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Virtual Influencers in Advertising:
Examining the Effect of Social Exclusion and Parasocial Relationship
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Abstract This study aims to explore the psychological factors influencing the persuasive effect of virtual
influencers, with a specific focus on the impact of social exclusion. Additionally, it examines the mediating
effect of parasocial relationships on advertising effectiveness. To achieve these goals, the study conducted an
experiment using a 2 (influencer type: human vs. virtual human) x 2 (social exclusion: social exclusion vs.
social acceptance) between-group factorial design. The results revealed that consumers who experienced social
exclusion exhibited more positive attitudes toward the influencer and the product, higher intentions to purchase
the product, and a greater willingness to share or recommend it, especially when the influencer was a real
human (vs. a virtual influencer). These moderating effects were found to be mediated by parasocial relationships.
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