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Abstract

Driven by the accelerated iteration of smart technologies and the continuous upgrading of consumer
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demands, brands have recently focused on developing their own virtual spokespersons. However,
the communication effectiveness of these virtual spokespersons has shown significant heterogene-
ity. This study examines three core elements—virtual digital human characteristics, virtual experi-
ences, and user acceptance—to propose a user adoption hypothesis model for brand-created virtual
spokespersons. The model is empirically validated through questionnaires and statistical methods.
The results indicate that the character background, appeal, and brand image consistency of virtual
spokespersons have a significant positive impact on user purchase intent, word-of-mouth evalua-
tions, and sharing behavior. Additionally, sensory experiences, emotional experiences, and associ-
ative experiences play a mediating role in this process. This study not only expands the theoretical
dimensions of brand-created virtual spokespersons and reveals the transmission mechanisms of
virtual experience pathways but also provides practical guidance and strategic recommendations
for brands to scientifically design virtual spokespersons, enhance user acceptance, and improve
brand marketing and communication effectiveness.
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Figure 1. Theoretical hypothesis model
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AUAAHTE L )5 2 & FE R ICR, RIS 527 3. A MR, BBk 9 AT A 1
EEBMPRILRINE, RETFARNE 518 47, A RENF )y 98.29%. Hik, AR SPSS 28.0
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Cronbach’s a 2473774 0.839. 0.769. 0.911. 0.874. 0.781, KT 0.7, KL EAE RIFIIAHE—IK
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Table 1. Descriptive statistics of the sample

1 HRER G

UNEE AT 53R AN 14
% 218 42.08%
PE5
%@ 300 57.92%
18 B LR 2 0.39%
18~25 476 91.89%
R 26~35 22 4.25%
36~45 15 2.90%
45 L F 3 0.58%
m &R 3 0.58%
LF 6 1.16%
XA KEAF 444 85.71%
SR 58 11.20%
ALk 7 1.35%

4.2. EYASTHER
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H1 B0
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Table 2. Test table of the impact of virtual digital human characteristics on user acceptance
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5] 4 0.621 0.052 0.467 0.000

NWH 5t 0.677 0.053 0.492 0.000

— 3 0.523 0.057 0.375 0.000

Z¥ b, OBEH

n HbrUEL R B PRtk 23 »

A 2 - mEM
B P R Beta

W51 7 0.401 0.052 0.323 0.000

ANEYE & 0.558 0.051 0.434 0.000

—EE 0.504 0.053 0.386 0.000

A¥c BTN

N AATAE R EL FrHEtL R ¥ »

R 3 - 2N
B PR R Beta

W51 7 0.468 0.053 0.364 0.000

N = 0.599 0.052 0.451 0.000

—EE 0.592 0.053 0.438 0.000
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0.001). &5 A EUI S AL, il 5] J7 B AR N AT I S e RONCKE P SO A 25 e, T 3R S)
FP BTG SR PRA By AT 08, fBCBE H3 BT

ik, BEARE NI = RRHE(— Bk N8B0 5. sl ) Bxt i P e L Sl R TEAf
T AT N) A IR TR, A AU SRR RO R e X S RO R R BT B E A
PRt 75 fOUEmREIMCE NS M RN EYE, RN E RGN S, SRmR S|
$eTt, LA RALH 2 i

4.2.2. EHARIER R A RELE
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B, MEEARSAEEIME NRHIES P 82 2 MR A EAE TR, 4R EREIREA
(W51 /78 = 0.476, p < 0.001). A 1%155(8 = 0.525, p < 0.001). 5 5B % i —5 (B = 0.546, p < 0.001)
MR E RIS BA W E B M. (RS b, PR IR B AR F ANRHIE 5 BB AR 56 3 (R0 P 8252
FErsm . R TR, BERRNREN RN IES, HBEHKFIE3] p <0.001, KK
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SRR (E  1H R SREIA IEmsgm, #2581 BT NRHIE— VRS — F P 32
FE” WS AL o

Table 3. Summary table of mediation effect test results
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RIS, ASCAFAT — %€ R, 75 AR T i — b R i, i+ A AR 32 A%y 18~25
GHERN, FrUART AR FEA PR R, B KR 2 I, (BEEFEA AT IR,
Pt AR SR T AT A5 B8 23 J2 RO e, 0 — DR AR le . Bl B0a 18 S 107 308 0 e AR E A
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