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What are virtual influencers?

Digital creations: Virtual influencers are fictional characters designed to appear lifelike.

+ Advanced tech: Built using CGI (Computer-Generated Imagery), motion capture, and Al for realistic appearances and actions.
» Social media focus: Engage audiences and build connections on social platforms.

* Human-Like behavior: Mimic real influencers’ actions, interests, and communication styles.

» Three primary types of virtual influencers:

Non-human digital personas Animated human characters Lifelike CGI human representations




Why choose virtual influencers?

Strategic advantages

24/7 availability No risk of real-world scandals

Complete brand control @ Highly customizable personalities

Cost-effective compared to Appealing to Gen Z and digital-native audiences
human influencers




Global virtual influencer
market overview




Understanding virtual influencers and AI-powered
avatars market

The virtual influencer and AI-powered avatar market comprises solution providers
and service providers. The market is driven by innovations in Al, metaverse
technologies, and increased consumer demand for immersive digital experiences.

Solution providers:

» Companies creating the tools and platforms enabling virtual influencer
development.

+ Al frameworks, digital design tools, and platforms for avatar interaction.

* Example: Pinscreen, UneeQ, Spatial Systems.

Service providers:
« Agencies and brands utilizing these solutions for marketing and e-commerce.

» Examples: Marketing agencies, entertainment brands, and companies running

Al-driven campaigns.



Global virtual influencer market landscape

* Market is experiencing exponential growth, driven by the increasing adoption of

AI and virtual avatars for marketing campaigns.

« In 2023, Global influencer market valued over US $15 Bn. By 2030, the market
size is expected to surpass US $37.8 Bn, at a CAGR of 38.1%.

* Asiais poised to lead global virtual influencer growth, with a projected CAGR of
42.7% between 2024-2030, driven by strong demand and rapid adoption in

the Asia Pacific market.

« China'svirtual influencer market is projected to grow at a CAGR of 35.4%,
reaching US $40.93 Bn by 2030, driven by unmatched fan engagement rates,

3 X higher than human influencers.

« Japan leads with a 42.6% CAGR (2023-2030), followed by other significant

markets include South Korea, India Singapore, and Malaysia.

Powered by Bing
© Australian Bureau of Statistics, GeoNames, Microsoft, Navinfo, Open Places, OpenStreetMap, Overture Maps Fundation, TomTom, Zenrin

(Source: Mckinsey, kbvresearch, premia partners)


https://www.mckinsey.com/featured-insights/mckinsey-explainers/what-is-influencer-marketing
https://www.kbvresearch.com/asia-pacific-virtual-influencer-market/
https://www.premia-partners.com/insight/asia-metaverse-the-coming-of-age-of-virtual-influencers

Global virtual influencers solution providers

Company
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Note: Above listed providers are the global popular solution providers

Country/Region

Epic Games

Soul Machines

AI Foundation

DeepBrain Al

Pinscreen

Didimo

Spatial Systems

Dapper Labs

Replika AI

Country/Region

Global (USAHQ)

New Zealand, Global

USA, Global

South Korea, Global

USA

Portugal, Global

USA, Southeast Asia

USA, Southeast Asia

USA, Japan, Global

Activity and Focus

Provides Unreal Engine, a platform for creating hyper-realistic
avatars.

Sam (AI-based digital human), Sophie (customizable avatars
for education/healthcare).

Digital personas for brands and personal Al avatars.

AI humans like news anchors and virtual assistants.

Real-time photorealistic avatars for businesses and
entertainment.

Customizable 3D avatars used in gaming, VR, and marketing.

Interactive VR spaces with avatars for virtual meetings and
experiences.

No direct VI but powers immersive experiences with
blockchain tech (Flow blockchain).

Al-powered chatbot avatars for personal relationships.



Global virtual influencers service providers

Category Company

Aww Inc.
Sidus Studio X
Luminary (Tencent)
Activ8

o Xmov
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Bauhaus Movement

China’s Meitu
SuperPlastic
Diigitals

Li Jiaqi & Austin Li

Note: Above listed providers are the global popular service providers

Country/Region

Japan

South Korea

China
Japan, China
China, Southeast Asia
Southeast Asia, India

South Korea, Global

USA

China
USA, Global
UK, Global

China

Manage

Imma, Plusticboy (Zinn).

Rozy (South Korea's first VI), Rui.

Ayayi, Ling (Chinese VIs for luxury brands).

Kizuna AlI, Kiryu Coco.

Focus

Virtual influencer creation and
management.

Campaign management for fashion
& advertising

Managing luxury brand campaigns

VTuber creation and management

Developed live-streaming and brand collaboration VIs Digital influencer creation for live

like Luo Tianyi (singer).

Naina Avtr (Indian VI) (emerging markets).

K-pop integrations and customizable avatars (used

by BTS, Blackpink collaborations).

Lil Miquela.

Ling, brand promotion for Meitu apps and Al

John Pork (meme-based human-pig influencer).

Shudu Gram (world's first digital supermodel).

Famous live-stream e-commerce VIs for Chinese

markets.

commerce

Localized virtual influencer
campaigns

Immersive, customizable avatar
experiences

Promoting fashion, art, and diversity

Fashion and beauty campaigns
Pop culture and internet trends

Luxury fashion campaigns

Live commerce and product
promotions



Emerging top 4 trends in virtual influencer marketing

1. Rapid global market growth:
«  Market growing at 40.8% CAGR (2025-2030); up to 30% of influencer marketing

budgets allocated to virtual influencers by 2026.
» Drivers: Cost efficiency, scalable partnerships, personalized digital experiences, and
integration with the metaverse.
2. Technological advancements:
« Al deep learning, and NLP create lifelike and interactive experiences for virtual influencers.
* Impact:
* Adaptive behaviours foster stronger emotional connections.
*  Hyper-customized campaigns ensure better audience targeting.
3. Shift towards non-human avatars:
* Brands adopt creative digital personas that transcend human physical and cultural limitations.

« Impact: Brand differentiation, safer engagement for socially anxious audiences, and emotional

support without judgment.
4. Industry diversification:
* Virtual influencers expand into finance, education, and healthcare.
* Challenges: Regulatory compliance and managing the emotional impact on users who prefer

digital over real-world connections.

(Source: Grandview research, mediaweek)


https://www.grandviewresearch.com/industry-analysis/virtual-influencer-market-report
https://www.mediaweek.com.au/virtual-influencers-will-grab-30-of-influencer-budgets-ogilvys-future-of-social-report/

Top 3 popular platforms and virtual influencers

« Platforms in China: Weibo (31%), Bilibili (28%), Douyin (22%)

Popular virtul influencers platform in
China

Imma (Japan)

m \Weibo = Bilibili = Douyin Social media

Regional: YouTube, social media, e-commerce platforms

Notable Virtual Influencers:
« Japan: Imma
* South Korea: Rozy, Rui
* China: Ayayi, Ling, Luo Tiany

(Source: kbvresearch, wechat course, The conversation)


https://www.kbvresearch.com/asia-pacific-virtual-influencer-market/
https://wechatcourse.com/virtual-influencers-in-china/
https://theconversation.com/virtual-influencers-meet-the-ai-generated-figures-posing-as-your-new-online-friends-as-they-try-to-sell-you-stuff-212001

Influence of cultural
and demographic
factors in Asia




Gen Z engagement and preferences in Asia

1. High engagement with virtual influencers:
* Nearly 46% of Gen Z express greater interest in brands utilizing AI-powered influencers.
« InChina, 60% of internet users, often referred to as "netizens," actively follow virtual idols.

« Virtual influencers achieve engagement rates that are 3x higher than those of human influencers.

2.Gen Z values:

« Compared to older generations (50%), only 35% of Gen Z place importance on the authenticity of
influencers.

« For Gen Z, follower count is a significant credibility factor, with 47% using it as a measure of influence.

» Entertainment is preferred over education in content consumption, with 48% favoring entertainment-

focused influencers compared to just 29% seeking educational content.
3. Spending habits:

«  Over 50% of Gen Z spend at least US $75 each month on purchases related to virtual

influencers, showcasing their willingness to invest in this emerging trend.

(Source: market interactive, premia partners)



https://www.marketing-interactive.com/study-gen-z-ai-influencers
https://www.premia-partners.com/insight/asia-metaverse-the-coming-of-age-of-virtual-influencers

Gender representation in virtual influencers

1. Diverse gender portrayals:

Female virtual influencers like Imma
(Japan) and Rozy (South Korea) gaining
popularity.

Male virtual influencers such as John

Pork appealing to Gen Z audiences.

2. Hyper-realistic designs:

Virtual influencers like Shudu Gram
blurring lines between real and
artificial.

Al-created fashion models like Naina
Avtr from India pushing boundaries of

realism.

3. Gender-neutral options:

Some virtual influencers designed to
be non-binary or gender-fluid.
Allows for more inclusive

representation and broader appeal.



Ethnicity and cultural representation

1. Diverse ethnic representations:
» Virtual influencers are being crafted to represent various Asian ethnicities, catering to regional audiences.
«  Examplesinclude Ayayi (Chinese), Imma (Japanese), Rozy (Korean), and Naina Avtr (Indian), each reflecting

distinct cultural identities.

2. Cultural sensitivity:
« Influencers are designed to align with local cultural norms and values, enhancing relatability.
» Traditional elements are often incorporated into their appearance and storytelling to reflect cultural heritage

authentically.

3. Cross-cultural appeal:
* Global virtual influencers like Lil Miquela demonstrate the potential to gain international audiences.

» This trend enables brands to create marketing campaigns with a blend of global and local relevance.

4. Challenges:

» Authentic representation of diverse cultures requires a deep understanding of cultural nuances.

« Balancing global appeal with local traditions is critical to avoid cultural appropriation or misrepresentation.



China




China’s virtual influencer market size
and projections

* Theindustry has witnessed a phenomenal growth of 285% (2019-2022),

signalling the rapid adoption of virtual influencers as a core marketing tool.
« Marketis projected to value from US $4.91 Bn (2023) to a staggering US
$40.93 Bn by 2030, driven by unparalleled fan engagement rates, 3x higher

than human influencers.

e China’s metaverse industry could reach US $8 Tn, with 37 Mn users

adopting virtual identities by 2025.

Virtual identities will redefine consumer behaviour, paving the way for

immersive brand experiences and long-term engagement in the digital space.

(Source: wechat course)
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China’s virtual influencer market
growth projection (2023-2030)

$40.93 Bn



https://wechatcourse.com/virtual-influencers-in-china/

Key trends and adoption rates in China

In China, 60% of internet users, often referred to as "netizens,"

actively follow virtual idols.

+ By2023,317,000 companies invested in the virtual influencer

sector, reflecting its critical role in China’s digital economy.

« Virtual influencer activity thrives on platforms like Weibo (31%),
Bilibili (28%), and Douyin (22%), each catering to unique user

preferences.

* Rising adoption of Al livestreaming during events like Singles'

Day showcases a shift toward innovative sales strategies.

« Basic Al clones for livestreaming cost as little as US $1.1K (8K

yuan), lowering entry barriers for brands.

Ayayi’s brand collabroatirons

(Source: kbvresearch, premia partners, luxion)


https://www.kbvresearch.com/asia-pacific-virtual-influencer-market/
https://www.premia-partners.com/insight/asia-metaverse-the-coming-of-age-of-virtual-influencers
https://www.luxion.com.au/technology/ai-powered-influencers-taking-over-in-china/

Notable virtual influencers in China

Virtual influencers in China

1. Influencers driving sales:

+ Virtualinfluencers like Ayayi and Ling have become key players in boosting
brand sales, leveraging their massive online following.

» Collaborations with major luxury brands (e.g., Gucci, Dior) have resulted in

higher engagement and sales conversions.

Developer/ [Ranmai iQiyi Shanghai Henian |Meione
. . . . Manager |Technology
2. Massive social media following: _

Activity Luxury brand Virtual idol, Virtual singer, live [Top live-
* Ayayi: Over 1 million followers on Weibo, renowned for her futuristic and stylish ambassador  |music streaming e-
performances commerce
persona. influencer

» Ling: Garnered 800k+ followers, celebrated for her modern appeal and AI

integration in campaigns.

Collaborations |Featured in Performs at live |Famous for
with Louis music shows and|virtual concerts, |beauty product
3. Brand partnerships: Vuitton live events collaborated with |reviews and live-
McDonald’s streaming sales
+ Virtual influencers are increasingly partnering with both global and local luxury

brands.
» Effective in creating exclusivity and connecting brands with Gen Z and Millennial Weibo 888K 417K 3.62Mn 717K
Followers
consumers.

(Source: luxion, wechat course)



https://www.luxion.com.au/technology/ai-powered-influencers-taking-over-in-china/
https://wechatcourse.com/virtual-influencers-in-china/

Regulatory environment driving digital transformations

1. Government support:

* The 14th Five-Year Plan emphasizes advancing metaverse-related technologies and Al
integration across industries.

» Policies like "Internet Plus" promote the digital transformation of traditional sectors,
including food and entertainment.

2. Urbanization and lifestyle shifts:

» The New Urbanization Plan (2021-2035) aims to reshape urban lifestyles, driving demand
for digital entertainment platforms and immersive technologies.

* Programs such as Digital China Initiative focus on integrating digital solutions into urban
development.

3. Opportunities and challenges:

» The rise of Al-backed virtual influencers opens avenues in luxury branding and
entertainment sectors.

+ Initiatives like China's Al Ethical Guidelines (2022) push for transparency and cultural
authenticity in Al applications.

These programs drive growth in digital entertainment and luxury sectors, ensuring
innovation aligns with evolving consumer expectations while addressing authenticity
challenges.

Sources: Visual China Group/Getty Images



Japan




Japan’s virtual influencer market
growth and cultural factors

Japan’s virtual influencer market

rowth projection (2023-2030
Market growth: g proj ( )

e 2023:US$212 Mn
e 2030 projection: US $2,500 Mn

+ CAGR:42.6% $2500 Mn

Cultural drivers:

+ Deep connection to digital characters and storytelling

+ ~80M social media users

* Popular platforms: Instagram, YouTube, Twitter, TikTok

Consumer trends:
* Growingreliance on influencer opinions for purchases
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» Strong preference for visual content

» Virtual influencers playing roles beyond marketing, including entertainment

(Source: hatice global)



https://hoticeglobal.com/blog/marketing/influencer-marketing-market-japan/

Popular virtual influencers in Japan

1. Key figures leading the industry: Virtual influencers in Japan

Imma: One of Japan's most famous virtual influencers, known for her
stylish presence in fashion campaigns.

Liam Nikuro: Japan's first male virtual influencer, Liam Nikuro,

focuses on fashion, music, and pop culture, resonating with younger
audiences. mmm

*  Kizuna AI: Virtual YouTuber, credited with amassing millions of grt‘e;/;éc;per/M alikitic 1sec Inc. BT SELLEC CRleR
followers. Activity Fashion modelMusic producer, Pioneer Fashion Virtual
_ : . fashion virtual model, YouTuber,
Saya: Digital human created by a Japanese artist couple, Teruyuki collaborations  YouTuber, magazine  gaming streams
and Yuka Ishikawa. gaming features
content
Launch Date 2018 2019 2016 2019 2019
2. Expanding influence: RiZRERISEIEN SO RS AenS Famous Brand Promotes Hosted virtual Featured in  Known for
entertainment sectors are leveraging virtual influencers to captivate Work ambassador Japanese pop  concerts, high-end  humorous and
_ ) for IKEA, Dior culture and appearedin Japanese relatable
diverse audiences. music global gaming fashion gaming content
streams magazines
3. Challenges: Striking a balance between authenticity and relatability, IFZSJ;\%E? 298 AL T = e

and integrating emotional resonance into advanced Al interactions.



Integration with entertainment industry

1. Virtual influencers driving immersive brand experiences:
» Participate in virtual events music performances, concerts, and immersive digital
gatherings.

» Examples include Plustichoy (Zinn), featured on covers of "Uniform Magazine”.

2. Brands like Pokari Sweat and NordVPN integrate manga-style storytelling in

campaigns, emphasizing the cultural resonance of virtual influencers.

3. Virtual influencers boost e-commerce by combining entertainment and convenience,

allowing seamless purchases directly on social media platforms.

4. Future trends and cross-media collaborations:

* AI and deep learning enable real-time, authentic interactions.

* The expansion into VR and AR opens new possibilities for brand storytelling and audience
interaction.

» Cross-media collaborations, such as Kiryu Coco streaming on Twitch and YouTube,

bridge gaming and influencer marketing.
+ Liam Nikuro, a Japanese-American virtual influencer, excels in music, fashion, and

sports, participating in events like the NBA bubble with Rui Hachimura.



South Korea




South Korea virtual influencer market overview

Virtual influencers in Korea
South Korea is a prominent player in the global virtual influencer

market, driven by the country’s technological advancements and its
strong digital culture.

Market characteristics
1.Technological ecosystem: South Korea’s leadership in AI, gaming,

and animation technologies enables the creation of highly realistic
virtual influencers. Developer/Manager Sidus Studio X Sidus Studio X

2.Cultural relevance: Virtual influencers resonate with Korea’s K-pop, Activity Fashion and beauty Lifestyle and fashion
beauty, and entertainment industries, integrating seamlessly into the campaigns content
digital consumer lifestyle.
Launch Date 2020 2021
3.High social media usage: Platforms like Instagram and YouTube are .
. - . . . Featured in luxury
widely used, providing fertile ground for virtual influencers to grow Famous Work brand promotions and

their presence. commercials

Promotes cosmetics
and fashion trends

Instagram Followers 177K 17K



Notable virtual influencers and their impact

Rozy:
e Created by Sidus Studio X, projected to generate ~US $1.52 Mn (2 Bn Korean won).
* Collaborated with luxury brands like Chanel and Hermes.

* Expanded presence across TV, billboards, and bus advertisements.

Rui:
* Featured on the YouTube channel 'RuiCovery'.
+  Official ambassador for South Korea's Ministry of Culture, Sports, and Tourism.

*  Promotes Korea Tourism Organization.

Impact:
« Virtual influencers achieve 3x higher fan engagement than human influencers.
» Drive brand exposure and trust through strategic collaborations.

* Transform marketing strategies across multiple industries.

(Source: CNN)


https://edition.cnn.com/style/article/south-korea-virtual-influencers-beauty-social-media-intl-hnk-dst/index.html?utm_source=chatgpt.com

Government initiatives and market growth

1. South Korea’s Ministry of Culture, Sports and Tourism supports the
development of virtual influencers through programs like the "Digital
Content Support Program."

2. The government isinvesting in digital transformation and metaverse
technologies through initiatives such as the "Metaverse Alliance
Korea."

3. Theinfluencer marketing sector was valued at US $380.40 Mn in
2023 and is expected to reach US $609.20 Mn by 2027.

4. Policies like the "Content Promotion Act" are fostering growth in

entertainment and tech industries.
5. Virtual influencers are part of South Korea's "Hallyu 4.0" cultural ('Y

export strategy to promote Korean pop culture globally. ™ AI = AI for GOOd
6. Programs like "AI for Good" focus on integrating AI while preserving Q.."

authenticity in marketing and virtual experiences.

(Source: HypeFactory)


https://hypefactory.com/blog/influencer-marketing-in-korea?utm_source=chatgpt.com

Southeast Asia




Overview of key markets in Southeast Asia

Indonesia:

* Largest market with 167 Mn active social
media users

* E-commerce expected to grow from US
$105Bn (2022) to US $235 Bn (2028)

«  60% of netizens follow virtual idols

Philippines:

* Fast-growing influencer marketing industry
* High engagement on Instagram

» ZALORA's Community Influencer Program

enables anyone to become an influencer

Thailand and Vietnam:

»  Key contributors to Southeast Asia's e-
commerce growth

» Part of the market projected toreach US
$2.59 Bn by 2024

(Source: Datareportal)

Singapore:

« Tech hub driving innovation in virtual
influencer technology

» High internet penetration and social media

usage

Everyone can be an Influencer
Recommend and earn with ZALORA

JOIN US TODAY >



https://datareportal.com/reports/digital-2023-indonesia?utm_source=chatgpt.com

Cultural nuances affecting virtual influencer adoption

1. Southeast Asia embraces digital characters and storytelling, making
virtual influencers a natural fit.

2. 482 million Southeast Asians are active on social media platforms,
creating vast opportunities for virtual influencers.

3. Platform preferences: YouTube, Facebook, and TikTok dominate, with
TikTok growing rapidly, especially in Indonesia.

4. Consumers prioritize authenticity in choosing influencers, requiring virtual
influencers to align with local values.

5. Local personalities play a key role in shaping influencer trends, guiding

virtual influencer acceptance.

6. Asthe largest internet user group, Gen Z is leading the charge in

embracing virtual influencers.

(Source: Statista)


https://www.statista.com/topics/10537/social-media-in-southeast-asia/?utm_source=chatgpt.com

Emerging trends in Southeast Asia’s virtual influencer
landscape

1. Mega-live sellers like Li Jiagi and Austin Li are driving millions in sales on platforms such as
Taobao, offering real-time engagement and boosting conversion rates.
2. Virtualinfluencers in diverse sectors:
. Fashion and beauty: Virtual influencers like Imma from Japan promote brands like Dior and
Louis Vuitton.
. Electronics and appliances: Virtual influencers endorse tech products such as smartphones
and home appliances through campaigns.
. Financial institutions: Virtual ambassadors for banks like DBS in Singapore attract younger
consumers.
. Public sector engagement: Virtual influencers are being used to engage with citizens and
promote government programs, like Malaysia's virtual ambassador for tourism.
3. Brands are using platforms like Instagram, TikTok, and YouTube to enhance the virtual
influencer’s reach.
4. With enhanced performance tracking tools and the rise of closed e-commerce ecosystems such as

TikTok Shop and Instagram Shopping, influencer marketing is becoming more data-driven and

integrated.



Opportunities in Southeast Asia’s virtual influencer market

1. Southeast Asia’s digital economy is projected to grow from US $363 Bnin 2024 to
US $1 Tn by 2030, fueled by e-commerce and social media integration.
2. Micro-influencers (10,000-100,000 followers) account for 80% of Instagram

influencers in Asia and generate 11X higher ROI than traditional advertising.

3. Influencer marketing delivers a return of US $5.78 for every dollar spent,
highlighting the effectiveness of virtual influencers.

4. Programs like ZALORA's Community Influencer Program and Tokopedia ByMe allow
brands to tap into smaller, highly engaged audiences.

5. Al and VR are enhancing user experiences, creating more interactive and immersive
campaigns.

6. Traditional businesses are exploring virtual influencer collaborations, and there is
growing potential for cross-media projects such as virtual events and AR

experiences.

(Source: Hoganlovells)


https://digital-client-solutions.hoganlovells.com/influencer/tool/influencers-tool-hot-topics-tapping-into-influencer-marketing-in-southeast-asia?utm_source=chatgpt.com

India




India’s virtual influencer market potential and growth
factors

1. The Indian influencer market is projected to reach US $254.1 Mn (INR
2,200 crore) by 2025. Virtual influencers with 200,000-400,000 followers
can earn US $5.8K-$11.6K (INR 5-10 lakh) per campaign.

2. Over 400 Mn Indians have access to social media, and 93% of marketing
campaigns now use influencer marketing. Short video formats are also
growing in popularity.

3. Nearly 2/3 of the Indian population follow influencers, driving high
engagement rates.

4. The virtual influencer market thrives in sectors like personal care (25%),
food & beverage (20%), fashion & jewellery (15%), and mobile &

electronics (10%).

(Source: THE ECONOMICTIMES)



https://m.economictimes.com/tech/technology/new-age-endorsement-deals-virtual-influencers-now-making-real-money/articleshow/105571845.cms?utm_source=chatgpt.com

Emerging trends in India’s virtual influencer market

1. Mega-live sellers are driving e-commerce sales with real-time
engagement, converting viewers into buyers.

2. Key players:

. Kyra: India’s first virtual influencer, collaborating with brands
like boAt and Titan Eye.

. Maya: Launched by Myntra.

. Naina: Developed by Avtr Meta Labs.

. Kavya Mehra: India’s first virtual mom influencer, unveiled by
Collective Artists Network.

3. Brands are diversifying influencer presence across various social

media platforms to maximize reach.

4. Improved performance tracking and the growth of closed e-

commerce ecosystems like TikTok Shop are enhancing influencer

marketing.

Virtual
influencers
in India

Developer/Manager

Activity

Launch Date

Famous Work

Instagram Followers

II|l|I|I|l|JWII"" """ I

5 il
Q il

Sl ]
= W
\

Collective
Avtr Meta Labs TopSocial India Myntra Artists
Network
: India’s first Fashionand  India’s first
Fashion and ) ) :
. virtual lifestyle virtual mom
lifestyle content . . .
influencer promotion influencer
2022 2022 2021 2023
Promotes Creates
Collaborated Collaborated Myntra’s
relatable

with brands like with brands like products and

Nykaa, Reliance boAtand Titan  engages in parlir;’fslp gl;n ?
Trends Eye fashion conteynt
campaigns
421K 31.8K 168K 1.5K



Challenges and opportunities in India’s virtual influencer
market

Challenges:
« Balancing authenticity with artificial personas.
» Navigating cultural nuances in India's diverse market.
* Ensuring transparency and ethical use of virtual influencers.

» Adapting to rapidly evolving social media trends.

Opportunities:
* Cost-effective alternative to human influencers.
»  24/7 availability, ensuring consistent brand messaging.
* Hyper-personalization opportunities for regional markets.
* Expansion into new industries like tech and education.
+ Integration with AR and VR technologies for immersive experiences.
»  Effectively targeting Gen Z and millennial audiences.
* Potential for cross-media collaborations like virtual events and
gaming.

i

Screengrab from video uploaded on Instagram by naina_avtr



Industry use
cases for virtual
Influencers




Fashion and Lifestyle

Virtual influencers collaborating with luxury brands:

Ayayi partnered with Louis Vuitton and Bulgari in China, while Rozy

worked with Chanel and Hermes in South Korea.

Cost-effective marketing:

Al clones for livestreaming can be created for as low as US $1.1 K
(8,000 yuan), providing 24/7 availability and consistent brand

messaging.

Appealing to Gen Z:

Hyper-realistic designs resonate with Gen Z audiences, enhancing

engagement and brand loyalty.

Challenges:

Balancing technological innovation with fostering emotional connections

remains a key challenge in virtual influencer marketing.




Food and Entertainment

1. Virtual influencers like "Mika" in Japan promote restaurants and
hospitality services, enhancing customer engagement.
2. Mega-live sellers like "Li Jiaqi" drive sales during events like

Singles' Day, influencing millions of purchases in real-time.

—

Al Influencers

3. Virtualinfluencers host virtual events, such as "Kizuna AI"
engaging audiences in gaming integrations and AR experiences for
brands like McDonald's.

4. Pokari Sweat and NordVPN have successfully incorporated manga- HEEEATEL

Exploring the Rise of Virtual Influengers

style storytelling in campaigns to appeal to younger audiences, like
using "Rozy" for promotional content.

5. AI tools like "Emma" in Germany help brands analyze user data to
provide tailored content, driving higher engagement and

conversion rates.




Travel and Tourism

ﬂ eIIo everyone!
I'm Emma, your Al Travel Influencer from Germany Tourism,
and from today I'll be taking you on an exciting journey
through the most beautiful corners of Destination Germany on
my own Channel! ~ From fascinating cities and historical
places to breathtaking natural wonders - let's go on an
adventure together! ¥

1. Emma, Germany’s Al travel ambassador, promotes tourism on
Follow me for inspiration and travel tips!

Instagram (@EmmaTravelsGermany) by providing travel tips,

#VisitGermany #GermanyTourism #EmmAIGermany
#AI i

itineraries, and destination highlights in over 20 languages. o
packslight @ This will attract many Al tourists to visit with
their Al dollars &

°

2. Emma usesthe GNTB Knowledge Graph to deliver real-time

tourism data, helping users stay updated on the latest travel

-ﬁ- jessica_traveler @ And I'm sure Emma will take the liberty
to steal “experiences” and ideas from other hardworking

content creators who have actually put in the work for years
and years.

3d 157likes Reply

trends.

——  View replies (3)

3. Al-driven itineraries are tailored to individual preferences, such
as customizing recommendations for adventure or cultural
experiences.

4. Virtual reality tours and augmented reality features let travelers
explore destinations like Berlin's Brandenburg Gate before
visiting.

5. Ensuring Al-generated travel content feels authentic, especially
when representing local experiences like food tours or cultural

events, is a key challenge.




5 notable virtual
Influencers




./ Paid partnership

1. Lil Miquela (Global) —

fa lilmiquela @ I've never been to school (robot
2/ things) but | know y'all need some cute fits

before going back!

NNsOVe

Check out the Pacsun Soho Store. It's cute and
the vibes are right.

#inmypac #pacpartner @pacsun
82w

8adI9 Wi Suy) Sy aban

* Createdin 2016 by Brud "

ethoughts2 Lillmigeula is made by artificial
intelligence ssases

57w Reply

* Over 3 Mn Instagram followers oQv

14,711 likes

August 12, 2022
® Addacomment

e Collaborations: Chanel, Prada, Louis Vuitton

liimiquela & m Message ~ *3

* Charges = US $8’000 per Sponsored pOSt 1,322 posts 2.6M followers 1,969 following
Miquela

@ limiquela

* Named in TIME's 25 most influential people on the internet e
Be your cm}nGrol;otd.ln*i\-/I .
@ msi.gm/Go-Borderless-Miquela +

« Revenue: $11.7 Mnin 2019

B POSTS @ TAGGED

(Source: premia partners, sproutsocial)



https://www.premia-partners.com/insight/asia-metaverse-the-coming-of-age-of-virtual-influencers
https://sproutsocial.com/insights/virtual-influencers/

2. Imma (Japan)

) imma.gram @ - Follow

Y original audio

R imma.gram @ Up on the  with @wujinyan816 1 @
And... am | speaking 2 ++
She was so fun to work with! Some tricky shots and lots of
jumping later... we got this cute film % she's actually fearless

tho tbh &

PETKBELTEV— - IV 1 VEALORE> L BRV

*  Known for hyper-realistic appearance 28 \ § 708 RSO LsLIRELREBTURS

BE, FL-Y3vELTEHEMNTR>:-
Edited - 1w See translation

@ nakajil._.| V), BRIGEE, BHLEE

1w 3likes Reply See translatio

« Instagram following: 400,000+ -

* nicholasmorgan330 Fabulous
w 1like Reply

l Liked by aishaoberoi.ai and others
- 7 days ag:

e Collaborations: IKEA, Porsche, Dior

B © Addacomment
-4l

» Featured in Coach campaign with Lil Nas X

imma.gram & m Message 48 ee»

780 posts 388K followers 676 following

» Appeared on cover of CGWorld magazine

imma
Virtual girl in Jp
Q%A

@ www.youtube.com/@imma_tokyo

e e % -

‘ b t;& o, mma.gram': <A
N " | sz d ) highlight \ %
~ tory pictur i X

*  Promotes diversity and inclusivity in fashion

NFT Amazon Drop animal ASAMI CHAN

(Source: sproutsocial)



https://sproutsocial.com/insights/virtual-influencers/

3. Rozy (South Korea)

* Created by Sidus Studio X

*  Projected profit: Over US $1.52 Mn (2 Bn Korean won)
» Partnerships: Chanel, Hermes, Calvin Klein

* Featuredin TV commercials and billboards

*  Promotes sustainable fashion and lifestyle

« Engages in social causes and charity work

Rozy Oh (22), Korean, Model, brand ambassador, environmental enthusiast
Source: Shinhan Life advertisement, LOCUS X, Rozy’s official Instagram account(@rozy.gram)

(Source: Social champ)



https://www.socialchamp.io/blog/virtual-influencer/

4. Ayayi (China)

* Over 817,000 fans on Weibo, 127,000 on Xiaohongshu
+ Collaborations: Louis Vuitton, Bulgari, Guerlain
»  First meta-human to join China's largest talent agency, Tianyu Media

*  Promotes Chinese culture and traditional elements in modern

context

+ Demonstrates growing popularity of virtual influencers in China's

market

“Virtual Influencer” Ayayi working with Porsche

(Source: wearepion)



https://www.wearepion.com/blog-posts/virtual-influencers-your-key-to-reaching-gen-z

5. Shudu (Global)

» Created by photographer Cameron-James Wilson
* Known as the world's first digital supermodel

+ Gained viral attention with Fenty Beauty shudugram @ (el Mesace 2

154 posts 240K followers 4,958 following

*  Worked with Samsung for Z Flip model campaign Shudu
The World's First Digital Supermodel

@ thediigitals.com

* Featuredin Vogue and Harper's Bazaar

¢ £ -
2007
* Advocates for diversity in the fashion industry

Art 2 Muse Daz Art

» Blurslines between digital art and fashion photography

(Source: premia partners)



https://www.premia-partners.com/insight/asia-metaverse-the-coming-of-age-of-virtual-influencers

twimbit

Innovate to deliver
exceptional experiences

reachus@twimbit.com www.twimbit.com
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