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ABSTRACT

In recent day digital marketing is now rapidly growing, resulted in various
kinds of advertising media launching continuously. Virtual influencer is one of the new
media which generated from influencer, that are well-known, and developed to the
human-being appearance virtual influencer. Besides, it can reduce limitations of
influencers in many aspects. However, there are still some attributes of virtual
influencers that differ from influencers as well. Therefore, this research focuses on
consumers’ trust in virtual influencers advertising media, which are categorized into
two types; Branded virtual influencer, and Independent virtual influencer. Based on
the concept of trust, and related factors. The in-depth interview method is applied to
obtain qualitative data from sample size of 18 people. The results displayed the causes
of trust in the use of advertising media by virtual influencers of consumer, which
correspond to the attributes of factors affecting consumers’ trust, and can be reflected
into ten themes. This can strengthen understanding in consumers’ trust to virtual

influencers.
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