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Abstract

The emergence of Al-driven virtual influencers is transforming the fashion industry within the
Metaverse, reshaping traditional paradigms of brand interaction, consumer engagement, and trend-
setting. These digital personas, powered by advanced artificial intelligence and machine learning
algorithms, provide highly personalized, dynamic, and interactive fashion experiences that transcend
the limitations of both physical and conventional digital environments. By mimicking human-like
behaviors and engaging with audiences on a personal level, these virtual influencers create a unique
form of engagement that is immersive and tailored to individual consumer preferences. This paper
investigates the significant role of Al-driven virtual influencers in the Fashion Metaverse. Al-driven
virtual influencers stand out as key drivers of innovation in fashion marketing, enhancing brand
visibility and fostering new forms of consumer engagement through personalized content, interactive
experiences, and real-time responsiveness. From virtual fashion shows to digital clothing and custom
styling advice, these Al entities offer consumers a futuristic and fully integrated fashion journey. The
study explores how virtual influencers are redefining fashion marketing strategies, enabling brands to
reach global audiences with content that is both engaging and relevant. Virtual influencers create
opportunities for brands to connect with niche communities and younger demographics, while helping
to break down barriers of traditional advertising. Additionally, the research highlights the potential of
these digital personas to set trends, shape consumer behavior, and establish new forms of fashion
ownership within the Metaverse. Through a mixed-methods approach including case studies and
surveys, the paper examines the impact of Al-driven virtual influencers on the fashion sector. The
findings underscore their transformative power in creating a more immersive, personalized, and
sustainable fashion experience. Al-driven virtual influencers are poised to play a pivotal role in shaping
the future of fashion within the Metaverse, offering brands and consumers new possibilities for creative
expression, collaboration, and consumption. As the Metaverse evolves, these virtual influencers will
remain at the forefront, paving the way for future advancements and innovations in the fashion
industry.

Keywords: Al-driven virtual influencers, fashion metaverse, digital personas, fashion industry
transformation

Introduction

The Metaverse represents an emerging frontier in digital interaction, evolving from the early
concepts of virtual reality (VR) and augmented reality (AR) into an immersive, multifaceted
digital realm that is reshaping how people live, work, and play (Dionisio, 2013) [!%. The term
"Metaverse" was first coined by science fiction author Neal Stephenson in his 1992 novel
Snow Crash, where it described a virtual reality-based successor to the internet (Stephenson,
1992) 81, Over the decades, technological advancements have steadily brought this vision
closer to reality. Today, the Metaverse encompasses a vast range of interconnected virtual
environments where users can interact, socialize, and create, bridging the gap between
physical and digital realities (Castronova, 2005) 1,

Fashion in the Metaverse represents not merely a digital extension of traditional fashion but a
revolutionary shift in how fashion is created, experienced, and consumed (Draper, 2021) 4,
Virtual spaces within the Metaverse provide new canvases for creative expression that go
beyond the limitations of physical materials and traditional fashion shows. Digital fashion
houses and designers now craft entire collections exclusively for virtual environments, where
users can purchase, display, and even customize their digital wardrobes (Pencarelli et al.,
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2020) . This new dimension of fashion transcends
geographical boundaries, offering a global stage for
innovation and inclusivity. Moreover, digital fashion allows
for sustainable design practices, as it eliminates the waste
and environmental impact of physical production (Koutsou,
2021) 23, Central to this revolution in digital fashion are
avatars—customizable virtual representations of users
within these immersive environments (Tussyadiah et al.,
2021) B9 Avatars have evolved from static, simplistic
figures into highly detailed and interactive entities that
mirror users’ appearances, express emotions, and showcase
intricate fashion designs. These avatars play a pivotal role in
personal expression and interaction within the Metaverse,
serving as intermediaries between users and the virtual
fashion landscape. As avatars become more sophisticated,
they enhance the authenticity and realism of digital
interactions, allowing consumers to engage with fashion in
previously unimaginable ways (Chung et al., 2021) ©1,

The advent of generative Al has accelerated the
transformation of fashion within the Metaverse
(Hollingsworth et al., 2021) 7], Generative Al algorithms
can create new content based on patterns learned from
existing data, and in the realm of fashion, these algorithms
can design novel clothing items, generate virtual
environments, and even predict and create new fashion
trends. This technology provides designers with an infinite
array of possibilities, pushing the boundaries of creativity
and innovation. With generative Al, the fashion design
process becomes more experimental, enabling rapid
prototyping and iteration of digital garments and accessories
(Huang & Lee, 2022) 8, Amid this digital transformation,
virtual influencers have emerged as a groundbreaking
phenomenon. Virtual influencers are Al-powered digital
personas that engage with audiences, promote brands, and
influence consumer behavior within the Metaverse (Tao et
al., 2021) B7, Unlike traditional influencers, these digital
personas are not constrained by physical limitations,
allowing for endless creativity in their design, personality,
and interactions. Virtual influencers can be tailored to
embody specific brand identities, appeal to target
demographics, and generate highly engaging content across
various digital platforms (Marwick, 2021) [, By
leveraging Al to analyze user preferences, virtual
influencers offer highly customized interactions, deepening
engagement and strengthening brand-consumer
relationships (Yuan et al., 2022) 0. The introduction of
virtual influencers in the Metaverse marks a significant shift
in influencer marketing, as it blurs the lines between reality
and digital creation (Schroeder et al., 2021) Bl These
digital figures allow brands to create idealized personas that
resonate with specific consumer groups, bypassing the need
for human personalities. As such, virtual influencers are not
only reshaping fashion marketing but also influencing
broader consumer behavior and social trends. The
convergence of generative Al and virtual influencers is
revolutionizing the fashion industry by offering new ways
for consumers to engage with fashion in immersive,
interactive, and personalized ways (Pencarelli et al., 2020)
[29]

In summary, the intersection of Al-driven virtual influencers
and generative Al within the Metaverse represents a
significant shift in the fashion industry. These developments
are changing the way fashion is designed, marketed, and
consumed, creating new opportunities for brands to engage
with consumers in ways that were once unimaginable. As
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the Metaverse continues to evolve, Al-driven virtual
influencers are poised to play an increasingly central role,
driving the industry toward greater personalization,
sustainability, and inclusivity, while offering exciting
opportunities for both brands and consumers (Choi & Lee,
2020; Pencarelli et al., 2020) [5: 21, The Metaverse is rapidly
redefining what it means to "experience" fashion, offering a
dynamic platform where creativity, technology, and
consumer interaction converge to create something entirely
unique.

Literature Review

To comprehend the transformative impact of Al-driven
virtual influencers on fashion within the Metaverse, it is
crucial to review the existing literature across several
theoretical frameworks that underpin this phenomenon.
These frameworks include theories related to virtual reality,
digital identities, generative Al, and influencer marketing.

Virtual Reality and the Metaverse

The theoretical exploration of virtual reality (VR) and its
evolution into the Metaverse is deeply rooted in the study of
immersive environments and spatial computing. According
to the foundational theories of VR, digital environments are
designed to simulate real-world experiences, creating a
sense of presence and immersion for users. Mel Slater and
Sylvia Wilbur’s presence theory (Slater & Wilbur, 1997) [
asserts that users' sense of being in a virtual environment
can evoke genuine emotional and cognitive responses akin
to those experienced in physical reality. Building on this, the
concept of the Metaverse represents an interconnected
network of virtual spaces where users can engage in
activities and interactions that transcend physical
limitations. This notion of a persistent, shared digital
universe integrates various aspects of social, economic, and
cultural life, extending the principles of VR to encompass a
comprehensive, immersive digital experience (Dionisio et
al., 2013) 1,

The Metaverse as a concept has expanded far beyond its
science fiction origins, fueled by the continuous
advancement of VR and AR technologies. Scholars have
noted that the Metaverse has the potential to redefine human
experience by merging digital and physical realities
(Schroeder, 2020) B8, This evolution allows for more
seamless interactions, bridging traditional  online
experiences with immersive worlds where social,
educational, and commercial activities can take place. In
this expanded digital landscape, fashion plays an essential
role in crafting identity and status, influencing consumer
behavior in both the virtual and physical worlds.

Digital Identities and Avatars

The theory of digital identities, particularly Sherry Turkle’s
concept of the “second self’ (Turkle, 1995) [ explores
how individuals present themselves in online environments.
Turkle's work highlights that digital spaces allow for the
creation and expression of alternative identities, which can
be distinct from one’s physical self. This theory is highly
relevant in the context of digital avatars, which serve as
primary means of self-representation within the Metaverse.
Avatars enable users to embody and explore various facets
of their identity, including fashion preferences and personal
style (Bailenson et al., 2004) &, The ability to customize
and interact with avatars enhances engagement with the
virtual world, allowing for more personalized and
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expressive experiences (Schroeder, 2002) 132,

Moreover, recent advancements in avatar design and
technology have allowed for avatars to reflect more accurate
and diverse representations of human identities. Digital
fashion allows individuals to express their uniqueness by
not only customizing avatars’ physical appearance but also
choosing digital clothing and accessories that align with
their self-perception (Kim et al, 2021) [P This
personalization of avatars further contributes to the feeling
of ownership and identity expression in virtual spaces,
supporting the broader concept of identity fluidity within the
Metaverse (Bailenson, 2019) M. As avatars become more
complex and interactive, they may also become a core
aspect of self-representation, contributing to the rise of
fashion as an essential medium for personal expression in
the digital realm.

Generative Al

Generative Al, which refers to the use of artificial
intelligence algorithms to create new content based on
learned patterns and data, represents a significant shift in
creative  processes. This framework involves the
development of algorithms capable of producing innovative
outputs such as clothing designs and virtual environments
(Goodfellow et al., 2014) [*51. Margaret Boden’s theories of
algorithmic creativity (Boden, 2016) B! suggest that Al can
generate valuable content by emulating human creative
processes and exploring new combinations of existing
elements. In fashion, generative Al allows designers to
experiment with a vast array of design possibilities, pushing
the boundaries of traditional fashion design and facilitating
the creation of unique, customized digital garments
(Elgammal et al., 2017) [*21,

Further studies have shown that generative Al has the
potential to revolutionize how fashion is both created and
consumed by enabling rapid prototyping and iteration of
digital garments (McCormick, 2021) 71, Al-driven systems
can analyze large datasets of fashion trends, styles, and
consumer preferences, allowing for the development of
clothing lines that resonate with specific market segments
(Hernandez et al., 2019) [¢l. Additionally, generative Al
opens up new possibilities for customization, enabling
consumers to design their own virtual garments tailored to
their personal preferences, thus further integrating fashion
into the Metaverse as an experiential, participatory activity.
As Al technologies evolve, we are seeing the emergence of
Al-driven design tools that allow non-experts to engage in
fashion creation, further democratizing the process. These
technologies enable greater access to creativity, challenging
the exclusivity of traditional fashion design while fostering
innovation and inclusivity (McCormick, 2021) 7, As a
result, Al is shaping the future of fashion in the Metaverse,
blurring the lines between the designer, the consumer, and
the digital environment itself.

Influencer Marketing and Virtual Influencers

Influencer marketing theory examines how individuals with
perceived authority or appeal shape consumer behavior and
brand perceptions. Herbert Kelman’s Social Influence
Theory (Kelman, 1958) 2 discusses how social figures
impact attitudes and behaviors through processes of
compliance, identification, and internalization. Virtual
influencers, as Al-driven digital personas, embody these
principles by leveraging their crafted personas to influence
user preferences and brand engagement within the
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Metaverse (Marwick, 2015) [l Unlike traditional
influencers, virtual influencers are designed to align closely
with specific brand identities and target demographics,
utilizing Al to analyze user interactions and tailor content to
enhance engagement and effectiveness (Khamis et al., 2017)
[22]

Virtual influencers are also redefining the boundaries of
brand representation. Their ability to embody and evolve
within a brand’s narrative, while remaining entirely digital,
offers new possibilities for brand management and
consumer loyalty. By leveraging data analytics, these virtual
personas can engage in targeted campaigns with precision,
offering an unprecedented level of customization and
relevance for audiences (Chung & Cho, 2017) . Moreover,
virtual influencers are not confined to one form of
interaction but can exist across multiple platforms and
virtual environments, amplifying their presence and reach
(Leaver, 2020) [24,

The role of virtual influencers extends beyond marketing—
they also represent a new form of celebrity culture within
the Metaverse. These influencers can participate in virtual
events, create digital products, and become key players in
shaping virtual fashion trends. In doing so, they contribute
to the ongoing blending of entertainment, commerce, and
technology in the digital realm, reshaping the way brands
interact with consumers and how consumers relate to digital
content (Marwick, 2015) [,

Immersion and User Experience

Theories of immersion and user experience are vital in
understanding interactions with virtual influencers and
digital fashion. Mihaly Csikszentmihalyi’s Flow Theory
(Csikszentmihalyi, 1990) ! explores how users achieve a
state of optimal engagement and enjoyment when
interacting with immersive experiences. In the Metaverse,
the integration of virtual influencers and digital fashion
creates engaging, interactive environments that enhance user
experience and foster deeper connections with brands. The
concept of “digital embodiment” (Goffiman, 1959) [
further examines how users perceive and interact with
virtual entities, influencing their emotional and cognitive
responses to these digital representations.

Further exploration of user experience theory suggests that
the success of virtual influencers and digital fashion hinges
on how well these entities align with user expectations and
facilitate a seamless, enjoyable experience (Pine & Gilmore,
1999) B0, Immersion in virtual worlds is not simply about
technological sophistication, but also about how these
environments resonate emotionally with users. The
emotional impact of virtual influencers and their ability to
create meaningful, personalized interactions can foster long-
term engagement and loyalty, making them powerful agents
in the fashion marketing ecosystem (Csikszentmihalyi,
1990) [,

Research Questions

1. How do Al-driven virtual influencers, created through
digital art and Al tools, influence fashion trends in the
Metaverse?

2. What are the design elements and engagement
strategies of successful virtual influencers in the fashion
industry?

3. How do consumer interactions with Al-driven virtual
influencers differ across platforms like Instagram,
Google Colab, and Metaverse avatars?
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Methodology

To comprehensively examine the impact of Al-driven
virtual influencers on fashion within the Metaverse, this
study employs a mixed-methods approach that integrates
case studies with quantitative analysis. The research focuses
on various aspects of virtual influencers, starting with those
created through digital art techniques. These digital art
influencers serve as a foundational element, showcasing
how artistic and design processes contribute to the creation
of compelling virtual personas. This initial focus on digital
art influencers will provide insights into the role of artistic
creativity in shaping virtual identities and their fashion
representations.

Following this, the study will extend to virtual influencers
active on Instagram, specifically those created using Google
Colab research and Flux Loras, known for their advanced
Al capabilities. Additionally, avatars from Metaverse
platforms such as Ready Player Me and Sandbox will be
included to offer a broader perspective on digital personas.
The qualitative component involves detailed case studies of
selected virtual influencers, analyzing their fashion-related
content, design elements, and engagement strategies. Data
will be gathered from Instagram profiles, including posts
and interactions, and supplemented by insights from Google
Colab and Flux Loras regarding the technical and creative
processes behind these digital personas. The study will also
examine the creation of virtual influencers through digital
art, highlighting how artistic techniques and Al tools
converge to craft these digital personas and their visual
identity.

By integrating these methods, the study aims to provide a
comprehensive understanding of how Al-driven virtual
influencers and Metaverse avatars—starting with those
created through digital art—are reshaping the fashion
industry. This integrated approach will offer a thorough
view of the evolving role of digital personas in the
Metaverse and their influence on contemporary fashion
trends.

Data Collection

For this study, data was collected through a survey designed
to explore the perceptions, engagement, and purchasing
behavior of consumers regarding Al-driven virtual
influencers in the fashion industry. The survey aimed to
gather both qualitative and quantitative data, shedding light
on how virtual influencers impact fashion trends and
consumer decision-making.

Survey Methodology

The survey was administered online via Google Forms and
distributed across various platforms, including social media
channels (Instagram, Facebook, and Twitter). The survey
targeted individuals aged 18 to 40 who are either familiar
with  Al-driven virtual influencers on social media.
Participants were invited to complete the survey
anonymously to ensure the privacy of their responses.

http://www.marketingjournal.net

Survey Design

The survey comprised 20 questions, divided into five

sections:

1. Demographic Information: Captured respondents'
basic details such as age, gender, and location to
segment the data.

2. Awareness and Perception of Virtual Influencers:
Focused on understanding participants' familiarity with
virtual influencers and their views on Al’s role in the
fashion industry.

3. Fashion and Virtual Influencers: Investigated how
virtual influencers influence fashion choices and trends.

4. Purchasing Behavior: Aimed to determine whether
virtual influencers impact consumers’ purchasing
decisions and whether consumers are likely to make
future purchases based on virtual influencer
recommendations.

5. Influencers and Their Impact: Explored participants'
opinions on the effectiveness of virtual influencers in
shaping fashion trends.

Sampling

The survey sample consisted of 120 participants randomly
selected from social media platforms. The sample was
diverse in terms of age, gender, and geographical location,
ensuring that the findings would be broadly applicable to
different consumer groups. Participants who were familiar
with virtual influencers or had engaged with their content
were prioritized to ensure the relevance of the responses.

Case Studies of 5 Instagram Influencers

Alongside the survey, five virtual influencers were selected
for detailed case studies to provide insights into how they
impact fashion trends and consumer behavior. These
influencers were Shudu Gram, Little Miquela, KYRA,
Naina, and Aitana. The case studies involved examining
their social media presence, engagement rates, fashion
content, brand collaborations, and their influence on fashion
trends.

Case Studies

Virtual Influencers created by Al digital art

Shudu Gram

Shudu Gram, created by digital artist Cameron-James
Wilson, is a groundbreaking virtual influencer who
exemplifies the fusion of digital art and Al (Jackson, 2018).
As one of the first high-profile digital models, Shudu Gram
was crafted with advanced 3D modeling techniques to
achieve a lifelike and detailed appearance. She has made
significant waves in the fashion industry, engaging
audiences through social media platforms like Instagram
and participating in various fashion campaigns and brand
promotions. Shudu Gram's creation highlights how digital
artistry can produce influential virtual personas capable of
shaping fashion trends and brand interactions in the digital
age.
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(Source: - https://www.instagram.com/shudu.gram, Accessed on 14/09/2024)

Little Miquela

Little Miquela, also known as Miquela Sousa, is a
pioneering virtual influencer created by the digital agency
Brud. Debuting in 2016, she blends realistic CGI with
contemporary fashion, engaging audiences through her
Instagram presence (Chang, 2017) Bl As a 19-year-old

KYRA

India’s first virtual influencer has made a significant impact
on the social media landscape. Launched by FUTR Studios,
founded by George Tharian and Himanshu Goel, KYRA
(Sinha, 2023), the 21-year-old digital persona has quickly
garnered a substantial following of over 241K on Instagram.

(Source: - https://www.instagram.com/lilmiquela, Accessed on 14/09/2024)

Brazilian-American virtual persona, she shares fashion and
lifestyle content, collaborating with major brands like Prada
and Gucci. Little Miquela represents a significant
development in virtual influencers, demonstrating their
growing influence in fashion and social media.

Crafted to appeal to Gen Z and Millennials, the influencer
shares content related to travel, food, and fitness, drawing
inspiration from virtual figures like Lil Miquela and Imma.
Despite being relatively new, the virtual persona has
collaborated with major brands such as Titan, Morris
Garages India, and ITC.
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(https://www.instagram.com/kyraonig, Accessed on 14/09/2024)

Naina: Naina Avtr is a groundbreaking virtual influencer
from India, created in 2022 by Avtr Meta Labs
(Nucleus_Al, 2023). Naina shares a diverse range of
content, including fitness tips, fashion updates, dance

Virtual Influencers created by Google Colab

Aitana, a 25-year-old virtual model with striking pink hair,
is the first of her kind in Spain, created by artificial
intelligence (Euro News, 2024). Designed by Rubén Cruz
and his agency, The Clueless, Aitana emerged from a period
of difficulty when Cruz's business faced challenges due to
unreliable traditional models and influencers. With her near-
perfect appearance, Aitana was developed to address these
issues and offer a consistent, dependable model for brands.

(https://www.instagram.com/naina_avtr, Accessed on 14/09/2024)

videos, and glimpses of her travels and brand collaborations.
Her presence on social media highlights the growing trend
of virtual influencers who blend digital artistry with
personal branding to engage and entertain audiences.

Her creation aimed to provide stability and control, avoiding
the unpredictable issues associated with human models.
Aitana can earn up to €10,000 a month, though her average
earnings are around €3,000. By eliminating the complexities
of working with real models, who often bring personal egos
and varying issues, Aitana represents a revolutionary
approach in influencer marketing, allowing brands to
engage with a flawless digital persona.
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(https://lwww.instagram.com/fit_aitana, Accessed on 14/09/2024)

Virtual Influencers created by Flux Loras
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(https://www.runcomfy.com/comfyui-workflows/comfyui-flux-realismlora-workflow-photorealistic-ai-images, Accessed on 15/09/2024)

Data Analysis
Virtual Instagram Influencers Data

. Social Media . Number of .
Name |AgeGender| Fashion Content Presence Brand Collaborations Posts Followers|Following
Shudu Gram| 25 |Female| Fashion and Beauty Instagram Balmain, Fendi, Puma 163 238K 4917
Little Fashion, Music, . . .

Miquela 19 |Female Lifestyle Instagram Prada, Gucci, Calvin Klein 1,353 2.5M 1,978
KYRA 21 |Female| Travel, Food, Fitness Instagram Titan, Morris Garages India, ITC 115 254K 1,080
Naina 22 |Female FltnestérI:g:hlon, Instagram Tata Clig, Myntra 407 404K 117
Aitana 25 |Female| Fashion, Fitness Instagram Various F'té]fasr? dasnd Fashion 150 341K 314

(Accessed on 05/12/2024)

Shudu Gram, Little Miquela, KYRA, Naina, and Aitana
represent distinct approaches to virtual influence, each
carving out a niche in the digital space. Shudu Gram, a 25-

year-old fashion and beauty-focused influencer, has built a
relatively smaller but dedicated following of 238K. Her
brand collaborations, including high-end names like

~ 275~



http://www.marketingjournal.net/

International Journal of Research in Marketing Management and Sales

Balmain and Fendi, suggest a targeted strategy within
luxury fashion. Little Miquela, a 19-year-old with 2.5
million followers, blends fashion with music and lifestyle,
attracting a broad audience and high-profile brands such as
Prada and Gucci. KYRA, with a focus on travel, food, and
fitness, has 254K followers, indicating a lifestyle-focused
approach with brands like Titan and Morris Garages India.
Naina, with 404K followers, captures attention through

http://www.marketingjournal.net

fitness, fashion, and dance, collaborating with brands like
Tata Clig and Myntra. Aitana, at 25, engages an audience of
341K, with a focus on fitness and fashion, aligning with a
growing trend of wellness and style. These influencers show
how virtual personas are not only diversifying content but
also shaping trends in brand collaborations, reflecting the
evolving dynamics of digital influence in fashion and
beyond.

Respondent Data on Virtual Influencers and Fashion in the Metaverse (Sample size- 25)

Respondent Age Social Media| Fashion |Virtual Influencer| Fashion in Metaverse | Interestin Virtual |Brand Interaction in
ID 9 Usage Preferences Awareness Engagement Influencers Metaverse
1 18-24 High Trendy, Yes Regula_rly follows virtual Interested Part|C|p§ted in virtual
Streetwear influencers fashion shows
2 25-34 | Moderate Casual, Yes Occasmna_lly engages with Neutral No direct interactions
Comfort fashion brands
3 35-45 Low Formal, No Not interested Not interested No experience
Corporate
. Streetwear, Actively purchases from - . Purchased virtual
4 18-24 High Sneakers ves Metaverse brands Highly interested fashion items
: . Luxury, Occasionally follows Somewhat Participated in digital
5 25-34 High Designer ves Metaverse fashion trends interested fashion events

The data collected from 120 respondents reveals interesting
insights into their social media usage, fashion preferences,
and engagement with virtual influencers in the fashion
Metaverse. Respondents in the 18-34 age group exhibit high
social media activity and a strong affinity for digital trends.
Their fashion choices span trendy streetwear, casual
comfort, and luxury designer wear, indicating a wide range
of style preferences. Younger participants, particularly those
aged 18-24, actively engage with virtual influencers and are
deeply involved in Metaverse fashion activities, such as
purchasing virtual items and following digital fashion
trends.

Meanwhile, those in the 35-45 age group show minimal
interaction with virtual influencers or Metaverse fashion,
prioritizing more traditional preferences like formal or
corporate wear. The data highlights a distinct divide in
engagement, with younger audiences embracing digital
fashion ecosystems and demonstrating significant interest in
immersive brand experiences within the Metaverse. This
presents a valuable opportunity for brands to focus on this
highly receptive demographic.

Conclusion

This study highlights the growing significance of Al-driven
virtual influencers in the fashion industry, particularly
within the context of the Fashion Metaverse. These digital
personalities are increasingly shaping fashion trends,
consumer behavior, and brand strategies, providing a new
frontier for fashion marketing and consumer engagement.
Virtual influencers, powered by advanced Al technologies,
are setting the stage for a future where fashion is not
confined to physical spaces but is dynamically experienced
in virtual environments. As we look ahead, virtual
influencers are expected to play an even more dominant role
in the Fashion Metaverse, where they will drive the next
generation of fashion experiences. Their ability to
seamlessly blend art, technology, and consumer engagement
will continue to transform how fashion is consumed,
presented, and even designed. The potential for virtual
influencers to collaborate with brands, launch virtual
fashion shows, and create immersive shopping experiences
is vast, offering a new realm of possibilities for both

designers and consumers.

Moreover, these influencers will likely redefine how fashion
brands approach their target audiences. By offering
personalized, engaging, and interactive content, virtual
influencers will enhance the consumer experience, allowing
for more direct, real-time interactions with brands and
products. As the Metaverse and Al technologies evolve,
virtual influencers will become integral to the fashion
industry's transformation, influencing everything from
product development to marketing and consumption in
virtual worlds. In conclusion, the role of Al-driven virtual
influencers in the Fashion Metaverse is set to expand
exponentially, reshaping how fashion is experienced,
shared, and consumed in digital spaces. Their impact on the
future of fashion is undeniable, making them central players
in the next wave of fashion evolution.

Limitations and Future Scope

This study's limitations include a relatively small sample
size of 120 participants, which may not fully capture the
diversity of global consumer perspectives. Additionally, the
focus on individuals already familiar with virtual influencers
creates a potential bias in the data. The geographical
concentration on regions with high engagement in digital
fashion trends also limits the findings' global applicability.
As Al and Metaverse technologies evolve rapidly, the
insights from this study may soon become outdated,
particularly as new platforms and virtual personalities
emerge. Furthermore, the research was limited to the
fashion aspect of the Metaverse, excluding other industries
where virtual influencers might also have significant
influence.

Future research could expand the sample size and include
participants from regions with limited exposure to virtual
influencers, offering a more diverse and global perspective.
Longitudinal studies tracking the evolution of virtual
influencers could provide deeper insights into long-term
trends. Additionally, research exploring virtual influencers'
roles in industries beyond fashion, such as entertainment
and gaming, would offer a broader understanding. As Al
and Metaverse technologies advance, future studies could
focus on innovations shaping virtual influencers’
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engagement with consumers, particularly in immersive
spaces. Lastly, examining consumer purchasing behavior
within the Metaverse could provide valuable insights for
brands looking to engage with virtual influencers in this
evolving space.
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Annexure
Survey Questions
Section 1: Demographic Information (Optional)

Age

e Under 18.
e 18-24.

e 25-34,

e 35-44,

o 45+,
Gender

e Male.

e Female.

e Other.

e Prefer not to say.

Location
[Dropdown with country/region].

Are you a user of virtual platforms or the Metaverse
(e.g., Ready Player Me, The Sandbox)?

e Yes.

e No.

Do you follow any digital or Al-driven virtual
influencers on social media platforms?

e Yes.

e No.

Section 2: Awareness and Perception of Virtual Influencers
How familiar are you with Al-driven virtual influencers
(e.g., Shudu Gram, Lil Miquela)?

e Not familiar.

e  Somewhat familiar.

e Very familiar.

What is your opinion on Al-driven virtual influencers in
the fashion industry?

e Positive.
e Neutral.
e Negative.

Do you believe Al-driven virtual influencers can set
fashion trends in the Metaverse?

http://www.marketingjournal.net

e Yes.
e No.
e Maybe.

Section 3: Fashion and Virtual Influencers
Have you ever been influenced by a virtual influencer to
make a fashion-related purchase (e.g., clothing, accessories,

etc.)?
e Yes.
e No.

How do you engage with Al-driven virtual influencers'
fashion content on social media (e.g., liking,
commenting, sharing)?

e | frequently engage with their content.

e | occasionally engage with their content.

e | never engage with their content.

In your opinion, do virtual influencers provide more
innovative or diverse fashion choices than human
influencers?

e Yes.

e No.

e They provide similar choices.

Do you think Al-driven virtual influencers are better at
representing diversity (e.g., body types, race, gender) in
fashion than traditional human influencers?

e Yes.

e No.

e No opinion.

Section 4: Purchasing Behavior

Have you ever purchased a fashion item promoted by an
Al-driven virtual influencer?

e Yes.

e No.

If yes, what influenced your purchase decision?
e  Fashion style/design.

e Price.

e Influencer’s reputation or appeal.

e  Other (Please specify).

Would you be more likely to buy fashion products from
virtual influencers in the future if they were available in
the Metaverse?

e Yes, definitely.

e Maybe, depending on the product.

e No.

Section 5: Impact of Al in Fashion Metaverse

How important do you think the role of Al-driven virtual
influencers is in shaping fashion trends in the Metaverse?

e Very important.

e Somewhat important.

e Not important.

What potential impact do you think virtual influencers

could have on traditional fashion brands in the

Metaverse?

e Positive impact (e.g., innovation, wider audience
reach).

e Negative impact (e.g., loss of
oversaturation).

authenticity,
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e No impact.

Would you recommend virtual influencers as a tool for
fashion brands to use for marketing and advertising?

e Yes.

e No.

e Unsure.

Section 6: Final Thoughts

What do you think is the most exciting feature about
virtual influencers in the fashion industry?

e Customization and uniqueness.

Real-time engagement.

Novelty of Al technology.

Fashion-forward trends.

Other (please specify).

Do you believe virtual influencers are a passing trend or
will they continue to grow in the future?

e  Passing trend.

e  They will continue to grow.

e Unsure.
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