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LAMPIRAN

Lampiran 1 Kuesioner Penelitian

Bagian 1 Identitas Diri

Pengaruh Maskot Antropomorfisme terhadap Perilaku Konsumen dimediasi oleh

Pengalaman Konsumen : Studi pada Mixue Ice Cream & Tea

Perkenalkan saya Dido Rizky Yoga Utama dari Program Studi Manajemen,
Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta. Saat ini, saya
sedang menempuh tugas akhir sebagai syarat untuk menyelesaikan studi dengan
melakukan penelitian mengenai “Pengaruh Maskot Antropomorfisme terhadap
Perilaku Konsumen dimediasi oleh Pengalaman Konsumen : Studi pada Mixue Ice
Cream & Tea. Oleh karena itu, untuk mendukung kelancaran penelitian ini, mohon
atas kesediaan Anda untuk mengisi kuesioner ini dengan kriteria responden sebagai

berikut:

1. Responden berusia minimal 17 tahun - >40Tahun.
2. Responden mengetahui atau pernah melihat maskot Snow King dari Mixue.
3. Responden melakukan pembelian produk Mixue dalam waktu 3 bulan

terakhir.

Apabila Anda termasuk dalam kriteria tersebut, saya sangat mengharapkan
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kesediaan Anda untuk mengisi kuesioner ini. Waktu yang diperlukan untuk
mengisi 10-15 menit. Informasi yang diberikan akan dijaga kerahasiaannya dan

digunakan untuk kepentingan penelitian ini saja.

Terima kasih banyak atas bantuannya dan telah meluangkan waktunya untuk

mengisi kuesioner ini

Salam Hormat

DidoRizky Yoga Utama

Bagian 2 Pertanyaan Filter
Apakah Anda mengetahui maskot Snow King pada Mixue Ice Cream & Tea

e Ya

e Tidak

Apakah anda telah melakukan pembelian produk Mixue dalam waktu 3 bulan

terakhir

e Ya

e Tidak
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Bagian 3 Demografi

1. Jenis Kelamin
e [aki— Laki
e Perempuan
2. Usia
e 17 tahun — 20 tahun
e 21 tahun — 30 tahun
e 31 tahun — 40 tahun
e >40 tahun

3. Pendidikan Terakhir

e SMA/SMK
e DI1/D2/D3
e SI
e S2
e S3

4. Profesi

e Pelajar Mahasiswa
e Pegawai Swasta
e PNS
e Wiraswasta
e Freelancer
5. Rata-rata pendapatan (per bulan)

e <Rp 1.000.000
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Rp 1.000.001 — Rp 3.000.000

Rp 5.000.001 — Rp 7.000.000

Rp 7.000.001 — Rp 9.000.000

Rp 9.000.001 — Rp 11.000.000
e >Rp 11.000.001

6. Domisili saat ini (berdasarkan Provinsi/ Kota)
e Aceh

Sumatra Utara

e Sumatra Selatan

e Sumatra Barat

e Bengkulu

e Riau

e Kepulauan Riau

e Jambi

e Lampung

e Bangka Belitung
e Kalimantan Timur
e Kalimantan Barat
e Kalimantan Tengah
e Kalimantan Selatan
e Kalimantan Utara
e DKI Jakarta

e Banten
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e Jawa Barat

e Jawa Tengah

e Daerah [stimewa Yogyakarta
e Jawa Timur

e Bali

e Nusa Tenggara Barat
e Nusa Tenggara Timur
e Sulawesi Utara

e Sulawesi Barat

e Sulawesi Tengah

e Gorontalo

e Sulawesi Tenggara
e Sulawesi Selatan

e Maluku Utara

e Maluku

e Papua Barat

e Papua

e Papua Selatan

e Papua Tengah

e Papua Kabupaten

e Papua Pegunungan
e Papua Barat daya

7. Jenis produk apa yang paling diminati di mixue
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e Brown Sugar Pearl Milk Tea
e Lemon Jasmine Tea

e Lucky Sundae

e Merchandise Mixue

e Mixue Ice Cream

e Peach Earl Grey Tea

Lainya

Bagian 4 Pertanyaan Penelitian

A. Maskot Antropomorfisme

Skala
No Pertanyaan STS | TS N SS
Menurut saya maskot Mixue memiliki
1 | wajah yang menarik.
Menurut saya maskot Mixue memiliki
2 | fisik yang menarik.
Maskot Mixue berpenampilan menarik
3 | dan menggunakan fashion yang unik.
4 | Maskot Mixue membuat saya senang
Menurut saya maskot Mixue relevan
5 | dengan merek Mixue.
Menurut saya, ada kecocokan antara
6 | snow king dan merek Mixue
S
B. Pengalaman Konsumen
Skala
No Pertanyaan STS | TS N SS

Maskot Mixue mendorong saya untuk
menggunakan seluruh indera saya saat

7 | berinteraksi dengannya.
Saya merasa kehadiran maskot Mixue
8 | mampu menarik pikiran saya.
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Maskot Mixue membuat saya
merasakan suasana hati menyenangkan
saat berinteraksi dengannya.

10

Maskot Mixue membuat saya nyaman
secara emosional. merespons dengan
cara yang emosional

11

Maskot Mixue membuat saya
penasaran.

12

Maskot Mixue Membuat saya ingin
tahu

Perilaku Konsumen

No

Pertanyaan

Skala

STS

TS

SS

13

Jika ingin membeli suatu produk, saya
akan lebih memilih merek yang
didukung oleh maskot tertentu.

14

Saya pernah membeli Mixue karena
tertarik pada karakter Snow King

15

Saya bersedia memposting foto maskot
Mixue di platform media sosial
instagram jika pengalaman saya baik.

16

Saya cenderung mengikuti atau
menyukai konten yang menampilkan
Snow King.

17

Saya akan merekomendasikan merek
dengan maskot Mixue kepada orang
lain.

18

Saya akan membeli produk yang
dipromosikan oleh maskot Mixue di
masa mendatang.

Lampiran 2 Kuesioner Google Form
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Pengaruh Maskot Antropomorfi terhadap -
Perilaku Konsumen : Studi pada maskot

Mixue Ice Cream & Tea

yth. Bapak/Ibu & Saudara/i

Saya Dido Rizky Yoga Utama dengan NPM 210329540 dari Program Studi Manajemen, Fakultas Bisnis dan
Ekonomika, Universitas Atma Jaya Yogyakarta. Saat ini, saya sedang melakukan penelitian dengan

topik: Pengaruh Maskot Antropomorfi terhadap Perilaku Konsumen : Studi pada maskot Snow King Mixue Ice
Cream & Tea

Survei ini memerlukan responden yang memiliki kriteria sebagai berikut:

Mengetahui Maskot Mixue berupa "Snow King”.
Melakukan pembelian produk Mixue dalam waktu 3 bulan terakhir.

Apabila Anda memenunhi kriteria yang telah ditentukan, saya sangat berterima kasih atas partisipasi Anda
dalam mengisi survei ini dengan kejujuran dan sesuai dengan pengalaman Anda.

Pengisian kuesioner ini hanya membutuhkan waktu 10-15 menit. Penelitian ini sepenuhnya bertujuan untuk
kepentingan akademik. Semua data yang dikumpulkan akan dijaga kerahasiaannya dan hanya digunakan
untuk tujuan penelitian semata.

Apabila terdapat pertanyaan mengenai kuesioner ini, dapat menghubungi saya melalui email:
210325940(@students.uajy.ac.id

Terima kasih banyak atas wakiu dan kesediaan Anda untuk mengisi survei ini!

Hormat saya,
Dido Rizky Yoga Utama

Setelah bagian 1 Lanjutkan ke bagian berikut v
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Bagian 2 dari 8

Pertanyaan Filter v :
Maohon untuk dapat mengisi pertanyaan berikut untuk mengetahui kesesuaian Anda dengan kriteria responden
yang dibutuhkan.

Apakah Anda mengetahui maskof ce Cream & Tea ™

OYa

() Tidak

Setelah bagian 3 Lanjutkan ke bagian berikut
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Data Responden

Pada bagian ini responden diminta untuk mengisi data diri dengan beberapa poin berikut.
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Pendidikan terakhir *

[ SMA/SMK

() D1/D2/D3
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Rata-rata pendapatan (per bulan) *

() <Rp1.000.000

) Rp1.000.000 - Rp 3.000.000
) Rp3.000.001 - Rp 5.000.000
() Rp5.000.001 - Rp7.000.000

() Rp7.000.001 - Rp9.0
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8. Jambi: Jambi

9. Lampung: Bandar Lampung

10. Bangka Belitung: Pangkal Pinang

11. Kalimantan Timur: Samarinda

12. Kalimantan Barat: Pontianak

13. Kalimantan Tengah: P

14. Kalimantan Se

15.

16. Db

17

- Sulawesi Utara: Manado
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- Sulawesi Barat: Mamuju

- Sulawesi Tengah: Palu

- Gorontalo: Gorontalo

. Sulawesi Tenggara: Kendari

. Sulawesi Selatan: Makassar

. Maluku Utara: Sofifi

131



Anthropomorphism / Antropomorfisme

Berikut adalah penjelasan mengenai kriteria umum pada setiap pilihan:
1 = Sangat Tidak Setuju
2 = Tidak Setuju
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*

Maskot Mixue berpenampilan menarik dan menggunakan fashion yang unik

Sangat Tidak Setuju

Maskot Mixue membua

Sangat Tidak Setuju O
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Consumer Experience / Pengalaman Konsumen

Berikut adalah penjelasan mengenai kriteria umum pada setiap pilihan:
= Sangat Tidak Setuju
= Tidak Setuju
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Maskot Mixue membuat saya merasakan suasana hati menyenangkan saat berinteraksi
dengannya

Sangat Tidak Setuju

Maskot Mixue me
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Consumer behavior [ Perilaku Konsumen

Berikut adalah penjelasan mengenai kriteria umum pada setiap pilihan:
= Sangat Tidak Setuju
= Tidak Setuju
= Netral
= Setuju

Jika ingin
tertentu.
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Saya bersedia memposting foto maskeot Mixue di platform media sosial instagram jika
pengalaman saya baik.

Sangat Tidak Setuju O O O O O Sangat Setuju

Sangat Tidak Setuju
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Lampiran 2 Hasil Kuesioner

Jenis produk

. o Rata-rata Domisili saat ini apa yang
Jenis . Pendidikan .
No Kelamin Usia terakhir Profesl pendapatan (per (berdasarkan paling
bulan) Provinsi/Kota) diminati di
Mixue?
21 tahun . _
Perempuan _30 31 Pegawai Rp 5.000.001 - DI Yogyakarta: Lucky
Swasta Rp7.000.000 Yogyakarta sundae
1 tahun
21 tahun . )
Perempuan _30 S Witaswisia Rp 5.000.001 - DI Yogyakarta: Mixue ice
Rp7.000.000 Yogyakarta cream
2 tahun
21 tahun ) Brown sugar
Laki-laki | - 30 S PNS e 57'%%%%%10' Lamﬁzﬁlg'uzandar pearl milk
3 tahun p/AHE pung tea
C 21 iy Rp 5.000.001 - DI Yogyakarta: Merchandise
Laki-laki ) - 30 -~ N Rp7.000.000 Yogyakarta mixue
4 tahun 7BV gy "
17 tahun . . :
C Pegawai Rp 5.000.001 - Papua Tengah Mixue ice
Laki-laki % | Lhil1p27i0E Swasta Rp7.000.000 Kabupaten Nabire cream
5 tahun
21 tahun . . .
Laki-laki -30 S1 Pegawal Rp 5.000.001 - Bali: Denpasar Mixue ice
Swasta Rp7.000.000 cream
6 tahun
o 21 tahul Pegawai Rp 5.000.001 - DI Yogyakarta: Lemon
Laki-laki -30 S Swasta Rp7.000.000 Yogyakarta jasmine tea
7 tahun P /AR, i J
21 tahun . . )
Laki-laki _30 D1/D2/D3 Pegawai Rp 5.000.001 - Kahmant.an Barat: peach earl
Swasta Rp7.000.000 Pontianak grey tea
8 tahun
21 tahun . ) o
Laki-laki _30 D1/D2/D3 Pegawai Rp 5.000.001 - DI Yogyakarta: Mixue ice
Swasta Rp7.000.000 Yogyakarta cream
9 tahun
17 tahun . .
Laki-laki | -20 |SMA/SMK | P | _po 00000 | DlYosyakarta: | Merchandise
Mahasiswa Yogyakarta mixue
10 tahun
o 21 tahun Pegawai Rp 5.000.001 - Kalimantan Timur: | Merchandise
Laki-laki - 30 S1 . .
Swasta Rp7.000.000 Samarinda mixue
11 tahun
21 tahun . .
Rp 7.000.001 - Nusa Tenggara Mixue ice
12 Perempuan t;tl'?l?n S PNS Rp9.000.000 Barat: Mataram cream
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21 tahun

Brown sugar

Pegawai Rp 5.000.001 - DI Yogyakarta: .
Perempuan -30 S1 pearl milk
13 tahun Swasta Rp7.000.000 Yogyakarta ten
21 tahun .
Laki-laki -30 S1 Pse gav&ial RII{) 57%%%%%1)_ Banten: Serang pe?Ch te arl
14 tahun wasta p7.000. grey tea
17 tahun . ) .
Laki-laki 50 D1/D2/D3 PNS Rp 5.000.001 - Kahmant‘an Barat: Merchandlse
Rp7.000.000 Pontianak mixue
15 tahun
17 tahun . .
Perempuan 90 D1/D2/D3 PelaJ.ar Rp 3.000.001 - Rp DI Yogyakarta: Merchandlse
Mahasiswa 5.000.000 Yogyakarta mixue
16 tahun
21 tahun .
Laki-laki -30 S1 Pegawal Rt IO Banten: Serang . Lemon
Swasta Rp7.000.000 jasmine tea
17 tahun
C 21 tahug Pegawai Rp 5.000.001 - DI Yogyakarta: peach earl
Laki-laki -39 Sl Swasta Rp7.000.000 Yogyakarta rey tea
18 tahun p /0 gy grey
17 tahun . .
Laki-laki 250 DL/D2D3 | Freelancer Rp 3.000.001 - Rp Kahm?ntan Utara: Merchandlse
5.000.000 Tanjung Selor mixue
19 tahun
. . 21 tagun Pegawai Rp 5.000.001 - DI Yogyakarta: Lucky
Laki-laki - 3§ >l Swasta Rp7.000.000 Yogyakarta sundae
20 tahun /A0, ey
. . 21 tahfin Pegawai Rp 5.000.001 - Kalimantan Utara: Mixue ice
Laki-laki -30 S1 )
Swasta Rp7.000.000 Tanjung Selor cream
21 tahun
) ) 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: peach earl
Laki-laki -30 ol Swast Rp7.000.000 Yogyakart t
2 tahun wasta p7.000. ogyakarta grey tea
. . 21 tahun Rp 5.000.001 - DI Yogyakarta: Merchandise
Laki-laki -30 S1 PNS Rp7.000.000 v Kart mi
23 tahun p7.000. ogyakarta Xue
17 tahun ) . . )
Pelajar Rp 3.000.001 - Rp | Kalimantan Barat: Mixue ice
Perempuan - 20 D1/D2/D3 Mahasiswa 5.000.000 Pontianak cream
24 tahun
. . 21 tahun Pegawai Rp 5.000.001 - Sumatra Barat: peach earl
Laki-laki -30 S1 Swasta Rp7.000.000 Padan rey tea
25 tahun p/.OU0. & grey
17 tahun : ) o
Perempuan 50 SMA/SMK Pelaj‘ar Rp 1.000.000 - Rp DI Yogyakarta: Mixue ice
Mahasiswa 3.000.000 Yogyakarta cream
26 tahun
D Pegawai Rp 5.000.001 - Bengkulu: Lemon
Perempuan -30 S1 . :
27 tahun Swasta Rp7.000.000 Bengkulu jasmine tea
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21 tahun Brown sugar
Rp 5.000.001 - Nusa Tenggara .
Perempuan - 30 S PNS Rp7.000.000 Barat: Mataram pearl milk
28 tahun tea
o 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Lucky
Laki-laki ) - 30 51 Swasta Rp7.000.000 Yogyakarta nda
29 tahun was p7.000. ogy sundae
D 21 tahun Pegawai Rp 5.000.001 - Papua Selatan: Merchandise
Laki-laki -30 S1 Swast Ro7.000.000 Kabupaten .
30 tahun wasta P /AU Merauke fixue
17 tahun . | Brown sugar
Laki-laki 90 D1/D2/D3 PelaJ.ar Rp 3.000.001 - Rp Sumatra Selatan: pear] milk
Mahasiswa 5.000.000 Palembang
31 tahun tea
31 tahun )
Perempuan _ 40 3] PNS Rp 9.000.001 - Rp DI Yogyakarta: Merchandlse
11.000.000 Yogyakarta mixue
32 tahun
17 tahun . _
Perempuan 50 D1/D2/D3 Pegawai Rp 5.000.001 - DI Yogyakarta: Lucky
Swasta Rp7.000.000 Yogyakarta sundae
33 tahun
31 tahun
Laki-laki | - 40 S2 | Wiraswasta | >Rp 11000001 | MahkuUtara: ) peach earl
Sofifi grey tea
34 tahun
31 tahun ' ]
Laki-laki 40 3] PNS Rp 9.000.001 - Rp DKI Jakarta: Merchandlse
11.000.000 Jakarta mixue
35 tahun
o 2] by Pegawai Rp 5.000.001 - Kgipnantan peach earl
Laki-laki - 30 > Swasta Rp7.000.000 Tengah: rey tea
36 tahun kL AR Palangkaraya grey
21 tahun Kalimantan
Laki-laki -30 S1 Wiraswasta ng 79%%%%%10_ Tengah: pe?;:h teee;rl
37 tahun b7 UT- Palangkaraya grey
21 tahun .
o Pegawai Rp 5.000.001 - . Lucky
Laki-laki -30 S1 Swasta Rp7.000.000 Banten: Serang sundac
38 tahun
21 tahun Pegawai | Rp 5.000.001 DI Yogyakarta: | Merchandi
Laki-laki _30 D1/D2/D3 egawai p 5.000.001 - ogyakarta: erchandise
Swasta Rp7.000.000 Yogyakarta mixue
tahun
39
17 tahun : Brown sugar
C Pelajar Rp 3.000.001 - Rp DI Yogyakarta: .
Laki-laki -20 D1/D2/D3 Mahasiswa 5.000.000 Yogyakarta pearl milk
tahun tea
40
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17 tahun

Pelajar

Rp 1.000.000 - Rp

DI Yogyakarta:

Brown sugar

Laki-laki -20 SMA/SMK Mahasiswa 3.000.000 Yogyakarta pearl milk
tahun tea
41
21 tahun ) Rp 5.000.001 - DKI Jakarta: peach earl
Perempuan -30 S1 Wiraswasta Rp7.000.000 Jakarta arey tea
42 tahun Y
21 tahun Brown sugar
C Rp 7.000.001 - DI Yogyakarta: .
Laki-laki -30 S1 PNS Rp9.000.000 Yogyakarta pearl milk
tahun tea
43
21 tahun .
o . Rp 5.000.001 - Jawa Timur: peach earl
Laki-laki -30 S1 Wiraswasta Rp7.000.000 Surabaya arey tea
44 tahun
Laki-laki 2 l_tglaun 3] Pegawai Rp 7.000.001 - Kalimantan Lucky
Swasta Rp9.000.000 Selatan: Banjarbaru sundae
45 tahun
21 tahun
C . Rp 5.000.001 - DI Yogyakarta: peach earl
Laki-laki -30 S1 Wiraswasta
46 tahun Rp7.000.000 Yogyakarta grey tea
31 tahun ) o
Laki-laki | - 40 Sl Wiraswasta | /<P ?'10 88‘008(1) 0 Rp d iﬁgﬁah' M(‘:’r‘:;nllce
47 tahun o &
31 tahun . .
Laki-laki -40 S1 Wiraswasta Rp ?10 (())(())(?(())2)(; Rp DIYZOgZEzfga' M:r(:aenice
48 tahun o &y
17 tahun :
C Pelajar Rp 3.000.001 - Rp DI Yogyakarta: Lucky
Laki-laki -20 DI/b2/b3 Mahasiswa 5.000.000 Yogyakarta sundae
49 tahun
17 tahun : . .
Perempuan -20 D1/D2/D3 | Freelancer Rp 35'0(? é) 60(;)010_ Rp Kez};r;li Iganslei?;a' M:r(;l:nice
50 tahun o Jung
17 tahun :
Pelajar Rp 3.000.001 - Rp Sumatra Barat: peach earl
Perempuan -20 D1/D2/D3 Mahasiswa 5.000.000 Padang grey tea
51 tahun
17 tahun . .
C Pelajar Rp 1.000.000 - Rp DI Yogyakarta: Merchandise
Laki-laki - 20 SMA/SMK Mahasiswa 3.000.000 Yogyakarta mixue
52 tahun
Peremuan 2 l_tgg“n o1 PNS Rp 7.000.001 - DKI Jakarta: | Merchandise
52 P . Rp9.000.000 Jakarta mixue
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17 tahun

Perempuan | -20 | SMA/SMK | Freelancer | <Rp 1.000.000 DI Yogyakarta: |~ Lemon
Yogyakarta jasmine tea
54 tahun
o 21 tahun Pegawai Rp 5.000.001 - Sumatra Barat: Lucky
Laki-laki -30 S1
Swasta Rp7.000.000 Padang sundae
55 tahun
17 tahun . ) o
Laki-laki 50 SMA/SMK Pelaj‘ar Rp 1.000.000 - Rp DI Yogyakarta: Mixue ice
Mahasiswa 3.000.000 Yogyakarta cream
56 tahun
21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Merchandise
Perempuan -30 32 Swasta Rp7.000.000 Yogyakarta mixue
57 tahun | Y4 il !
17 tahun . : .| Brown sugar
Lakilaki | -20 |SMA/SMK |  Loar 1o gy go0.000 | KalimantanBarat | ©oo )i
Mahasiswa Pontianak
58 tahun tea
R 21 ahul Pegawai Rp 5.000.001 - Jawa Barat: Brown sugar
Laki-laki -39 / Swasta Rp7.000.000 Bandun pearl milk
59 tahun p/oU £ tea
21 tahun " .| Brown sugar
Laki-laki | -30 St PNS RII{’ 79'%%%%%10' K*‘Tlgfirgansgfrra pearl milk
60 tahun PPV Jung tea
R 21 tagud Pegawai Rp 5.000.001 - Nusa Tenggara Brown sugar
Laki-laki - 3% >l Swasta Rp7.000.000 Timur: Kupan pearl milk
61 tahun p/UU - hupang tea
21 rahigg Pegawai Rp 5.000.001 - DI Yogyakarta: Brown sugar
Perempuan -30 S1 Swast Rp7.000.000 Yoovakarta pearl milk
62 tahun p—— e gy tea
21 tahun . Brown sugar
C Pegawai Rp 5.000.001 - ) i
Laki-laki -30 S1 Swasta Rp7.000.000 Papua: Jayapura pearl milk
63 tahun tea
17 tahun . .
Perempuan -20 D1/D2/D3 | Wiraswasta Rp 5.000.001 - Maluku: Ambon Mixue ice
Rp7.000.000 cream
64 tahun
21 tahun ) Brown sugar
Laki-laki | - 30 S1 PNS oy PLyogyakara: | ol milk
65 tahun p7 U Rl tea
21 tahun ) . .
Laki-laki _30 3] Wiraswasta Rp 5.000.001 - Sumatra Barat: Mixue ice
Rp7.000.000 Padang cream
66 tahun
17 tahun . . .
Perempuan | -20 | SMA/SMK | PO | _po000.000 | NusaTemggara | Mixue ice
Mahasiswa Timur: Kupang cream
67 tahun
C 21 tahun Rp 5.000.001 - Kepulauan Riau: | Merchandise
Laki-laki -30 S1 PNS . . .
63 tahun Rp7.000.000 Tanjung Pinang mixue
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21 tahun

Laki-laki 30 D1/D2/D3 Pegawai Rp 5.000.001 - DKI Jakarta: Mixue ice
Swasta Rp7.000.000 Jakarta cream
69 tahun
31 tahun .
Laki-laki -40 S1 Pegawal Rp 9.000.001 - Rp Aceh: Banda Aceh peach carl
Swasta 11.000.000 grey tea
70 tahun
21 tahun .
Perempuan -30 S1 Pse gav&;al RIE 57%%%%%10_ Riau: Pekanbaru pe?Ch tearl
7 tahun wasta p7.000. grey tea
17 tahun .
Laki-laki 90 D1/D2/D3 Psegavs;al RII{) 57(())(())(())(())(()) t)— Sur;altr';ln ielriltan. pe?ch tearl
7 tahun wasta p7.000. alembang grey tea
17 tahun
Lakidaki | -20 | DIDYD3 | Freelancer | P L0000 <K | DI Yogyakarta: | peach carl
73 tahun - o Erey
17 tahun . ) o
Perempuan 50 D1/D2/D3 PelaJ'ar Rp 3.000.001 - Rp DI Yogyakarta: Mixue ice
Mahasiswa 5.000.000 Yogyakarta cream
74 tahun
21 tahun . )
Perempuan -30 S1 Wiraswasta R}I{ 57%%%%%10_ D;Yoogzﬁlgf;ta. M:r(:;nllce
75 tahun PrEE i
21 tahun Kalimantan .
Laki-laki -30 S1 PNS RIE 79%%%%%2_ Tengah: Mefg?;?:lse
76 tahun p7-LU0- Palangkaraya
C 2] by Pegawai Rp 5.000.001 - DI Yogyakarta: Mixue ice
Laki-laki ) - 30 51 Swast Rp7.000.000 Yogyakart ream
77 tahun wasta p7.000. ogyakarta crea
17 tahun ) Brown sugar
Perempuan -20 D1/D2/D3 | Freelancer Rp 3.000.001 - Rp Jawa Barat: pearl milk
5.000.000 Bandung
78 tahun tea
21 tahun . _
penpun | 30| pupos | el | Keswoco - | Dlvensbars | Lo
79 tahun W /U, gy ]
17 tahun _ .
Laki-laki -20 D1/D2/D3 | Wiraswasta Rp 5.000.001 - DI Yogyakarta: Mixue ice
Rp7.000.000 Yogyakarta cream
80 tahun
31 tahun
Laki-laki _ 40 3] Wiraswasta Rp 9.000.001 - Rp Nusa Tenggara peach earl
11.000.000 Barat: Mataram grey tea
81 tahun
17 tahun Pelaiar Jawa Barat: Brown sugar
Laki-laki -20 SMA/SMK J <Rp 1.000.000 ' pearl milk
Mahasiswa Bandung
82 tahun tea
17 tahun : Brown sugar
C Pelajar Rp 3.000.001 - Rp DI Yogyakarta: !
Laki-laki -20 D1/D2/D3 . pearl milk
33 tahun Mahasiswa 5.000.000 Yogyakarta tea
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17 tahun

Laki-laki -20 SMA/SMK Pelaj‘ar Rp 1.000.000 - Rp Bali: Denpasar Lucky
Mahasiswa 3.000.000 sundae
84 tahun
. . 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Merchandise
Laki-laki |~ - 30 S1 Swast Rp7.000.000 Yogyakart mi
35 tahun wasta p7.000. ogyakarta Xue
31 tahun ) Brown sugar
Perempuan -40 S1 PNS Rp ?10 gg(?g(l)(; Rp D;Yoogzﬁlgftgta. pearl milk
86 tahun DA gy tea
17 tahun . . .
Laki-laki | -20 | DI/DD3 | Fear | Rp3.000.001-Rp | poppe ooy | Mixueice
Mahasiswa 5.000.000 cream
87 tahun
17 tahun Pelajar Rp 1.000.000 - R Kalimantan Timur: Brown sugar
Laki-laki -20 | SMA/SMK J p LA, P F A TIUE S earl milk
Mahasiswa 3.000.000 Samarinda
88 tahun tea
21 tahun . .
Laki-laki _30 3] Pegawai Rp 5.000.001 - Banten: Serang Merchandlse
Swasta Rp7.000.000 mixue
89 tahun
17 tahun . Papua Pegunungan:
Perempuan -20 D1/D2/D3 PelaJ'ar & Kabupaten peach carl
Mahasiswa 5.000.000 [ grey tea
90 tahun Jayawijaya
21 tahun
Laki-laki | - 30 S1 Wisaswasta RIE 57'%%%%%10' D%g;gm' pe';fh te;ﬂ
91 tahun - ’ grey
17 tahun ) )
Laki-laki -20 D1/D2/D3 Pelaj'ar Rp 3.000.001 - Rp Riau: Pekanbaru Merchandlse
Mahasiswa 5.000.000 mixue
92 tahun
21 tahun )
Laki-laki - 30 S1 Wiraswasta Rllz 79'%%%%%10' Dgogﬁﬁga' pei‘gh fezﬂ
93 tahun p7. ’ gy grey
21 tahun . .
Laki-laki -30 S1 Wiraswasta Rp 5.000.001 - Jambi: Jambi Mixue ice
Rp7.000.000 cream
94 tahun
17 tahun Pelajar Mixue ice
Laki-laki -20 SMA/SMK J < Rp 1.000.000 Bali: Denpasar
Mahasiswa cream
95 tahun
21 tahun Rp 5.000.001 - Kalimantan Utara: each earl
Laki-laki -30 Sl Wiraswasta II{) 7. OOd 000 Tanjung Selor ' b rey tea
96 tahun P/ ) Jjung grey
21 tahun ) . .
Laki-laki -30 S1 Wiraswasta R}E 79%%%%%1)- D{;g()gzlilgfga' M:;:;Illce
97 tahun p=. ’ gy
Laki-laki 31_t2}01un 31 Pegawai Rp 7.000.001 - Sulawesi Selatan: Lucky
08 tahun Swasta Rp9.000.000 Makassar sundae
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31 tahun

s |07 s | [ Rosteoton ko | stmnn s | o
99 tahun e June gy
21 tahun . . .
Laki-laki _30 D1/D2/D3 Pegawai Rp 5.000.001 - Jawa Tengah: Mixue ice
Swasta Rp7.000.000 Semarang cream
100 tahun
17 tahun . ) .
Perempuan 50 SMA/SMK Pelaj‘ar Rp 1.000.000 - Rp | Sumatra Selatan: Merchandlse
Mahasiswa 3.000.000 Palembang mixue
101 tahun
C 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Lucky
Laki-laki ) - 30 54 Swast Rp7.000.000 Yogyakart d
102 tahun wasta p7.000. ogyakarta sundae
C 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: peach earl
Laki-laki -30 (2 Swasta Rp7.000.000 Yogyakarta rey tea
103 tahun /A o Erey
C 21 tahug Rp 5.000.001 - DI Yogyakarta: Merchandise
Laki-laki ) - 30 /! \ Rp7.000.000 Yogyakarta mixue
104 tahun Y A & Y
17 tahun :
Perempuan Y D1/D2/D3 Pelaj‘ar Rp 3.000.001 - Rp Sumatra Selatan: Lucky
Mahasiswa 5.000.000 Palembang sundae
105 tahun
17 tahun . _
Laki-laki 50 D1/D2/D3 PelaJ.ar Rp 3.000.001 - Rp DI Yogyakarta: . Lemon
Mahasiswa 5.000.000 Yogyakarta jasmine tea
106 tahun
17 tahun . ) .
Laki-laki 90 SMA/SMK Pelaj.ar Rp 1.000.000 - Rp DI Yogyakarta: Merchandlse
Mahasiswa 3.000.000 Yogyakarta mixue
107 tahun
Laki-laki 21_t231}6un 31 Pegawai Rp 5.000.001 - Kalimantan Lucky
Swasta Rp7.000.000 Selatan: Banjarbaru sundae
108 tahun
31 tahun ) o
Perempuan -40 S2 Wiraswasta | >Rp 11.000.001 DI Yogyakarta: Mixue ice
Yogyakarta cream
109 tahun
17 tahun .
Laki-laki -20 D1/D2/D3 | Freelancer Rp 3.000.001 - Rp DI Yogyakarta: . Lemon
5.000.000 Yogyakarta jasmine tea
110 tahun
21 tahun . .
peempuan | © 30| Dypzps | Tegm | Kot | Kemapiion | prch e
111 tahun v prome JUARS Tinatg gy
21 tahun . S o
Laki-laki _30 31 Wiraswasta Rp 5.000.001 - Kallmantap Timur: | Mixue ice
Rp7.000.000 Samarinda cream
112 tahun
21 tahun . Rp 5.000.001 - DI Yogyakarta: Mixue ice
Perempuan -30 S1 Wiraswasta
113 tahun Rp7.000.000 Yogyakarta cream
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21 tahun

Laki-laki _30 D1/D2/D3 Psegavial RI}{) 57%%%(())(()) t)- Jagvzi ll;lmur: pe?ch tearl
114 tahun wasta p7.000. urabaya grey tea
17 tahun )
Perempuan 90 D1/D2/D3 MPEIaJiar Rp 35.0(?(?60(;)010- Rp DI\(Yogyla(lk:trta. pe?ch tearl
115 tahun ahasiswa .000. ogyakarta grey tea
17 tahun . . ) o
Laki-laki 50 D1/D2/D3 Pelaj‘ar Rp 3.000.001 - Rp | Sulawesi Tengah: Mixue ice
Mahasiswa 5.000.000 Palu cream
116 tahun
. . 21 tahun Pegawai Rp 5.000.001 - DKI Jakarta: peach earl
Laki-laki - 30 51 Swast Rp7.000.000 Jakart {
117 tahun wasta p7.000. akarta grey tea
17 tahun . .
Laki-laki 290 D1/D2/D3 Pelaj‘ar Rp 3.000.001 - Rp DI Yogyakarta: Merchandlse
Mahasiswa 5.000.000 Yogyakarta mixue
118 tahun
. . 21 tahulg Pegawai Rp 5.000.001 - Kalimantan Lemon
Laki-laki -30 S1 . . .
Swasta Rp7.000.000 Selatan: Banjarbaru | jasmine tea
119 tahun
21 tahun ] Brown sugar
Perempuan -30 S1 PNS R}I{ 57%%%%%10_ Lamlli;llrlllg.u]iandar pearl milk
120 tahun p/. ’ pung tea
31 tahun ) o
pempun |90 | 52| s | RooMee0iie | Dl vegukars | Mie
121 tahun ’ ’ gy
. . 21 tahfin Pegawai Rp 5.000.001 - Jawa Timur: Lucky
Laki-laki -30 S Swast Rp7.000.000 Surab d
122 tahun wasta p7.000. urabaya sundae
21 tahun .
Perempuan -30 S1 Pegawal po >-UUOMGED Bali: Denpasar . Lemon
Swasta Rp7.000.000 jasmine tea
123 tahun
17 tahun ) .
C Pelajar Rp 3.000.001 - Rp Kalimantan Lucky
Laki-laki -20 DUD2/D3 |\ 1o hasiswa 5.000.000 Selatan: Banjarbaru sundae
124 tahun
21 tahun .
Laki-laki -30 S1 Pegawai Rp 3.000.001 - Jambi: Jambi Lucky
Swasta Rp7.000.000 sundae
125 tahun
31 tahun ) ) )
Laki-laki _ 40 S Pegawai Rp 9.000.001 - Rp Riau: Pekanbaru Mixue 1ce
Swasta 11.000.000 cream
126 tahun
. . 21 tahun Pegawai Rp 7.000.001 - Gorontalo: peach earl
Laki-laki - 30 S Swasta Rp9.000.000 Gorontal rey tea
127 tahun was p9.000. orontalo grey te
21 tahun . ) . .
Laki-laki _30 D1/D2/D3 Pegawai Rp 5.000.001 - Lampung: Bandar Mixue 1ce
18 tahun Swasta Rp7.000.000 Lampung cream
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17 tahun

Laki-laki | -20 | D1/D2/D3 Psega"ia‘ RII{’ 57'%%%%%{)‘ Lamﬁ“gg: lzandar L‘;‘iiky
129 tahun wasta p7.000. ampung sundae
C 31 tahun Rp 9.000.001 - Rp | Lampung: Bandar | Merchandise
Laki-laki -40 S1 PNS 11.000.000 L :
130 tahun .000. ampung mixue
21 tahun ) )
Perempuan _30 31 PNS RIE 57 (())(())(())%% 10- DIYYogyla(lkftrta. Merc?andlse
131 tahun p7.000. ogyakarta mixue
C 31 tahun Pegawai Rp 9.000.001 - Rp Kalimantan Lucky
Laki-laki | = - 40 y T 11.000.000 Tengah: sundae
132 tahun | A Palangkaraya Y
17 tahun .
Perempuan 90 D1/D2/D3 MPEIaJ‘ar Rp 13'0(?(?(50(?(?0- Rp Ja;va Tengah: peach tearl
133 tahun ahasiswa .000. emarang grey tea
21 tahun ) Brown sugar
Laki-laki -30 S1 Wiraswasta RII{) 79%%%%%%)_ DleogZIiﬂgfga. pearl milk
134 tahun pY UL gy tea
31 tahun . ]
Laki-laki | - 40 $2 FSBAWAL | oRp 11,000,001 | DUwest har pefgh el
135 tahun gy
21 tagud Pegawai Rp 5.000.001 - Papua Barat Daya: peach earl
Perempuan - 3% & Swasta Rp7.000.000 Soron rey tea
136 tahun R g gy
31 tahun )
Laki-laki | - 40 s2 PNS >Rp 11.000.001 S““i)atgafamt' pefCh teaﬂ
137 tahun adans greyfea
21 tahun .
Laki-laki -30 S1 Wiraswasta ng 57%%%%%10_ BPa ngkka ]13Ie)!1tung ‘ peach tearl
138 tahun p7.000. angkal Pinang grey tea
17 tahun .
Laki-laki -20 | D1/D2/D3 PNS Rp 3.000.001 - Riau: Pekanbary | Merehandise
Rp7.000.000 mixue
139 tahun
31 tahun )
Laki-laki -40 S1 Wiraswasta Rp ?10 gg(;)g(l) (; Rp D;Yogyliklirta' peach tearl
140 tahun .000. ogyakarta grey tea
17 tahun : _
Loitai |30 | Dupas | bl | o300 R | D Yoswdara: | pach
141 tahun W o il grey
21 tahun ) Brown sugar
Perempuan | - 30 S1 PNS RII{’ 57'%%%%%1)' D;Yogzlilgfga' pearl milk
142 tahun /A Rl tea
17 tahun . Brown sugar
Perempuan -20 D1/D2/D3 Pelajar Rp 3.000.001 - Rp Nusa Tenggara pearl milk
Mahasiswa 5.000.000 Timur: Kupang
143 tahun tea
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21 tahun

Loitai |50 | st | el | Rpstncon | Dl voplors | pech
144 tahun N prAE £y gy
C 17 tahun Pelajar Rp 3.000.001 - Rp DI Yogyakarta: Brown sugart
Laki-laki -20 D1/D2/D3 . pearl milk
Mahasiswa 5.000.000 Yogyakarta
145 tahun tea
o 21 tahun Pegawai Rp 5.000.001 - Kalimantan Timur: | Mixue ice
Laki-laki -30 S1 .
Swasta Rp7.000.000 Samarinda cream
146 tahun
17 tahun . . )
Laki-laki 90 D1/D2/D3 PelaJ.ar Rp 3.000.001 - Rp Kahmgntan Utara: Merchandlse
Mahasiswa 5.000.000 Tanjung Selor mixue
147 tahun
17 tahun .
pempun |20 | SMASMIC|  Eolle | R0 LOOOI K0 | g T | psh e
148 tahun o & grey
C 21 tahug Rp 5.000.001 - DI Yogyakarta: Merchandise
Laki-laki - 30 S1 PNS Ro7.000.000 v Kart mi
149 tahun p7.000. ogyakarta Xue
17 tahun :
peempun | 20" (SMASMK | S| 01 000000" R | DLiomchars | psch
150 tahun o V| gy
17 tahun . _
Lotai |30 | Dypzp | Tefl | Rpsoter. o plvoguara: || Lenn
151 tahun W p /A &y ]
C 17 tahgg Pelajar Rp 3.000.001 - Rp DI Yogyakarta: Brown sugar
Laki-laki -20 D1/D2/D3 . pearl milk
Mahasiswa 5.000.000 Yogyakarta
152 tahun tea
17 tahun Pelaiar Kalimantan Luck
Laki-laki | -20 |SMA/SMK ! < Rp 1.000.000 Tengah: e
Mahasiswa sundae
153 tahun Palangkaraya
17 tahun . . )
Laki-laki 90 D1/D2/D3 Pelaj'ar Rp 3.000.001 - Rp | Bangka Be!ltung. Lucky
Mahasiswa 5.000.000 Pangkal Pinang sundae
154 tahun
21 tahun . _
Laki-laki _30 D1/D2/D3 Psega\xiau RII{) 57%%%(())(()) t)- DIYYogyla(lkftrta. peach tearl
155 tahun wasta p7.000. ogyakarta grey tea
o 21 tahun Rp 5.000.001 - Kalimantan Utara: | Merchandise
Laki-laki ) - 30 51 PNS Rp7.000.000 Tanjung Selor mixue
156 tahun p /U, Jung
21 tahun . Brown sugar
Laki-laki -30 Sl Pegawal Rp 7.000.001 - Aceh: Banda Aceh | pearl milk
Swasta Rp9.000.000
157 tahun tea
C 21 tahun Pegawai Rp 5.000.001 - Bengkulu: Mixue ice
Laki-laki -30 S1
158 tahun Swasta Rp7.000.000 Bengkulu cream
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17 tahun

Brown sugar

Laki-laki | -20 |SMA/SMK | . Felar | g 000000 | DPlYogvakartar [T o ik
Mahasiswa Yogyakarta
159 tahun tea
17 tahun .
Perempuan -20 D1/D2/D3 Pse gav&ial RII{) 57%%%%%1)- DI\{Yogyla(lk:trta. . LeTn"‘:
160 tahun wasta p7.000. ogyakarta jasmine tea
21 tahun . )
Laki-laki 30 31 Wiraswasta Rp 5.000.001 - Nusa Tenggara Mixue ice
Rp7.000.000 Barat: Mataram cream
161 tahun
17 tahun .
Perempuan 90 D1/D2/D3 MP}elzlaJ.ar Rp 35.0(?(?(.)0(?010— Rp D;Yogylikftrta. peach tearl
162 tahun ahasiswa .000. ogyakarta grey tea
21 tahun : .
peempun | 30" | DUz || bt | Ry SOODE | B ling: | pesh o
163 tahun /A & & Erey
21 tahun ) Brown sugar
Laki-laki | - 30 S PNS = 57'%%%%%%' DKJIalJ(zlr‘;”a' pearl milk
164 tahun p/oU tea
31 tahun . )
Perempuan -40 S1 Wiraswasta A Banten: Serang Mixue ice
Rp9.000.000 cream
165 tahun
17 tahun . | ) Brown sugar
Laki-laki 50 D1/D2/D3 PelaJ.ar Rp 3.000.001 - Rp Sulawesi Barat. pearl milk
Mahasiswa 5.000.000 Mamuju
166 tahun tea
21 tahun
R . Rp 7.000.001 - Nusa Tenggara Lucky
Laki-laki - 30 > Wiraswasta Rp9.000.000 Barat: Mataram sundae
167 tahun
C 31 tahun Pegawai Rp 9.000.001 - Rp Jawa Barat: Brown sugar
Laki-laki -40 S1 pearl milk
Swasta 11.000.000 Bandung
168 tahun tea
31 tahun . ) o
Laki-laki _ 40 3 Pegawai ~Rp 11.000.001 DKI Jakarta: Mixue ice
Swasta Jakarta cream
169 tahun
Perempuan 3 l-tz}éun 3] Pegawai Rp 9.000.001 - Rp Papua Barat: Mixue ice
p Swasta 11.000.000 Manokwari cream
170 tahun
21 tahun ) Brown sugar
Laki-laki | - 30 S1 PNS Ry Dgogﬁﬁ?' pearl milk
171 tahun p/oo il tea
21 tahun Pegawai Rp5.000.001 - | Kepulauan Riau: | Srown sugar
Laki-laki -30 | D1/D2/D3 Sg “i Ilz 2 000,000 T pulau o %1 pearl milk
172 tahun wasta p7.000. anjung Pinang tea
31 tahun .
Perempuan _ 40 3 Wiraswasta Rp 9.000.001 - Rp Kal'lman‘Fan peach earl
173 tahun 11.000.000 Selatan: Banjarbaru grey tea
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17 tahun

Laki-laki 90 DUD2/D3 | Freelancer Rp 3.000.001 - Rp DI Yogyakarta: Mixue ice
5.000.000 Yogyakarta cream
174 tahun
21 tahun . Rp 5.000.001 - DI Yogyakarta: Mixue ice
Perempuan -30 S1 Wiraswasta Ro7.000.000 v Kart ream
175 tahun p7.000. ogyakarta crea
21 tahun . | Brown sugar
Perempuan -30 S1 PNS RIE 57%%%%%10_ B; ngklf ]l3§!1tung. pearl milk
176 tahun P /AU angkal Hinang tea
21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Lucky
Perempuan | - 30 32 Swast Rp7.000.000 Yogyakart nd
177 tahun wasta p7.000. ogyakarta sundae
17 tahun .
Laki-laki | -20 |SMA/SMK lei?izzva <Rp 1.000.000 | D} Yosvakara pefgh el
178 tahun gy grey
31 tahun . .
Perempuan | - 40 $2 PNS >Rp 11.000.001 R mur: | Merchandise
Surabaya mixue
179 tahun
21 2 Pegawai | Rp 5.000.001 - Lemon
Perempuan -30 S1 Banten: Serang .
Swasta Rp7.000.000 jasmine tea
180 tahun
17 tahun . '
Laki-laki 50 SMA/SMK PelaJ.ar Rp 1.000.000 - Rp Bengkulu: peach earl
Mahasiswa 3.000.000 Bengkulu grey tea
181 tahun
17 tahun : )
Perempuan 90 SMA/SMK Pelaj.ar Rp 1.000.000 - Rp DI Yogyakarta: Lucky
Mahasiswa 3.000.000 Yogyakarta sundae
182 tahun
17 tahun .
Laki-laki 90 D1/D2/D3 MP}ellaJ‘ar Rp 35.O(§)(§)60(§)010- Rp D;Yogylik?trta. peach tearl
183 tahun ahasiswa .000. ogyakarta grey tea
31 tahun . _
Laki-laki - 40 S2 Psegavia‘ >Rp 11.000.001 D;Yogylfkftm' peach teaﬂ
184 tahun wasta ogyakarta grey tea
Perempuan 3 l-tz}éun 3] Pegawai Rp 9.000.001 - Rp | Kalimantan Barat: Lucky
p Swasta 11.000.000 Pontianak sundae
185 tahun
C 21 tahun Pegawai Rp 5.000.001 - Sumatra Selatan: Lucky
Laki-laki -30 S1
Swasta Rp7.000.000 Palembang sundae
186 tahun
21 tahun . ) Brown sugar
Perempuan | -30 | DI/D/D3 | Legawal Rp 5.000.001 - Benglulu: pearl milk
Swasta Rp7.000.000 Bengkulu
187 tahun tea
17 tahun : _
Laki-laki Y D1/D2/D3 Pelaj'ar Rp 3.000.001 - Rp Jawa Barat: peach earl
138 tahun Mahasiswa 5.000.000 Bandung grey tea
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21 tahun

Perempuan - 30 S1 Wiraswasta RII{) 57%%%%%1)- I%Zigliuagil;;iu: peigh ; E;rl
189 tahun prAE Juns Finang gy
17 tahun : .
Laki-laki 90 D1/D2/D3 Pelaj‘ar Rp 3.000.001 - Rp Bengkulu: Merchandlse
Mahasiswa 5.000.000 Bengkulu mixue
190 tahun
Perempuan 2l_t§1(;un 31 Pegawai Rp 5.000.001 - DI Yogyakarta: Lucky
191 tahun Swasta Rp7.000.000 Yogyakarta sundae
21 tahun Kalimantan Brown sugar
Lakilaki | -30 S PNS ' 79'%%%%%%' Tengah: pearl milk
192 tahun Y/ Palangkaraya tea
31 tahun . )
Laki-laki _ 40 3] Wiraswasta Rp 9.000.001 - Rp DI Yogyakarta: Mixue ice
11.000.000 Yogyakarta cream
193 tahun
21 ahul Pegawai Rp 7.000.001 - DI Yogyakarta: Lucky
Perempuan -39 / Swasta Rp9.000.000 Yogyakarta sundae
194 tahun \ Y A = B
21 1o . Rp 5.000.001 - Nusa Tenggara Brown sugar
Perempuan -30 S1 Wiraswasta Ro7.000.000 Timur Kupan pearl milk
195 tahun PrEE Fupang tea
21 tahun . .
s |30 | oypzs | Tow | Rysoooob- | N T, et
196 tahun W R Vi i Y
17 tahun . .
Perempuan | -20 | SMA/SMK | e | gy 000000 | KepulavanRiau: | Lemon
Mahasiswa Tanjung Pinang jasmine tea
197 tahun
17 tahun .
Laki-laki 90 SMA/SMK Pelaj‘ar Rp 1.000.000 - Rp DI Yogyakarta: Lucky
Mahasiswa 3.000.000 Yogyakarta sundae
198 tahun
Perempuan 21_te312un 3] Pegawai Rp 5.000.001 - Kalimantan Timur: Lucky
p Swasta Rp7.000.000 Samarinda sundae
199 tahun
21 tahun Pegawai | Rp 5.000.001 - DKI Jakarta: Mixue ice
Perempuan -30 S1
Swasta Rp7.000.000 Jakarta cream
200 tahun
C 21 tahun Pegawai Rp 5.000.001 - Kalimantan Mixue ice
Laki-laki -30 S1 .
Swasta Rp7.000.000 Selatan: Banjarbaru cream
201 tahun
31 tahun | Rp9.000.001 -Rp | Nalimantan Mixue ice
Perempuan -40 S1 Wiraswasta 11.000.000 Tengah: cream
202 tahun o Palangkaraya
17 tahun : ) Brown sugar
Perempuan Y D1/D2/D3 Pelaj'ar Rp 3.000.001 - Rp DI Yogyakarta: pearl milk
Mahasiswa 5.000.000 Yogyakarta
203 tahun tea
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17 tahun

Laki-laki | -20 | DI/DD3 | Felar | Rp3.000.001-Rp | p W0 b Lucky
Mahasiswa 5.000.000 sundae
204 tahun
17 tahun . .
Perempuan -20 D1/D2/D3 PNS RII{) 57%%%%%1)_ DI\(Yogyla(lk:trta. M1>r(uenllce
205 tahun p7.000. ogyakarta crea
21 tahun . Brown sugar
Laki-laki -30 S1 Pegawal Rp 5.000.001 - Riau: Pekanbaru pearl milk
Swasta Rp7.000.000
206 tahun tea
. . 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: peach earl
Laki-laki ) - 30 51 Swast Rp7.000.000 Yogyakart {
207 tahun wasta p7.000. ogyakarta grey tea
) ) 21 tahun Pegawai Rp 5.000.001 - Kalimantan Mixue ice
Laki-laki -30 S1 .
Swasta Rp7.000.000 Selatan: Banjarbaru cream
208 tahun
21 tahun .
Perempuan -30 S1 PSe \%2::21 RII{) %%%%%%B_ Jambi: Jambi 'asLni?r:gI:ea
209 tahun /U0 ]
21 tahun .
Laki-laki -30 S1 Wiraswasta RII{’ 57'%%%%%10' U a;“l :{;;n‘;r' pei‘gh te;ﬂ
210 tahun P/ ’ y grey
17 tahun . ) )
Perempuan -20 SMA/SMK PelaJ.ar Rp 1.000.000 - Rp Jambi: Jambi Mixue ice
Mahasiswa 3.000.000 cream
211 tahun
. . 21 tahfin Pegawai Rp 5.000.001 - Sumatra Utara: peach earl
Laki-laki -30 S Swast Rp7.000.000 Med t
212 tahun wasta p7.000. edan grey tea
17 tahun
Laki-laki -20 D1/D2/D3 | Wiraswasta ng 57%%%%%10_ Sumﬁ[recllUtara. peach tearl
13 tahun p7.000. edan grey tea
17 tahun : )
Laki-laki 90 SMA/SMK MPEIaJ'ar Rp 13.05)5)6000000— Rp D;Yogyl'czkftrta. peach tearl
14 tahun ahasiswa .000. ogyakarta grey tea
21 tahun ) .
rosmoun | 50| st | ms | g | pbvosars | et
215 tahun p /UL 08y ue
. . 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Merchandise
Laki-laki -30 S1 Swasta Rp7.000.000 Yogyakarta mixue
216 tahun W p /U0 gy u
17 tahun : . )
Laki-laki 50 D1/D2/D3 Pelaj‘ar Rp 3.000.001 - Rp | Sulawesi Tenggara. peach earl
Mahasiswa 5.000.000 Kendari grey tea
217 tahun
. . 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Lemon
Laki-laki -30 S1 . .
218 tahun Swasta Rp7.000.000 Yogyakarta jasmine tea
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17 tahun : Kalimantan
Laki-laki | -20 | DI/DD3 | Felar | Rp3.000.001-Rp Tengah: , Lemon
Mahasiswa 5.000.000 jasmine tea
219 tahun Palangkaraya
31 tahun ) Brown sugar
Laki-laki | - 40 S1 pNs | RPUODIL KRR e Tengah: = o milk
220 tahun o cmarang tea
17 tahun ) Brown sugar
Laki-laki | -20 | DI/D2/D3 |  PNS B 57'%%%%%10' D;Yogyﬁkft“a' pearl milk
221 tahun b osyakard tea
C 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Brown sugar
Laki-laki -30 S1 Qo et Rp7.000.000 v Kart pearl milk
222 tahun N Y4 ogyakaria tea
C 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Lemon
Laki-laki ) - 30 (a Swast Rp7.000.000 Yogyakart jasmine t
73 tahun wasta p7.000. ogyakarta jasmine tea
17 tahun . . ) .
Laki-laki 50 D1/D2/D3 PelaJ'ar Rp 3.000.001 - Rp | Bangka Behtung. Merchandlse
Mahasiswa 5.000.000 Pangkal Pinang mixue
224 tahun
21 1o Pegawai Rp 7.000.001 - DI Yogyakarta: Brown sugar
Perempuan % | 2 Swasta Rp9.000.000 Yogyakarta pearl milk
225 tahun PPV i tea
21 tahun . ) . .
Lakidaki | -30 | DID2D3 | "eEwa | RpS000001. 4 DIVogyakaria: | Mixue ce
226 tahun wasta p7.000. ogyakarta crea
17 tahun : )
Perempuan 90 D1/D2/D3 MPﬁlaJiar Rp 35.0(5)(5)(.)05)010— Rp DIYYogylilkftrta. peich tearl
297 tahun ahasiswa .000. ogyakarta grey tea
C 21 tahun Rp 5.000.001 - DI Yogyakarta: peach earl
Laki-laki -30 S1 PNS Ro7.000.000 v Kart ¢
278 tahun p7.000. ogyakarta grey tea
17 tahun . . | Brown sugar
Perempuan 90 SMA/SMK Pelaj'ar Rp 1.000.000 - Rp Kahmgntan Utara: pearl milk
Mahasiswa 3.000.000 Tanjung Selor
229 tahun tea
C 21 tahun Pegawai Rp 5.000.001 - DI Yogyakarta: Lemon
Laki-laki -30 S1 .
230 tahun Swasta Rp7.000.000 Yogyakarta jasmine tea
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Interactive or not? Enhancin
the interactive effectiveness o
virtual brand ambassadors
on consumer behavior

Zheng Shen
Zhejiang Sci-Tech University, Hangzhou, China

Abstract

Purpose — Mowadays, more and moce brasds are developing their own vinual ambassadors foe ineractive
cotmunication and marceting with consumers. Exploring the imeractive effectivencss of wirtual brand
ambassadors on consumer behavior s crucial w understanding the imeractions berween bramds, vitual
ambassadors and corsumess as well as further increasing consumes engagement in Al-mediaied ineractive
marketing.

Designmethadelogy/appraach — This swdy investigated different inceractive effects of virmal ambassadocs
an consumer behavior in verms of virtual ambassadors’ anthropomorphism, vinaal experience and consumer
hehaviar through 2 mixed method of questionnaires and semi-suciured interviews,

Findings - The resulis indicate that consumers” sharing, reviewing and purchasing behavior is significantly and
positively inflwenced by viroual ambassadors” anthropomorphism and viewal experdence. In addition, specific
antlrepomorphic feamres and vinual experiences were discussed in detail.

Originality/value — This sisdy helps beands develop and manage their vinual ambassadors aiud consumers in
Al-mediated imeractive marketing and comomunication.

Keywords Vinual ambassador, Anthropomaorpliam, Viral experience, Consumer belaviar,

Wirual interaction, Brand communication

Paper type Research paper

Introduction

Interactive marketing is one of the fastest-growing academic fields in contemporary marketing
communications, focusing on consumer brand relationships, especially consumer interactivity
and engagement (Wang, 2024). Over the past 15 years, social media influencers have become
an imtegral part of most brands® interactive marketing strategies (Audrezet and Koles, 2023).
With the advancement of technology, virtual influencers have emerged as a new trend in
interactive marketing strategies for brands in addition to human influencers. According to the
Al Marketing Benchmark Report 2023, 71.2% of respondents believe that virtual influencers
can outperform human influencers in their work, and 61.4% of marketers are using virtual
influencers in their marketing campaigns (Influencer Marketing Hub, 2024). Furthermore,
muore and more bramds are developing their own vinual ambassadors. For example, Lu of
Magalu comes to life on behalf of Magazine Luiza, one of Brazil's largest retail companies;
and KFC has virwalized Colonel Sanders as a vounger, fitter human named the Calonel.

@ Zheng Shen. Published by Emerald Publishing Limited. This article is published under the Creative
Commons Attribution (CC BY 400 licence. Anyone may repraduce, distribute, translate and create
derivative works of this article {for bath commercial and non-commercial purposes), subject o full
attribution to the original publication and authors. The full terms of this licence may be seen at heeped
creativecommons.org/licenceshy'd. legalcode

Funding: This work was supponted by the Zhejiang Provincial Philosophy and Social Sciences
Planning Project [grant number 23NDIC151YB]; Soft Science Research Program of Zhejiang Province
[grant number 2025C35053]; Teaching Reform Project for Graduate Education of Zhejiang Sci-Tech
University [grant number ¥ 1G-M202314); and the Science Foundation of Zhejiang Sci-Tech University
| grant numbser Z2IE2IE4-Y)
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APIML

The rise of developing virtual brand ambassadors suggests @ new research direction for
interactive consumer brand communication in marketing (Volles e al, 2024; Song
et al., 2024).

The pertinent research concentrates on exploring how consumers respond o virtual
influencers through comparisons with human influencers (Byun and Ahn, 2023; Zhou et al.,
2024). One of the main criticisms 15 virtual influencer anthropomaorphism, which can lead o
negative consumer reactions o brands (Mirowska and Arsenyan, 2023; Stein et al., 2024).
That is, consumer perceive brands endorsed by virtual influencers to be less authentic than
brands endorsed by humans because they perceive vinual endomsers as less authentic
(Song et al., 2024). However, other scholars have argued that virtual influencer applications
are highly appealing to consumers (Lou et al, 2023; Akhtar et ol., 2024). These previous
studies have agreed that virtual influencers can affect consumers, but the inconsistency of the
findings suggests that the effect of virual influencer anthropomaorphism on consumers still
deserves o be understudied. In panticular, previous studies have mainly explained these effects
in terms of virtual-human differences [(de Cicco ef of, 2024; Kholkina et al., 2024) or
consumer psychology (e.g. uncanny valley effect and parasocial interactions) (Low et al.,
2023; Srein et al., 2024). More recently, it has been pointed out that the existing literature
neglects to explare the factars by which virtual influencers affect consumer behaviar from the
perspective of consumer brand engagement (Wang ef al., 2023; Shen, 2024), suggesting that
there is a significant knowledge gap in this area.

Accordingly, this study extends the existing literature by investigating the interactive
effectiveness of virual brand ambessadors on consumer behavior in terms of virtual
ambassadors” anthroepomorphism, virtwal experience, and consumer behavior Unlike
previous studies on the comparison of virtual and human influencers and consumer
pesychology, this study explains the different effects of self-created virtwal brand ambassadors
on consumer behavior based on the factor analysis of consumer brand engagement. Existing
literature highlights the uniqueness and importance of virual influencers” interactions with
consumers (Byvun and Aha, 2023; Volles et al., 2024), o it is erucial to further examine more
factors affected virtwal brand ambassadors® engagement with consumer behavior. This study
further discusses different interactive effects of specific anthropomorphic features and virtual
experiences on consumer behavior through a mixed method of guestionnaires and semi-
structured interviews. Theoretically, this study extends the current understanding of virtual
influencer interactions to self-created vinwal brand ambassadors from the perspective of
consumer brand engagement, helping to further clanify inconsistent findings. In practice, this
study provides managerial insights for those interested in developing their own virtual
ambassators to further help brands increase consumer brand engagement during virtual
EXPEMENCES.

Literature review and research hypotheses

Virtwal interaction and ils impact on consumers

Enhancing consumer brand engagement is of increasing theoretical and practical significance
in the marketing literature. Extant literature emphasizes the imponance of consumer brand
engagement in marketing because of its predictive role in consumer behavior and brand
performance (Akhtar e al., 2024). Recent research has shown the value of understanding how
consumers interact with new technologies such as antificial intelligence and virtual reality, as
they have dramatically changed consumer brand communication amd interaction {(Wang,
2024). The most discussed in related research are virtual influencers. They are digital
characters created through computer graphics software, which are then given personalities
based on their first-person worldviews and published on media platforms to create an impact
(Audrezet and Koles, 2023). Existing literature finds that virtual influencers can provide
distinctive consumer engagement compared to humans (Volles et al., 2024). This is because
they can interact with consumers on multiple social media accounts at the same time and



generate a large amount of consistent content, which is difficult for humans to achieve (Stein
eral., 2024).

However, current research discusses the impact of virtual influencers on consumers
primarily by comparing virtual influencers to human influencers, with inconsistent findings
(Mrad et af., 2022; Lou et al., 2023; Kholkina et al |, 2024). On the one hand, it is noted that
human-like appearance and life of virwal influencers make it possible for consumers o
perceive them as real influencers, which in tum increases consumer awareness of the brand
(Mrad et al, 2022). On the other hand, it is also argued that virtual influencers lack
persuasiveness in motivating consumers® purchase intentions doe to their lack of authenticity
and credibility (Lou et ol 2023). Scholars have tried to explain these inconsistent findings
from different perspectives. One frequent explanation comes from consumer psychology
based on the Uncanny Valley Theory (UVT). For example, Zhang et al. {2022} agree that UYT
can help us understand consumers” low responses, as many other studies have proven that the
precise similarity of virtual influencers to humans negatively affects consumers. In contrast,
Shen (2024) reveals that differences in consumer brand engagement are not affected by the
authenticity and humanization of virtual influencers. The results suppont previous findings that
not all types of human-like virtual influencers lead to the uncanny effect.

Anather frequent explanation is from the perspective of human-computer interaction in Al
marketing. For instance, De Cicco ef ol. (2024) state that disclosure of the synthetic nature of
fully anthropomorphized virtual characters does not affect consumer perceptions of virtual
influencers and brand outcomes, consistent with the computers-are-social-actors (CASA)
paradigms establishment of individuals applying human social mles when interacting with
computers. Additionally, Kim and Baek (2023) argue that there is a significant relationship
between virtwal influencer attributes and consumers’ perceived authenticity, emotional
attachment, and word-of-mouth intentions in vifval influencer marketing. More recently,
many scholars have explained such inconsistent findings based on parasocial interaction (F51)
in Al marketing (Lim and Lee, 2023; Melnychuk et al., 2024; Stein et ol 2024). It refers o a
psychological relationship experienced by consumers in their mediated encounters with
brands in mass media (especially online platforms) (Melnychuk of al, 2024) Previous
research has shown that P51 mediates the effects of origin disclosure and emational content on
the credibility of virtwal influencers (Lim and Lee, 2023). Some scholars argue that the
stronger P51 between vinual influencers and consumers compared to human influencers,
which in tum has significant implications for vinual engagement (Akhtar et al., 2024;
Melnyvchuk et ol 2024). However, two opposing effects have also been found—while
significant direct effects suggest stronger P51 for vinual influencers, consumers also perceive
the role a5 less psvchologically similar to human and themselves—ultimately inhibiting the
observed advantage (Mirowska and Arsenyan, 2023; Stein et al., 2024).

By reviewing recent studies mentioned above, we can find that existing literature mainly
investigates the effects of virtual influencers’ human-likeness, authenticity, and credibility on
consumer psychology and behavior through comparing human and virtual influencers. Recent
research is still in its infancy on how o explain these inconsistent findings, especially on
consumer brand engagement. Because of the broad societal implications of Al scholars
believe that computer-human interaction is the ultimate solution, and explanations are merely
4 starting point (Raees et ol., 2024). Extant literature calls for further analysis and research on
factors controlling consumer brand engagement such as characteristics, personalities, and
behavior of virtual influencers {(Lou e al., 2023; Shen, 2024). Furthermore, while several
studies discuss avatars, they are mostly vinual influencers belonging to external business
partnerships {Akhtar et ol, 2024), and none of them formally address viruwal brand
amhbassadors. Unlike these Al marketing tools, virtwal brand ambassadors are self-created by
brands to represent the brand and help promaote the brand’s image and products (Lio et af.,
2024). Revent research suggests that self-created virtual influencers offer unigue advantages in
ensuring alignment with the brand™ image, and significantly enhance informational social
influence (Jiang et al., 2024). While avatars are becoming increasingly common for brands,
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their impact on consumers remains underexplored (Elsharnouby et al, 2023). Therefore, this
stucy responds to the current call for the following research guestions: (1) How does the
anthropomorphism of virtual brand ambassadors affect consumer brand engagement? (2)
Which virtual experiences can affect consumer brand engagement? (3) Which consumer
behaviar can be affected by virtual brand ambassadors?

Anthropomorphism

Anthropomaorphism has been defined as “the tendency to imbue the real or imagined behavior
of non-human agents with human-like characteristics, motivations, intentions, or emotions”
(Epley et al., 2007, p. B64). For virtual influencers, a growing body of research has explored
how to assign human-like characteristics o virtual influencers (Block and Lovegrove, 2021;
Shen, 2024). These studies have identified various key elements of virtual influencers such as
anthropomorphism, attractiveness, and storytelling. Among them, anthropomorphism s
ranked as the primary factor in characterizing virwal influencers (Da Silva Oliveira and
Chimenti, 2021). Regarding the effect of anthropomorphism on consumers, as mentioned
above, the results of existing studies tend to be inconsistent, with both positive and negative
effects. This may be due to the fact that anthropomaorphism is a complex factor. Some studies
discuss anthropomorphism as a holistic factor (Ahn et af, 2022 Da Silva Oliveira and
Chimenti, 2021}, while athers analyze anthropomorphism from a single perspective such as
dppearance [Arsenyan and Mirowska, 2021; Shen, 2024). Thus, a lack of knowledge about the
details of anthropomaorphic elements may lead to differences in research results. As shown in
previous studies (Miso er al, 2022 Ju er ol, 2024), anthropomorphism can include
appearance, character, and behavior of virual influencers and these factors may play akey role
in consumer behavior,

Moreover, related research suggests that consumer expectations and responses o
anthropomorphism may not be consistent across contexts. For instance, consumers expect
chatbots to have strong conversational skills (Lee e al, 2020}, whereas antificial intelligence
associated with self-driving cars has strong logical reasoning skills (W en al., 2023). For this
reason, this swdy explores multiple anthropomorphic elements related o consumer brand
engagement, namely anthropomorphic appearance, vinual personas, and vinual ambassador-
brand congreence, in order to understand their effects and idemtify key factors. In addition 1o
the importance of anthropomorphic appearance and virtual personas as emphasized in the
existing literature, previous studies have shown that infleencer-brand congruence can affect
consumers” brand attitudes (Wei et all, 2022; Dhun and Dangi, 2023). As such, there is a need
to investigate whether virtual ambassador-brand congruence may also have a similar effect on
consumers. Hence, the following hypotheses were formulated in this study:

H1. The anthropomorphic appearance of virtual ambassadors has a positive effect on
consumers’ sharing, reviewing, and purchasing behavior;

H2. The virtual personas of virtual ambassadors have a positive effect on consumers’
sharing, reviewing, and purchasing behavior;

H3. The wvirtual ambassador-brand congreence has a positive effect on consumers’
sharing, reviewing, and purchasing behavior.

Virtual experiences

Acvirtual experience is a state of immersion for consumers where they interact through the use
of @ computer-based presentation format (Trabelsi-Zoghlami and Touzani, 2019). Existing
literature supgests that virtual experiences play an impaortant role in consumer acceptance of
artificial intelligence technologies (Fernandes and Oliveira, 2021). This is because consumens
can interact with fictional characters or immerse themselves in different situations. This virtual



experience allows consumers w experience situations they would not be able w experience in
real life and extend themselves in virtual experiences (Trabelsi- Zoghlami and Tovzani, 2019).
In the extant marketing literature, previous studies on vinual experences have concentrated on
different virual experiences and their components, which help gain insights and manage
consumer engagement al different stages (Rusthollkarhu et af., 2022). Consumer engagement
is recognized as a link between brands and consumers, and a prerequisite for other beneficial
marketing outcomes such as brand loyalty (McLean et al, 2021). Recent research on virtual
experiences further suggests that different vinual experences have different engagement
effects on consumer experience (Roggeveen ef al., 2020). For instance, Chen et al. (2021)
examined how different levels of consumer experience affect consumer engagement with
artificial intelligence technologies, and found that higher levels of interactive experience lead
to higher levels of consumer engagement. Moreover, Hoyer et al. (2020) argue that
understanding the cognitive, sensory, and emational dimensions, as well as the social values,
that consumer experience at different stages would help marketers improve consumer
engagement. [n 3 word, enhancing virtual experience is a key marketing objective and there is
a need to investigate how Al marketing can be used in consumer experience (Patti et ol 2020).
Therefore, this study proposes the following hypotheses and the research model 15 shown in
Figure 1:

H4. The cognitive, sensory, and emotional dimensions of vinual expedences are
pusitively affected by virtual ambassadors” anthropomorphism (appearance,
persanas, and influencer-brand congruence);

H5. The cognitive, sensory, and emotional dimensions of viftual experiences positively
affect consumers” sharing, reviewing, and purchasing behavior.

Methodology

In order to test the research hypotheses, this study followed the design of previous studies on
the effectiveness of virtual influencers in marketing (Creswell and Creswell, 2017; Wang
el al., 2023), using a mixed method of questionnaires and semi-structured interviews. Prior to
the start of the study, all panticipants provided an Informed Consent Statement. After consent,
participants completed the questionnaires from April to May 2023, Questionnaires allow for

Anthropomorphism Virtual experience Consumer behavior
i_._._-_._-_._._._._.: r._._-_._._..._._._.: r._._._._._._._._._.E
' | Anthropomorphic ! Cognitive ! : . i
{ | appearance : ! expeTience : i | Sharing behavior :
L W - — h—
S G D
i | Virneal personas : H Sensory : HE Reviewing :
1 — ENpHTIERCE — bchaviar c
1 i | —,——— ! e b
; — : : ]
i Wirtual H i o - i -
i ambassador- . : Emotional ' : Purchasing i
i | brand congruence : : CXRPHTHTCE : i Bschaviar :
P j _— i 1
1 _-. 1 H I H
e e B e e ninsniekats jamins

Hi=MHT

Source(s): Author’s own work
Figure 1. The pesearch model
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quick and efficient data collection and quantification of findings. Therefore, questionnaires
were used in this study to test the above hypotheses. Subsequently, interviews were conducted
with a representative sample of participants between October and December 2023 to gain
further detail on virtual ambassador anthropomorphism, virtual experiences, and consumer
behavior. Finally, based on the data collected from the questionnaires and interviews, the
following statistical analysis methods were conducted using SPSS: reliability and validity
analysis, descriptive statistical analysis, correlation analysis, and regression analysis, as a way
to test the research hypotheses and answer the research questions.

Cuestionnaires
Referring to the existing scales of related variables and combining the research hypotheses,
this study designed a questionnaire with a total of 21 questions, including five dimensions of
anthropomorphic appearance, virtual personas, virtual ambassador-brand congroence, virtual
experience, and consumer behavior (see Table 1). The study wsed Cronbach's Alpha
coefficient to analyze the reliability and validity of each scale. In terms of anthropomorphic
appearance, according to the literature (Sokolova and Kefi, 2020; Ahn et al, 2022),
anthropomorphic appearance was adapted from the Physical Attractiveness Scale, and
contained four measurement items to examine virtwal ambassadors” facial, overall, and
stylistic attractiveness, with Cronbach's o = 0.76-0.82. Virtual personas were measured by
scales of post characteristics and information quality based on Miao et al. (2022) and Ju et al.
( 2024), consisting of four measurement items with Cronbach’s e = 0.72-0.75. There were also
four measurement items of virtual ambassador-brand congruence, which were built on Dhun
and Dangi (2023) and Wei et al. (2022} with Cronbach’s « = 0.87-0.91. According to
Trabelsi-Zoghlami and Touzani (2019) and Hoyer et al. (2020), virtual experiences consist of
six measurement items, namely cognitive, sensory, and emotional experience, with
Cronbach’s o« = 0.84-087. Finally, consumer behavior was measured through three
measuremnent items: sharing, reviewing, and purchasing on the grounds of Lou et al. (2023)
and Shen (2024), with Cronbach's @ = 0.75-0.76. As mentioned above, the Cronbach's Alpha
for each measurement item was above 0.70, indicating reliability and validity.

Regarding variable measurement, this study mainly used a five-level Likert scale
(1 = “strongly disagree” to 5 = “strongly agree”) to assign and measure the variables.
The guestionnaires were distributed and collected through Wenjuanxing, which is the largest
anline survey platform in China, equivalent to SurveyMonkey and Qualtrics in providing
anline guestionnaire functions. Consequently, a total of 527 questionnaires were collected for
this study. Due to inconsistencies in the pre and post results of the questionnaires, 9 participants
were deleted, leaving 518 participants with a sample size of 98.29%, which was sufficient for
the study analysis. In terms of descriptive statistics, there were 218 male participants and 300
female participants (See Table 2). The ratio of male to female participants was 1:1.38, a
relatively even distribution, with the age group mainly concentrated in the 18-25 age group.

Semi-structured interviews

Accordingly, two batches of semi-structured interviews were conducted from October to
December 2023 to gain more details. Based on previous studies of virtwal influencers (Yoo
et al., 2024; Kholkina et al., 2024), participants were selected using a convenience sampling
method. But at the same time their heterogeneity (ie. sex and location), in addition to their
willingness to participate, was taken into account during the selection process to avoid bias. In
line with extant literature (Bryman, 2012), “fewer than 60 interviews cannot support
convincing conclusions and more than 150 produce too much material to analyze effectively
and expeditiously” (p. 223). As a result, a total of 134 representative respondents [Male = 56,
Female = 78, aged 18-25] participated in the interviews. To make the interview data more
structured and systematic, the interview questions (19 questions in total) were designed in
three dimensions: anthropomorphism (6 questions), virtual experience (7 questions), and



Table 1. CQuestionnaire design

Dimension Mo, Measurement items Saurne
Anthropomorphic AALl | think the virtual ambassador has an Ahn et ol (2022),
appearance attractive face Sokolova and Kefi (2020)
AAZ | think the virtual ambassadaor attractive
physically
AAZ The virtual ambassador is good looking and
has a fashion/technology sense
Add The virtual ambassador makes me pleasant
Wirual personas VPl | think the virtual persona is very interesting  Miao et ol (2022), Juetal.
anid unigue (2024)
VE2 | would like the virtual ambassador to have
muore independent and richer personas and
hackstories
VP3| am willing to learn more about the virtual
ambassadar’s stories
VP4 |am not averse to interacting with the virwal
ambassador, e.g. reviewing and chatting
Winual ambassador- V1 It is appropriate for the virusl ambassador to Dhun and Dangi (2023),
brand congruence endarse the brand Wel et al. (2022)
WC2  The virtual ambassador fits the brand s image
VC3  The virwal ambassador's persona fits the
brand®s image
VC4  There is a high correlation between the
virtual ambassador and the brand
Wintual experiences VEL  The ads make a strong visual and other Trabelsi-£oghlami and
SENSOCY IMPression on me Touzani (2014), Hoyer
VEZ  The ads give me an immersive experience et al. (2020)
VE3Z  The ads trigger a certain emotion in me, e.g.
pleasant/unpleasant
VE4  Purchasing and using the brand’s products
endorsed by the virual ambassador makes
me pleasant
VES  Purchasing the brands” products makes me
fufilled/superior
VEG | think purchasing the brand®s products
endorsed by the virtual ambassador helps
improve my perception in the minds of others
Consumer behaivor CB1  Iflwanttobuy a product, | will preferabrand Lo er ol (2023), Shen
endaorsed by virtual ambassadors (2024)
CB2  lam willing to post my virtual experience on
social media platforms if it was good
CBE3 | would recommend a brand endorsed by

Source(s): Author’s own work

virtual ambassadors to others

cansumer behavior (6 questions). See Table 3 for details. After the interviews, the textual
content was extracted and categorized according to the three dimensions, and frequency
analysis was analyzed in 5P55 to further explain research hypotheses and answer research

questions.

Results and discussion

Hypathesis testing

Correlation analysis. Pearson correlation analysis was conducted in the correlation analysis of
the study. The results of the correlation analysis between the variables all show significance
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Table 2. Descriptive statistics of the questionnaire

Variable Sub-variable No. Percentage (%)
Sex Male 218 42 .08
Female 0k 57.92
Age Below 18 2 0.39
1H-25 70 91849
H6-35 X2 & 25
36 or above 15 4.4
Location South 275 53.09
Central a0 15.44
Marth 159 eI
Others (HI etc.) 4 0.78
Education High School or below 9 1.74
Bachelor EREE 85.71
Master or above 7] 12.55

Source(s): Author's own wark

Table 3. Interview design

Dimension

Interview questions

Anthropomarphism

Vinual experiences

-l

Consumer behavior

1

2,
3.
]

=L e =L

Which of the following types of vinual ambassadors do you prefer?

Which style of virtual ambassadors do you prefer?

What is the age and sex of vour favorite virtual ambassadors?

What are your favorite facial features, hairstyles, and accessories of virtual
ambassadors?

‘What is vour favorite male virtual ambassadors” character?

What is vour favorite female virtual ambassadors” character?

What are your favorite and unsatisfactory experiences with virtual ambassadors?
In what kind of scenarios do you need virtual ambassadors?

What do you think about brands working with virtual ambassadors?

What do you see as the main problem with virtual ambassadors?

What do you think could be improved about the virwal experiences?

Would you like to try having a virtual ambassador provide you with lifestyle
services, e.g. news, film, or music?

Would you like the virtual ambassador to interact with you emotionally on a daily
basis and remember your preferences, e.g. chatting, recommending and
commenting on clothing?

What frequency would you like your virtual ambassadors to interact with you?
How would you like virtual ambassadors to interact with you?

Which brands have you used the products endorsed by the vintual ambassadors?
In which carrier would you like to see the virtual ambassador's brand products
appear?

How much money are you likely to spend on the prodects of the brands endorsed by
virtual ambassadors?

What is the most important factor that you care about when purchasing a product
from a brand endorsed by virtual ambassadors?

Source(s): Author’s own work

(p < 0.01) and are positive (see Table 4), indicating that there is a positive correlation between
the variables and the next step of regression analysis could be carried out.

Regression analysis. The results of regression analysis all show significant and positive
(p < 0.01), indicating that all hypotheses are supported (see Table 5). Specitically, the paths
from anthropomorphic appearance to consumer behaivor are all positive and significant



Table 4. Pearson o

orrelation results for variables

Variahles 1 2 3 4 5 G 7 i 49
1. Anthropemorphic appearance 1 06247 0359 0.378" 04767 05817 0.3647 03237 0467
2. Virtual personas 06247 1 0.485" 04717 05257 05797 04517 04347 04927
3. Viral ambassador-brand congruence 0.394 0.485 1 0.347 0.546 0.533 0.438 0.386 0.375
4. Cognitive experience 0.378" 04717 03477 S 05647 06017 0.556 0.4287 0.5347
5. Sensory experience ﬂ.iﬁ'{i” 0.52 5” 0. 4Li" 0.5[}4” 1 . 0.703 U.ElIJ" U.JZ?" U.dHHH
6. Emotional experience 0.581 0574 0.533 0,601 0.703 1 0.535 0.435 0.554
7. Sharing behavior 03647 04517 04387 0556 05107 05357 T 06067 06047
8. Reviewing behavior 0.323 0434 0386 0.428 10.435 0.435 0,606 1 0417
4. Purchasing behavior 04677 0452 0375 0.534" 0584 0.5847 0.6097 04177 1
Mote(s): ~ Comelation is significant at the 0.01 lovel (2-tailed)
Source(s): Author's own work
Table 5. Results of regression analysis
MNon-standardized Standardization
coefficients factor
Standard
Hypothesis  Path B EITOr Beta " F 95%C1 2] Result
H1 Anthropomorphic appearance — Sharing behavior 0468 0.053 0.364 0132 78714 03640571 00007 Suppored
Anthropomorphic appearance — Reviewing 0401  0.052 0.323 0104 60036 0300-0503 00007
behavior
Anthropomorphic appearance — Purchasing 0.621  0.052 0.467 0218 143363 051890722 0,000
behavior _
H2 Wirtual personas — Sharing hehavior 0.589  0.052 0451 0203 131530 04970702 0000 Supported
Virtual personas — Reviewing behavior 0.558 0051 0434 0188 119604 0.458-0658 00007
Wirtual personas — Purchasing behavior 0.677  0.053 492 0242 165.073 05740780 0000
H3 WVirtual ambassadar-brand congruence — Sharing 0.582  0.053 0438 0192 122657 0.487-0697 00007 Suppored
behavior
Wirtual ambassador-brand congreence — Reviewing  0.504  (L053 (386 0,149 90.343  0400-0608 00007
behavior
Virtual ambassador-brand congruence — Purchasing 0,523 0.067 0.375 0141  B4.387  0412-0635 00007

behavior

(continued )
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Table 5. Continued

Non-standardized Standardization
coefficients factor
Standard )
Hypothesis  Path B error Beta s E 85901 P esult
H4 Anthropomorphic appearance — Cognitive 0485 0,053 0.378 0.143 86145 0.390-0.600 00007 Suppored
EXPETIENCE
Wirtual personas — Cognitive experience 0638 0053 0471 0222 147044 05340741 00007
Wirtual ambassadar-brand congruence — Cognitive 0477 (LO5T 0347 0121 70726 0366-0.588 00007
experience
Anthropomorphic appearance — Sensory 0461 0.038 0476 0227 151233 0388-0.535 00007
EXETIENCE
Virtual personas — Sensory experience 0.527  0.038 0525 0276 196737 0453-0.600  0.0007
Wirtual ambassador-brand congruence — Sensory 0.556  0.038 0.546 0258 219432 0.482-0629  0.000
experience
Anthropomorphic appearance — Emotional 0617 038 0.581 0337 262500 05420652 00007
EXpETIENce
Virtual personas — Emotional experience 0636 0.039 0579 0335 260286 0559-0.714  0.0007
Virtual ambassador-brand congruence — Emotional — 0.5584  0.042 0.533 0284 204290 05130676 0.000
experience
H5 Cognitive experience — Sharing behavior 0546  0.036 0.556 0309 230327 04750616 0.0007  Suppored
Cognitive experience — Reviewing behavior 0406 0,038 0.428 0183 - 115417 03320480 0.000
Cognitive experience — Purchasing behavior 0542 0,038 0534 0285 206,450 O046B-06G16 0000
Sensary experience — Sharing behavior 0676 0.050 0510 0260 181014 0578-0.775 0.0007
Sensory experience — Heviewing behavior 0.548 0,051 0427 0183 115344 044800649 0.000
Sensary experience — Purchasing behaviar 0671 0.053 0.489 0239 162442 05680775 00007
Emotional experience — Sharing hehavior 0648  0.045 0.535 0287 207338  0560-0.736  0.0007
Emotional experience = Reviewing behavior 0510 0046 0435 0190 12660 0419-00600 0000
Emnotional experience — Purchasing behavior 0.742 0044 0.594 0352 280689 0656-0.629 0.0007
Note(s): “p < 0.05; p < 0.01
Source(s): Author's own work
E
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(B = 0.401-0.621, p = 0.000 < 0.01), supporting H1. Similarly, the paths from wvirtual
personas (B = 0.558-0.677, p = 0,000 < 0.01) and virtual ambassador-brand congruence
(B = 0.504-0.592, p = 0.000 < 0.01) to consumer behavior are also positive and significant,
supporting H2 and H3. Therefore, virtual ambassadors® anthropomorphic appearance, virtual
personas, and virtual ambassador-brand congruence have significantly positive effects on
consumers’ sharing, reviewing, and purchasing behavior. Moreover, the regression
coefficients from anthropomorphism to virtual experience range from 0.461 to 0,636 with a
significance of 0.000. Thus, H4 is supported, indicating virtual experiences are positively
affected by virtual ambassadors® anthropomorphism. Finally, the regression coefficients from
virtual experience to consumer behavior range from 0.406-0.742 with a significance of 0.000,
indicating that wvirtual experience has a significantly positive effect on consumer
behavior (HS).

Responses to interview and research questions

Virtual brand ambassadors: young and cultural-rooted 3D comic personas. Regarding 1, the
anthropomaorphism of virtual brand ambassadors turn out to be young and cultural-rooted 3D
comic personas, resulting in positive consumer brand engagement. 43.28% of respondents
agree that they do not currently have a favorite virtual ambassador, which ranked first among
the answers to the interview guestion. But for anthropomorphic appearance, respondents
prefer them to be “21-30 years old” (79.85%) and “10-20 years old” (48.68%:), with favorite
ambassadors resembling “Hatsune Miku™ (41.38%), “Megurine Luka" (31.58%),
“Luo Tianyi” (25%), and “Kaito™ (24.14%). As shown in previous studies (Yu et al., 2023;
Fanetal., 2024), the younger generation, especially Millennials and Gen Z, is the core fan base
of virtual idols (e.g. Hatsune Miku and Luo Tianyi). Since the preferred age group of virtual
brand ambassadors is roughly similar to the age of respondents (18-25 yvears old), this suggests
that consumers prefer virtual brand ambassadors to be of similar age or younger.

Moreover, the respondents’ favorite ambassadors tend to be all 3D comic appearance, as
evidenced by the responses to other interview questions. For instance, most respondents prefer
“oval faces™ (78.47%), “long straipht hair” (52.14%), and “long curly hair” (46.229%). These
features coincide with the Chinese culure of “good-looking” (Wang, 2023). Specifically,
60.89% of respondents chose “Chinese style™ as their favorite virtual ambassadors. Findings
support that anthropomorphic appearance has a significant impact on consumers in Al
marketing (Arsenyan and Mirowska, 2021; Mrad et ol., 2022), and further specify that
consumers prefer the 3D comic appearance of virtual brand ambassadors. Combining
hypotheses and interviews, the results also reveal that the anthropomorphism of virtual brand
ambassadors should be considered not only in terms of consistency with the brand (Wei et al.,
2022; Dhun and Dangg, 2023), but also with the corresponding consumer culture.

Finally, for virtual personas, this study finds that respondents have different expectations
for male and female virtual brand ambassadors. Namely, males like to be “humorous™
(72.85%), “sunny and lively” (63.43%). and “intelligent and confident” (58.20%); while
females like to be “lively and lovely” (71.73%), “generous and friendly” (67.91%), and
“intelligent and elegant™ (64.18%). Since the majority of respondents do not mind the sex of
virtual ambassadors, the results indicate that lively and intelligent are two shared traits that
consumers expect from virtual ambassadors. The findings complement previous research on
consumers’ expectations of Alin terms of strong conversational and logical reasoning abilities
(Lee etal., 2020; Wu et al., 2023). Accordingly, consumers' preferred virtual ambassadors can
be anthropomorphized into voung, lively and intelligent 3D comic personas that fit the brand
and consumer culture.

Virtual experience: innovative but lack of emotional and personalized experiences.
Regarding ()2, virtual experience and consumer brand engagement, the results highlight the
importance of wvirtual experiences for consumers (Fernandes and Oliveira, 2021;
Rusthollkarhu et al., 2022), and find its positive effect on consumer behavior. Specifically,



most of the respondents agree that “intelligent interactions” (79.13%) and “the on-call
availability of wvirtual ambassadors” (65.66%) left them with good wvirtual experiences.
However, when it comes to unsatisfactory virtual experiences, 58.96% of respondents
complained that virtual ambassadors’ functions are more or less the same and unattractive;
66.42% complained that “virtual ambassadors are unable to correctly recognize their
meanings”; and 63.43% complained that “virtual ambassadors are unable to continuously
interact and communicate with them”. This result is in line with the above-mentioned
consumer expectations about the intelligent traits of virtual ambassadors.

In response to previous calls (Hoyer et al., 2020; Chen et al., 2021), this study examined
different virtual expenences. On the cognitive dimension, respondents see the “collaboration
between brands and virtual ambassadaors as innovative" (60.45%), and believe that “it can deepen
the impression of the brand and related products” (46.27%). Additionally, 67.91% of respondents
“expect virtual ambassadors to present in showrooms”, and 48.51% “expect them to market
products”. Different from previous findings (Mirowska and Arsenyan, 2023; Stewn et al., 2024),
this study indicates that consumers hold a positive attitude towards virtual brand ambassadors.

Regarding the sensory dimension, most respondents attributed the negative experience to
the virtual ambassadors’ “lack of prominent personality™ (60.45%), “the virtual ambassadors’
stories not being rich enough to resonate with them™ (55.97%), and “the virtual ambassadors’
facial expressions and movements not being realistic and techy enough® (64.18%). The results
agree that in Al marketing, consumers’ attention is attracted by virtual ambassadors® stories
rather than brand itself, but disagree that technical issues may weaken the effectiveness of Al
marketing campaigns (Yu et al., 2023). The findings are consistent with the results of the
questionnaire and previous research on vintual influencers (Ahn et al., 2022) that virtual
ambassadors’ anthropomorphic characteristics significantly affect consumers' virtual
experience, and ultimately significantly affect their behaviorn

Finally, for the emotional dimension, respondents believe that it is necessary to strengthen
“the emotional perception of wvirtual ambassadors” (70.15%), and “the consumers’
personalized experience” (66.42%). The results support that emotional experience affect
overall consumer satisfaction with brand outcomes (Lim and Lee, 2023; Kim and Bael, 2023,
and further identify the need to enhance personalized experience in the emotional dimension.
Namely, in terms of emotional and personalized experience, the primary answer is that
respondents “would like to try litestyle services (e.g. news, film, and music) provided by
virtual brand ambassadors”. Additionally, the second primary answer is that they “would like
virtual brand ambassadors to be able to interact with them emotionally (e.g. chatting) and to
remember their preferences so that they can recommend and comment on their outfits”.
Therefore, brands are advised to enhance virtual brand ambassadors’ lifestyle services,
interact emotionally with consumers, and make appropriate brand and product suggestions
based on their personal preferences.

Consumer behavior: affordable but seeking uncertain stimuli. For 03, the results show that
virtual brand ambassadors can positively affect consumers’ sharing, reviewing, and
purchasing behavior. The results are inconsistent with previous findings that virtual brand
ambassadors lack the persuasive power to inspire purchase intentions and have a weak
parasocial relationship with consumers (Lou et al., 2023; Shen, 2024). To explain this, this
study finds that most respondents (58.96%) “do not tend to interact with virtual brand
ambassadors on a long-term basis”, indicating that they only interact with them on a time-
sensitive basis during brand campaigns. Furthermore, they (67.16%) “would like virtual brand
ambassadors to choose appropriate interactive ways depending on consumers’ moods (e.g.
different outfits, tone of voice, and chat topics) *. The results indicate that consumers focus on
emotional and chanpgeable enpagement with virtual brand ambassadors, which is consistent
with the aforementioned consumer demand for virtual brand ambassadors to be intelligent,
emotional and personalized.

In terms of purchasing behavior, the top three factors that respondents tend to refer to when
purchasing brand products endorsed by virtual ambassadors are “memorable significance”
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(especially emotional ties, 73.13%), “practicality™ (56.72%), and “relevance to brand image™
(46.27%). Also, respondents further imply that “brand products endorsed by wirtnal
ambassadors that are memorable but related to anniversaries or festivals are not as
important as brand products that are memorable with an emotional bond”. Regarding price,
respondents would like to “pay less than ¥ 20" (equivalent to $3), and “the higher the price, the
less they are willing to pay™. The findings indicate consumers are also practical and concerned
about price in their virtual interactions with virtual brand ambassadors. This result differs from
previous findings on virtual idols in that consumers would spend more than %200 per month
on virtual idols and spend more on them compared to human idols (Yo et al., 2023). However,
this could also be a result of the younger age and limited income of the respondents.

Finally, about the purchasing form of virtual ambassadors' brand products, the primary
answer is “in the form of a blind box". Blind box purchase refers to consumers’ uncertainty
about what they purchase because different styles of brand products are packaged in small,
closed and opague boxes with the same exterior packaging. Existing literature indicates that
blind box purchase is popular among the younger generation who seek novelty and excitement,
and that the uncertainty of blind box purchase atfects consumers® purchase intention mainly by
influencing their emotional value (Zhang and Zhang, 2022). Hence, consumer behavior in
virtual brand marketing and communication can be summarized as affordable but seeking
uncertain stimuli.

Conclusions

To summarize, this study examined the interactive effectiveness of virtual brand ambassadors
on consumer behavior in terms of anthropomorphism, virtual experience, and consumer
behavior through a mixed method of questionnaires and interviews. All the hypotheses are
supported, indicating that consumer behavior in virtual brand-consumer communication is
positively affected by anthropomorphism and virtual experience. Also, the results indicate that
virtual experience is also positively affected by anthropomorphism.

Theoretical implications

Theoretically, this study extends related research by exploring the factors that virtual brand
ambassadors affect consumer behavior from the perspective of consumer brand engagement.
As mentioned earlier, current research mainly explains these effects through the comparison of
virtual and human influencers and consumer psychology (de Cicco et al., 2024; Kholkina
et al., 2024; Stein et al., 2024), and calls for further research on factors controlling consumer
brand engagement (Wang et al., 2023; Shen, 2024). Thus, this study responds to previous calls,
and further examined anthropomorphic factors (anthropomorphic appearance, virtual
personas, and virtual ambassador-brand congruence), virtual experience (cognitive, sensory,
and emotional), and consumer behavior (sharing, reviewing, and purchasing). As positive
effects of these factors are identitied in the study, they can help brands increase consumer
engagement in Al-mediated interactive marketing and communication.

Moreover, the results also help clarify current inconsistent findings on virtual influencer-
consumer etfects in UVT, P51, and human-computer interactions (Kim and Baek, 2023;
Melnychuk et al., 2024). Specifically, this study supports that anthropomorphism has a
positive effect on consumers’ virtual experience and behavior (Ahn et al., 2022; Lou et al.,
2023). By further investigating virtual personas and virtual ambassador-brand congruence in
anthropomorphism, this study finds that consumers wvalue virtual personas and wvirtual
ambassador-brand congruence more than anthropomorphic appearance. Also, respondents
highlight the importance of emotional and personalized experiences in virtual experiences.
This may explain the current inconsistency in consumer behavioral results. Therefore, this
study contributes to fully understanding of the inconsistent interactions between brands,
virtual ambassadors, and consumers in terms of consumer brand engagement.



Practical implications

In practice, this study help create and develop virtual brand ambassadors. This study suggests
that consumers’ preferred virtual ambassadors can be anthropomorphized as young, lively and
intelligent 3D comic personas that fit the brand and consumer culture. Accordingly, different
virtual brand ambassadors can be designed according to the age group and culture of the target
consumers. Moreover, this study shows that consumers expect their virtual experience to be
more emotional and personalized. As such, brands are advised to pay attention to customizing
the uniqueness of their virtual brand ambassadors® personas or selecting virtwal brand
ambassadors that are consistent and distinctive from brand images. This helps brands stand out
from different virtual brand ambassadors. Namely, brands need to focus on using virtual brand
ambassadors to provide emotional and personalized experiences to target consumers by
offering lifestyle services, interacting with consumers emotionally, and making appropriate
brand and product suggestions based on consumers’ personal preferences. In addition, since
consumers in virtual brand consumer engagement are price-sensitive and stimuli-seeking,
brands can market brand products endorsed by virtwal brand ambassadors or design brand
products associated with virtual brand ambassadors in the form of affordable blind boxes. Asa
result, this study provides managerial insights for those who are interested in developing their
own virtual ambassadors or selecting the appropriate virtual influencers to work with.

Societal implications

This study also has societal implications. The results suggest that young consumers are not yet
fully aware of the potential risks associated with their privacy and data use when interacting
with wirtual brand ambassadors. Fespondents in the study complained that virtual
ambassadors were unable to provide them with intelligent and personalized interactions.
However, they failed to note that to improve the situation, consumers need to provide detailed
information about their personal preferences. When they engage with virtual ambassadors, this
behavioral and interactive data is collected for intelligent and personalized expenences, which
can also lead to privacy breaches and data misuse (Dwivedi et al., 2023). Namely, consumers
lack a realistic understanding of the severity of unauthorized access to data and continue to
share data with virtual ambassadors in the belief that brand companies can protect privacy
{Munan, 2021). Indeed, brand companies® disregard for self-regulatory privacy protections
contributes to data breaches, so consumers’ personal data is wvulnerable to misuse and
manipulate through unauthorized access (Campbell et al., 2022). Therefore, this study calls for
the further development of public policies regarding the interaction of virtual ambassadors
with consumers. Also, cultural differences need to be taken into account during
implementation. Data regulation depends on the nature and characteristics of political
system, including consideration of how to weigh the private rights of domestic consumers and
brands against social rights, and how to deal with such trade-offs in a globally competitive
environment, as other countries may choose to make ditferent trade-offs (Martens and Zhao,
2021). Brands should design their virtual ambassadors with this in mind, allowing consumers
to authorize what and how to access, share, and use their data during the engagement process.
Consumers, especially Millennials and Generation Z, should be made more aware of the
potential risks to privacy and data use in the virtual ambassadors’ interactions with consumers.
Finally, a specialized public third-party agency should be established to provide relevant
training to consumers and monitor virtual brand ambassadors to avoid the power imbalance
between consumers and brand companies in the privacy paradox (Liyanaarachchi et al., 2024).

Limitations for future research

This study has several limitations for future research. For one thing, this study explains the
interactive effectiveness of virtual brand ambassadors on consumer behavior in the light of
ambassadors, consumers, and their engagement experience. Existing literature provides an
overview of Al in interactive marketing, and suggests that other factors could be considered
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such as psychological, social, industry, and environmental factors. Therefore, future studies
could extend our research model to include one of these aspects in the moderation of the virtual
brand-consumer relationship. For another, this study used a mixed method of questionnaires
and interviews, which are common methods for sample collection and analysis in the current
literature on interactive marketing with virtual influencers, and the findings can be replicated
in further stodies. As the results show that consumers’ preferences for wirtual brand
ambassadors are culturally related, future research could consider testing the hypotheses by
comparing consumers in different countries.
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