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Abstract

Today, as the entertainment industry continues to develop, the idol industry is becoming more
and more abundant, and not only the traditional idol industry is highly competitive, but also the
virtual idol industry is developing, and the idol industry is “developing and competing”. In order to
understand the consumption behavior of the audience of virtual idol industry and give construc-
tive opinions on the development of virtual idol industry, this paper uses descriptive statistics and
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structural equation modeling based on online questionnaire data and literature data to profile the
basic characteristics of the audience of virtual idol, and analyze the consumption preferences of
consumers for virtual idols and their reasons, and the attitudes of potential users of virtual idol
consumption, so as to provide reasonable suggestions for the expansion of virtual idol market. The
analysis also provides reasonable suggestions for virtual idols to broaden the market, and pre-
dicts the future development of virtual idols. The conclusion that virtual idol audience groups are
mostly young people, mostly middle and high income groups, more new users, and stronger con-
sumption desire; the virtual idol market is developing steadily and the market scale is expanding;
the conclusion that ability perception, information perception, image construction and capital sup-
port can promote the audience’s consumption intention. And the feasibility suggestions are made
based on the conclusions.
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Figure 1. Word cloud chart of consumer con-
sumption reasons
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Figure 2. Theoretical model diagram
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Figure 3. Research hypothesis chart
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Figure 4. Structural equation model diagram
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Table 2. Overall Cronbach’s alpha coefficient for latent variables
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Table 4. KMO and Bartlett’s test
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Figure 5. Three-dimensional line graph of age and understanding
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Figure 6. Three-dimensional line graph of monthly disposable income and level of understanding
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Figure 7. Virtual idol audience attention time pie chart
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Figure 8. A pie chart of how much people spend or estimate to spend on vir-
tual idols each year
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Table 5. Virtual idol audience preference statistics
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Table 6. Statistics on the reasons why respondents do not like virtual idols
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Table 7. Model regression coefficients table
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Table 8. Simulation fitting index table
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