5.1

BAB V

KESIMPULAN DAN SARAN
KESIMPULAN

Pada bagian ini akan dijelaskan kesimpulan mengenai Pengaruh
Pengalaman Pelanggan, Kepercayaan, dan Ketergantungan Konsumen Terhadap
Influencer Dalam Perdagangan Live streaming di YouTube. Tujuan dari penelitian
ini adalah untuk mengetahui pengaruh antar variabel. Berdasarkan hasil penelitian

yang telah dilakukan, peneliti menemukan bahwa :

1. Berdasarkan hasil pada uji hipotesis penelitian menyatakan bahwa
Pengalaman Pelanggan berpengaruh positif yang signifikan terhadap Niat
Beli Konsumen (H1 diterima). Pengalaman pelanggan yang diberikan oleh
YouTube streamer berdampak positif kepada munculnya niat beli.
Semakin baik pengalaman yang diberikan maka semakin besar niat beli
yang di miliki penonton. Hal ini berarti apabila semakin positif
pengalaman pelanggan maka akan semakin besar niat beli yang dimiliki
oleh konsumen.

2. Berdasarkan hasil pada uji hipotesis penelitian menyatakan Pengalaman
Pelanggan berpengaruh positif yang signifikan terhadap Kepercayaan
Influencer (H2 diterima). Interaksi antara penonton dengan streamer
YouTube memunculkan kepercayaan kepada YouTube streamer tersebut.
Dengan adanya pengalaman pelanggan yang positif akan meningkatkan
rasa kepercayaan kepada YouTube streamer tersebut. Hal ini berarti
semakin baik pengalaman yang dimiliki pelanggan maka akan semakin
besar tingkat kepercayaan pelanggan terhadap YouTube streamer tersebut.

3. Berdasarkan hasil pada uji hipotesis penelitian menyatakan Kepercayaan
Influencer berpengaruh positif yang signifikan terhadap Niat Beli
Konsumen (H3 diterima). Kepercayaan berpengaruh positif terhadap niat
beli yang dimiliki konsumen. Dengan adanya rasa kepercayaan yang
dimiliki konsumen maka akan memunculkan niat beli terhadap produk
yang dipromosikan oleh YouTube streamer favorit merek dalam YouTube
Live Streaming. Hal ini berarti apabila semakin tinggi kepercayaan yang
dimiliki konsumen maka akan semakin besar niat beli yang dimiliki

konsumen.
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4. Berdasarkan hasil pada uji hipotesis penelitian menyatakan Pengalaman
Pelanggan memiliki pengaruh positif yang signifikan terhadap Keterikatan
Influencer (H4 diterima). Pengalaman pelanggan yang baik membentuk
ikatan kepada YouTube streamer favorit merek dalam YouTube Live
Streaming. Dengan adanya pengalaman pelanggan yang positif maka
keterikatan merek dalam YouTube Live Streaming akan semakin kuat. Hal
ini berarti apabila semakin baik pengalaman pelanggan yang didapatkan
maka akan semakin besar keterikatan yang dimiliki konsumen kepada
YouTube streamer tersebut.

5. Berdasarkan hasil pada uji hipotesis penelitian menyatakan Keterikatan
Influencer memiliki pengaruh positif yang signifikan terhadap Niat Beli
Konsumen (H5 diterima). Tingginya keterikatan antara penonton dengan
YouTube streamer favorit merek dalam YouTube Live Streaming dapat
mempengaruhi niat beli. Karena adanya keterikatan yang kuat maka
apabila YouTube streamer favorit merek dalam YouTube Live Streaming
mempromosikan suatu produk, maka penonton setia merek dalam
YouTube Live Streaming akan membeli produk yang ditawarkan kepada
merek dalam YouTube Live Streaming. Maka hal ini berarti apabila
semakin besar keterikatan yang dimiliki konsumen kepada YouTube
streamer maka akan semakin besar niat beli yang dimiliki konsumen

tersebut.

5.2 IMPLIKASI MANAGERIAL

Penelitian ini dilakukan agar dapat memberikan manfaat bagi streamer
YouTube, penonton, serta industri live stream khususnya di YouTube maupun
platform lain yang memiliki mekanisme penjualan yang serupa. Bagi seorang
YouTube streamer akan bermanfaat dengan cara mengetahui bahwa pengaruh
antar keterikatan dan kepercayaan kepada YouTube streamer dapat mempengaruhi
tindakan yang dilakukan oleh penontonnya, sehingga sebagai seorang YouTube
streamer maka akan dapat melakukan interaksi yang lebih lagi terhadap
penontonnya. Bagi penonton atau konsumen bermanfaat untuk mengetahui bahwa
interaksi yang merek dalam YouTube Live Streaming lakukan dengan seorang
YouTube streamer membentuk ikatan kepercayaan dan keterikatan, maka hal
tersebut berdampak positif untuk memunculkan adanya niat beli apabila streamer

YouTube favorit merek dalam YouTube Live Streaming melakukan promosi ketika
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melakukan live streaming. Bagi industri bermanfaat dengan cara mengetahui
bahwa kharisma dan ciri khas yang dimiliki seorang YouTube streamer dapat
meningkatkan penjualan produk merek dalam YouTube Live Streaming. Seperti
yang kita ketahui YouTube merupakan salah satu platform yang digunakan oleh
banyak orang untuk melakukan live stream. Agar live stream yang dilakukan
sambil melakukan promosi berjalan lebih baik maka perlu diperhatikan mengenai
S-0O-R Theory oleh albert Mehbrabian, 1974. Stimulushya berupa Pengalaman
Pelanggan yang dapat mempengaruhi meningkatnya Kepercayaan Influencer dan
Keterikatan Influencer yang dimiliki konsumen. Khususnya pada YouTube live
stream ini akan memberikan respon meningkatnya Kepercayaan Influencer dan
Keterikatan Influencer terhadap YouTube streamer yang melakukan streaming
serta akan meningkatkan Niat Beli yang dimiliki pelanggan.

5.3 KETERBATASAN PENELITIAN

Dalam melakukan penelitian ini, peneliti menemukan beberapa keterbatasan
dalam pelaksanaan yang tentunya juga mempengaruhi hasil dari penelitian ini.

Berikut merupakan keterbatasan dalam penelitian ini:

1. Penelitian dilakukan dengan sampel yang kecil sehingga mungkin tidak
dapat merepresentasikan secara akurat untuk populasi yang lebih besar.

2. Penelitian ini bersumber dari jurnal yang memiliki bahasa inggris sehingga
terdapat kesulitan ketika berusaha untuk menterjemahkannya kedalam

bahasa indonesia untuk mendapatkan pengertian yang sesuai.

54  SARAN

Berdasarkan keterbatasan penelitian ini, peneliti memberikan berapa saran

untuk penelitian selanjutnya:

1. Pada penelitian berikutnya, disarankan agar peneliti dapat mengambil
sampel yang lebih besar sehingga dapat menemukan hasil yang lebih
akurat daripada yang sudah dilakukan.

2. Pada penelitian berikutnya, disarankan agar peneliti dapat memilih jurnal
yang memiliki bahasa yang dikuasai oleh peneliti sebelum melakukan

penelitian.
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Hormat saya,
Michael Adam Sugiyanto.
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Alamat email valid

Formulir ini mengumpulkan alamat email. Ubah setelan

Pertanyaan screening 1

¥

Deskripsi (opsional)

Apakah anda pengguna akiif YouTube (dalam kurun waktu setahun terakhir) 7 *

a

Tidak
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g

Pertanyaan screening 2

Deskripsi (opsional)

Apakah anda pernah menonton penjualan live streaming di YouTube setidaknya 2 kali (dalam *
kurun waktu setahun terakhir) ?

() Ya

() Tidak

Instruksi Pengerj b

rorit anda agar dapat
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Customer Experience [ CE )

skala:

5:( sangat setuju)

4 ( setuju)
3:(netral)

2 - ( tidak setuju )

1:( sangat tidak setuju )

e

Jika saya ingin membeli suatu pro

untuk membuat pilihan yang

Sangat Tidak Setuju

56

avorit saya dapat membantu




nffuencer Attachment

i

skala:

5 1\ sangat setuju b

4 setuu )

3 1 mirtrad )

2 ;1 tidak setuja |

1 11 sangat fidak setuju )

mizlu.

Sangat Tidak Setuju i) i (] [y ) Sangat Setulu
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F R
-

Trust in Streamer

skala:

5 :( sangat setuju )
4:(setuju)
3:(netral )

2 :( tidak setuju )

1:( sangat tidak setuju )

Menurut saya, YouTube stres

Sangat Setuju
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Purchaze intention

i

skala:

5:( sangat sengu |

4| saheju )

3:( natral )

2:( tidak setuju )

1:{ sangat tidak sehaju )

Zaya akan menanton lagi penjustan ive streaming YouTube streamer favorit saya dimaga ¥
yang akan datang.

Sangat Tidak Sahsju O o O o O Sangat Setujs
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Demografi Responden
Deskrpsi {opsionaly

Pendapatan Selama Sebulan ®

() < Rp. 1.000.000

() Bp1.000.001 - Rp. 2.000.000

() Ap. 2.000.001 - Rp. 5..000.000
() Ap. 5.000..001 - Rp. 10.000.000

() =Rp. 10.000.001
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CUSTOMER EXPERIENCE

Jika saya ingin membeli
suatu produk, streamer
YouTube favorit saya
dapat membantu untuk
membuat pilihan yang

YouTube Streamer
favorit saya dapat
menyediakan informasi
yang saya perlukan
ketika membeli produk

Jika saya berencana
membeli suatu produk,
YouTube Streamer
favorit saya dapat
membantu mencari apa

lebih baik. yang ditawarkan. yang saya cari.
5 5 4
4 4 4
4 5 4

Al BRI RPN RPRDNDPMMOPRDPRDPRARPAPROORPRBR PP RO 0O

O O N O N NN DNRPRRPRDNN DO ww o b DdlOo| O B0 B>

O B[P BIDNIDNOODNDNNDNDNNRRwOOoOo BN OO BB ODN B D
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INFLUENCER ATTACHMENT

Ketika ada Saya sangat | Keberhasilan Ketika ada Jika ada
orang yang tertarik YouTube orang lain berita di
mengkritik dengan streamer memuji media yang
YouTube pendapat favorit saya YouTube mengkritik
streamer orang lain adalah streamer YouTube
favorit saya, tentang keberhasilan | favorit saya, streamer
saya merasa YouTube saya juga. saya juga favorit saya,
tersinggung streamer merasa saya akan
juga. favorit saya. tersanjung. merasa malu.
4 5 5 5 5
3 4 3 3 3
1 2 3 4 3

Al kRN AR RN R RO AR RO SO O oo NN W

QNN O EFRPINDNDN OO OB OB OO BRI DN B o o1

BN BRIDNDNDDNN NP OB OO OO RO BN DO OB W

QNN ORI PN OB OO RO DN BB DD OO DD

AN WO DNNDNOO RO OB DB OO DO OO DD
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TRUST IN STREAMER

Menurut saya, YouTube
streamer favorit saya

Menurut saya,YouTube
streamer favorit saya

Menurut saya, hal yang
dibicarakan YouTube

jujur. dapat dipercaya streamer favorit saya
adalah benar.
4 5 4
4 4 4
3 4 1

O ORI ERIDNDNDNRFRPIDNO WO BB OOoO BB OB B OT

SOOI CINIDNOHEFRPINDDNDNDN BB PO PP DO BB OO B 01 1 O1

O RPN DNNEPINDNDDN APPSO DO DDA D
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PURCHASE INTENTION

Saya akan Saya Ketika saya Saya lebih Saya akan
mempertimba berencana membutuhka | suka membeli | menonton lagi
ngkan untuk untuk terus n produk produk di penjualan live
membeli mengikuti yang penjualan live streaming
produk yang | penjualan live | ditawarkan streaming YouTube
ditawarkan streaming dalam live YouTube streamer
oleh YouTube yang streaming, streamer favorit saya di
Streamer dilakukan saya akan favorit saya. masa yang
favoritsaya | oleh YouTube | membelinya akan datang.
setelah Streamer di penjualan
menonton live | favoritsaya. | live streaming
streamingnya. YouTube
streamer
favorit saya.
5 5 5 4 5
4 4 4 4 4
4 3 2 4

AINIDNDNDNDDNOGD DO DO OO B0 O B DN BB

AN DNNDNNOOOGBS DO S DRSNS BN OO

[S2NIN NS RIN NCNRN ol B NGNS R SNy R SNy G NI 2 B NG R & &5 B @ 1 B B =N % S R SN I S R NS G A R IN@ 2 J RN SN R SN 6 |

QNN RN OO DO DO DO OO0l O &

AN O RO RPN DNRAO

76




77



78



79



80



| Jenis Kelamin

Ferempuan
Laki-Laki
Laki-Laki

Laki-Laki

Ferempuan
Laki-Laki

Ferempuan
Ferempuan
Ferempuan
Ferempuan
Ferempuan
Laki-Laki

Laki-Laki

Laki-Laki

Laki-Laki

Ferempuan
Ferempuan
Ferempuan
Ferempuan
Ferempuan
Laki-Laki

Ferempuan
Laki-Laki

Ferempuan
Ferempuan
Ferempuan
Laki-Laki

Ferempuan
Ferempuan
Ferempuan
Laki-Laki

Ferempuan
Ferempuan
Laki-Laki

Laki-Laki

Ferempuan
Ferempuan
Ferempuan
Ferempuan
Ferempuan
Ferempuan
Ferempuan
Ferempuan
Ferempuan
Ferempuan

LAMPIRAN 11

DATA DEMOFRAFIS RESPONDEN

| Pendidik.an Terakhir | Pekerjaan
Iagister [52) Karyawan
Sarjana [51) Felajar { Mahaziswa
Sarjana [51) Karyawan
Sarjana [51) Karyawan
Sarjana [51) Lain-lain
ShAS, Earyawan
Shas, Wirazwasta
Sarjana [51] wWiraswasta
Sarjana [S1) E.aryawan
Sarjana [51] Karyawan
Sarjana [=1] wiraswasta
Sh8, Felajar { Mahasziswa
Sarjana [31] Felajar { Mahaziswa
Sarjana [51) Earyawan
Sarjana [51] wWiraswasta
Sh8 Karyawan
= Felajar { Mahasziswa
ShA Karyawan
Sarjana [51) wiraswasta
Sarjana [51] Karyawan
Sarjana [51] Karyawan
Sarjana [51) Karyawan
Sarjana [51) Karyawan
Sarjana [51) wiraswasta
Sarjana [51) E.aryawan
Shas, Wirazwasta
Sarjana [51) Karyawan
Sh8 Felajar { Mahasziswa
ShA4, Felajar { Mahasziswa
Sarjana [51) Earyawan
Sarjana [51) Lain-lain
SR8, Earyawan
Sarjana [51] Karyawan
ShAS, Earyawan
SMF Felajar { Mahasziswa
Sarjana [51) wWiraswasta
ShaA, Felajar { Mahaziswa
Shas, Lain-lain
Sarjana [51) Lain-lain
Shas, Lain-lain
ShA, Felajar { Mahasziswa
ShAA, E.aryawan
Shas, Wirazwasta
Sarjana [51) Karyawan
Sarjana [51) Karyawan
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| Fendapatan Selama Sebulan
» Fip. 100000001
Fp 1.000.001 - Rp. 2.000.000
Fip. 5.000..001 - Rp. 10.000.000

Fip. 2.000.001 - Rp. 5..000.000
Fip. 2.000.001 - Rp. 5..000.000
Fip. 2.000.001 - Rp. 5..000.000
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Fip 1.000.001 - Rp. 2.000.000
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Fip. 2.000.001 - Bp. 5..000.000
Fip. 2.000.001 - Rp. 5..000.000
Fip 1.000.001 - Rp. 2.000.000
Fip. 5.000..001 - Fp. 10.000.000
Fip. 2.000.001 - Fp. 5..000.000
Fip 1.000.001 - Rp. 2.000.000
Fip. 2.000.001 - Rp. 5..000.000
Fip 1.000.001 - Rp. 2.000.000
Fip. 2.000.001 - Rp. 5..000.000
Fip. 5.000..001 - Rp. 10.000.000
Fip. 5.000..001 - Rp. 10.000.000
Fip 1.000.001 - Rp. 2.000.000
Fip. 2.000.001 - Bp. 5..000.000
Fip 1.000.001 - Rp. 2.000.000

< Rip. 1.000.000

Fip 1.000.001 - Rp. 2.000.000
Fip. 5.000..001 - Rp. 10.000.000
Fip 1.000.001 - Rp. 2.000.000
Fip. 2.000.001 - Rp. 5..000.000
Fip 1.000.001 - Rp. 2.000.000

< Fip. 1.000.000

Fip. 2.000.001 - Rp. 5..000.000
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Fip 1.000.001 - Rp. 2.000.000
Fp. 2.000.001 - Rp. 5.000.000
Fip. 5.000..001 - Rp. 10.000.000
Fip. 2.000.001 - Rp. 5..000.000
Fip. 5.000.001 - Bp. 10.000.000
Fip 1.000.001 - Rp, 2.000.000
Fip. 2.000.001 - Rp. 5..000.000
< Rp. 1.000.000

» Rip. 10.000.001

Fp. 2.000.001 - Rp. 50000000
Fip. 2.000.001 - Fp. 50000000
Fip. 2.000.001 - Rp. 50000000
Fip. 5.000.001 - Bp. 100000.000
Fip 1.000.001 - Rp, 2.000.000
Fip. 2.000.001 - Rp. 5.000.000
Fip 1.000.001 - Fip. 2.000.000
Fp. 2.000.001 - Rp. 50000000
Fip. 5.000.001 - Bp. 10.000.000
Fip. 5.000..001 - Rp. 10.000.000
Fip 1.000.001 - Rp. 2.000.000
Fip 1.000.001 - Rp. 2.000.000

Fip 1.000.001 - Fp. 2.000.000
Fip. 5.000..001 - Rip. 10.000.000
Fip 1.000.001 - Rp. 2.000.000

» Rp. 10.000.001

Fip. 2.000.001 - Rp. 5.000.000
Fip. 2.000.001 - Rp. 5.000.000

Fip. 5.000..001 - Rp. 10.000.000
Fip 1.000.001 - Rp. 2.000.000



Ferempuan
Laki-Laki

Ferempuan

Perempuan
Ferempuan
Ferempuan
Ferempuan

Laki-Laki
Ferempuan
Perempuan

Ferempuan
Ferempuan
Ferempuan
Laki-Laki

Ferempuan

Perempuan
Ferempuan
Ferempuan
Ferempuan

Ferempuan
Ferempuan
Laki-Laki
Laki-Laki
Ferempuan
Laki-Laki

Ferempuan

Perempuan
Perempuan

Laki-Laki
Ferempuan

Ferempuan
Laki-Laki

Perempuan

Ferempuan
Ferempuan

Ferempuan

Feremouan

Sarjana [S1]
Sarjana [S1]
M4

Sarjana [51]
Sarjana [51]
SMa
b1

Sarjana [S1]
Sarjana [51]
Sarjana [51]

SMA
Sarjana [51]
ShA
Sarjana [S1]
Sarjana [S1]

b= e
Sarjana [51]
=1
Sarjana [51]

Sarjana [S1]
Sh1A,
ShA
SMA
EhA
Sarjana [51]

SMa

Sha
Sarjana [S1]

=1
ShA

SMa
=1

1

Sarjana [51)
Sarjana [51)

ShA

ShA

‘wiraswasta
wiraswasta

Karyawan

FPelajar f Mahasiswa
wWiraswasta

Felajar f Mahazizwa
Felajar f Mahasiswa

karyawan
Karyawan
karyawan

Felajar f Mahasiswa
karyawan

Pelajar f Mahasiswa
Wiraswasta
wiraswasta

FPelajar f Mahasziswa
kLaryawan
Felajar f Mahaziswa
karyawan

wiraswasta
Karyawan

Felajar f Mahasiswa
kLaryawan
wiraswasta
Lain-lain

Felajar f Mahaszizwa

Felajar { Mahasiswa

Karyawan

karyawan
‘wiraswasta

FPelajar f Mahaszizwa
Lain-lain

FPelajar f Mahasiswa

Lain-lain
K.aryawan

Pelajar { Mahasiswa

Felaiar f Mahasiswa

84
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TI 1A CE Pl
TI1 0.868
TI2 0.891
TI3 0.906
1Al 0.874
1A2 0.833
1A3 0.862
1A4 0.860
IA5 0.844
CE1l 0.896
CE2 0.888
CE3 0.897
PI1 0.892
PI2 0.845
PI3 0.866
Pl4 0.866
PI5 0.891
2. R-Square
R- R-
square square
adjusted
TI 0.867 0.866
1A 0.772 0.771
Pl 0.933 0.932
3. Path Coefficient
Ol [ Somee | S | Tstsics| e
() M) | (STDEV) (|O/STDEV]) | values
Tl
-> 0.311| 0.315 0.077 4.021 | 0.000
Pl
1A
-> 0.315| 0.315 0.056 5.583 | 0.000
Pl
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CE
> 0.931| 0.930 0.017 55.001 | 0.000
Tl
CE
-> 0.879 0.876 0.028 31.592 | 0.000
1A
CE
-> 0.374 0.369 0.066 5.671 | 0.000
Pl
4. AVE
.. | Composite [ Composite Avgrage
Cronbach's | “ojiability | reliability | Y2rance
alpha (rho_a) (rho_c) extracted
- = (AVE)
Tl 0.867 0.867 0.919 0.790
1A 0.908 0.909 0.931 0.731
CE 0.874 0.874 0.923 0.799
Pl 0.921 0.922 0.941 0.761
5. Crossloading
TI 1A CE Pl
TI1 0.868 0.751 0.847 0.805
TI2 0.891 0.798 0.809 0.835
TI3 0.906 0.837 0.827 0.866
1Al 0.786 0.874 0.745 0.810
1A2 0.755 0.833 0.759 0.789
1A3 0.782 0.862 0.785 0.824
1A4 0.779 0.860 0.784 0.792
1A5 0.722 0.844 0.674 0.714
CEl 0.861 0.800 0.896 0.859
CE2 0.813 0.778 0.888 0.832
CE3 0.821 0.778 0.897 0.828
PI1 0.842 0.825 0.832 0.892
P12 0.772 0.790 0.779 0.845
PI3 0.827 0.808 0.842 0.866
P14 0.839 0.783 0.831 0.866
PI5 0.818 0.811 0.810 0.891
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6. Data PLS

Name No. Type| Missings Mean| Median S:a.le Scale Obser\re.:l Observed Stafn:l..ard Exces.s Skewnes| v:n:i‘lT:er;
min max min max| deviation| kurtosis|

p value
X1.1 1 MET] 18 4.112 4.000 1.000 5.000 1.000 5.000 1.005 2.019 -1.497 0.000
X1.2 2 MET] 18 4.207 4.000 1.000 5.000 1.000 5.000 1.031 1.807| -1.536 0.000
X1.3 3 MET] 18 4.112 4.000 1.000 5.000 1.000 5.000 1.035 1.324) -1.360 0.000
M2.1 4 MET] 18 3.976 4.000 1.000 5.000 1.000 5.000 1.181 0.621 -1.235 0.000
M2.2 5 MET] 18 4.142 4.000 1.000 5.000 1.000 5.000 1.100 1.249 -1.415 0.000
M2.3 6 MET 18 4.030 4.000 1.000 5.000 1.000 5.000 1.133 0.674] -1.217 0.000
M2.4 7 MET 18 4.065 4.000 1.000 5.000 1.000 5.000 1.083 1.329 -1.371 0.000
M2.5 8 MET 18 4.024] 4.000 1.000 5.000 1.000 5.000 1.082 0.265 -1.065 0.000
M1.1 9 MET 18 4.118 4.000 1.000 5.000 1.000 5.000 1.002 1.526 -1.345 0.000
M1.2 10 MET 18 4.237] 4.000 1.000 5.000 1.000 5.000 0.987] 2.102 -1.573 0.000
M1.3 11 MET 18 4.036)] 4.000 1.000 5.000 1.000 5.000 1.071 1.880 -1.501 0.000
Y1.1 12 MET 18 4.136) 4.000 1.000 5.000 1.000 5.000 1.066 1.995 -1.578 0.000
Y1.2 13 MET 18 4.148 4.000 1.000 5.000 1.000 5.000 1.058 1.236 -1.388 0.000
¥1.3 14] MET 18 4.036] 4.000 1.000 5.000 1.000 5.000 0.996] 1.819 -1.411 0.000
Y1.4 15 MET 18 4.213 4.000 1.000 5.000 1.000 5.000 1.016 2.013 -1.567 0.000
Y1.5 16| MET 18 4.130 4.000 1.000 5.000 1.000 5.000 1.118 1.441 -1.466 0.000
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Abstract: Live streaming e-commerce has emerged as a novel online marketing model. Drawing
upon influencer marketing theory, this study examines the mechanisms through which influencers
(live streamers) promote consumers” purchase intention in the context of live streaming e-commerce.
A sample of 449 valid questionnaires was utilized to test the proposed theoretical framework. The
empirical research findings reveal that customer experience significantly and positively impacts both
influencer trust and influencer attachment. Furthermore, trust and attachment established with live
streamers are identified as two effective mechanisms influencing consumer decision-making. Notably,
influencer attachment exhibits a stronger influence on consumer purchase intention compared to
influencer trust. By comparing the effects of Taobao and Douyin live streamers on stimulating
consumption and purchase intention, the study demonstrates that live streamers play a crucial
mediating role between customer experience and consumer purchase intention. Specifically, the
results indicate that cc purchase i ion influenced by top Taobao streamers is stronger than
that of Douyin streamers, whereas influencer attachment for Taobao streamers is relatively weaker

than that for Douyin streamers. These findings provide theoretical and managerial implications
for platforms and live st r king to stimulate robust purchase intentions among consumers
by fostering attachment relationships. The establishment of an emotional connection between the

live streamer and the audience proves particularly valuable in increasing purchase intention. This

research contributes to the understanding of the underlying mechanisms driving consumer behavior
in the context of live streaming e-commerce. It emphasizes the significance of customer experience,
influencer trust, and influencer attachment as key drivers of consumer purchase intention. The
findings offer valuable insights for platforms and live streamers to optimize their strategies and
enrich user data labels in order to enhance consumer engagement and stimulate purchase intentions.
Ultimately, this research contributes to the advancement of the live streaming e-commerce field,
strengthens the application of data elements in live streaming e-commerce marketing, and guides
effective decision-making by industry practitioners.

Keywords: live streaming e-commerce; influencer marketing; customer experience; consumer pur-
chase intention; influencer trust; influencer attachment; data elements

1. Introduction

Online interactive shopping services [1-5], specifically live streaming e-commerce,
have emerged as a rapidly growing trend with widespread popularity worldwide [6-9].
Initially perceived as similar to traditional TV shopping [2,8], live streaming e-commerce
has evolved with the advent of network platforms to align more closely with contemporary
consumer behavior [10,11], particularly the utilization of mobile Internet and user pro-
file [12,13]. This shift has significantly expanded the consumer base, propelling the rapid
development of live streaming e-commerce [14,15]. The scale of live streaming e-commerce
in China is remarkable. According to the latest research report by the China Internet
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Network Information Center (CNNIC) as of June 2021, the number of Chinese netizens
has reached a staggering 1.011 billion. Notably, live streaming e-commerce users comprise
384 million, accounting for 38% of the total Internet users [16-18]. In analyzing the existing
live streaming e-commerce market, we have identified key platforms that excel in this
domain. Short video sites such as Douyin, Kuaishou, and TikTok (the US version of Douyin)
naturally possess a rich pool of commercial live streamers [16,19,20]. Social networking
sites, including Xiaohongshu (a lifestyle platform), WeChat, Facebook, and Instagram,
offer extensive dissemination capabilities [21-24]. Additionally, e-commerce platforms like
Taobao, Shopee, and Lazada have capitalized on their large consumer base and application
of data elements to foster the growth of top-tier commercial live streamers [25].

Platforms of various types can leverage the advantages of live streaming e-commerce.
However, it remains crucial to ascertain the primary factor influencing consumers’ pur-
chasing decisions within this domain. Specifically, does the appeal of commercial live
streamers themselves hold greater significance, or are consumers primarily motivated
by website qualities such as the credibility demonstrated by these live streamers? These
research inquiries fall under the purview of influencer marketing [26-29]. The concept of
influencer marketing was first introduced by Brown and Hayes, who posited that social
media acts as a new influential third party capable of significantly shaping customer pur-
chasing decisions [28,30]. With the proliferation of social networking platforms, influencer
marketing has experienced rapid growth. These platforms possess extensive reach and
instantaneous communication abilities, enabling enterprises to deliver marketing messages
through influencers on social media [31].

Social media influencers are individuals or organizations that leverage social media
platforms to cultivate a distinct self-image, thereby attracting a substantial user follow-
ing [32]. Within the realm of live e-commerce, the live streamers themselves serve as
exemplary social media influencers. Numerous subsequent studies have examined the
viability of social media influencers (SMIs) as an effective marketing strategy for enhanc-
ing consumer purchasing decisions and brand recognition through their influential pres-
ence [22,29,33]. Presently, influencer marketing on social media has emerged as a highly
efficient marketing tool [34], particularly within the context of live e-commerce. This is
primarily due to the fact that consumers are afforded a pre-experience of products through
influencers (live streamers) prior to making a purchase. When consumers’ actual product
experience aligns with the pre-experience conveyed by the live streamers, feelings of trust
and identification with the influencer are established. Consequently, this leads to positive
consumer intentions and consumption behaviors, thus exemplifying one of the underlying
mechanisms of influencer marketing [35,36].

In the realm of live e-commerce research, influencer marketing investigates how live
streamers can exert influence on consumers to enhance marketing performance. Firstly,
regarding the impact of influencers on audiences, live streamers have been found to
significantly increase continuous viewing intention among live viewers [37], reduce the
psychological distance [38], enhance interactive engagement [39], and stimulate purchase
intentions [22]. Secondly, in terms of the influencing factors related to influencers, it has
been established that the attractiveness of the live streamers themselves significantly affects
the purchase intention of live streaming viewers. Factors such as professionalism and
reliability [40,41], and popularity [14,42,43], among others, have been shown to have a
substantial influence. Additionally, the advantages and characteristics of the website itself
are also key factors that contribute to increased consumer purchase intention. These factors
include interactivity, visibility, and entertainment value [41,44-46]. Extensive literature
supports the significant impact of these website features on consumer purchase intention,
reinforcing the marketing performance of influencer marketing [47-50]. Thirdly, in ex-
ploring the mechanisms through which influencers influence consumer decision-making,
it has been established that establishing a trust or identification relationship with con-
sumers [51-53] and demonstrating the value of live streaming platforms [54,55] trigger a
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positive attitude among consumers. This serves as the primary mechanism driving the
effectiveness of influencer marketing.

In general, this study posits that live streaming marketing falls within the purview
of influencer marketing, relying on the influence of the live streamer. The live streamer
serves a dual role: firstly, representing the reliability of the goods on the live streaming
e-commerce platform, and secondly, embodying their own persona and expressing personal
emotions to exert a significant impact on consumer decision-making. Building upon this
premise, the study aims to explore and address the following three issues: (1) Do consumers
develop a sense of attachment to the live streamer in live streaming e-commerce? (2) Does
this attachment to the live streamer contribute to improved marketing performance? (3) In
the function mechanism of influencer marketing, which factor carries greater influence
on consumers: the platform or the live streamer themselves, both represented by the
live streamer?

The objective of this research is to provide more effective influencer marketing strate-
gies for live e-commerce to promote consumer engagement. The research content of this
paper unfolds as follows. Firstly, the research is centered around e-commerce activities as
the application scenario. Thus, the research aims to examine whether the influencer (the
live streamer) can enhance consumer purchase intention [56,57]. Secondly, the focus of this
study lies in how influencers can effectively communicate marketing information. Conse-
quently, the customer experience is considered representative of the conveyed marketing
information. Lastly, existing explanations of the three mechanisms of trust, identification,
and website value primarily concentrate on consumers’ acceptance of the website informa-
tion provided by the influencer, neglecting the influence of emotional factors stemming
from the influencer-consumer relationship, such as attachment, attention, companionship,
and other emotional connections [55,58,59]. Therefore, this study selects two mechanisms,
namely, trust and attachment, for comparative analysis, aiming to provide a deeper under-
standing of influencer marketing in the domain of live e-commerce.

2. Literature Review and Hypotheses
2.1. Custonier Experience and Consumer Purchase Intention

Inlight of the widespread adoption of e-commerce, a substantial body of literature has
focused on the concept of customer experience, particularly in the realm of online customer
experience [60-62]. Within this literature, various definitions of customer experience have
been put forth. Some studies define customer experience based on whether customers have
engaged in a shopping activity [63,64]. Conversely, others argue that customer experience
encompasses the range of feelings elicited from the interaction between consumers and
enterprises [45]. The latter perspective predominantly divides customer experience into
sensory experience [39], cognitive experience, and emotional experience [63]. Scholars can
select the appropriate research perspective based on their specific research objectives. The
significance of customer experience in the context of e-commerce cannot be overstated.
Tt plays a vital role in shaping consumer behavior [65], loyalty, and overall satisfaction.
Therefore, researchers have endeavored to delve into the multifaceted nature of customer
experience, examining the different dimensions and facets that contribute to a compre-
hensive understanding of this phenomenon. By exploring the sensory, cognitive, and
emotional aspects of customer experience, scholars can gain valuable insights into the
factors that influence consumer perceptions, preferences, and decision-making processes in
the online marketplace.

Moreover, the dynamic nature of customer experience necessitates a holistic approach
that encompasses both pre-purchase and post-purchase stages. The customer journey from
browsing and selection to the actual usage and after-sales service contributes to the overall
customer experience. By comprehensively studying these different stages, researchers can
uncover critical touchpoints and moments of truth that shape customers” overall satisfaction
and loyalty. A large number of empirical studies have shown that customer experience
can significantly affect consumer purchase intention and even improve repeated purchase
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intention [7,49], which not only exists in traditional e-commerce [61], but also has been
verified in social e-<commerce [66-68]. Attributing attractiveness and likability significantly
predicts favorable attitudes towards the influencer, as well as positively impacting word-of-
mouth promotion and purchase intentions [69,70].

Live streaming e-commerce is also social e-commerce, so we can make the assumption:
the customer experience in live streaming e-commerce can significantly positively impact
consumer purchase intention. In addition, this study considers that the division dimension
of customer experience by Chen and Yang [20] is more in line with the experience concerns
of Chinese consumers. Therefore, this study divides customer experience into three dimen-
sions referring to the above-mentioned research: website convenience, website relationship
service, and customer cost. This article puts forward the following assumption:

H1: Customer experience has significant positive effects on consumer purchase intention.

2.2. Mediating Effect of Trust between Customer Experience and Consumer Purchase Intention

Marketing theory asserts that trust is the consumer’s perception of the reliability and
credibility of a salesperson or company. To gauge this perception, customer experience
measurement serves as a valuable tool, providing a genuine reflection of the content and
extent of consumers’ perceptions. Consequently, it can be argued that a positive customer
experience plays a crucial role in enhancing customers’ perception of a company’s value,
while simultaneously alleviating their concerns regarding consumption uncertainty. By
accumulating positive experiences, a trust relationship between consumers and enterprises
can be fostered [7,19].

The lack of trust has consistently been identified as a critical impediment to consumer
behavior [46,71]. Extensive literature has confirmed that trust plays a pivotal role in pro-
moting interactions between buyers and sellers [72], enhancing customer loyalty [48,73]
and customer participation [74], and subsequently increasing consumer purchase inten-
tion [75]. Empirical research has also highlighted the mediating role of trust in e-commerce
between customer experience and consumer purchase intention. It is reasonable to posit
that a similar trust mechanism exists in the domain of live streaming e-commerce, wherein
customers willingly accept the authenticity and reliability of products and services offered
by streamers based on their positive customer experiences. This, in turn, significantly
influences their purchase intention.

Overall, trust serves as a fundamental component in shaping consumer behavior and
purchase decisions. Building trust through positive customer experiences contributes to
consumers’ willingness to engage with streamers, accept the authenticity of their offerings,
and perceive the value associated with live streaming e-commerce. As such, trust serves as
a catalyst for driving consumer purchase intention in this dynamic and rapidly evolving
marketplace. This article proposes the following assumptions:

H2: Customer experience has significant positive effects on influencer trust.
H3: Influencer trust has significant positive effects on consumer purchase intention.

Ha: Influencer trust plays a mediating role between customer experience and consumer purchase
intention.

2.3. Mediating Effect of Attachment between Customer Experience and Consumer Purchase Intention
Attachment theory, originating from psychology, primarily elucidates the profound
emotional bond between parents and children [76,77]. This theory posits that such at-
tachment influences subsequent interpersonal relationships among children. In the realm
of marketing, Schultz was the first to apply attachment theory from psychology to the
field of consumer behavior [71,73,78,79], expanding its scope to encompass the connection
between individuals and objects. Research has demonstrated that consumers can develop
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an emotional attachment to the products or objects they consume [80]. In particular, brand
attachment [73] leverages a strong emotional bond between consumers and brands, thereby
driving consumption behavior. Brand, as a symbolic representation of corporate image,
serves as a quality assurance mechanism to a certain extent. It also mitigates perceived
risks for consumers [48]. Thus, when customers have positive experiences with products
and services, they are more likely to form brand attachments. This article acknowledges
the attachment role of live streamers, likening it to brand attachment. Similar to brand
consumption, when viewers willingly engage with live streaming content, the exceptional
customer experience delivered by the streamer can foster an emotional relationship be-
tween the consumer and the streamer. By considering the attachment perspective, we can
understand that the emotional connection between consumers and streamers influences
their purchase intentions and behaviors. Just as consumers develop brand attachments
based on positive experiences, they are similarly inclined to develop attachments to live
streamers who provide exceptional customer experiences. This emotional connection con-
tributes to consumers’ willingness to engage with the streamer’s content and influences
their consumption decisions.

The utilization of the brand attachment mechanism in marketing has proven to be
successful. Attachment, as a parasocial relationship, can effectively influence consumer
attitudes, establish a one-way connection [66,81], and reduce marketing costs. Once an
attachment relationship is formed, consumers tend to remain loyal to the brand they
are attached to. This phenomenon can be observed in the idol industry, where idols
cultivate a devoted following of fans who exhibit unwavering support and loyalty [82,83].
However, the viewers in the context of live streaming e-commerce differ from traditional fan
groups. They tend to be more rational and prioritize the evaluation of goods and services.
Nonetheless, as viewers accumulate positive customer experiences with a live streamer,
they develop an emotional attachment to the streamer, similar to brand attachment. Making
consumption decisions solely based on rationality becomes challenging in this scenario.
Many consumers develop a habit of following specific live streamers for their live e-
commerce shopping, and the presence of a live streamer attachment can exert a significant
influence. Attachment serves as a mediating variable between customer experience and
consumer purchase intention [21].

Attachment theory sheds light on the emotional aspects of consumer behavior. Rec-
ognizing the attachment role of streamers is akin to acknowledging brand attachment,
where positive customer experiences drive emotional connections and influence consumer
purchase intentions. By exploring the attachment dynamics between consumers and
streamers, we gain valuable insights into the mechanisms underlying consumer behavior
in the context of live streaming e-commerce. It is important to recognize that even in the
context of live streaming e-commerce, where consumers prioritize product evaluation, emo-
tional factors play a crucial role in their decision-making process. The attachment formed
between consumers and live streamers acts as a bridge, connecting positive customer
experiences with a strong inclination toward making purchase decisions. This attach-
ment mechanism complements the rational evaluation of goods and services, ultimately
shaping consumer behavior in live streaming e-commerce. By exploring the interplay
between attachment, customer experience, and consumer purchase intention, we gain a
deeper understanding of the underlying mechanisms driving consumer behavior in the
live streaming e-commerce industry. Recognizing the significance of attachment allows
marketers to leverage emotional connections to enhance consumer engagement [84], foster
brand loyalty, and optimize marketing strategies in this rapidly growing field. Therefore,
we propose the following hypotheses:

H5: Customer experience has significant positive effects on influencer attachment.

H6: Influencer attachment has significant positive effects on consumer purchase intention.
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H7: Influencer attachment plays a mediating role between customer experience and consumer
purchase intention.

2.4. Research Framework

This study presents a comprehensive mechanism model that explores the relationships
between customer experience, live streamer trust, live streamer attachment, and consumer
purchase intention. The model illustrates how customer experience directly influences
consumer purchase intention, as well as its indirect impact through the mediating fac-
tors of live streamer trust and live streamer attachment. The research model is visually
depicted in Figure 1, providing a clear representation of the proposed relationships and

their interconnections.
H4:Mediating effect of trust
Influencer
/ Trust \
/H2 H3
onsumer
go'l::‘i):;z H1 »  Purchase
P Intention
HS H6
\ Influencer
Attachment

H7:Mediating effect of Attachment

Figure 1. Research model.

Customer experience plays a pivotal role in shaping consumer behavior in the context
of live streaming e-commerce. A positive customer experience can directly influence
consumer purchase intention, as consumers are more likely to be inclined towards making
purchases when they have had satisfying experiences with the products or services offered.
This direct impact highlights the importance of optimizing customer experiences to drive
consumer engagement and increase purchase intentions.

Moreover, customer experience also exerts an indirect influence on consumer purchase
intention through the mediating factors of live streamer trust and live streamer attachment.
When consumers have positive experiences with a live streamer, it enhances their trust in
the streamer s authenticity, credibility, and reliability. This trust, in turn, fosters a stronger
attachment to the live streamer, as consumers develop an emotional connection and affinity
towards the streamer. Consequently, this attachment positively influences their purchase
intention, as consumers are more likely to be influenced and motivated by live streamers
they trust and feel attached to.

By incorporating these interrelated factors into the mechanism model, this study
provides a comprehensive framework for understanding the complex dynamics between
customer experience, live streamer trust, live streamer attachment, and consumer purchase
intention in the context of live streaming e-commerce. The model serves as a valuable tool
for researchers and marketers to analyze and optimize the factors that drive consumer
behavior, enabling them to develop effective strategies to enhance consumer engagement
and maximize marketing performance.
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3. Methodology

The questionnaire scale utilized in this study draws upon well-established measure-
ment tools from previous literature, with adaptations made to account for the unique
characteristics of live streaming e-commerce. Specifically, the customer experience scale is
primarily based on the work of Chen and Yang [20]. Their framework divides customer
experience into three dimensions: website convenience, website relationship service, and
customer cost, each consisting of four measurement items. The trust scale builds upon the
research conducted by Ma L. et al. [7] and Wongkitrungrueng [43], incorporating four mea-
surement items. The attachment scale draws from the studies of Mael and Ashforth [85] and
Ball and Tasaki [78], focusing on character brand attachment and encompassing six mea-
surement items. The consumer purchase intention scale refers to the relevant scales [7,20],
encompassing a total of seven measurement items. All items are rated on a seven-point
Likert scale, ranging from 1 (strongly disagree) to 7 (strongly agree).

To collect data, we employed the services of an online research company, which fa-
cilitated the issuance and collection of 261 valid questionnaires. These 261 questionnaires
are a pre-survey to ensure the reliability and validity of the scales employed in the sub-
sequent formal study. The collected data underwent two stages of analysis: exploratory
factor analysis and confirmatory factor analysis. Through this process, it was discovered
that the aggregate validity of the website convenience and website relationship service
components within the customer experience scale was below the recommended threshold
of 0.5. Additionally, the discriminant validity between these two components and the trust
component did not meet the required standards. Consequently, these two components were
removed from the analysis. The revised model, focusing on the customer cost dimension,
successfully passed the confirmatory factor analysis [86]. It is important to note that the
limitations of the customer experience scale may stem from its origination in the context of
cross-border e-commerce research. As such, its application to the study of live streaming
e-commerce may not entirely capture the specific nuances we aim to examine.

The enhanced pre-survey was distributed through both a netw ork research company
and offline acquaintance networks from December 2021 to February 2022. A total of
775 questionnaires were distributed, with 449 valid questionnaires ultimately being recov-
ered, resulting in an effective recovery rate of 58%. To ensure the relevance of the study, the
research was limited to individuals who had prior experience in live online shopping. This
selection criterion allows for a focused examination of the potential impact of live streamers
on consumer decision-making, as it specifically considers individuals who actively engage
with live streamers while making online purchases.

Given that our sample was obtained through a payment-based approach, it was
aligned with the research design and objectives of this study to deliberately target con-
sumers with a direct live shopping experience. To ensure congruence with the understand-
ing context of Chinese consumers, we employed descriptors for live shopping frequency
such as “weekly live shopping”, “monthly live shopping”, and “annual live shopping”.
These correspond respectively to the common foreign terms “frequent”, “regular”, and
“infrequent”. The results indicated that 61.9% of respondents engage in monthly live
shopping, 34.3% engage in weekly live shopping, and 3.8% engage in annual live shopping.
These outcomes closely align with the envisioned research scenario targeting habitual
live shopping consumers. In terms of the platforms used, 91.3% of the respondents used
Taobao Live, while 88.9% used Douyin. Notably, three live streamers emerged as the most
popular choices among viewers: Li Jiaqi (Taobao Live) accounted for 76.2% of the viewers,
followed by Weiya (Taobao Live) at 48.8%, and Luo Yonghao (Douyin) at 35%. The gender
distribution of the respondents leaned slightly towards males, with a ratio of 6:4, which
deviates slightly from the gender ratio reported by the China Internet Information Center.
Furthermore, 85.5% of the respondents fell within the age range of 20 to 40, and 63.5%
reported a monthly disposable income exceeding 4000 RMB. By targeting this specific
group of live stream viewers who actively engage in online shopping, the study aims to
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shed light on the influence of live streamers on consumer behavior in the live streaming
e-commerce context.

We employed a stratified sampling approach, utilizing educational levels as the strat-
ifying characteristic based on the “2020 Consumer Research Report on Live Streaming
E-commerce” released by the China Consumers Association. The reported proportions
of respondents with junior college or lower, bachelor’s, and master’s degrees or above
were 14.1%, 83.3%, and 2.6%, respectively. In our survey, these proportions were 12.3%,
81.3%, and 6.4%, indicating close alignment and a reasonable representation of the actual
scenario. However, as a self-selection (volunteer) sampling method was employed, we
acknowledge the potential challenges of low response rates and diminished questionnaire
quality. To mitigate the issue of low response rates, we utilized a compensatory approach.
Furthermore, during the questionnaire completion process, we employed strategies such as
reverse questions, synonymous questions, and open-ended questions to effectively identify
and filter out low-quality responses. This diligent approach ensured the maintenance
of questionnaire quality. The characteristics and preferences of the survey respondents
provide valuable insights into the consumer demographics involved in this phenomenon,
allowing for a more comprehensive understanding of the dynamics at play in the live
streaming e-commerce landscape.

4. Results
4.1. Reliability and Validity Analyses

The empirical analysis of this study was conducted using SPSS 22 and Amos 21. To
ensure the reliability and validity of the measurement model, certain measurement items
were removed due to their factor loading being less than 0.6. After this adjustment, the
measurement model successfully passed the reliability and validity tests. The goodness-
of-fit of the data to the measurement model was confirmed through parameter values, as
indicated in Tables 1 and 2.

Table 1. Test results of reliability and validity (N = 449).

Fadtor Gronbadss Composite  Convergence

Construct Item s Reliability Validity
Loading Alpha (CR) (AVE)
Customer Experience CE1 0.742
(CE) CE2 0.835 0.765 0.766 0.621
TR1 0.642
[“ﬂ“e:‘T‘R?‘; Trust TR2 069 0.724 0737 0.483
TR3 0.743
AT1 0.739
AT2 0.735
lnﬂuence(rA/:;tachment AT3 0.746 0.839 0.841 0516
AT4 0.739
AT5 0.637
IN1 0.676
P 0 0776 0785 055
ntention IN3 0768
Table 2. Distinguishing validity test of model.
Construct CE TR AT CPI
CE 0.788
TR 0.661 0.695
AT 0.446 0583 0.718
CP1 0.452 0.563 0.589 0.742

Note: The bold font on the diagonal is the square of AVE.
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All measurement items in the model exhibited factor loadings greater than 0.6, in-
dicating a strong relationship between the constructs and their respective measurement
items. The Cronbach'’s alpha value and the composite reliability (CR) value of all constructs
exceeded 0.7, demonstrating good internal consistency. Additionally, the average variance
extracted (AVE) value of all components exceeded 0.5, confirming the convergent validity
of the scale. It is worth noting that the AVE value of the construct “Trust’ was 0.483, slightly
below the recommended range of 0.45-0.5. However, considering the satisfactory CR value
and other indicators, including model fit indicators, we made the decision to retain the
construct “Trust” in our analysis [87].

The model fitting degree of the measurement model is verified well through a con-
firmatory factor analysis (CFA) as follows: x* = 178, x*/df = 2.51, GFI (Goodness-of-
Fit Index) = 0.94, AGFI (Adjusted Goodness-of-Fit Index) = 0.908, CFI (Comparative Fit
Index) = 0.952, NFI (Normed Fit Index) = 0.931, RMSEA (Root Mean Square Error of Ap-
proximation) = 0.067, and TLI (Tucker-Lewis Index) = 0.937. All the fit indices of the model
were larger than the recommended value (see Table 3), which means a good fitness [88].

Table 3. Fit indices for CFA.

Fitting Index X2ldf GFI AGFI CFI NFI RMSEA TLI
Recommended criteria <3 >0.90 >0.80 >0.90 >0.90 <0.08 >0.90
Actual value 251 0.94 0.908 0.952 0.931 0.067 0.937
4.2. Model Hypothesis Testing
4.2.1. Path Coefficient Test
Based on the results presented in Table 4, we observed that the Z value for H1 was
1.961, which exceeded the critical value of 1.96. As a result, the corresponding p-value
was expected to be approximately equal to, but less than, 0.05. Consequently, hypothesis
H1 was accepted, indicating a significant relationship. Similarly, the p-value tests for H2,
H3, H5, and H6 yielded significant results as well, leading to the acceptance of these
hypotheses [89].
Table 4. Path coefficient test.
Hypothesis Path Unstd. S.E. Z-Value Sig. Std. Results
H1 CE—CPI 0.100 0.051 1.961 0.05 0.103 Approved
H2 CE—-TR 0.566 0.030 18.684 e 0.661 Approved
H3 TR—CPI 0.320 0.056 5.708 ot 0.281 Approved
H5 CE—AT 0516 0.049 10.551 e 0.446 Approved
Hé AT—CPI 0.336 0.035 9.673 sy 0.399 Approved

Note: *** p < 0.001.

Given the significant outcomes of the aforementioned hypothesis tests, we can confi-
dently proceed to examine the mediating effect of streamer trust and streamer attachment
using the bootstrap method. This statistical technique allows for a robust assessment of
the mediation effects, considering the high level of statistical significance observed in the
previous tests. By employing the bootstrap method, we can further explore and quantify
the mediating role of streamer trust and streamer attachment in the context of our research.

4.2.2. Mediation Test

To test the significance of the mediation effect of live streamer trust and live streamer
attachment, we employed the Bootstrapping technique, extracting 1000 samples at a confi-
dence level of 95%. MacKinnon et al. have established that the non-parametric Bootstrap
method is the most suitable for bias correction [90]. Therefore, this study exclusively
reports the confidence interval (CI) of the bias-corrected estimates. By employing Boot-
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strapping and considering the bias-corrected estimates, this study provides robust evidence
regarding the mediating effects of trust and attachment. The significant findings sup-
port the importance of these factors in the relationship between customer experience and
purchase intention.

Based on the results presented in Table 5, we observed that the total effect, direct effect,
and indirect effect in each mediating path were statistically significant. Additionally, the
confidence intervals obtained using the Percentile method at the 95% confidence level did
not include zero, indicating the significance of the mediating effect. Notably, the mediating
effect was consistent with the direct effect. These findings support the acceptance of hy-
potheses H4 and H7, revealing that trust and attachment partially mediate the relationship
between customer experience and purchase intention. Further analysis of the influence
of customer experience on purchase intention revealed that the mediating effect of trust
accounted for 39.9% (0.181/0.454), while the mediating effect of attachment accounted for
38.1% (0.173/0.454). This suggests that customer experience impacts consumer purchase
intention through the dual pathways of live streamer trust and live streamer attachment.

Table 5. Trust and attachment mediation effect of customer cost on purchase intention.

Path Relationship P?int Product of Coefficient ~ Bootstrapping 1000 Times Bias-Corrected 95% CI
Estimate SE V4 Lower Upper P
Mediating effect, Direct effect, and Total effect test
TRIE CE—TR—CPI 0.181 0.048 3.771 0.093 0278 0.001
ATIE CE—AT—CPI 0173 0.031 5.581 0.116 0239 0.002
DE CE—CPI 0.1 0.051 1.961 0.005 0.195 0.050
TIE Total indirect effect 0.354 0.045 7.867 0.273 0.453 0.001
TE Total effect 0454 0.048 9.458 0.366 0.559 0.002
Comparison of mediating effects
TRATdiff TR VS. AT 0.008 0.066 0.121 -0.133 0.124 0.926
Proportion of intermediary effect
P1 TRIE/TIE 0511 0.095 5.379 0.294 0.669 0.002
P2 ATIE/TIE 0.489 0.095 5.147 0.331 0.706 0.002
P3 TIE/TE 0.779 0.114 6.833 0.595 1.034 0.001

4.2.3. Non-Parametric Test

Taobao and Douyin, as the leading live-streaming e-commerce platforms in China,
possess distinct resource advantages and corporate development strategies. This dual
selection was motivated by the intention to avoid any potential bias stemming from a
singular choice. Taobao was chosen to represent the largest-scale live streaming commerce
enterprise, renowned for its exemplary corporate reputation. Conversely, Douyin boasts the
highest count of influencers among Chinese live streaming commerce platforms, primarily
due to its robust influencer training mechanisms and the strong magnetic pull influencers
have on consumers. This juxtaposition between the two platforms facilitates the verification
of whether the mechanisms of trust or attachment, as channeled through the hosts, play a
more significant role in augmenting consumer purchase intentions. These platforms are
home to renowned live streamers such as Li Jiagi and Luo Yonghao, who enjoy significant
exposure and support from their respective platforms. Given the priority given to top live
streamers by the platforms, a large portion of live viewers are directed towards online
shopping through three primary avenues: watching Li Jiagi on the Taobao platform for
online shopping, watching Luo Yonghao on the Douyin platform for online shopping,
or engaging in live streaming on both platforms while making online purchases. This
distribution of viewer preferences is reflected in our data collection process.

In order to analyze the variations in consumer purchase intention, live streamer
attachment, and live streamer trust among different consumer groups, we categorize
individuals’ characteristics into three distinct groups: those solely focused on Li Jiaqi,
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those solely focused on Luo Yonghao, and those who follow both streamers. To assess the
differences between these groups, we employ the Kruskal-Wallis test. The results of this
analysis can be found in Table 6, providing insights into the variations observed among
these consumer groups in terms of consumer purchase intention, live streamer attachment,
and live streamer trust.

Table 6. The Results of Non-Parametric Test Analysis.

Li 0, Luo 1, Both 2 Median (P25, P75)

Kruskal-Wallis Test (H) f
0.0 (n =215) 1.0 (n=30) 2.0 (n=127)
Cust Purchase Intenti 5.667 (5.0,6.0) 5500(4.3,6.3) 6.000(53,6.3) 10.446 0.005 **
Influencer Attachment 4.600(3.6,54) 4900 (42,60) 5.000(4.0,5.8) 10.511 0.005 **
Influencer Trust 5.667 (5.0,6.0) 5667 (53,63) 5.667(5.0,6.3) 2.455 0.293

Note: *** p < 0.001,** p <0.01, *p <0.05.

The analysis of the three consumer groups reveals that there are no significant differ-
ences in the trust placed in live streamers (p = 0.293 > 0.05). This suggests that the products
offered by streamers from different platforms do not generate discernible variations in
consumer trust. However, notable distinctions are observed among the three groups in
terms of purchase intention (p = 0.005 < 0.01) and live streamer attachment (p = 0.005 < 0.01).
Further examination of the medians indicates that the group focused on both platforms
exhibits significantly higher levels of purchase intention and live streamer attachment
compared to the other two groups. This finding implies that individuals who follow both
platforms tend to develop a stronger emotional connection with the live streamers.

Furthermore, the study reveals that consumer purchase intention influenced by Taobao
live streamers is stronger than that influenced by Douyin live streamers (5.667 > 5.5).
Conversely, the level of streamer attachment towards Taobao live streamers is weaker
than that towards Douyin live streamers (4.6 <4.9). This finding may deviate from our
initial assumptions regarding the personal characteristics of the two live streamers and
their respective consumer groups. However, it aligns well with the distinct commercial
positioning of Taobao and Douyin. Itsuggests that each live streaming e-commerce platform
possesses unique features and specific differences, even though their product offerings may
tend to be homogeneous.

5. Discussion and Conclusions

This study explores the influence mechanism of live streamers in the context of live
streaming e-commerce. Using a structural equation model, we have examined the rela-
tionships among customer experience, consumer purchase intention, live streamer trust,
and live streamer attachment. Additionally, we have empirically tested the mediating
roles of live streamer trust and live streamer attachment between customer experience and
consumer purchase intention.

5.1. Customer Experience Significantly Impacts Live Streamer Trust and Attachment

Our analysis of the path relationship test results reveals that customer experience has
a significant impact on both live streamer trust and live streamer attachment. Furthermore,
both live streamer trust and live streamer attachment significantly and positively influence
consumer purchase intention. The degree of influence analysis indicates that customer
experience has a stronger effect on live streamer trust compared to live streamer attachment
(0.566 > 0.516). Moreover, the influence of live streamer attachment on consumer purchase
intention is slightly higher than that of live streamer trust (0.336 > 0.32). These findings
suggest that a positive customer experience provided by a live streamer can establish trust
or attachment with consumers, thereby effectively enhancing consumer purchase intention.

Interestingly, even though a better customer experience tends to foster stronger trust
in the live streamer, attachment has a greater impact on stimulating consumer purchase
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intention. Compared to the perception of platform reliability, the emotional connection
established between the live streamer and consumers proves more influential in increasing
purchase intention. This conclusion deviates from previous influencer marketing research,
shedding light on the personal attachment consumers have toward live streamers in the
live streaming e-commerce context.

5.2. The Trust and Attachment of the Live Streamer Affect Consumer Decision-Making

Our analysis of the mediation effect test results demonstrates that both live streamer
trust and live streamer attachment play significant roles in influencing consumer decision-
making. The mediating effects of trust and attachment on the relationship between cus-
tomer experience and consumer purchase intention account for approximately 40%. This
indicates that, in addition to establishing the platform’s reliability, live streamers can stim-
ulate strong purchase intentions among viewers by fostering an attachment relationship.
Traditionally, attachment mechanisms have been primarily employed in brand marketing
within influencer marketing research. However, our research on live streamer attachment
suggests that live streaming e-commerce may have entered an era of live streamer brand-
ing. The process of creating attachment between consumers and brands is also observed
between consumers and live streamers. Additionally, the relatively similar mediating effect
values of these two mechanisms emphasize the importance of live streamers’ affinity, along-
side their expressive abilities. Particularly, the emotional attraction of the live streamer
should be highly valued.

The total indirect effect accounts for 78% of the total utility, indicating that the well-
known image of a live streamer has become representative of the streamer themselves. If a
consumer trusts and is attached to a live streamer, they are about 78% more likely to believe
in the reliability of the products promoted by that streamer. This finding is instructive
for the innovation of marketing models for live streaming platforms. It underscores the
significance of having influential live streamers as a necessary condition for building a well-
known streamer. Such well-known streamers can help platforms stimulate consumption.
However, this poses a challenge for traditional enterprises engaged in brand marketing, as
the conclusion suggests that utilizing the platform and its streamers can improve consumer
purchase intention, potentially resulting in significant platform bargaining power. These
conclusions address the other two research objectives. Live streamer attachment serves
as a mediating factor between customer experience and purchase intention, ultimately
enhancing marketing performance. Nonetheless, based on the statistical test value of
“TRATdiff’ in Table 5, no significant difference is observed between “Trust” and “Attachment’.
Thus, the platform or emotions represented by the live streamer cannot solely explain their
greater influence on consumer purchase intention.

5.3. Fans of Live Streaming E-Commerce Shopping

Through non-parametric tests, we have identified that among consumers who follow
different live streaming e-commerce platforms, there is no significant difference in live
streamer trust. However, significant differences exist in terms of live streamer attachment
and consumer purchase intention. Consumers who can be referred to as “fans of live
streaming e-commerce shopping” exhibit stronger attachment to the live streamer and a
higher purchase intention inspired by them, compared to consumers who solely follow
streamers on one platform.

These fans and the live streamers they follow represent a highly valuable group that
live streaming e-<commerce platforms should aim to attract and engage. Taobao’s top live
streamer, Li, demonstrates a significantly higher effectiveness in stimulating consumption
and purchase intention compared to Douyin’s top live streamer, Luo. However, Luo’s
ability to evoke attachment emotions in consumers surpasses that of Li. These charac-
teristics align with the strategic goals of each platform. For instance, Taobao emphasizes
sales as its corporate objective, while Douyin focuses on user flow as its stage goal. The
distinct traits exhibited by each live streamer reflect the clear market positioning of their
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respective platforms, highlighting the unique competitive advantage of each company. This
finding holds important reference significance for other companies seeking to enter the live
streaming e-commerce space, particularly those aiming to penetrate international markets.

In conclusion, this study provides insights into the influence mechanism of live stream-
ers in live streaming e-commerce. The findings underscore the importance of customer
experience, live streamer trust, and live streamer attachment in shaping consumer purchase
intention. Live streamers play a significant role in influencing consumer decision-making,
and their attachment mechanism contributes to marketing performance. The study also re-
veals the presence of fans of live streaming e-commerce shopping, emphasizing their strong
attachment and high purchase intention. These findings have implications for marketing
strategies and platform positioning in the live streaming e-commerce industry.

6. Implications, Limitations, and Future Research
6.1. Theoretical Implications

Our research contributes to the understanding of the influencer marketing mechanism
by highlighting the role of emotional stimulation and attachment in addition to trust and
identification mechanisms. Unlike traditional influencer marketing, which focuses on con-
sumer recognition of platform information, our study emphasizes the emotional connection
between the influencer and consumers, rather than the platform itself. This sheds light on
the unique influence of live streamers as influencers who represent themselves and evoke
emotional connections. Comparing the trust and attachment mechanisms, we find that
live streamers have a significant impact on consumers through emotional connections, in
addition to their role as sales representatives for the platform.

Furthermore, our study extends the application of brand attachment theory, data
elementalization and platform ecology theory by examining streamer attachment in the
context of live streaming e-commerce. We propose that streamer attachment is formed
through the accumulation of customer experience, interactive processes, persuasive func-
tions, and changes in consumer attitudes. This aligns with the operations of live streamers
in attracting live viewers. By applying brand attachment theory to the study of live
streamer attachment mechanisms, we demonstrate that positive customer experiences can
help live streamers establish attachment relationships with consumers, thereby stimulating
purchase intention. Our research not only illustrates the existence of the live streamer
attachment mechanism in live e-commerce but also expands the application field of brand
attachment theory.

6.2. Managerial Implication

Our research provides valuable insights for platform companies in the live streaming
e-commerce industry. Firstly, platforms should identify and promote live streamer brand-
ing. Live streamers are often perceived as mere marketing tools, overshadowed by the
platform’s scale, products, and service guarantees. However, our findings emphasize the
significant mediating role of live streamers in marketing activities. They can promote goods
and services while establishing emotional relationships with consumers, indicating a grow-
ing trend of live streamer branding. Platforms should pay attention to this development
and identify live streamers with strong expressive abilities who can effectively demonstrate
the platform’s advantages and establish a reliable image. Moreover, platforms should
select friendly live streamers and even provide training courses to enhance their ability to
resonate with consumers through speech, facial expressions, body movements, and more.
Platform companies in live streaming e-commerce must also identify their positioning and
strategic goals. Depending on their goals, platforms can find or cultivate live streamers
who align with their unique characteristics. Live streamers who can stimulate purchase
intention or evoke attachment emotions are valuable assets. Their presence can differentiate
the platform and influence consumers’ decisions to purchase on the platform.

Secondly, we recommend exploring the application of digital technology and data el-
ements in marketing. It is also essential to recognize the impact of data elements in digital
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