‘ ") Check for updates ‘

Exploring Communication Characteristics of Virtual
Fashion Influencer Lil Miquela through Everydayness
from a Semiotic Perspective

Minji Lena Kim', Jee Hyun Lee*

'Department of Integrated Design, College of Human Ecology, Graduate School, Student, Yonsei University,
Seoul, Korea

*Department of Integrated Design, Human life & Innovation design, College of Human Ecology, Professor,
Yonsei University, Seoul, Korea

Abstract

Background  In recent years, the rapid advancement of artificial intelligence (AI) technology has led to
create virtual humans, including virtual fashion influencers. They blur the lines between real and virtual
and create new fashion fantasies. Companies designing their personalities and hobbies to connect with
people meaningfully. This study aims to interpret how they approach to people and the meaning behind
it. The objectives of this study are as follows. First, analyze Lil Miquela’s Instagram posts from a socio-
cultural perspective to explore the social roles of virtual fashion influencers beyond their functional
roles. Second, understand the communication methods and implications for humans. Third, examine the
communication characteristics of virtual fashion influencers centered on their everydayness.

Methods To examine recent trends, we examined 52 Instagram posts from Lil Miquela between
June 7, 2022 to June 7, 2023. First, image and text data were analyzed from Henri Lefebvre’s
everydayness and Roland Barthes’ semiotic perspective. Second, we categorized the types and expressions
of everydayness through the review of nine design experts with a master’s degree or higher. Third,
thematic analysis was conducted with text data to derive everydayness-based communication methods
and usage forms.

Results Lil Miquela uses semiotic meanings in products, backgrounds, contexts, and texts to
shape her narrative and humanize herself. She focuses on being approachable by showing everyday
contexts rather than directly advertising products. Thematic analysis reveals that her communication
methods focus on sharing daily lives and inducing empathy, building relationships, and forming a
common community. This communication through everydayness helps establish her identity by clarifying
her personality, tastes, and interests.

Conclusions  Lil Miquela is not only a source of fashion and cultural information, but also an object
of idolization, and perform as a social medium of communication, self-projection, and expression. Her
communication method involves sharing her tastes and thoughts to attract spontaneous fans. These tastes,
derived from AI data, reflect current social issues and socially leading cultures and values, including
diversity, multiculturalism, and human rights. Virtual influencers like her can address controversial issues
without the emotional toll of negative comments and communicate beyond time and space limitations.
And the ideal virtual fashion influencer should have an engaging personality, and fulfill social media’
s positive social roles, which include providing fundamental human needs for connection and comfort.
They should demonstrate advanced human-like cognitive skills, such as communication, perception,
understanding, planning, expressing beliefs, reasoning, and generating emotions and behaviors, both
Copyright : This is verbally and non-verbally.

an Open Access article Keywords Virtual Fashion Influencer, Lil Miquela, Everydayness, Semiotics, Thematic Analysis
distributed under the
I
terms of the Creative
Commons Attribution *Corresponding author: Jee Hyun Lee (ez2@yonsei.ac.kr)
Non-Commercial
License (http:// Citation: Kim, M. L., & Lee, J. H. (2024). Exploring Communication Characteristics of Virtual Fashion Influencer Lil
creativecommons. Miquela through Everydayness from a Semiotic Perspective. Archives of Design Research, 37(3), 197-213.
org/licenses/by-
nc/3.0/), which permits http://dx.doi.org/10.15187/adr.2024.07.37.3.197
unrestricted educational
and non-commercial use, Received : Feb. 01. 2024 ; Reviewed : Jun. 26. 2024 ; Accepted : Jun. 26. 2024
provided the original PISSN 1226-8046 eISSN 2288-2987
work is properly cited.

www.aodr.org 197


https://crossmark.crossref.org/dialog/?doi=10.15187/adr.2024.07.37.3.197&domain=https://aodr.org/main.php&uri_scheme=http:&cm_version=v1.5

re
lo

+

2

2 % =%

N

A ¥ 9 FoF Al(Artificial Intelligence) 7]<o] Wr2 A ¥AsH choFat Abglo| A 7H} AAE SHE
st 7H QIZEE Adsky] sl Al 71e& 285kl Stk ol=dt 71eE ANl AiEE M <1t
A7 F2 AA A 7190 2 Aol & Ut By, 3, FAHY e, A F1 F oheret Edl=
AR o7 §5E T 9o thekst BHE A ulAY £ B85 T 9lch(Arsenyan & Mirowska, 2021).
AR o F f8 U (celebrity)oll HIs|A &4 w]tjo] EHZ A FFols AEFAAE LHAY
HHES Fste M2 739 594 235U (Freberg et al., 2010022 dFdH. o< Y9
SAFC R S8 [ o]y HARYA Ao FA 1A 9 7|E AT A FeA %ﬁ}*‘: 5*101] 7%

Aol it = ‘ﬂia J°‘ e °‘T‘—}L Ao|th(Kolarova, 2018). EE?} A4, /ﬂﬂ

=2 rlo e

o1 Z E} }
A5 TAES T 7 é°l ﬁ—%(Lee & Eastin, 2021) S, 7}% QIZFAAE QT QIER WM TA}%J
AHE A7) 5] Q17he wHsHA "ot ojuf ASS AR A ke WAl £

g HolgE 7o R xAES

0}7ﬂ = o] AAgEA 7HY Eol A WES AgstAY, HIE dolEE 7|Fte & ghEolxl
4 275 ¥Ws % Qlti(Thomas & Fowler, 2021)& o] XA 7| = gtct, 7H4}F AZFAA (Virtual
Influencer)% AR FHOR AZrE 221 MY JIER A4 vtolE 85t SEe TEYE
ALy TRASNA AFQ o|uA L Fuf bl JgFES PAtst= EA(Andersson & Sobek,

20200916, o5& Arhe] Aol FodE ANBEA X 54 ofol T el 7S AWk, EH
AT Y] AAE 2D WAS 29ote] A2e A BEAE Fxakn gtk PRI AR b
AT AR 2R AT charet b S AASE A ChASE v 750 Shabe Wt

el

7HE JAEFAA Y A2l G & 20161 w]=F Brudof|l A 71t & vjekLil Miquela)7}t Sict. E wjdzh=
2wy} Bepg E— 9] 194 o} 2 & Vogue A AL Y] 3}E HHll 2 g55l7]% 6} Prada, Gucci &
te 22H BRES] RARE g5ttt o9oE WA, oA T2 Fte 1Y, ofxertA Ea
Atolz HE 5 E}"J‘?} 7HE A JAEFAAEC] WA ArgellA E5otar qlek. dfA o] 9] o] FofofA]
LEote Hgo] Bol7|k sl AU7IAQ] AntdA | EoA gt ghirof, AolH A ART QAATL
MZAH7F AZshe 429S Tobd §AT 2ARosy) = A5 A28, 24, 4, HE BdE §
Fa HAR goksta gl AYA HHY 7P A JAEFAA Aol F7hstal,
AH|[ESL| A 2] gk o] AXHA, 7HE A AZFAA o thgt thZ3 olsfot AFS|ESH Gl gt
ASA A7 Dag Aolet wEkAl, 7Hd A JIEFAAES] S50 AR Ald 712 9] B34 oJulE
G A 34 A 7122 Zgole EAS T Bavt ook 19y A7 AE AFE
F2 M Q=2 A A9 A 714 (Sands, 2022; Conti, 2022)°|t &8(Lou et al., 2022; Park et al.,
2021; Moustakas et al., 2020)°] 23 51 9loH, dEdh= 7H i AEF DA WA ouvt
AfFUA 1A A 5 AR RS B o] 2 vl ey H ol
wEbA], B A B AR ABIESHY A A 7 A AEFA
BAste], 7H4 A JIEFAAM ] 71554 o
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T n|Aeke] 2% Ao tiet olshg vig o2, 74 HAl <
e L ‘21%7(] gotith Al WAz, 1 HAA 7 A AEF AN AFUA L W&
BRI, A ESE ouE Pt A4S 7|58 o
o 9T ?Liﬂx—*. AT HE-L o3 2ok AA, 2 nlEee] AT RAYS ofe] 2982 (Henri
o A7t &2 HF2 E(Roland Barthes)®] 713512 ol 4] BAfste], 7H s Q1EF Q1419
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AwuAIAd 718 =2 & o Jlon, @34E iR g AFuAeld Wl tik ArelEsts 7]et
AFARR 710 4= S Aol

2. 0|24 i g

2. 1. HEY SM(Virtual Human)zt 714 I|M QIER01)

Fd FHE AR ALH o F o] W H|ojH o7 AsAgete tXE s E o|cHHartholt et al.,
D 7} AIAE Q4ete PEotes AAEY A AHSAET 34 dshs st Azt
4 52 Ued & ¢thRizzo et al., 2011). ol didl T4 7|& 1S, 4] 38t A,
4, o5t 145 9 AEHHJANES Egs5to] FH e Gooll A AFEH I 9let. o] 52 A S Aot
1357 Helde dAF oz ASH daatgol AHgAE oA 4 gl wF A A et B asi
AR, WEd FHo] aityolr] SsiME AAl A7k FARHA theFdt 58S HojFojof gt o}7]ol=
itaE 58, VS 46k, Asta olFliste, AT, A B4, A F2, Aol H|gdejHoR
AT P& F252 AAshe 5P ol S SdetE SR EFHHSwartout et al., 2006;
Hartholt et al., 2013). B4, o]2]3t 582 = o 2wl st Aol ol 7] i) AFE 7o RS
Aot FFE vAEE o F AAdo|Y Hto] Adwo] W F ojof gith, o] 52 Ut o R e Arg

HE 233 QA F8 752 ofutelet 2] 17 AE MH|IAS AFdhe o] ofyt 24 vt
=

= —
25 Ffotal B o5t A2 -gok= Aol YlthMouritzen et al., 2023).
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Figure 1 Lil Miquela Instagram Figure 2 Shudu Instagram Figure 3 Noonoouri Bronewski,

(2020) (2019) G.v. Welt (2018)
B0 A2 Aol M AEFAAY 42, A 9 WA, AY, v 52 = 8§20 MZAH 9
At R AS T gigh dolHE 7|fte R AFHTH(Oh, 2022). BHEEL o|gA wHEA
M AEFAAE 8517 AFg e 7MY AEFANE 24 ntoloA $E2 ZEHE ALY
F2ASONA AF om|A] & Ll Sfate] S PAote EA47F H L Arh(Andersson & Sobek, 2020).
o5 AA AFE HAR ARGl ATt HlwsfA B-go] AEN AMEE KT Y] Wobk HIAE
ojmjzlo] BHAS AT FELE Wrk(Franke et al., 2023). thEH ] 7MY A QJIEFAA 9] o & Figure
19 & vtz BHES By &5 Qo= I, AA T AR EA ] dis) dAS AAstAY S9&
dufshr| = 3ok = 1F A% 719 BrudolAl sHE¢71ed g Ed HAgd S 7|Rte g A7
Aoz FAHEL Qlort o] BA wEolA=A Ags] IMEHA= dston AXNEY] Wi A T2
Ro] ojA == A0 2 & A Slth(Robinson, 2020). o] £]ofl F+5(Shudw)(Figure 2), T&]ol] Aok

18A12] F=2](Noonoouri)(Figure 3), E2tF (Blawko)(Figure 4), Bk (Margot)(Figure 5), A|(Zhi)(Figure
6), B8 Brenn)(Figure 7), & <H](Lil Wavi), 22 AloKGalaxia), Ir+oHHan YuAd), 2X(Rozy) 5 thost

Mg A QETANEC AL HolAA A, 4F, 28, 38 5 oo A 2ol 244 1Az
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4B $HOR SPH T k. AT MY, F G ABTANY B2 4TS Aok 1 ANE vw
Looi & Kahlor(2024)¢] @7e 2wl % §39] 35S wF SAHol7 | urks F44 AolS A3
AFES 2FFAT, AL 17 ABFAA7E M ABTAN NG B FHS FH3L, BRYE
o B g fEale Aoldol Yok Ak Ed A4 ABRANE AR A7 ABRAN} D)
Ay, 92, w39k 2 ALY BAS 24 govl, TG A48 vlrlo] ANBAA 15 oju4E BA
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TAAL B2 o 47 Ao 4= 23 (Ozdemir et al., 2023), A2, B4 FAZ 2Ldlo] A
AtHBradley, 2020)= 2 Ho] ek,

Figure 4 Blawko Figure 5 Margot Figure 6 Zhi Figure 7 Brenn
Instagram (2020) The Diigitals (2018) Instagram (2022) The Diigitals (2022)

2.2.9444
el 29 B Z(Henri Lefebvre)w= Aol A9 FEZ] k= HEO] AME-S ALS|F o]l AsHA SHojA
H PO o= AARE Shatolnh, e G4 49 @A o FESHAL QI7He 4ho] AAR HAA =
FAAR e T AIZE, A 4ol A AEF G} HEF AR Qs viA =] gt

T3 3ckLefebvre, 2013). @82 A7) 4 A4S tASRE A o=, Q7to] Wi, Ygsal, 4H[sh=
‘]

AST Fesol et A2 ae &9 gtolv, F7] AEF] AgoM = LHHE AR
HHE7 = gt &, dd ASle 2HAR R Ao = o] AvARRAE AT LHEE Ao

ohet, 712 5o] 2HHch ARFES BAS T 1) 2ol 7T Gl ofmlet 48] A A, et
BAE, ofulx] 5& FAO] Fufaks Aolul(Lefebvre, 2014) o] Av] RIS AGAE F5H QAL

=l 44 7127 He Aol

Aol Tt A3 AF=Z Suh(2020)= &4 mlHo] EHE| £3H4 o= did] tet IS
WA LI HE FHOE AFSIAT AL AL TAHE] A4l e hshe EEolA
5| wEEn QG A5 dojua BEEHE A E}”ﬂ o|71ef St A o)7| & SHAIRE, H] G2 o] L,
& A don, mebA BT ojopr|attt. AAZ ] ol HeAQl e dA o] Fad
ol l=Hl, et I olHME 58T —’FE ATk o2t EA4L =vjHEo] Vjgstog
A Hd I A4S s AHE 4 Atk Rocamora(2013)= 79l sl E217F A0l
LRGN A S 28 7153 ARE &Fle FHIR A Aektal Toi, 2E HAE 7]eel
& SN ATkl et o7t 714 ¢ BAE olsfshy] sl Ie 2HH=e] Ve B
AHESERET, ol B9l €840l AHE Aok AtEel WA 2918 olslst=S FE 7124 72
SH 5S¢+ ik

Aol 2 ol dizt A+E B, B33 9(2018)= &4 vHo] A Fex I3 2 A&
7 848 EESIAT AR TS AEE ARSSe FAE T A E7w 2 AlEe F9l
AN £, 724, A7 55 iRtk A AFE 2 AR dde Z*Zﬂﬁ}ﬂur 7Fgshe 2ol oby et
S 4o &t 83 SHE 7HAE Aotk A8 S ARAe] AAE, A4, Fa4
SHo] AxH 3 9 AlFol ATAEE T thE olnA AU HIkEY| & o}— ]T‘% A
QFE AR A7 HZol Tl 5 EFshs AL otUAN, 71E] Aoy st 3 e
gujsto] A A= Aoleh. WA 2 o] Brlolyt Fatat Y BANA AAGE 2= Aol
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Aol 24 vlelolt ARES QYA AT FHORIA T G Hefstn glov] Ba @ TR
CAel ATEEL olelet AL Aststel AL ek, 7o) QYL et 5 Ak ol
aEl A sk 2 hgolgiete, ABTANE AR o AvlRsRe) WEHe AR B4 L
VS o2 A0 REE HEL AF QAR ST Yrk vepd olo] fi A% g 243

N

AFNAE A AFT A ATEL 70T APH LS BHto]
Aol 53] Mg 4 ABTANE Fo o FA et A, o] /13 Fo] Ab|H T QA B o
SR AT G 914 ol ] 9o AT B4l 202 Mg,
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2. 3. E% HI2E(Roland Barthes)?| 7|58}
EY HI2EE iH/\Q] oA 4] E(Ferdinand de Saussure)®] 713, 71¢], 9Ju] 2§ F<] 7|25t
Mt o] dE5& B (Louis Hielmslev)9] 4], FA] o] /fgo = 71§3—}% A5kl WA Z eHKim
& Kim, 2016). = W2EE A AAE 712ste] o R Bl Abgohe 7] 2o] Aot gt
AERlol 718 AAE thFE e A2 FHL R okl sHgn 7129k 7129 HetolH, 7| 2= e AE
Uet7] 918 AR & s B AolthBerger, 2014). HIZES] 7] € oju] 21 RE2 1214 0= 9JAZ]
ofu|of 2242 0. 2 FA|A ou| 2 F-E5ko] Table 13} o] 1 9fu] 285 4T 4= 3l

Table 1 Semiotics of Roland Barthes

Il Signification, LW2X 7|&(Connotation)

| . Signifier7| & II. Signified7|2]
3. Signification, 2IA|& 2|0|(Denotation) ~
1. Signifier?| & 2. Signified7|2|
e RS Eda] 9o AAA a2, 3 ddolS olulshd] oA HZH Fehz gol AbololAe]
Hol S o), o]tz Sfifel AE Esis) doje] R WSlo] et chA Haee A A o

“gol9] gupolat V157t difists FAA AE’E Totn, dolE 8ok LA wade ZidolthAllen,
2004). 19] A A<l The Fashion System(1990), The language of fashion(2013) ¢Jo| %= Black(2009)2]
The detail: Setting fashion systems in motion, Jobling(2015)2] Roland Barthes: Semiology and the
rhetorical codes of fashion 59 AFE 3] £ 2 E 9| 7] 5514 I oA vlghe s A7} T =11 A&
izt 454 AdS IRIT 5 sk &3 HIEE Y] XA Mythologyoll A= 4H|AFS] €] O]Eﬂgiﬂﬂ s
Tk o] W2H A, 4], Ao 714F 52 AuRp A FEAoIY wELS AlFshe AlAd e,

T AKX RAAQ e A% 5] A B4 dA 9 “Edsubstances” & #4 OPF- A=, AR,
A& 2ot Yrkal Bokth(Black, 2009). A1) ARl T3l A T ARR1TF AFEAL Thelli= Ao g <]
ofzte] AV 2AE = YT Z AFEL Z7] O E ASAED 55T g Ao ved, J81
olE9] YL Al Ao Mot 7S FHAI 7=, AT i, Hlet i, BT} Eol A, BE T}

AENH, A&i} 45 o] BHH R digAl7le o] ofdet Ik Alshe A} 84 1Ho] e e

£ 3loffobn] FEsHA Frh(Leddy, 2012).

[2EQ] 7|58 L o4t A F ALSESHE ARl ATE F 73] 2(2018)2 AFelAE
&4 W] FPE| vehd stolujd el A4S 7ITsty #EE S 45kt Kuruc(2008)9]
AFolAlE TV £ ‘Sex and the City’ ol Yebd & 7|55 R4S B ARUA A oA
Aol dis] Aistgon], 4420200 71284 H B AlHllor AFHEALS ddstt. &, B9
HI2E 9| 7| 38hd 2 oM, 2=t 22 tAel 7| 2o |AE A RSy ofn|E E4ohe mntz
TR AMEEO] S & 4 Atk oo, & AtelA= tiFF 1F AT HlolEE 7o' AR JHF A
AEFAA 9] ol A2t A G5H Y] A &, ddf ALl A G/dol Abal 9l 7139k 1 443
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715 50] 7= ZHat UAE 0SS solsh o] SeF w2 Eo] 7| 5eh AL g A skl

B AFoae dF o= 7M) A AEFAA 5 201690 A F AAETH T2} 2854
oo g 713 ‘a.l% g oAt AAstolch. dxd ARuUAClA 9 AAETH] & wjHhet A xA
% 32 5FS Dol 7] 95 20229 69 79RE 20234 6 7U7A] HZ 1A 527 FAEOoR B
A SHsl o o] 582 Figure 81} 2t

X

=)

) oS'l

Roland Barthes' SEMIOTIC model of

SIGNIFICATION
. PRIMARY : : SECONDARY : Everydayness
IMAGE DATA ' MEANING ' : Types,
ey ' (I MEANING i |SIGNIFICATION| . < Expression
ackgroun . .
& Sitﬂaﬁon, . Signification : ' Signified | (Connotation) Methods
: Signifier (Denotation) |, 1 | Signifier | (Context) | Analysis
A
O000O0
TEXT DATA Deducted 10 Everydayness
(Explanation - 324 27 Major Everydayness — Communication
& Hashtag) . Sub-themes Communication Methods .
In-vivo codes Themes Characteristic,
Stratigic Effect
THEMATIC ANALYSIS

Figure 8 Research Methods and Flow

4 Byo e QAN T A JAEFAAM DG 8ot dF A%she WA
AAZl YAR Ju|E whotslr] ) 7158k oA AXZES] ou|E BA51a, A0 g40) nhat
ERoI &, AR 4 84 F AE, E 2 A 59 olv]X] dlojele} d4El 1, A 5o HAE
tlole & F3sto], B9 HIEEY] 7|3 «1 o] 2hg "Elg Abgste] 7| RE v R 13 XA Q&
&3 o] 2 B4 271 Q9] FAIF 2Ju]E Table 29t 22 ZH YIS 53 =&+
olF =& ouE uigo 2 Ao G5t WS BHsth A FEse A
91(2018)7} A|gket 44 wtjo] M 2= A BH] UF 7HA 8AE AHgetgleH, 0% EHx
RS FA7F T AT U Aetste] ‘AR S FES A9, F oA 7] AN S, AA
AP, Aozg4, ALY, WA WIS AR FA |9} oujo] wet BRstY #A1Y 19
ol il A5t 7% 2 8-S gl gt o] 24 w&-S W Aol A& A, ARUA A,
|G, &, SR A 522 it 34 of4fe] AL 9919 AEE AR B4soH
o] AE7ke] T2HL Table 33} Zth, o] F LAY HAE folg& HAE WEE] 9l oulE
REERE %’% Thematic Analysi9)H 2R F7F B4t} o] & Fol 7H A I&FAA9

AR A LA A3 1 2 e Tholt 4 qlgint
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Table 2 Framework Example of Roland Barthes' Semiotic Signification Framework

few weeks back.

|friendswithyou piece a

happy at the
gallery, and asking

emaotional side.
Seeking to connect

PRIMARY MEANING SECONDARY MEANING
SIGNIFICATION SIGNIFIED
=il A (DENOTATION) A JCONTEXT
[Necklaces, bracelets, |Free style, A girl wearing bold |A girl who wants
rings and earrings. Wearing bold accessories with to be noticed and
propucT [Top and skirt. jewelry. Sensuous, |casual outfits. look fashionable
Bags. colorful and toy- on a special day.
like accessories.
Visiting a Gallery. Interested in Taking a photain  |Enjoy
contemporary art [front of a ballon- contemporary art
BACKGROUND exhibition. shaped sculpture in |and culture as
[SITUATION the contemporary |part of her life.
POP art exhibition. |Positive
Smiling face characteristi
| visited this @ She felt extremely [Appealing to the Nice, considerate,

emotional,
communicative

~— SIGNIFICATION
(CONNOTATION)

A preference for cute

When | entered the followers where  |with followers on a |girl. accessories, clothing, and
|gallery | was overcome |they feel happy  |level of shared art, conveying a bright and
with such joy and when they go. experiences, cheerful image.
TEXT happiness when | was emotional An interest in
greeted with this resonance, and contemporary art, seeking
inflatable perfection. communication. to convey a sophisticated
Sam & Tury ILYYYY image.
# @& I've spent the A personality easily moved,
past few weeks with an extroverted nature
— lsparchine how fo i
Table 3 Expertise profiles
Variables Category Number Percentage
20s 5 56%
Age 30s 3 33%
50s 1 1%
Multidisciplinary Design 3 33%
. Fashion Design 3 33%
Major — 2 -
Communication and Visual Design 2 23%
Art and Integrated Design 1 1%
1~5 years 5 66%
Profes;lonal 5~10 years 3 33%
Experience
Over 10 years 1 1%
4, ZAnt

4,1, DjA2 ZA”O| 1} 2f0|Qt 2%} 20| =E2| At

g ]2k Instagram EAF O] 4 8491 Al 7HA] AlE, v 3 AR

=
<

tlolEl & 5 HIZEQ| o|2& Hieto & T&3t 14} oule} 24} ofu| 9]
9z, B, #A0| 59 AN A et 7P, daeks, SEWE, 71418,
A&, apple?] S =A(Figure 9), 24F & thgFet AH|A] AFo 2 FAHT A, B &

AEFE et Gtk 12 SuQl A1F ou)& AR ESEE wf APy S5t ETgt
ol & Uyt 23 Yu|E AY AFFAEew AT sl FAo Zstar Al o
MIEHE Zx3 AFs=A 2 200 S Sl Zog Bt olE $a) AA4F i) ol
FAR oA AREE I U= W £ B At Fo] v AW Ao A=W (Figure 10)¢] HiH],
At SHlasl gy fxo] |2 AEH sji o] oA A F oM T FAlol FAH< o]m] X7}
el o ® ARSI ot AE2 AYEH J4S AT 583 7|H017| % SHAE, §HRA A9
g2 qAE FAsE =34 9u|E zh=t) |5 £9] Peach Dendt Feeling Sticky2] 94 A&

i)
o

g X Lo do 4t
o 10 oy Hu

[N

k-
=
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EAROA 63] @A HHEH o7 AGE N thE TAR o3PS 747 9 7hEE A7]= £AF (Figure
1

A
DlA 587 AES 3ME F b 2AYNA ZAEshe BEE HolFo] dA AHEAY & A7
Z

Figure 9 Posting from Figure 10 Posting from Figure 11 Posting from
@lilmiquela on 24. March (2023a) @lilmiquela on 31. March (2023b) @lilmiquela on 26. June (2022a)

T AR A4 D uiA ol digt dlo|el & B HIZE Y] o] 22 v O R L& 13} |} 22} oJu] &) Aib=
Qe Aol F2 FFEEHY= AFoly 2AR T Flol&

S = B, Z3sAtl Fofske 94
& HAl, G3t, A=(Figure 12),
o} o] 2|5t £3} Atgel FAs=
I 23} Fgro] Urehhal Yt

o
o
_Tl_i
o,
>
O
et
i
i
Y
o
JN

o O

o,

[o
£
rr
it
Y
_°|L
rlr

% =
el Qlgleh 13} oju]ol 9JA A ojul2 Ag R
Netflix A]2] 2=, TikTok, Youtube, Podcast, 719, &< &<
7k OlE AE, ZHE, ule BAR £ & u]Aelst Folstot
E3] 41919 79 Calvin Klein HEHE=S 93] Bella Hadid} 3} A% a1, £ A, W2 Figure
13), tholoint A = AR 53 A ZA A WA A L= copat g4 SISl
S7gstal lgict. A4o] 4% Pacsun WAl &35 Shal, 2 The Pit LACIA HAE Aot =
ShaL, A& A F(Figure 14)5HAY, AEZghA|259] #3)5% Intelligentsia Coffee Silver Lake Coffeebar®]
Ad S AL AL g F A7te] T T FFS BT Uik 22 ou|E A EY g3}, A=, o,
A%, A 5o chide] Eddet B3ts £7]E BE08 B529 448 Adste A& HolAA o4
e 4 TR e AP owst nyleh R AT, w9, FHASN ol G BHL
AriA g4 olelo e AFR|A et 234 dFE S FAshs BT B BTSS] SRS iMac?]
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Figure 12 Posting from Figure 13 Posting from Figure 14 Posting from
@lilmiquela on 3. July (2022b) @lilmiquela on 21. August (2022¢) @lilmiquela on 28. April (2023¢)

A AR BAEd it dol S B e ol2g wigoR 2% 14 ojulsh 24 ojulo] e
chewt 2 7182 44 371 9190 HEAE gL, 13 oJulal
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7P 7183 7|7} EekAy, AR o R QIARobA ZHEstal & 7] shal, q17to] obd 7MY QIzke ¥relA
Edlste 5 o8 FHE 9AER 6k AT Al i =7 Foll AT o] B2 HolFe
A(Figure 15)°1ut T2 AollE AAste 2L tieh AHES] =4 das AL &=
grolm A4l 24le AR TEYEE AAIAE stold =tuts FofsheAl, L3qEet Fotstd
s this 718l F2st=A(Figure 16), |8 ZAE HESte AS FoloteA], AF ] 40
& ofeele A Z2A e 27 dAE F5P71 e shEh 23} ovl= Amazon®] Alexa®t 22 AUtE
714 QA E Agshs AR Figure 17)& Ao A4 eol ZAgS AT 9ee i
Sgle, EF AART Ll AT A4S AHMoR RARORA A4S Felstn etk 1 A=
BWYAFYPDHA® &4} chebet %3} thsl 5 Abeld BAlo] B2 d5ky Zgafof drti
AL ekl Aol 4340l BRYSolA ALS 31, AL FATHE wae ol Sute] Wyt
HEAGS FEohe FA4o] ekt Riolth gAEY oJuld Rio| A%, 4% % WjFoz soket
ouigh ApEHE He Gad] BUHOR 54 AL AT 54 AR ol2eln] b AL HolFL
2ol I A ¢ Y EAGE Shz Aol tit olfE wefd = Sl 2 AXGe RN AR A7t
7] A3E v gsta glrks ol it
1 » ( o e §) Imiawne - wes
October 14, 2022, 9:45 AM October 14, 2022, 11:44 AM f’. hhmqur\ab;\kxa play “I'M THAT GIRL* by Beyoncé
And when | had armpit hair =" You know when you follow someone for so °
long, and only see cute photos and videos
This time was actually more exciting than (with music), and you start to develop this -
anything. I'm not sure if | hit robot puberty deep parasocial relationship with them?
but hair started growing in all of these Then you finally hear their voice? Well this .
different places!!! | was proud ¥ might have been it.
Instead, my comments were blowing up and This was the first time the world (outside of hbbvecvds ot e
they we'ren’t excited about my new my close homies) heard my voice §: It was a
”, growth'f few upgrades ago and tbh | miss itttt!! ¢ o
8 i e i
oQv R
budd3rflys 012] Fo| Fofeiuich
©
Figure 15 Posting from Figure 16 Posting from Figure 17 Posting from

@lilmiquela on 24. October (2022d)  @lilmiguela on 21. October (2022¢) @lilmiguela on 31. July (2022f)

4,2, 2%t QO|e] UMM QH 2x A}

g vjAete] Instagram XA BHH G /38 2R A= AE, AT S dAEEE ogi
Zrt

Aol AFE, A0t A7), 715 4F, ket A AlE 5 AL SOl Eotetal &3t Zﬂ%—‘é—‘ﬂ
AT WA Aol Al Aot gt ghel & ok 941 SAY, 24 AL A B 1A
5 GAE o] ettt HIAERE Ha ARl F 9E SRofEg B HojRn Tl Mt
Aol izt diske Wirkol A T2 7 FARE A&sta WA 1Y% $A vehfa 9lsict
TR A 94 F /M Wol F8H Q4+ AU, 77%)3 W2 (397, 75%)010“3}(Table
4). ol 7MY A JAEFAA Y EAL FRYEH] A% $HE FI AASH trrtele Ao

A

OV < ThstaL AlgstA st it dEo2s FANBIGIN, 60%),
(287H 54%), /\}QJ %7%% 2170, 40%)=22 e Al ARl thsfA
o

ArgstALt Xﬂ %3}% Aol 7H¢ AA vl 14t

ARE-9] 2743(Pleflsur of use)& 54 %]:LE’\ A& i vrErdA AEY AHS &0 Y Haribo

Aol digk w5 55 AAstL Aot ool digh A YL 2ol 3= APH O R AFS

sl QIA] Feket. @A PP (Currently happening) WHA| A7 S548 HolFs St Aol 1445
A, £S5 oY w2 A 7|5 E ok AW, AHEE v A, vlE)7] QoA AuE 2 AH
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Category Expression Elements N(%)
Pleasure of -Familiar Food and Beverage (Haribo, Jarritos, Noodle, Fries) 21
Use ~Luxury Brands (Alexander McQueen, Apple, Calvin Klein, Dior, Gucci, Prada) (40%)
-Usual Occasion (Going to a shopping mall, putting on make-ups)
-Unusual Occasion (Participating in a Fashion Event at Metropolitan Museum of
Currently Art, nominated as 25 most influential people on the Internet in 2018, Campaign 31
Happening modelling for Magazine, captured by someone else, liked by more than 100,000 (60%)
people, Mention about breaking up with model Nicholas Killian after a half year of
dating)
-Emotions, Humor, Questioning (Ask about their taste in Jelly, movies, TV series, 31
Interaction how the sunglasses look with her hair, how she looks with her ex-boyfriend, and (60%)
coffee) °
~Cultural Contents (Do Revenge, Stranger Things, Elden Ring, BTS, Beyonce,
Rihanna, Circle Jerks, Times, Pikachu from Pokemon) 8
Newness -Virtual Influencers (Blawko, Bermuda, James Majoos) (54%)
-Posing (Posting scenes of eating or drinking, laying down on a bed, selfie in a °
flight)
-Friends, People, Occasion (Eat french fries, soda and crepe, coffee, Hang out with
friends, on a flight, in front of photo booth, Toy crane shop, House, Ocean, Yard,
Contextuality Streets, Go to a shopping mall, Flower shop, Subway in New York, Putting on make 39
ups, Break-up with boyfriend, Show flaws and wrinkles of pillow, Sitting on streets, (75%)
Use camera filters to edit the face, Pack bags to travel, Wear same clothings,
Pajama party with friends)
-Celebrities (Jimmy Fallon, Kendall Jenner, Bella Hadid, La Rosalia, Youtuber Shane
Dawson, Playwriter Jeremy O. Harris, Actors, Artists, Podcaster, TikToker, Stylists) 40
Familiarity - Sightseeing (Washington Square Park, The Pit La, London’s Big Ben, New York, or 77%)

San Francisco)
—Cultural Contents (Pokemon, Netflix series)

4.3. 718 IM QISR A YYE HRLUAOIM

Nofr R

%, A4 A, dAT] A2 F 107152 =S5 Y KTable 5).
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Table 5 Results of Thematic Analysis

Category Themes Communication Methods
. Positive . . . .
Emotion - -Usage of emoticons, and capital letters to show human-like emotion
Negative
Travel

Acting in Movie

-Show her consistent pursuit of new challenges

Challenge Release Music Album -Share efforts for self-development and change

Personal Goal

Acting in Play
Art & Culture -Demonstrate acceptance of diverse cultures
Travel -Share various experience, and interests through travel
Promopgn & -Share unique life as a fashion influencer
. Advertising
Experience
Using New Technology -Provide an image of leading in adopting new technology
& Media
Relationships & -Utilize celebrity endorsement to project similarity and showcase social
Socializing status
Homogenize -Build similar identity and intimacy with followers
Heterogenize ~Idolized by followers
Interaction ~Encourage followers to share their opinions, and became interested in
Ask for Opinions & postings
Give Opinions —-Encourage to participate in communication and build a community
-Share diversity-inclusive values
Extroverted
Emotional
Inclusive, and
Generous -Convey an approachable and friendly image
Personality Confident, and Self- ~Focus on fostering relationships with people
loving -Support inclusive and tolerant values
Cute
Honest
Humorous
. -Share historicity from the past to the present and future
Narrative R .
—Setting attractive story
Compliment -Share product experiences and excellence of products

—Portray a human-like side like having its own tastes

Personal Taste . .
—Encourage followers to discover commonalities

—Imitate peer behavior
Intelligent Behavior -Show wit and intelligence for addressing and summarizing situation
with hashtag

Connection with Reality —Illustrate connection with real people, brands, and reality with mention

function
A 7S AH HAS Holdtr] 98] AR S APH R BASHE HAES, o|RHE, fEAE 53
Zzata Yok £AS 271 AFS Uehiy] JaIAE ok, AF 2, Sub ), oy, A 2E 52
A A2 BHE A4oHe HS HolF 1 Aol dAiwt woks %6 wee Foski Ausoze
5% BIIRE SR thaFe B3HE 4 85HE B4S RelRgon o £AS @t Ak
e AR BE BRU. AH QERAARA 228 B0 FHRW] B 42 BRI
gt 2E 71eS AMSShE BHoR2E 7|eS ARt onAE 7HA7e Sk Tt ES
FolAE YA ATS Fst AR A A 95 Eodt. TEHED FUIE o 537, AUAS
B E ot $H, APESE Fofl Aol = HEE UERT TR A RS ote] 219 Z5e
TS ZA=F ote FAlO, A& AABHES sto] gl o5 st iglen ARUEE FAst
sheleh AAA 0 2= Qo AR A, T84, AT Sl B, AARE AFShE By, o3, &4
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A, AHHS BT MY A ABFANY ARUANH WS £E5) AT FA B4 A3,
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