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Abstract

With the acceleration of global digitization and the rapid development of social entertainment
media, the application of internet technology has penetrated into people’s production and life.
Various types of virtual spokespersons in the marketing field have emerged, including brand
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owned virtual spokespersons and brand authorized virtual spokespersons. However, currently,
there are limited research results on the impact of brand owned virtual spokespersons on con-
sumer purchase intention, Therefore, starting from the characteristics of brand owned virtual
spokespersons, this article selects parasocial interaction as an intermediary variable to establish
a model for empirical research, providing opinions for the design and operation of brand owned
virtual spokespersons and how to enhance consumer purchasing intention.
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PRT R E NI, YOI E AR AT S RIEZONE R, SR HmE =T
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RE N A A BB AN, BES R IG i RS B SCAGRT BB EL RS RE A (7] 05
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3.1. mEBAEMRE AHEN HEEWI BRI

AR AR N BB 5 SRR SR LB, K2 5008 899G sh 32 0 S 3 R0~ s B
S A E R G R RIS L EERER, BT OREAMEE SUR[9]. LA Hovland (1953) AR 1S BIR
FIE FEAR RS B2 38 PN R B R, INE B RS 2 B T3 BIR AP AE B, A5 BRI TS
PRk, DUV 2 AR S 1= i B RS AT R R s, T SRR PR ZU [ 10]0 {5 U8 TS FEASE AL ph {5 IR
B AT SR A, L Tk 4R 2 A M BRSNS B v S A R AT SRR (S BE A
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st B8t RS SN SR 119 77 SO 23 Sk vl 22 Ay, HnT (S YR B8 AR I AE bk B [11].
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Figure 1. Theoretical model

E 1. IR
4. R SHEWE
4.1. [|)EEIT
)5 FE A SER, B 2SS EAX B EI, 3t 20 8, KhREEEEMMSEA

DOI: 10.12677/ass.2023.1211903 6613 FES R ERTH


https://doi.org/10.12677/ass.2023.1211903

SL AL

AL RER T ESEIMEFR2008) [20], MEFEER EESHEH = 4(2012)F1 Holz-wart (2006), H I &
F T H S Ohanian (1991) [21]. Garretson & Niedrich-(2004) [22], i HEhER T ES LA LNE
KHEQ2011) [23], JHFE ML B R T ES% Kim LK Chang 25(2013) [24] [25]0F 7R . 25 300 =&
AMNFERG O, B M. FEd. Bk, LRG0, AR AR 2 iRy 7 s
FHATI & .

4.2. BIRE

ARSI AT 1) A e 5 ) 5 R AT ROBORRCEE , BT, ZUTE R ENE —BSREEE RS A
RN A, ZIEFT SIS . RREILRL 405 4, AR 347 4, EERSKECE N
85.68%, JFEXI 347 A R EHAT N LGt ordr, Hrh 63.69% M, 36.31% 551 A 98.85%I1)3Z
Vi E RS, 1E 18~36 % i), bl 2% 94.81%.

5. HI\ShSRIAE
5.1. FESME S

i SPSS25.0 B iHE AT 15 Y 1) 5 BAKAE FE Y 0.924, KT 0.9, WFFRAS B &ANYERE 4H & 15 (CR)
/T 0.866~0.933 2 [H], Ui 45 N — 8 RIF. 2 J5 M AMOS24.0 X n) #5347 38 Ukt K+ 7 A 2 X
AR ERT S . S pT el RAnge 1 FI5E 2 Fros, 3 Vo A 0.745~0.947 8], K TH324H 0.5, Wil&E
BFFE BRI ZIBUE(AVE) PP 5 R OK T S & 0] A OC R 2, A2 A XN RS RIF. 25 &
AIAS, LR R AU R AT

Table 1. Summary of reliability and validity analysis parameters

* 1. FEERMESHSHLE

4idiey I IR T 4 fuf T REER o RE(S/IEER) CR AVE
SR1 0.807
) SR2 0.785
AHF=ME(SR) 0.866 0.866 0.618
SR3 0.764
SR4 0.787
SUl 0.834
SU2 0.745
P (SU) 0.874 0.875 0.638
SU3 0.763
SU4 0.848
0.924
SE1 0.904
SE2 0.839
E\V 4 (SE) 0.932 0.933 0.777
SE3 0.862
SE4 0.918
SI1 0.834
n SI2 0.862
K4t &HF(ST) 0.919 0.919 0.739
SI3 0.884
SI4 0.857
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Continued
PIl 0.947
T 3K 75 JE (PT) P 0542 0.921 0.923 0.751
PI3 0.785
P14 0.885
X >0.5 >0.8 >0.8 >0.7 >0.5
Table 2. Differential validity test
F 2. XAGERR
FHRAE AhREE ol Fett 2 H ) AR =y
FIMESR) 0.786
BlREE(SU) 0.322™" 0.799
)k 1E(SE) 0.494™" 0.414™ 0.881
FE 4 H(ST) 0.432"™" 0.503"" 0.555™" 0.859
T S R JE(PT) 0.397"" 0.416"" 0.464"" 0.502""" 0.867

e W AAEIELR R AVE AR ITHR .
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ARIAFH AMOS24.0 ZEAZ S5 R, FEH TR BERR LS, S5 R Wk 3 Fn, SN giHEm
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AL SR R BN THEASE O, DA HEYE Y, [RbfRi% Hlaw H1b. Hlc. H2a. H2b. H2c. H3 fl37.

Table 3. Model fit test
= 3. RENEERIE

Fehx df GFI AGFI NFI CFI  RMSEA  RMR IFI TLI
Ko 4 3 1.047  0.956 0.942 0.967 0.998 0.012 0.055 0.998  0.998
TR bR <3.0 >0.8 >0.8 >0.9 >0.9 <0.05 <0.08 >0.9 >0.9
Table 4. Structural equation model path coefficients
F 4. BEHEERRERY
Az PRI 15 R AL P18 2%
Tkt SE R 0.183 ” vE
JURF A — D S R 0.166 ” vE
PSSPV 0.143 ’ 2%
btk —KrL 2 HE) 0.349 BE
MR — 842 B 3)) 0.307 TE
RS H ) 0.161 ” w3
Pt H )RR 0.256 T

W TUFRPAE <0.001; TER0.001 <PAH <0.01; “FER0.01<PH <0.05.
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AR Bootstrap AT H A SN RS G, 45 B ANEE S AT : =28 RO RONAE I TE R R 2 J],
RSN, RIS H4a. H4b, Hdc Ri%E 350,

Table 5. Bootstrap mediation effect test
3% 5. Bootstrap /TN A& L6

84 BN AT RS AE TR R P&
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H4b RS MR 2 - SEE R 0.092 0.039 0.165

H4c HA RS Tl B KRR 0.036 0.005 0.093 ’

VE: "FRIEPE <0.001; TFER0.001 <P{H <0.01; “FR0.01<P{H <0.05.

I AT4S, {8 Hla. Hlb. Hlc. H2a. H2b. H2c. H3. H4a. H4b. Hdc 7.
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6.1. IRELER®

1) SRR E AR E ARk MRpE . ARG RENS 535 IR A1 S VY 28 2 O SE R e . 1B T 4s
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