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Study 1Background
• Influencer marketing is a 13.8-billion-

dollar industry (Statista, 2021) driven 
by consumers’ preference for the 
recommendations of a person rather 
than a brand, but what if that 
influencer isn’t human?

• There is an emerging trend of social 
media CGI influencers – that is, 
influencers created by computer 
generated imagery (CGI), as a novel 
alternative to human influencers. 

• CGI influencers (CGII) are social 
media influencers created by adding 
a CGI head onto a real body and 
background and whose social media 
profile is managed by a team of 
content marketers, data analysts and 
publicists, yet have the illusion of 
autonomy (Drenten and Brooks, 
2020).

• The most famous CGII on Instagram, 
@Lilmiquela, has over 3 million 
followers and advertises for Prada, 
Louis Vuitton, Mini Cooper, and 
Doritos. Conclusion
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Methods

#Next Steps

2 factors (Influencer type: Human, CGI) X 2 (Sex: Male, Female)
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Study 1
• Female consumers were less taken 

with a female CGI influencer than 
males (in terms of PI, trust, attitudes, 
and perceptions of 
anthropomorphism)

• Male and female consumers both trust 
the human influencer more than the 
CGI it made no difference for men 
whether the influencer was CGI or 
human when it came to purchase 
intentions from influencer 
recommendations.  

Study 2
• When the CGII is a male, participants 

preferred the human influencer on all 
proposed outcome variables. 

• The relationship between influencer 
type and PI was serial mediated by 
anthropomorphism and trust.  

Discussion

(1) How do consumers perceive CGIIs 
compared to human influencers.

(2) What is the role of trust in the 
influencer type to purchase intention 
relationship. 

Our theoretical model consists of a 
serial moderated mediation. We predict 
a direct effect of influencer type (human 
vs. CGI) to purchase intention through 
anthropomorphism (M1) and trust (M2). 
Which is moderated by sex with 
females being more averse to the CGIIs 
than males.

• This research highlights 
anthropomorphism and consumer 
trust as serial mediators that account 
for the predicted underlying 
mechanism of these effects 

• Findings from this research suggests 
that men are more receptive to CGI 
influencers than women are, 
particularly when a CGI influencer is 
female. 

• This research bridges influencer 
marketing with the human robot 
interaction literature 

michelle.vansolt@valpo.edu
tgarcia-collart@umsl.edu

160 participants (77 male, 82 female, Mage=37) from Cloud research participated in the 
study. Both groups read a description of a female influencer that recommended food and 

restaurant products and saw the same image of a young woman sitting in a restaurant with 
her face slightly airbrushed. One group was told that Mila was a young woman from the US 

and the other that she was a CGI influencer created by an American tech-company. 
Participants rated their attitudes, trust, perceptions of anthropomorphism, and intention to 

purchase a food item recommended by this influencer.

What is a CGII?

Research Questions

Model

Main Effects
Purchase intention
F (1,151) =28.15, p<.0001 
(Mhuman=4.20, SD=1.73; MCGI=2.75, SD=1.65) 
Trust
F (1,151) =53.14, P<.0001
(Mhuman=4.76, SD=1.26; MCGI=3.00, SD=1.68)

Anthropomorphism
F (1,151) =132.15, p<.0001 
(Mhuman=5.93, SD=.86, MCGI=3.40, SD=1.63)
Attitudes
F (1,151) =68.12, p<.0001 
(Mhuman=5.12, SD=1.25; MCGI=3.22, SD=1.51) 
Uncanny valley
F (1,151) =133.11, p<.0001  
(Mhuman=5.21, SD=.90; (MCGI=3.15, SD=1.27)

Influencer 
(Human, CGI)

Purchase 
Intention

Anthropo-
morphism

Gender Trust

b = -.44, 95% CI [-.84, -.13]

b=.06

b=.53*

b=.76*

b=.72

b=1.36*

Females: b = -.87, 95% CI [-1.35, -.50] 
Males: b = -.42, 95% CI [-.73, -.20] 

2 factors (Influencer type: Human, CGI) X 2 (Sex: Male, Female)
Study 2

F (1,143) =10.06, p<.01
CGI influencer condition:

(F (1,143) =33.68, p<.0001) 
Similar results were found for anthropomorphism and attitudes.

(F (1,143) =10.87, p<.01)
CGI Influencer condition:
F (1,143) =20.87, p<.0001) 

Influencer 
(Human, CGI)

Purchase 
Intention

Anthropo-
morphism Trust

b = -1.28, 95% CI [-1.76, -.83]

b=-2.53*

b=.59*

b=.86*

b=.07

Study 2 was a 
replication of 
Study 1 but used 
a male for both 
the CGII and 
human influencer 
conditions in 
order to 
understand 
whether the 
findings from 
study 1 hold for a 
make influencer 
as well. 
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