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Abstract

Virtual influencers (VI) are advancing to a stage where they may replace human influencers, and when
combined with generative Al, they could significantly impact social issues and policy formation. However,
research on the influence of VI in these areas remains limited, and there is little exploration of how
consumer reactions vary depending on whether the VIs are controlled by humans or AL This paper
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The Impact of Al Virtual Influencers’ Fit and Controlling Entity on Eco-Friendly Consumption

explores the mechanisms through which both the internal (perceived competence and warmth) and external
cues (appearance and behavior) of VIs affect social issues such as eco-friendly consumption, while also
examining how the controlling entity influences these effects. First, we investigate how a VI’s internal and
external cues shape their fit with eco-friendly campaigns, and how this perceived fit influences consumer
attitudes toward the influencer’s eco-friendly recommendations. Second, we assess whether these effects
differ depending on whether the VI is human- or Al-controlled. Our findings show that form realism,
perceived competence, and perceived warmth positively affect the perceived fit, while behavioral realism
does not. Among these factors, perceived warmth exerts the greatest influence on the fit, followed by
competence and form realism. Finally, eco-friendly campaign fit positively affects its consumption attitudes,
regardless of whether the VI is controlled by Al or a human. Notably, perceived competence significantly
drives the fit when the influencer is Al-controlled, while perceived warmth plays a more significant role
when a human is in control.

Keyword : Virtual Influencer, Artificial Intelligence, Fit, Controlling entity, Eco-friendly consumption
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[Table 1] Reliability and Validity Results

9l EYes A Cronbach's a AVE CR
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[Table 2] Discrimination Validity
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