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Abstract: This study focuses on the influence of V-life's visual cognitive response on fans' behavioral
intention. Recently, a variety show called 2060, featuring an original virtual idol, caused a heated debate
in China. The show gave these digital human the concept of " V-life(virtual life)". According to the
results of the market survey, fans pay as much as 72.8% attention to the visual design of digital human.
It can be inferred that the visual cognitive response of V-life will play an important role in the behavioral
intention of fans. This study verified this influence path through a questionnaire survey and structural
equation model analysis. The results show that, in the visual cognitive response of V-life, discomfort
has a significant negative impact on verisimilitude and physical attractiveness. Following this,
verisimilitude will have a positive impact on authenticity through social presence, while authenticity
through social attractiveness will be positively influenced through physical attractiveness. Lastly, the
authenticity of V-life will have a positive impact on the relationship maintenance intention, and will
further have a positive impact on the product purchase intention through the relationship maintenance
intention. Future research will continue to expand the findings to more fan groups and media types.
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[Table 2] Evaluation Items
Perceived Susceptibility
Questio | 1.Verisimilit | 2.Disco 3.Phy§1cal 4.Social S’SOC.I al 6.Authent | 7.Relationship 8.Product
Attractivene Attractiven . .
ns ude mfort o Presence ess icity Maintenance Purchase
Same as real 0Odd- Good- . . Authentlc Expect to keep Sqtlsﬁed
. . Attractive Familiar ity or not with the
people looking looking an eye on V- roduct
Life P
inNc(:)rsrTS;teit?ifi Uncomf The idea
E\{aluat ty with the o%'table Favorable that V-life trustworth Subscribe more Purchase
ion with the | . . Funny characters contents of V- . .
. actual impression L y or not . intention
items environment | 2PPearan live in the life
ce real world
Hardtotell | Unnatur Wish fo? Recomme
. Good communic
difference al . . . . . Recommend to nd the
Very like communic | atingwith | Never lie
from real appearan . lif others products to
eople ce ation Velife others
P characters
Measur
e for Very much aganst — Ordinary — Very much agreed
Evaluat o © 6 @ 6 & O
ing
Population Statistics
8.Educati
2 Marriag | 3.Have 4 .Family 6. . on 9.0ccupa
I Sex e Children | Members >-Age Location 7City Backgrou tion 10 Salary

Experimental Excitation

A7A7

4.1 BE9 EX

TR S Ve, FAFSR EA3 Ay 3Ee vUed 22 AFSATH
EAS 7L UdSs & F du AA, dEEs PdAo] 93¥W(37.1%), /ol
1587 (62.9%)°1 Atk =4, tolHEE 20t ©]3t7F 116™8(46.5%), 20t 12478 (49.5%) 30tH
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42 82037 Q2154

ATAES 2 AFoNA Abe AT BRF gk AR} BAS Faste] x 13
2o B Axs Ao AA, 2o X2& 374463, A= 224, PELS 0.000,
X2/df#k-2 1.672004 1-3 Atol2 AF3e S5k gk Ry 54 AfE Aix A
hE-2 A 19 el =413tk RMSEA 32 0.0520]32 RMR #2 0.110]H o] F
Axe] AL 0.1 wRkelojol & 1 5 RMSEAL d#S S5aHANE RMRE
A= thA thETh GFIE 0.889, NFIE 0.946, RFISZ 0.934, IFIE 0.978, TLIZ= 0.972,
CFI:=0.9772 ©]& 3t #| 3k o] AAEL 25 0.9 o]iolojof 3 GFI7F tha 53 AL
Aestis o ARt dAG#HsE TS ¢ 7 Aok 1 ¥ ARE HHA
PGFI:0.663, PNFI&= 0.768, PCFI:= 0.7930. =2 o]#3t %o AAZFS EF 06

olgololol dvl B8 8T AFE FHPL 99 F8 BY YT AXE B o
2ge AFgwst FEstn JRHom #d BA o7 A FHFS & & Ak
vprEto e R BE v Wl uid ZEstd A=A ¢ @2 Fevlet A
AF%E CR F o], HWEA FF % AVEE 05 o, AFwE 43 AlF
Cronbachat™ 0.8 o|4olH, RFo] AFw7l ARs|HAsATFY FAX 8+ AEES
35S ¢ 5 Uk TP ATAES mYe] B3 BHIEE BN/ A BT
= @ AVES} SMCE Hludls WS AREdlen, O Ay Ry 3 gd=rt
tha PEF Ao® dedth ey A4 2P AgEs NHwsl FEsa
Agstst Ao 8T AFE FERDE o Ry met AE RS A
A7 3t
[3 3] A4 24 Az
[Table 3] Creditability Analyse Results
Variables of proposed model Smndardlged T-Value CR AVE Cronbach a
Item loading
Vi 0.921 * -
1. Verisimilitude (V) V2 0917 * 20.996 0.801 0.574 0.896
V3 0.761 * 15.398
DI 0.769 * 16.045
2. Discomfort (D) D2 0.916 * 22.055 0.817 0.599 0.905
D3 0.936 * -
PAl 0.928 * 29.177
3. Physical Attractiveness (PA) PA2 0.951 * 28.820 0.845 0.645 0.920
PA3 0.952 * -
SP1 0.902 * 19.164
4. Social Presence (SP) SP2 0.934 * 20.267 0.898 0.747 0.954
SP3 0.851 * -
SAl 0.906 * 23.187
5. Social Attractiveness (SA) SA2 0916 * - 0.836 0.630 0.923
SA3 0.860 * 20.414
Al 0.878 * 22.220
6. Authenticity (A) A2 0.923 * 25473 0.868 0.678 0.936
A3 0.932 * -
RMI 0.924 * 27.052
7. Relationship Maintenance (RM) RM2 0.958 * 30.721 0.901 0.751 0.956
RM3 0.934 * -
PP1 0.921 * 29.550
8. Product Purchase (PP) PP2 0.961 * - 0912 0.776 0.959
PP3 0.946 * 33.145

Summary of model fit indices: X2=374.463, df=224, p=0.000, X>/df=1.672, RMR=0.11, GFI=0.889, AGFI=0.851, PGFI=0.663,
NFI=0.946, RFI=0.934, IF1=0.978, TLI=0.972, CFI=0.977, PNFI=0.768, PCFI=0.793, RMSEA=0.052

#) p<0.001, -) fixed to 1
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[Table 4] AMOS Constructive Model Results
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Path of proposed model it:ridlirféﬁg T-Value Results

Verisimilitude (V) «— Discomfort (D) HI -0.233 *** -3.482 Support

Physical Attractiveness (PA) «— Discomfort (D) H2 -0.523 *** -8.694 Support
Social Presence (SP) «— Verisimilitude (V) H3 0.522 *** 8.139 Support

Social Attractiveness (SA) «— Physical Attractiveness (PA) H4 0.889 *** 19.939 Support
Authenticity (A) «— Social Presence (SP) HS5 0.532 *** 9.416 Support
Authenticity (A) «— Social Attractiveness (SA) H6 0.44] *** 8.277 Support
Relationship Maintenance (RM) «— Authenticity (A) H7 0.732 *** 13.157 Support
Product Purchase (PP) «— Relationship Maintenance (RM) H8 0.725 *** 14.001 Support

Summary of model fit indices: X2=671.333 df=244, p=0.000, X2/df=2.751, RMR=0.551, GFI=0.821, AGFI=0.780, PGFI=0.668,
NFI=0.903, RFI=0.891, IFI=0.936, TLI=0.928, CF1=0.936, PNFI=0.799, PCFI=0.827, RMSEA=0.084

#) p< 0.1, #%) p< 0.05, ***) p< 0.001
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