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This doctoral dissertation covers the dynamics of persuasion utilizing virtual agents and
emotional appeals in digital marketing, with a focus on the intricate interplay of
personality traits, cultural contexts, and emotional reactions. Existing literature often
overlooks the impact of specific virtual agent presentation elements, such as camera
angles and facial expressions, while also need to consider how cultural contexts influence
emotional responses. Thus, this study, which is based on three interconnected studies,
tackles important questions about how these elements affect the effectiveness of
persuasive communication in digital contexts.

The first experiment looked at how the presentation of virtual agents, which included
adjusting camera angles and facial expressions, affected participants' thoughts. The
study experimented with 37 Japanese individuals aged 18 to 24 to investigate whether
shared Big Five personality features between subjects and agents influenced persuasion.
While there were no significant differences in the personalities of the participants, the
findings implied that camera angles and facial expressions had a major impact on
opinions. Virtual agents with close-up camera angles and positive expressions (smiling
and laughing) were more persuasive, supporting the presumption that positive
appearances improve persuasive effectiveness.

The second experiment broadened the investigation by examining how various emotional
appeals in animated video advertising affected persuasiveness. There were 17 Japanese

participants watched 19 videos, with six designed to elicit specific emotions such as



happiness, sadness, anger, surprise, fear, and disgust. The data revealed that fear was
the most persuasive emotion, resulting in a larger intention to acquire health
supplements, followed by happiness. Anger, in particular, has a major impact, increasing
urgency and pushing rapid buying decisions. The findings demonstrated the subtle
impact of emotional appeals in affecting customer behavior.

The third experiment expanded the scope by featuring 313 people from various cultural
backgrounds (the United States, Germany, Japan, India, and France) to investigate the
interaction of emotional and cultural elicitation in the animated video, cultural
dimensions, and personality factors in persuasion. Happiness was shown to be the most
generally persuasive emotion, especially in India and France, whereas personality traits
such as openness and conscientiousness boosted susceptibility to persuasion. The study
emphasized the complexities of cultural influences on consumer behavior, highlighting
both the promise and limitations of utilizing country of origin as a cultural indicator.
This dissertation addresses gaps by integrating three experiments that explore how
virtual agents, emotional appeals, cultural contexts, and personality traits interact to
influence persuasion, with a focus on personalized storytelling as a key novelty. It
emphasizes the need to tailor persuasive methods to cultural contexts and emotional
reactions, demonstrating that emotions like happiness and fear are more effective in
specific cultural settings. The use of Al tools to manipulate facial expressions, body
language, and voice tone in animated advertisements further deepens the understanding

of how emotional cues can influence consumer behavior across diverse cultures.
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