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Abstract

The purpose of this study is to investigate the user experience of virtual influencer, including preference,
and to examine the perception of the MZ generation. Recently, as people's interest in metaverse has soared,
virtual influencer's corporate utilization is increasing. We study the user experience and preference of the
actual MZ generation of Virtual influencer, which is made by imitating the MZ generation. Through
literature research and preceding studies, the characteristics of virtual influencer were classified into a total
of five categories: attractiveness, reliability, expertise, similarity, and interaction. As a research method, a
total of 60 people were surveyed first for MZ generation with experience in virtual influencer, and in-depth
interviews were conducted second for 10 people. The experiment found that Gen Z recognized Virtual
influencer as the same generation than Millennials, and positive users naturally accepted the unnatural
appearance of Virtual influencer. It is expected that this study will be used as a reference for the
development direction of virtual influencer.
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[Fig. 1] Radial chart comparing user experience
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[Table 2] User experience satisfaction analysis
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