9= 1) Images of the 3D virtual influencer transferred
3D 7HF JIEFAMTY] A5 A 38 Y Aot to the advertised brands
ol5 Hig o= FHA] wEt 3D 7MY AEFAA 3D 7V JAEFAME ARESI Fad o Far
gk £33 As A f30] lvke A2 ¢ & Bito] Holg= ASFAA 9] oJu|R|ol= ofd A
AR 8 SHT ZAT= (Table 5)0f A=At =0] A=Al disf AEstiet. |A 7Y 71eE o]
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<Table 5> Preferred appearance styles of the 3D virtual influencer

No. of
Responses
responses
* It is good that the virtual models look like general people. So, they
- are similar to human when they wear some clothing. (A11)
Look similar to . . L .
» | get more attention to it when it is of the same race of mine. (BO1) 18
themselves . . . ..
* | am more comfortable to see the virtual model with skin tone similar
to mine. (B14)
* I personally prefer Asian or black races so I hope more models of
Look that suits those to be made in the future. (All) 5
Low own taste * We have often seen Western European or North American models so
virtuality virtual models with their appearances are most preferred. (B16)
Look that . i Ap;;)fer virtual models who never get old and with a perfect look.
corresponds to the . —
. * Stars who were very popular in the past can not maintain appearances 4
ideal beauty of . .
society any more. But virtual models would be in the same look even after
several decades. (B18)
Unusual individual | * An individually unique look remains better in memory. (A01) 4
look * | prefer clear contour looks than generally beautiful looks. (B21)
* I want them to apparently emphasize unrealistic views. It overwhelms
. . . the sight so people might see them over and over. (A12)
High virtuality * Like an alien? Futuristic feeling? I like those engraved as a shocking 3
image. Visibility is most important for attraction. (BOS)
BATHE Aol 44 olnlx 7t AxrE Roletx 3D 7MY AEFAAE AT a7t BAE 914
StRoH, 7HIRIE AA7E AlE et /e 2y of mAl= FFol USAl digt 2] WAz
of Apol7} Faiste] ashe nAso] Apgskel o] Bl e o] F7HE Zloleks Sol Wt
uAE £ Aolghs §Hel UM E3L 3D MY O, AR JFol 9le A = SEHE AT A
ABRANE YT 4EFW FPYS HESE B 2L AL o|2g 7] tEo] Bao] te Bilo|
ATt ojw A7k Hold ZolH, FAE Eol & 3 Eobd A 2L, olFet Bo] FaL BEHEAE 37
AMAE =AAH BRE THA7F &2 ojuAPR B 2l JFe vE A Zrh= SHol AU ET A
Zolghks SHE AT I 9fo] AlAsH AEA A Al 2y vjwste] thiE A2 Y flol 2ol B
omAE =AF A, ‘v AFE ojujA'7} Hold Heofet A5 4= ojA E=o] Higt #io] &
A0R Btk SR gtk B ojulAet & 7K Zolehs $UE T s YA 2t 2
#0| AAlo] 2YTW BYS B btk Ak BHE L AGS B 4 QoA Bl F74E ol §
FIES A4ohe Adanrt 9, olet vEo] 3 ol At} §HE, a1 B ujX= 7ol A
5h= 71geIu Aok oA Adolawrt vehd o] & Zojzks EHE A=, olE2 AFeIu
THe ARAT(Kim, 20098 FTY W 3D 7MY 9E  BASES WY o 2] Rl Bty Azet
FAA Q| HhFet ojujA|7} Al Hlieof iz A £ AHAERA ojd REE 7]85tAA Fa B
olF 4 o HF5AE HolEth 38 9uI Ase o mXE R A g Aol 47et 9l
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(Table 6)°] A=t

2) Expected impact of the advertisement with 3D
virtual influencers on perceptions of the advertised
brand

th. 38 ST A= (Table 7)o F2 =k

3) Expected impact of the advertisement with 3D
virtual influencers on purchase behaviors
3D 7MY ABRAM AAG B3k FogB vl

= 455 -
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<Table 6> Images of the 3D virtual influencer transferred to the advertised brands

No. of
Responses
responses
* It has been rarely attempted. It seems innovative since it used virtual reality.
Innovative image (B10) 15
» It seems to have adventurous and leading feelings. (A03)
. . . » It is much differentiated by the visuals. (BO8)
Differentiated image » It is certainly differentiated from others. (B09) 6
. » It is very sophisticated and trendy. (A02)
Trendy image « If it is used by a little-known brand, T might think it as a leading brand. (A09) 3
* The brand using a virtual model may look like a brand with high values.
High value image (A04) 2

I may think the company using a virtual model as a big investor. (B02)

Professional image

It gives an image of specialized and systematic brand. (B21)
It will be considered as a brand with a high possibility to advance in the 2
future since it is ready to accept new technologies. (All)

Future-oriented image
others. (A07)

The model is virtual so it looks like a future-oriented brand. (A02)
It looks like a future-oriented brand since it tries new things earlier than 2
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3. Ways to expand the use of the 3D virtual
influencer

3D 7MY AEFAA &8 Sff weto] disf ok
St ofoltjoi7} AAIH Ut} WA 3D 7H JIEFAA
o] 7= A et o Fgdfof dtk= &
ol Wttt AA IE e A, BFEZ HY
ol A 7HA L e B9-7F tiF-EolAg, 7HY
2do] Feole & AP 5 Ato]=9] 19|
7hsotuE grad Rd= AREE & QS Aolgs
o] SISt 3, ojn|A] SHoME HA| Ysh=
ol &] mElg 7] ofFg -, AZol ofsf A}
oyt 7|&A7t Yt oA R THlES T
= Slth= Aol AHolEg olE Ao ® Egshe
Zo] Bastrhe ool AUtk EF PFEdo|n
2 Aol Fsl7] E7Fse AAE w0l AR 5
RoH, QAU §F 5 AFFO] 717] ol FaoA
29T & dvhs A A5 285k afHd A
e gHE Ao

= 456 -



Vol. 28, No. 4

Al - of 2o

49

<Table 7> Expected impact of the advertisement with 3D virtual influencers on perceptions of the advertised brand

No. of
Responses
responses
* It is good to gain attentions. People might see it once again because
. . it is amazing. (A03)
Gain attentions . S .. . . ,
. * It stimulates one’s curiosity so they might look up again. It’s also 14
with new attempts . . . .
very interesting to find out differences between real clothing and
clothing in a virtual model. (Al1)
* 1 may concern the brand more and wait for collections of the brand.
Increase . .
. Expectancy on how much more virtual models to be used in the
the interest Focus
in brand on the brand itself future... (A10) 3
S * | think that I can see only the brand itself without other emotions.
(B0O8)
Leave a deep
impression on * It may be remained longer in memory if it has an individuality of 1
its individual the virtual model. (A0S8)
appearance
Product is more . .
. . * If the brand is good enough, I may not have repulsion. But I may
Not impacted | important than an . . . 5
.. not get interested in the brand because of the virtual model. (A05)
advertising model
<Table 8> Expected impact of the advertisement with 3D virtual influencers on purchase behaviors
No. of
Responses
responses
Interest in . - L
advertisements I may get more interested in it, resulting in the purchase. (A10) 9
Due to Interest in * Don’t you think that people may be more interested in clothing
high of the model? Virtual models in clothing that I think of would 4
. models
interest be really great. (A07)
Interest in | * If it becomes a trend and an issue, people may be more )
Increase issues interested in the brand, leading to the purchase. (A10)
th? purcfhase With its bodv | People who are actually trying to buy the product may be
Intention e ¥ appreciated of the model similar to themselves so that they do 2
of brands | Due to P not have to try on clothing by themselves. (B12)
high
suitability * Human models remind of the image of themselves when they
With its image| wear a certain clothing. But a virtual model with my own face 1
would not remind of any other images. (A13)
Effectively express . The}./ may be ab%e to make very detailed images to ma.ximize the
the product image quality of the image that can not be achieved with human 3
P g models. (B15)
. * The model is virtual so it can not be the same as human in
Rejection caused by . . .
. general. So clothing and shoes in the virtual models may not fit 5
the heterogeneity .
Not well on human bodies. (B09)
impacted Th duct i )
© product 13 * The product should be good enough to buy. I may not buy it
more important than . 3
.. because of the influencer. (A05)
an advertising model.
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V. Conclusion
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<Table 9> Ways to expand the use of the 3D virtual influencer
No. of
Responses
responses
* There are a variety of people. Diverse virtual models can be used for
Implement a variety| disabled people, etc. (A04)
of body sizes and | ¢ If there is my own character with the same body shape, feet size, 5
shapes and others as mine, it will be great to use it for trying on clothing
instead of me. (B12)
. * When we can not find the model that are really wanted, we can make
Maximize Implement . . s .
. . it as a virtual model. It’s very effective. (AO1)
benefits customized images . . 3
of model * We may be able to reflect all the feelings that the designer wanted,
just like using the graphic S/W as Photoshop. (A03)
S * It will be good for filming the advertisement with poses that are not
No limitation in .
possible to be made by real human. (B06)
body poses or . . . . 3
. . * It will be good to film in space, the wilds, etc. where are not easily
location for filming
accessed by people. (B15)
» It will be more effective if it is more often exposed to the mass
Raise the public awareness by through SNS or brands. (B05) 4
strengthening SNS activities * People may build more intimacy if video clips showing everyday
lives of virtual models, just like vlogs through YouTube. (A14)
Enhance functions * If some functions like video, 360 degree view, and close-up view are )
by reinforcing technology added, people may be more interested in it. (A10)
. . * Recently, racing model was in the hot issue getting social blame as
Use as an alternative to solving Lo . . .
. . they are sexual objectifications. I think virtual models can be a 1
ethical problems in model use .
solution for those problems. (All)
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