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Product Evaluation (Study 2)
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Abstract: As the metaverse era rapidly advancing, an increasing number of renowned brands begin to use virtual digital hu-

mans as endorsers. Through the observation of marketing practice, we find that the chronological clues highlighted by the vir-

tual endorsers’ dressing can be divided into two types: One is the virtual endorsers’ dressing highlights the “past” chronologic-

al attribute; Another kind of virtual endorsers’ dressing highlights the “future” chronological attribute. Previous studies have

not yet resolved the issue of when virtual endorsers with different chronological cues can trigger positive response from con-
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sumers.

To address this gap, this study proposes a hypothesis that there may be an interactive effect between virtual endorsers’
chronological cues (past vs. future) and the type of advertising appeals (natural vs. technological) on consumer responses. In
addition, based on the spreading-activation theory with semantic processing, we propose a second hypothesis: Feeling right
plays a mediating role in the interaction effect between the type of advertising appeals (natural vs. technological) on the con-
sumer response. To test these hypotheses, four empirical studies are conducted. Study 1 utilizes the implicit association test to
investigate whether there is a congruence between virtual endorsers’ chronological cues and advertising appeals. Studies 2, 3,
and 4 employe laboratory experiments to examine the interaction between virtual endorsers’ chronological cues and advert-
ising appeals on consumer responses, while also testing the mediating role of feeling right in these interactions.

The results of Study 1 suggest that, at the level of the conceptual network in individual cognition, there is a matching rela-
tionship between virtual endorsers with past (vs. future) chronological cues and natural (vs. technology) related words. Study 2
and Study 3 further verify the results of Study 1 in the marketing context, and the matching of the chronological cues of virtual
endorsers and advertising appeals can significantly improve consumer product evaluation and purchase intention. The results of
Study 4 indicate that feeling right plays a significant mediating role in the interactive impact of the chronological cues of virtu-
al endorsers and advertising appeals on consumer product evaluation and purchase intention.

This study visually represents the chronological cues of virtual endorser based on their dressing cues and explores the ef-
fects of virtual endorser’ chronological cues and advertising appeals on consumers’ responses. The research enriches the exist-
ing literature on advertising appeals and virtual endorsers and extends the application of spreading-activation theory with se-
mantic processing in the field of virtual endorserment, which has important theoretical contributions. Meanwhile, this research
offers important practical implications for enterprises on how to design virtual endorsers’ appearances to align with their ad-
vertising strategies.

Keywords: virtual endorsers; chronological cues; advertising appeals; feeling right; consumer response
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