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Abstract

This study investigates the influence mechanism of consumers’ authenticity perception on purchase
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intention through hyper-realistic virtual endorsers, based on the perspective of authenticity per-
ception. By constructing a theoretical framework of “perception evaluation-emotional experience-
behavioral intention”, we empirically examine the relationships among authenticity perception,
positive emotion, and purchase intention using structural equation modeling (SEM), while analyz-
ing the moderating effect of product-endorser congruence. The results indicate that the authenticity
perception of hyper-realistic virtual endorsers significantly positively affects consumers’ purchase
intention, with positive emotion acting as a partial mediator. Furthermore, product-endorser con-
gruence demonstrates a significant moderating effect between authenticity perception and pur-
chase intention. Specifically, the impact of authenticity perception on purchase intention becomes
more pronounced in low-congruence scenarios. These findings provide new insights for theoretical
research on the marketing effectiveness of virtual endorsers.
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Figure 1. Research framework
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Table 1. Scale items and reference sources
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Table 2. Descriptive statistics of samples

T2 HARARMG

FEANFE S FEAS /My & /9%
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4 5]
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0~20 % 19 5.4
21~30 % 121 34.2
31~40 ¥ 124 35.0

RS
41~50 % 59 16.7
51~60 & 24 6.8
60 %Ll I 7 2.0
=A< 1y, 51 14.4
N5 50 14.1
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JiEQN14 o

A Al 19 5.4
%o 37 10.5
RE 143 40.4
<2000 7T 40 11.3
2000 7G~3999 7T 85 24.0
LN 4000 JG~5999 J© 100 28.2
6000 7C~7999 TT 59 16.7
>8000 TT 70 19.8
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Table 3. Reliability and validity tests
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PAL 0.664
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*’E{?ﬁﬁ% EZ 2:2:(1) 0.784 0.478 0.785
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’”@7(%,;%';}? PI2 0.685 0.755 0.508 0.756
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Table 4. Discriminant validity test
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Table 5. Model fit indices
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PN AR UE <5 >0.80 >0.80 >0.90 >0.90 <0.08 >0.90 >0.90

[PE2] [PE3] [PE4]
. =) o

& % O <

Figure 2. Structural Equation Model (SEM)
[E 2. 5 TEEE

MR BR AR 3 M a5 R(OILAE 6) T LU Y, RE DU N R S50 ST P JR R A8 25 1 0 2 M S 5 M (B, =
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FLSPE IR AR 26 BAT 182 IR 1520 (Brz = 0.608™), B SZ Akt B MR & N s b ksl s, 7= A=
MR AE G [N, U 45 S5 25 TR 10 UMY 2 2 DA S B2 (Bs = 0.325™), UL B IR % 45
s, HIWSEE R R, 28 ERNA, TR HL. H2. H3 B 21505

Table 6. Path coefficient test
5 6. BRIZAEIE

Az PrUEAL B 12 R EL(B) P14 2%

TS R — U S TR 0.461 iED
S PE RA — FUR A 0.608 v
FRRR AR 26— ) S = 0.325 e

E: "SRR P<01, "FRP<0.05 "R P<0.001.

53. PAMNEKE

RN HTRIE TR o (g b A RS (W42 7), SR Bootstrapping 75775 95%H & 15 /K-F T #E47 5000
REE IR, A% S L ICE NSRRI — AR 2~ e X — B AR e . AR
95% B AF X M ANELE 0 RIFEAE P A RN I E bRAE, (AR BN A RN A IE B B 25 KT &5
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Table 7. Mediation effect analysis results

T PAMEITER

i%aﬁ ;&%‘@ Blagg(;)rrcefted Percentile 95% CI o fi *Efpﬁzﬁfgg
Lower Upper Lower Upper relative effect
EIEZ VIS 0.236 0.06 0.44 0.055 0.432 0.015 30%
HHERR 0.551 0.271 0.935 0.259 0.905 0.000 70%
SR I 0.786 0.551 1.073 0.547 1.07 0.000 100%
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HEHCEIRD < HFEBEHCEHERT > HFANEHE, DB . BEEEE rise a5 1
FIOLE 8), Ay BRI 54 LB R &R, AR e fE gt A . b imidif
Jt Lt AE 7% (Critical Ratio Differences)#H7T S a3 &KL,  “ MM — WL IE” BAE R/ EW 27 Ek
FHERT 1.96 (P < 0.05), XKW “F=i - IREAREE” 1EZ8E EEGRTER- . s aBmEms,
H5a Al H5b A BEAF B SLUESCRE, 10 H5C IS 3] [ I60E, Rltk H5 R BciRes 187 Sk

Table 8. Moderation effect analysis results
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H5a  PA—PE 0.341 0.118  0.643 0.608 1.262 AN SFF

H5b  PE—PI 0.049 0.845  0.343 0.325 1.111 S Es:

H5c PA—PI 1.265 0.008  0.256 0.005 0.461 -2.088 XRE

E: "R P<01, "ERP<0.05 THE/RP<0.001.

6. &it

BT T H LRI A, 256 AT - 4R - ATNERY SR EISHESE, R
TS SR E N SR RO T 9 W SR I s AL . B SR AT, W TE AL S SE R AR
BN IR LS R RO I S B LA R 2 A IE RIS, IR 7R T BRI — R R i AR o e,
WEFCE KB i - AE NG AR H SRR 5 W SR B 2 e B BB R R R, CHR ARG
TEEE T, FCSE RR I SK B A i B O 2

FEBR TR T, AW FCIE N 5] N SRR EI MBI I 5 N2 &, 0 TR 40P B e 8L
BRI - — T, BT FUIR TS 1S SRR N S SER IR B I S RS A A #42

DOI: 10.12677/ass.2025.145390 250 SR EERT


https://doi.org/10.12677/ass.2025.145390

F#, e

B ELH N AN AR 45 D9 P A (R IR N o 5 — DT, BIEFRRAE 17 e - ANE ARSI
AT T A R T BIAE NS mILE R R BB HESE, DU RS FUi it 1B i BN A A S BT )

FESEER T T, AHE TN flkis A S SR MCE N AT E iRt ¥ BB R R, B, AbpE
MERTHREAU S AN RIS, il R it R Lah AR LU S AR VR A AL ZEH0R,
FETHH P8 PR BAEARRK. DHfat, RMERE NS B ERAL, HRENAE Bk f &
DyRE & WA KRS XA Ak, FERRFACE NI S R AL e VL RO L B 4, H 1 7 HB U stk
52 AN RIS, . JUIAERS FUE B BET R, TR E NS L S AT A, RIEILAT
FEA PR RESCA T IAMARL . BEAh, RS D519 B SR I oG A A i, bl Al 1 17 AL AL R e i 2
THEMCE NG, DL f R HE IR SE S 3

S 3k
[1] Z%, XA SUFEH S HES RN EREES R PAE R B 5K % 54), 2022(12): 161-168.
[2] E, W FEER AN D 5 HAR B R L [I]. TSR 224, 2020, 40(6): 94-98.

[3] Thomas, V.L.and Fowler, K. (2020) Close Encounters of the Al Kind: Use of Al Influencers as Brand Endorsers. Journal
of Advertising, 50, 11-25. https://doi.org/10.1080/00913367.2020.1810595

[4] ProQuest (2013) Defining Trade Characters and Their Role in American Popular Culture.
https://www.proquest.com/openview/9b1d45d858b5a490bc570683125¢532b/17chbl=34704&pa-origsite=gscholar&par-
entSessionld=UllduXGdI9Xxh0gcyq8zPChQJgBax0ojmBzqoPfiH7U%3D.

[5] Wiz HFit & EERH MR E AT R[] SR, 2024, 32(3): 114-117.
[6] XSwi. HAHEMGE T SN B B S R RIKEE N RN THE[D]. 2 5] 5 9EER, 2022(9): 129-135.

[7] Robinson, B. (2020) Towards an Ontology and Ethics of Virtual Influencers. Australasian Journal of Information Sys-
tems, 24, 1-8. https://doi.org/10.3127/ajis.v24i0.2807

[8] Dabiran, E., Farivar, S., Wang, F. and Grant, G. (2024) Virtually Human: Anthropomorphism in Virtual Influencer Mar-
keting. Journal of Retailing and Consumer Services, 79, Article 103797.
https://doi.org/10.1016/j.jretconser.2024.103797

[0 fEfE, sUHE, . WENAT VS BIMUE: E AREXMEE 2H) & ZCR W SR 0], £ X 25,
2019(7): 86-90.

[10] Z=wriE, #7dE. AUE ASEBL 5 RRTE GO0 2 F SRS B[], B 28 K724k, 2022(5): 83-91.

[11] Franke, C., Groeppel-Klein, A. and Miiller, K. (2023) Consumers’ Responses to Virtual Influencers as Advertising En-
dorsers: Novel and Effective or Uncanny and Deceiving? Journal of Advertising, 52, 523-539.
https://doi.org/10.1080/00913367.2022.2154721

[12] Deng, F. and Jiang, X. (2023) Effects of Human versus Virtual Human Influencers on the Appearance Anxiety of Social
Media Users. Journal of Retailing and Consumer Services, 71, Article 103233.
https://doi.org/10.1016/j.jretconser.2022.103233

[13] Sands, S., Campbell, C.L., Plangger, K. and Ferraro, C. (2022) Unreal Influence: Leveraging Al in Influencer Marketing.
European Journal of Marketing, 56, 1721-1747. https://doi.org/10.1108/ejm-12-2019-0949

[14] Sharma, M. and Rahman, Z. (2022) Anthropomorphic Brand Management: An Integrated Review and Research Agenda.
Journal of Business Research, 149, 463-475. https://doi.org/10.1016/j.jbusres.2022.05.039

[15] Kennick, W.E. (1995) Art and Inauthenticity. In: Ethics and the Arts, Routledge, 143.
[16] BRI, RGBS, ORI 3 90 M I AN i I 255 R0 D FR) 5 o AL AR I 56— — 6 T g I 5 S AR s AR R A 3ORE D). 7
W25 5, 2018(1): 61-74.

[17] Ning, W. (2017) Rethinking Authenticity in Tourism Experience. In: The Political Nature of Cultural Heritage and
Tourism, Routledge, 449-469.

[18] Chock, T.M. (2011) Is It Seeing or Believing? Exposure, Perceived Realism, and Emerging Adults’ Perceptions of Their
Own and Others’ Attitudes about Relationships. Media Psychology, 14, 355-386.
https://doi.org/10.1080/15213269.2011.620537

[19] 4R, EWOET. Rk B K HE B EIR BT SR [I]. AR E 255 R, 2012, 34(6): 57-65.

DOI: 10.12677/ass.2025.145390 251 ey =g B


https://doi.org/10.12677/ass.2025.145390
https://doi.org/10.1080/00913367.2020.1810595
https://www.proquest.com/openview/9b1d45d858b5a490bc570683125c532b/1?cbl=34704&pq-origsite=gscholar&parentSessionId=UlIduXGdl9Xxh0gcyq8zPChQJqBax0ojmBzqoPfiH7U%3D
https://www.proquest.com/openview/9b1d45d858b5a490bc570683125c532b/1?cbl=34704&pq-origsite=gscholar&parentSessionId=UlIduXGdl9Xxh0gcyq8zPChQJqBax0ojmBzqoPfiH7U%3D
https://doi.org/10.3127/ajis.v24i0.2807
https://doi.org/10.1016/j.jretconser.2024.103797
https://doi.org/10.1080/00913367.2022.2154721
https://doi.org/10.1016/j.jretconser.2022.103233
https://doi.org/10.1108/ejm-12-2019-0949
https://doi.org/10.1016/j.jbusres.2022.05.039
https://doi.org/10.1080/15213269.2011.620537

JAW, 30

[20]
[21]
[22]
[23]

[24]
[25]
[26]
[27]
[28]
[29]
[30]
[31]
[32]
[33]

[34]

[35]
[36]
[37]
[38]
[39]
[40]

[41]
[42]

[43]

[44]

[45]

JEEM, kA, XUGR, & G pc T 25 R AL R B B RIS B T 0], JiREEEE T, 2024, 39(3): 133-146.
IR, X2 R AE St R 2 B3 (1 3s Y B R[], B i AL 2, 2024(Z1): 55-60.

X, Bl RN A RS SIS B AR (). HEEPRAY, 2023(1): 76-81.

Moors, A., Ellsworth, P.C., Scherer, K.R. and Frijda, N.H. (2013) Appraisal Theories of Emotion: State of the Art and
Future Development. Emotion Review, 5, 119-124. https://doi.org/10.1177/1754073912468165

Siemer, M., Mauss, I. and Gross, J.J. (2007) Same Situation—Different Emotions: How Appraisals Shape Our Emotions.
Emotion, 7, 592-600. https://doi.org/10.1037/1528-3542.7.3.592

Lazarus, R.S. (1968) Emotions and Adaptation: Conceptual and Empirical Relations. In: Nebraska Symposium on Moti-
vation, University of Nebraska Press, 76-81.

Arnold, M.B. (1971) Motives as Causes. Journal of Phenomenological Psychology, 1, 185-192.
https://doi.org/10.1163/156916271x00110

Gasper, K. and Bramesfeld, K.D. (2006) Imparting Wisdom: Magda Arnold’s Contribution to Research on Emotion and
Motivation. Cognition & Emotion, 20, 1001-1026. https://doi.org/10.1080/02699930600616122

BREs Ak, il S ACT B E Y R pref S s S []. iR A, 2022(8): 55-61.

Johnson, A.R. and Stewart, D.W. (2005) A Reappraisal of the Role of Emotion in Consumer Behavior. In: Review of
Marketing Research, Emerald Group Publishing Limited, 3-34.
https://doi.org/10.1108/s1548-6435(2004)0000001005

R N TR RE R RS v 2 3 A8 4 K R S A S e —— 25 TVl SR SR R A LA 0], R 25T 7T, 2024(13):
73-76.

IRELAE, REBRDE, BREL 5. H KUY SO AT A SRR R —— I T R IS [I]. RESE T, 2017,
32(2): 32-41.

Brown, S., Kozinets, R.V. and Sherry, J.F. (2003) Teaching Old Brands New Tricks: Retro Branding and the Revival of
Brand Meaning. Journal of Marketing, 67, 19-33. https://doi.org/10.1509/jmkg.67.3.19.18657

licic, J. and Webster, C.M. (2014) Investigating Consumer-Brand Relational Authenticity. Journal of Brand Manage-
ment, 21, 342-363. https://doi.org/10.1057/bm.2014.11

Koles, B., Audrezet, A., Moulard, J.G., Ameen, N. and McKenna, B. (2024) The Authentic Virtual Influencer: Authen-
ticity Manifestations in the Metaverse. Journal of Business Research, 170, Article 114325.
https://doi.org/10.1016/j.jbusres.2023.114325

Duffy, B.E. and Hund, E. (2019) Gendered Visibility on Social Media: Navigating Instagram’s Authenticity Bind. Inter-
national Journal of Communication, 13, 4983-5002.

Russell, J.A. and Barrett, L.F. (1999) Core Affect, Prototypical Emotional Episodes, and Other Things Called Emotion:
Dissecting the Elephant. Journal of Personality and Social Psychology, 76, 805-819.
https://doi.org/10.1037//0022-3514.76.5.805

Mehrabian, A. and Russell, J.A. (1974) An Approach to Environmental Psychology. MIT Press.

SN, MRS, BN Viogger Wil M B E ML RIS R AR ML HA S RERBARMEA]. M2 M,
2021(12): 92-102.

T, WIS, . AR R SR L AR ORI RS A T i R K S IR 0], L VE R £
2019(8): 24-26, 28.

Stephen, A. and Lamberton, C. (2016) A Thematic Exploration of Digital, Social Media, and Mobile Marketing: Re-
search Evolution from 2000 to 2015 and an Agenda for Future Inquiry. Journal of Marketing, 80, 146-172.

FEEER, EBE WA FIAIR—MRI BURTHR[I]. &5, 2012, 34(3): 189-199.

Jeng, S. (2016) The Influences of Airline Brand Credibility on Consumer Purchase Intentions. Journal of Air Transport
Management, 55, 1-8. https://doi.org/10.1016/j.jairtraman.2016.04.005

Moons, I. and De Pelsmacker, P. (2015) An Extended Decomposed Theory of Planned Behaviour to Predict the Usage
Intention of the Electric Car: A Multi-Group Comparison. Sustainability, 7, 6212-6245.
https://doi.org/10.3390/su7056212

Feldman, L. and Hart, P.S. (2017) Is There Any Hope? How Climate Change News Imagery and Text Influence Audience
Emotions and Support for Climate Mitigation Policies. Risk Analysis, 38, 585-602. https://doi.org/10.1111/risa.12868

Smith, E.R., Sherrin, S., Fraune, M.R. and Sabanovié, S. (2020) Positive Emotions, More than Anxiety or Other Negative
Emotions, Predict Willingness to Interact with Robots. Personality and Social Psychology Bulletin, 46, 1270-1283.
https://doi.org/10.1177/0146167219900439

DOI: 10.12677/ass.2025.145390 252 ey =g B


https://doi.org/10.12677/ass.2025.145390
https://doi.org/10.1177/1754073912468165
https://doi.org/10.1037/1528-3542.7.3.592
https://doi.org/10.1163/156916271x00110
https://doi.org/10.1080/02699930600616122
https://doi.org/10.1108/s1548-6435(2004)0000001005
https://doi.org/10.1509/jmkg.67.3.19.18657
https://doi.org/10.1057/bm.2014.11
https://doi.org/10.1016/j.jbusres.2023.114325
https://doi.org/10.1037/0022-3514.76.5.805
https://doi.org/10.1016/j.jairtraman.2016.04.005
https://doi.org/10.3390/su7056212
https://doi.org/10.1111/risa.12868
https://doi.org/10.1177/0146167219900439

F#, e

[46]

[47]

[48]
[49]

[50]

[51]

[52]

[53]

[54]
[55]
[56]

[57]

[58]

[59]

[60]

Lv, Z., Zhao, W., Liu, Y., Wu, J. and Hou, M. (2024) Impact of Perceived Value, Positive Emotion, Product Coolness
and Mianzi on New Energy Vehicle Purchase Intention. Journal of Retailing and Consumer Services, 76, Article 103564.
https://doi.org/10.1016/].jretconser.2023.103564

Kim, J., Song, H. and Youn, H. (2020) The Chain of Effects from Authenticity Cues to Purchase Intention: The Role of
Emotions and Restaurant Image. International Journal of Hospitality Management, 85, Article 102354.
https://doi.org/10.1016/j.ijhm.2019.102354

Tulipa, D., Gunawan, S. and Supit, V.H. (2014) The Influence of Store Atmosphere on Emotional Responses and Re-
Purchase Intentions. Business Management and Strategy, 5, 151-164. https://doi.org/10.5296/bms.v5i2.6144

Fink, J.S., Cunningham, G.B. and Kensicki, L.J. (2004) Using Athletes as Endorsers to Sell Women’s Sport: Attractive-
ness Vs. Expertise. Journal of Sport Management, 18, 350-367. https://doi.org/10.1123/jsm.18.4.350

Janssen, L., Schouten, A.P. and Croes, E.A.J. (2021) Influencer Advertising on Instagram: Product-Influencer Fit and
Number of Followers Affect Advertising Outcomes and Influencer Evaluations via Credibility and Identification. Inter-
national Journal of Advertising, 41, 101-127. https://doi.org/10.1080/02650487.2021.1994205

Carlson, B.D., Donavan, D.T., Deitz, G.D., Bauer, B.C. and Lala, V. (2020) A Customer-Focused Approach to Improve
Celebrity Endorser Effectiveness. Journal of Business Research, 109, 221-235.
https://doi.org/10.1016/j.jbusres.2019.11.048

Lee, J.A., Sudarshan, S., Sussman, K.L., Bright, L.F. and Eastin, M.S. (2021) Why Are Consumers Following Social
Media Influencers on Instagram? Exploration of Consumers’ Motives for Following Influencers and the Role of Materi-
alism. International Journal of Advertising, 41, 78-100. https://doi.org/10.1080/02650487.2021.1964226

McCormick, K. (2016) Celebrity Endorsements: Influence of a Product-Endorser Match on Millennials Attitudes and
Purchase Intentions. Journal of Retailing and Consumer Services, 32, 39-45.
https://doi.org/10.1016/j.jretconser.2016.05.012

Till, B.D. and Busler, M. (2000) The Match-Up Hypothesis; Physical Attractiveness, Expertise, and the Role of Fit on
Brand Attitude, Purchase Intent and Brand Beliefs. Journal of Advertising, 29. 1-13.

KA, 7500, Wygon. AE ANRBUR S A S B E W SE R R A B[], m T E ELTER, 2022,
25(6): 118-127+158.

Meng, B. and Choi, K. (2016) The Role of Authenticity in Forming Slow Tourists' Intentions: Developing an Extended
Model of Goal-Directed Behavior. Tourism Management, 57, 397-410. https://doi.org/10.1016/j.tourman.2016.07.003

Lee, H., Shin, M., Yang, J. and Chock, T.M. (2024) Virtual Influencers Vs. Human Influencers in the Context of Influ-
encer Marketing: The Moderating Role of Machine Heuristic on Perceived Authenticity of Influencers. International
Journal of Human-Computer Interaction, 2024, 1-18. https://doi.org/10.1080/10447318.2024.2374100

Watson, D., Clark, L.A. and Tellegen, A. (1988) Development and Validation of Brief Measures of Positive and Negative
Affect: The PANAS Scales. Journal of Personality and Social Psychology, 54, 1063-1070.
https://doi.org/10.1037//0022-3514.54.6.1063

Park, H.J. and Lin, L.M. (2020) The Effects of Match-Ups on the Consumer Attitudes toward Internet Celebrities and
Their Live Streaming Contents in the Context of Product Endorsement. Journal of Retailing and Consumer Services, 52,
Article 101934, https://doi.org/10.1016/j.jretconser.2019.101934

Dodds, W.B., Monroe, K.B. and Grewal, D. (1991) Effects of Price, Brand, and Store Information on Buyers’ Product
Evaluations. Journal of Marketing Research, 28, 307-319. https://doi.org/10.1177/002224379102800305

DOI: 10.12677/ass.2025.145390 253 ey =g B


https://doi.org/10.12677/ass.2025.145390
https://doi.org/10.1016/j.jretconser.2023.103564
https://doi.org/10.1016/j.ijhm.2019.102354
https://doi.org/10.5296/bms.v5i2.6144
https://doi.org/10.1123/jsm.18.4.350
https://doi.org/10.1080/02650487.2021.1994205
https://doi.org/10.1016/j.jbusres.2019.11.048
https://doi.org/10.1080/02650487.2021.1964226
https://doi.org/10.1016/j.jretconser.2016.05.012
https://doi.org/10.1016/j.tourman.2016.07.003
https://doi.org/10.1080/10447318.2024.2374100
https://doi.org/10.1037/0022-3514.54.6.1063
https://doi.org/10.1016/j.jretconser.2019.101934
https://doi.org/10.1177/002224379102800305

	超写实虚拟代言人真实性感知对消费者购买意愿的影响
	摘  要
	关键词
	The Impact of Hyper-Realistic Virtual Endorsers’ Authenticity Perception on Consumers’ Purchase Intention
	Abstract
	Keywords
	1. 引言
	2. 文献综述
	2.1. 虚拟代言人
	2.2. 真实性感知
	2.3. 情绪评价理论

	3. 研究假设与模型构建
	3.1. 真实性感知与购买意愿
	3.2. 真实性感知与积极情绪
	3.3. 积极情绪与购买意愿
	3.4. 积极情绪的中介作用
	3.5. 产品–代言人契合度的调节作用

	4. 研究设计
	4.1. 问卷设计
	4.2. 数据收集

	5. 数据分析与假设检验
	5.1. 信效度检验
	5.2. 路径假设检验
	5.3. 中介效应检验
	5.4. 调节效应检验

	6. 结论
	参考文献

