BAB YV

PENUTUP

5.1. Kesimpulan
5.1.1. Kesimpulan Profi Responden

Berdasarkan profil demografis sebanyak 211 responden dalam
penelitian ini, mayoritas responden adalah Perempuan dan didominasi oleh
kelompok usia muda, khususnya rentang usia 17 hingga 22 tahun. Sebagian
besar responden berprofesi sebagai pelajar atau mahasiswa, mencerminkan
keterlibatan aktif generasi muda dalam penggunaan media sosial. Dalam hal
penggunaan aplikasi TikTok, responden cenderung menghabiskan waktu
sekitar dua hingga empat jam setiap harinya untuk mengakses platform
tersebut. Dalam hal kebiasaan berbelanja melalui fitur live streaming
TikTok, mayoritas responden tercatat melakukan pembelian dalam jumlah
yang relatif rendah dengan kisaran satu sampai lima kali saja setiap
bulannya.

5.1.2. Kesimpulan Deskriptif Variabel
Berdasarkan hasil analisis deskriptif terhadap seluruh variabel dalam
penelitian ini, ditemukan bahwa seluruh variabel yaitu profesionalisme,
interaksi, harga diskon, kepercayaan, dan niat beli menunjukkan tingkat
interval tergolong ”Sangat Tinggi”.

5.1.3. Kesimpulan Uji Hipotesis

Berdasarkan hasil pengujian hipotesis yang telah dilakukan melalui
jalur langsung dan uji mediasi, maka dapat ditarik beberapa kesimpulan

sebagai berikut:
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1.

Profesionalisme memiliki pengaruh langsung yang positif dan
signifikan terhadap niat beli konsumen dalam /ive streaming TikTok
(H1 diterima). Semakin tinggi stimulus (S) yang diterima audience
live streaming Tiktok yaitu profesionalisme yang ditunjukkan
seperti penguasaan produk, penyampaian informasi yang akurat, dan
etika komunikasi, akan mendorong organism (O) dalam bentuk
peningkatan persepsi positif, sehingka menghasilkan respon (R)
berupa niat beli yang lebih besar.

Profesionalisme memiliki pengaruh yang positif dan signifikan
terhadap kepercayaan konsumen (H2 diterima). Artinya, semakin
tinggi tingkat profesionalisme yang menjadi stimulus (S) konsumen
ketika menonton /ive streaming Tiktok, akan memengaruhi kondisi
psikologis konsumen (organism/O) seperti persepsi yang semakin
positif, sehingga pada akhirnya meningkatkan respon (R) yaitu
kepercayaan terhadap live streamer Tiktok.

Interaksi berpengaruh postif dan signifikan terhadap niat beli
konsumen (H3 diterima). Hal ini menunjukkan bahwa Interaksi
yang dilakukan oleh streamer selama live streaming menjadi
stimulus (S) yang sangat penting. Semakin tinggi Interaksi yang
responsif, informatif, dan akrab membangun kondisi internal positif
(organism/O) seperti kenyamanan dan rasa keterlibatan, dapat

meningkatkan respon yaitu niat beli (R) dari konsumen.
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4. Interaksi memiliki pengaruh positif terhadap kepercayaan konsumen
(H4 diterima). Interaksi juga meningkatkan kepercayaan
konsumen. Semakin tinggi stimulus (S) berupa interaksi komunikasi
selama live streaming yang ditunjukan /ive streamer Tiktok, mampu
memperkuat organism (O) berupa keyakinan dan rasa aman dalam
benak konsumen, sehingga mendorong respon (R) konsumen berupa
kepercayaan terhadap streamer.

5. Harga diskon menunjukkan pengaruh yang positif dan signifikan
terhadap niat beli (H5 diterima). Tingginya penawaran harga diskon
yang diberikan streamer Tiktok selama sesi /ive terbukti menjadi
stimulus (S) yang efektif dalam meningkatkan persepsi nilai dalam
diri konsumen (organism/O), sehingga mendorong respon
konsumen (R) berupa peningkatan niat beli.

6. Harga diskon berpengaruh positif dan signifikan terhadap
kepercayaan konsumen (H6 diterima). Hasil ini menunjukkan
bahwa stimulus (S) berupa diskon yang ditawarkan secara
transparan dan sesuai ekspektasi konsumen dalam /ive streaming
Tiktok, dapat menciptakan persepsi positif (organism/O), sehingga
meningkatkan respon berupa kepercayaan terhadap streamer Tiktok.

7. Kepercayaan secara langsung memengaruhi niat beli secara positif
dan signifikan (H7 diterima). Kepercayaan terbukti merupakan
faktor utama yang menjadi stimulus (S) yang diterima konsumen

ketika menonton penjualan melalui live streaming Tiktok, sehingga
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10.

secara langsung meningkatkan respon (R) yaitu niat beli dari
konsumen. Kepercayaan yang tinggi terhadap streamer Tiktok
membuat konsumen lebih yakin dan termotivasi untuk membeli
produk yang ditawarkan.

Kepercayaan berperan sebagai variabel mediasi antara
profesionalisme dan niat beli (H8 diterima). Dalam teori S-O-R,
kepercayaan berperan sebagai organisme (O) yang menjembatani
stimulus (S) berupa profesionalisme dengan response (R) berupa
niat beli. Artinya, semakin tinggi profesionalisme yang ditampilkan
live streamer Tiktok, dapat mendorong peningkatan kepercayaan,
yang kemudian memperkuat niat beli dari konsumen.

Kepercayaan mampu memediasi secara postif dan signifikan
hubungan antara interaksi dan niat beli (H9 diterima). Artinya,
interaksi yang dilakukan oleh streamer Tiktok sebagai stimulus (S)
secara tidak langsung mempengaruhi niat beli melalui kepercayaan
sebagai organisme (O). Kepercayaan yang terbangun melalui
interaksi yang positif memperbesar respon niat beli (R).
Kepercayaan terbukti memediasi secara signifikan hubungan antara
harga diskon terhadap niat beli (H10 diterima). Stimulus (S) berupa
tingginya penawaran harga diskon oleh streamer Tiktok yang
dianggap menguntungkan, mampu meningkatkan kepercayaan (O)
konsumen, yang pada akhirnya memperkuat respon berupa niat beli

(R). Dengan kata lain, semakin tinggi diskon yang dinilai wajar dan
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menarik akan memperbesar rasa percaya konsumen terhadap

penjual, yang pada akhirnya meningkatkan niat untuk membeli.

5.2. Implikasi Manajerial

Berdasarkan hasil penelitian mengenai pengaruh profesionalisme,

interaksi, harga diskon, dan kepercayaan terhadap niat beli konsumen pada

TikTok Live Streaming, terdapat sejumlah implikasi manajerial dari peneliti

sebagai berikut:

1.

Bagi pihak platform TikTok, temuan penelitian ini menunjukkan
bahwa kepercayaan memegang peranan penting sebagai variabel
yang signifikan memediasi dalam membentuk niat beli konsumen.
Dalam pengaplikasiannya terkait kepercayaan dalam memediasi,
TikTok diharapkan dapat mengembangkan sistem verifikasi penjual,
contohnya fitur “verified seller” yang menunjukkan bahwa penjual
di live streaming tersebut telah memenuhi syarat dalam hal
profesionalitas dan  pemberian diskon yang sesuai pedoman
sehingga kepercayaan konsumen dapat terbangun.

Bagi perusahaan atau pelaku usaha yang memanfaatkan TikTok
Shop sebagai sarana pemasaran, penelitian ini memberikan
gambaran bahwa elemen profesionalisme streamer, interaksi aktif,
dan strategi pemberian diskon harus dioptimalkan secara terpadu
untuk meningkatkan niat beli konsumen. Manajemen perusahaan
disarankan untuk memberikan pelatihan intensif kepada para host

live mengenai cara menyampaikan informasi produk secara
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informatif dan interaktif. Selain itu, strategi diskon perlu dirancang
dengan mempertimbangkan persepsi kepercayaan konsumen,
sehingga diskon yang ditawarkan tidak hanya bersifat menarik
secara nominal, tetapi juga menciptakan rasa yakin terhadap kualitas
produk yang ditawarkan.

Bagi konsumen sebagai pengguna layanan TikTok live streaming
penelitian ini memberikan kontribusi dalam meningkatkan
kesadaran konsumen terhadap pentingnya kepercayaan dan
profesionalisme dalam menentukan keputusan pembelian secara
daring. Konsumen disarankan untuk lebih selektif dalam memilih
streamer suatu merek, dengan memperhatikan kualitas interaksi,
penjelasan produk yang disampaikan, serta transparansi dalam
penawaran diskon. Hal ini bertujuan agar konsumen dapat
memperoleh pengalaman belanja yang tidak hanya menarik dan

hemat, tetapi juga aman dan terpercaya.

5.3. Keterbatasan Masalah

Penelitian ini masih ditemukan keterbatasan yang dijabarkan sebagai

berikut:

l.

Penghapusan indikator PRO3 dalam variabel profesionalisme
mengindikasikan bahwa terdapat pemahaman yang kurang baik dari
responden terhadap salah satu item pernyataan dalam kuesioner.

Kuesioner dalam penelitian ini tidak mencantumkan asal daerah

pada pertanyaan bagian identitas, sehingga tidak dapat diketahui
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apakah responden yang terlibat sudah mewakili distribusi geografis
yang diharapkan, dan generalisasi hasil penelitian menjadi terbatas.

3. Penelitian ini menggunakan desain cross-sectional, yaitu data hanya
dikumpulkan dalam satu waktu tertentu. Hal ini tidak
memungkinkan untuk melihat perubahan perilaku atau dinamika
kepercayaan dan niat beli konsumen seiring waktu, walaupun dalam
konteks digital seperti TikTok, tren dan respons pengguna dapat
berubah sangat cepat.

4. Penelitian ini belum membahas opsi atau objek tertentu secara
detail, seperti jenis produk, kategori industri, atau karakteristik
spesifik dari streamer. Hal ini menyebabkan hasil penelitian masih
bersifat umum dan belum dapat memberikan rekomendasi yang
lebih terfokus bagi pelaku usaha atau industri tertentu.

5.4. Saran
Berdasarkan keterbatasan yang ditemukan dalam penelitian ini,
peneliti memberikan beberapa saran yang diharapkan dapat menjadi
masukan bagi penelitian selanjutnya agar memperoleh hasil yang lebih
mendalam dan relevan. Adapun saran-saran tersebut adalah sebagai
berikut:
1. Penelitian selanjutnya disarankan untuk memperhatikan kembali
setiap pertanyaan kuesioner yang digunakan dalam penelitian.

Penelitian selanjutnya perlu menyederhanakan yang lebih jelas,
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relevan, dan mudah dipahami oleh responden, sehingga validitas
dan reliabilitas instrumen dapat ditingkatkan

. Penelitian selanjutnya dapat mempertimbangkan pencantuman
identitas asal daerah responden agar ke depannya dapat diketahui
sebaran geografis responden, serta untuk memastikan bahwa hasil
penelitian dapat digeneralisasi secara lebih luas.

. Penelitian di masa mendatang disarankan untuk menggunakan
desain longitudinal yang dapat memberikan gambaran lebih
dinamis dan mendalam mengenai perkembangan perilaku
konsumen dari waktu ke waktu.

. Penelitian selanjutnya perlu memperdalam fokus penelitian dengan
mengkaji lebih detail terhadap jenis produk tertentu, kategori
industri yang spesifik seperti fashion, kosmetik, elektronik, maupun
makanan agar hasil penelitian dapat memberikan wawasan yang

lebih praktis dan aplikatif bagi pelaku bisnis di bidang tertentu.
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Kuesioner

A. Pertanyaan Filter

1) Apakah Anda merupakan pengguna fitur layanan Tiktok Live Shop?

2) Apakah Anda pernah menonton Live streaming di aplikasi Tiktok?

3) Apakah Anda memiliki keinginan untuk melakukan pembelian di Live

streaming Tiktok?

B. Profil Responden

1) Jenis Kelamin

a. Laki-Laki

b. Perempuan

2) Usia

a. <17 Tahun

b. 17 - 22 Tahun

c. 23 -28 Tahun

d. 29 -34 Tahun

e. 35-40 Tahun

f. >40 Tahun

3) Profesi
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&

Pelajar/Mahasiswa

b. Wirausaha

o

Pegawai Swasta

d. Pegawai Negeri Sipil (PNS)

4) Berapa jam Anda menggunakan Tiktok dalam sehari?

a. <lJam
b. 2-4Jam
c. 5-7Jam
d. >7Jam

5) Berapa frekuensi anda belanja melalui Live streaming Tiktok per Bulan

a. 1-5Kal
b. 6-10 Kali
c. >10Kal

C. Profesionalisme

NO Pertanyaan

Skala

STS|TS|N|[S|SS

Saya merasa Live streamer yang ada di Tiktok,

memahami produk yang ditawarkan dengan baik.

127



Saya merasa Live streamer yang ada di Tiktok,
memiliki pengalaman atau pengetahuan yang
cukup untuk menilai produk yang

direkomendasikan.

Penjelasan yang diberikan oleh Live streamer
yang ada di Tiktok, membantu saya memahami

produk secara menyeluruh.

Saya yakin Live streamer Tiktok memberikan
rekomendasi produk berdasarkan hasil riset atau

pengalaman pribadi.

D. Interaksi

Skala
NO Pertanyaan
STS| TS | N SS
Saya merasa Live streamer Tiktok terlihat
1
antusias saat melakukan siaran langsung.
Saya merasa Live streamer Tiktok menunjukkan
2
kepedulian terhadap audiens, termasuk saya.
Saya merasa Live streamer Tiktok merespons
3

pertanyaan dari penonton dengan ramah.
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tmembantu saya memahami produk secara

menyeluruh.

Saya merasa tertarik dengan produk yang
disampaikan oleh Live streamer Tiktok ketika

mereka menyampaikan dengan antusias.

. Diskon Harga

NO

Pertanyaan

Skala

STS

TS

SS

Saya merasa harga produk yang ditawarkan oleh
Live streamer di Tiktok lebih murah dibandingkan

dengan platform lain.

Saya merasa harga produk yang ditawarkan oleh

Live streamer di Tiktok cukup terjangkau.

Live streamer yang ada di Tiktok sering
memberikan  diskon atau  promo  yang

menguntungkan.
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Live streamer Tiktok membantu audiens untuk

4 mendapatkan produk dengan harga yang lebih
terjangkau.
F. Kepercayaan
Skala
NO Pertanyaan
STS | TS | N SS
Saya percaya informasi yang diberikan oleh Live
1 streamer Tiktok sesuai dengan kondisi produk
sebenarnya.
Saya percaya bahwa Live streamer di Tiktok
2
bertanggung jawab terhadap produk yang dijual.
Saya percaya dengan Live streamer di Tiktok
3 karena informasi yang saya peroleh sesuai
dengan informasi dari sumber lain.
Live streaming di Tiktok memberikan Kesan
4

bahwa Live streamer nya dapat dipercaya.

G. Niat Membeli
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Skala

NO Pertanyaan
STS | TS | N SS
Saya akan merekomendasikan produk yang
1 dipromosikan oleh Live streamer di Tiktok
kepada orang lain.
Menurut saya, Produk yang direkomendasikan
2 oleh Live streamer yang ada di Tiktok layak
untuk dibeli.
Saya berniat untuk membeli produk yang
3
ditawarkan oleh Live streamer Tiktok tersebut.
Ketika membutuhkan suatu produk, saya akan
4

membeli dari Live streamer yang ada di Tiktok.
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Py

Kuesioner Pengaruh Profesionalisme,
Interaksi, Harga Diskon terhadap Niat
Pembelian pada Live-Streaming Tiktok:
Trust sebagai mediasi

Saya Erginsa Arisandy Kuhon, mahasiswa Universitas Atma Jaya Yogyakarta sedang
melakukan penelitian mengenai "PENGARUH PROFESIONALISME, INTERAKSI, DAN
HARGA DISKON, TERHADAP NIAT BELI PADA LIVE STREAMING TIKTOK, MELALUI
KEPERCAYAAN" untuk skripsi. Penelitian ini bertujuan untuk mengetahuifaktor-faktor
yang memengaruhi niat beli dalam berbelanja melalui live-streaming Tiktok

Dengan ini saya meminta ketersediaan dari saudara/i untuk meluangkan waktu mengisi
seluruh pertanyaan kuisioner pada penelitian ini, yang akan saya gunakan sebagai bahan
penelitian saya. Pengisian kuisioner ini hanya membutuhkan waktu sekitar 5-10

menit. Semua jawaban bersifat anonim dan rahasia serta hanya digunakan untuk
keperluan akademik.

Adapun Kriteria yang diperlukan dalam pengisian survei ini:

1. Responden merupakan pengguna fitur layanan Tiktok Live Shop

2. Responden pernah menonton Live-streaming di aplikasi Tiktok

3. Responden memiliki keinginan untuk melakukan pembelian di Live-streaming
Tiktok

Silahkan mengisi kuisoner inidengan sejujur-jujurnya dan silahkan teliti dalam membaca
pertanyaan. Silahkan menentukan jawaban anda sesuaidengan apa yang anda alami
atau rasakan. Jika ada pertanyaan, anda dapat menghubungisaya lewat

email: ensakuhon@gmail.com

Terima kasih atas partisipasinya!

* Menunjukkan pertanyaan yang wajib diisi

Email *

D Rekam ensakuhon@gmail.com sebagai email yang disertakan dengan respons saya

Berikutnya Kosongkan formulir

Konten initidak dibuat atau didukung oleh Google. - Persyaratan Layanan - Kebijakan Privas

Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir
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o TikTok Shop

PENGARUH PROFESIONALISME, INTERAKSI,
DAN HARGA DISKON TERHADAP NIAT
PEMBELIAN PADA LIVE-STREAMING TIKTOK:
TRUST SEBAGAI MEDIASI

Kuesioner Pengaruh Profesionalisme,
Interaksi, Harga Diskon terhadap Niat
Pembelian pada Live-Streaming Tiktok:
Trust sebagai mediasi

Alamat email Anda akan direkam saat formulirini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Partanyaan Filter

Bagian ini merupakan pertanyaan filter yang diqunakan untuk mengetahui apakah Anda
memenuhi kriteria sebagai responden

Apakah Ancda merupakan pengguna fitur layanan Tiktok Live Shop? *
® va

() Tidak

Kemiball Bearikutnya Kasongkan farmulir

o' TikTok Shop

PENGARUH PROFESIONALISME, INTERAKSI, ‘
DAN HARGA DISKON TERHADAP NIAT

PEMBELIAN PADA LIVE-STREAMING TIKTOK:
TRUST SEBAGAI MEDIASI

Kuesioner Pengaruh Profesionalisme,
Interaksi, Harga Diskon terhadap Niat
Pembelian pada Live-Streaming Tiktok:
Trust sebagai mediasi

Alamat emall Anda akan direkarn saat formulirini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi
Pananyaan Filtar

Eagian ini marupakan pertanyaan filter yang digunakan untuk mengetahui apakah Anda
memenuhi kriteria sebagai responden

Apakah Anda pernah menonton Live streaming di aplikasi Tiktok? *
(®) va

() Tidak

Kembali Berikutnya Kaosongkan formulir
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-

i a A AF NIA
PAD 2 STREAMING TIKTO
- I i v 5

Kuesioner Pengaruh Profesionalisme,
Interaksi, Harga Diskon terhadap Niat
Pembelian pada Live-Streaming Tiktok:
Trust sebagai mediasi

Alarmat email Anda akan dirgkarm saat formulirini dikirimkan

* Menunjukkan pertanyaan yang wajib diisi

Pertanyaan Filter

Bagian ini merupakan pertanyaan filter yang digunakan untuk mengetahui apakah Anda
memenuhi kriteria sebagai responden

Apakah Anda memiliki keinginan untuk melakukan pembelian di Live streaming *
Tiktok?

(@ va

() Tidak

Kembali Berfcutnya Kosongkan formulir
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M TikTok Shop

PENGARUH PROFESIONALISME, INTERAKSI,
AN HARGA DISKON TERHADAP NIAT

D
PEMBELIAN PADA LIVE-STREAMING TIKTOK:
TRUST SEBAGAI MEDIASI

Kuesioner Pengaruh Profesionalisme,
Interaksi, Harga Diskon terhadap Niat
Pembelian pada Live-Streaming Tiktok:
Trust sebagai mediasi

Alamat email Anda akan direkam saat formulir ini dikirimkan

*Menunjukkan pertanyaan yang wajib diisi

Identitas Responden

Bagian ini berisi pertanyaan mengenai identitas dasar responden.

Informasi ini digunakan untuk mengetahui karakteristik responden serta mendukung analisis
data dalam penelitian.

|dentitas data anda akan sepenuhnya dirahasiakan.

Jenis Kelamin *

O Laki-Laki

() Perempuan

Usia *

() <17 Tahun

17 - 22 Tahun
23 - 28 Tahun
29 - 34 Tahun

35-40Tahun

O00O0O0

=40 Tahun

Profesi *

(O Pelajar/Mahasiswa
(O wirausaha

(O Pegawai Swasta

(O Pegawai Negeri Sipil (PNS)

Berapa jam Anda menggunakan Tiktok dalam sehari? *

O =<1Jam
O 2-4Jam
O 5-7Jam
O =7Jam

Berapa frekuensi anda belanja melalui Live-Streaming Tiktok per Bulan *

QO 1-5Kali
O 6-10Kali
O »10Kali

Kembali Berikutnya Kosongkan formulir

Konten ini tidak dibuat atau didukung oleh Geogle. - n Layanan - Kebjjakan Privasi

Apakah formulir ini tampak mencurigakan? Lagorkan

Google Formulir
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' TikTok Shop

PENGARUH PROFESIONALISME, INTERAKSI
DAN HARGA DISKON TERHADAP NIAT
PEMBELIAN PADA LIVE-STRE ING TIKTOK:
TRUST SEBAGAI MEDIASI

Kuesioner Pengaruh Profesionalisme,
Interaksi, Harga Diskon terhadap Niat
Pembelian pada Live-Streaming Tiktok:
Trust sebagai mediasi

Alamat email Anda akan direkam saat formulir ini dikirimkan

* Menunjukkan pertanyaan yang waijib diisi

Profesionalisme

Profesionalisme merupakan kemampuan penjual atau

pelaku usaha dalam memberikan informasi yang akurat tentang produk serta
mengetahui proeduk dengan baik.

Skala penilaian:

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saya merasa Live-streamer yang ada di Tiktok, memahami produk yang *
ditawarkan dengan baik

1 2 3 4 5

Sangat Tidak Setuju O O o O O Sangat Setuju

Saya merasa Live-streamer yang ada di Tiktok, memiliki pengalaman atau *

pengetahuan yang cukup untuk menilai produk yang direkomendasikan
1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Penjelasan yang diberikan oleh Live-streamer yang ada di Tiktok, membantu saya *
memahami produk secara menyeluruh.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya yakin Live-streamer Tiktok memberikan rekomendasi produk berdasarkan = *
hasil riset atau pengalaman pribadi.

1 2 3 4 S

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir

Konten ini tidak dibuat atau didukung oleh Google. - Persyaratan Layanan - Kebijakan Privasi

Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir
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Interaksi

Interaksi merupakan reaksi atau respon terhadap
komentar dan pertanyaan, serta penampilan produk secara langsung

Skala penilaian:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saya merasa Live-streamer Tiktok terlihat antusias saat melakukan siaran *
langsung.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa Live-streamer Tiktok menunjukkan kepedulian terhadap audiens, *

termasuk saya.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa Live-streamer Tiktok merespons pertanyaan dari penonten dengan  *

ramah.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa tertarik dengan produk yang disampaikan oleh Live-streamer Tiktok *
ketika mereka menyampaikan dengan antusias.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir

Konten ini tidak dibuat atau didukung oleh Google. - Persyaratan L ayanan - Kebijgkan Privasi

Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir
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Diskon Harga

Diskon merupakan petongan harga yang secara
langsung diberikan kepada konsumen, biasanya berlaku dalam periode waktu
tertentu atau untuk pembelian dalam jumlah besar

Skala penilaian:

1 =Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saya merasa harga produk yang ditawarkan oleh Live-streamer di Tiktok lebih *
murah dibandingkan dengan platform lain.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa harga produk yang ditawarkan oleh Live-streamer di Tiktok cukup ~ *
terjangkau.

Sangat Tidak Setuju O O O O O Sangat Setuju

Live-streamer yang ada di Tiktok sering memberikan diskon atau promo yang *

menguntungkan.

Sangat Tidak Setuju O O O O O Sangat Setuju

Live-streamer Tiktok membantu audiens untuk mendapatkan produk dengan *
harga yang lebih terjangkau.

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosongkan formulir

Konten ini tidak dibuat atau didukung cleh Google. - Persyaratan Layanan - Kebijakan Privasi

Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir

139



Kepercayaan

Kepercayaan merupakan keyakinan bahwa semua pihak yang terlibat dalam
suatu transaksi beroperasi dengan niat baik, tanpa takut akan adanya niat jahat
dari pihak lain.

Skala penilaian:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saya percaya informasi yang diberikan oleh Live-streamer Tiktok sesuai dengan  *
kondisi produk sebenarnya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya percaya bahwa Live-streamer di Tiktok bertanggung jawab terhadap produk *
yang dijual.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya percaya dengan Live-streamer di Tiktok karena informasi yang saya peroleh *
sesuai dengan informasi dari sumber lain.

Sangat Tidak Setuju O O O O O Sangat Setuju

Live streaming di Tiktok memberikan Kesan bahwa Live-streamer nya dapat *
dipercaya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Berikutnya Kosengkan formulir

Konten ini tidak dibuat atau didukung oleh Geogle. - Persyaratan Layanan - Kebijakan Privasi

Apakah formulir ini tampak mencurigakan? Laporkan

Google Fermulir
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Niat Membeli

Purchase intention atau niat beli merupakan dorongan atau keinginan yang
muncul dari dalam diri pelanggan untuk melakukan pembelian terhadap suatu
produk

Skala penilaian:

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Saya akan merekomendasikan produk yang dipromosikan oleh Live-streamer di = *
Tiktok kepada orang lain.

1 2 3 4 9

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, Produk yang direkomendasikan oleh Live-streamer yang ada di *
Tiktok layak untuk dibeli.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya berniat untuk membeli produk yang ditawarkan oleh Live-streamer Tiktok ~ *
tersebut.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Ketika membutuhkan suatu produk, saya akan membeli dari Live-streamer yang ~ *
ada di Tiktok.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Kembali Kirim Kosongkan formulir

Konten ini tidak dibuat atau didukung oleh Google. - Persyaratan Layanan - Kebijakan Privasi

Apakah formulir ini tampak mencurigakan? Laporkan

Google Formulir
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Pertanyaan Filter

Apakah Anda merupakan pengguna fitur layanan Tiktaok Live Shop?

21 djawaban

® v
@ Tidak

Pertanyaan Filter

Apakah Anda pernah menonton Live streaming di aplikasi Tiktokey
21 3jawaban

[ BF]
@ Tidak

Pertanyaan Filter

Apakah Anda memiliki keinginan untuk melakukan pernbelian di Live
streaming Tiktaok?

213 jawaban

® v
@ Tidak
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ldentitas Responden

Jenis Kelamin |_D Eallndlagram

211 jawaban

@ Lski-Laki
W Perempuan

Usia D Sallndlagram

21 jawaban

@ <17 Tahun
@17 - 22 Tahun
@ 2% - 28 Tahun
i 29 - 34 Tahun
@ 35 - 40 Tahun
@ = 40 Tahun

Profesi D Ballndlagram

A1 jawaban

@ Pelgjariihaziswa

W Wirausaha

@ Pegawai Swasta

@ Pegawai Negeri Sipil (PNS)
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Berapa jam Anda menggunakan Tiktok dalam sehari?

211 jawaban

® < 1Jam
®ZI-4Jam
5.7 Jam
®:7Jam

Berapa frekuensi anda belanja melalui Live-Strearming Tiktak per Bulan

211 jawaban

@ 1-5Kali
@ G- 10 Kali
@ =10 Kali
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Profesionalisime

Saya merasa Live-strearer yang ada di Tiktok, mernahami produk yang
ditawarkan dengan baik.

211 jawaban
160
136 (H4E)
100
50
13 (6,2%)
0oy 0@y
1]
1 2 3 4

Saya merasa Live-streamer yang ada di Tiktok, memiliki pengalaman atau
pengetahuan yang cukup untuk menilai produk yang direkomendasikan.

A1 1jawaban
1460
100 114 (E45Y
a0
0 1 (0.5% 1 TED
0 d
1 2 2 4

Fenjelasan yang diberikan aleh Live-strearmer yang ada di Tiktok, membantu
saya memahari produk 5ecara menyeluruh.

21 1jawaban

100
99 (46,8%)

bl
a0

25
0% T@A%) 14 (5,6%)

1 z 3 4

Savya yakin Live-streamer Tiktok memberikan rekomendasi produk
berdasarkan hasil riset atau pengalaman pribadi.
21 1jawaban

1a0

100 108 (51,2%)

an

. 5245 31 (14.7%)

1 i k] d

|_E| Zallndlagram

B3 (20,0%)

|L) Sallndlagram

&0 (37.9%)

D salindlagram

O (45.5%)

LEl Zallndlagram

67 (31.8%)



Interaksi

|0 salindlagram
Saya merasa Live-strea mer Tiktok terlihat antusias saat melakukan siaran

langsung.
2 1jawaban

150

100 102 (48,3%)

43 (44,140
A0
10A5%) 0% TR
o .
1 H 3 4 5

O salindlagram
Saya merasa Live-strea mer Tiktok menunjukkan kepedulian terhadap

audiens, termasuk saya.

211 jawaban
1o 100 (47 4%)
57 (41.2%)
75
50
15
. 204 2 010%)
0
1 2 3 4 5

LD Zalindlagram
Saya merasa Live-streamer Tiktok rmerespons pertanyaan dari penanton

dengan ramah.
2 1jawaban

100
0 (43 6D o7

4
50

%5
0 301,4%) 19 (8%

1 2 3 4 5

Saya merasa tertarik dengan produk yang disampaikan oleh Live-streamer IO salindlagram
Tiktak ketika mereka menyampaikan dengan antusias.

2 1jawaban

150

1a 100 (47 4% 02 (4 5%

50

. 10D 9(4.3%)



Diskon Harga

LD Sallndlagram
Saya merasa harga produk yang ditawarkan aleh Live-streamer di Tiktok

lebih rurah dibandingkan dengan platfarm lain.

21 1jawaban
100
96 (45,5%)
75 84 (30,8%)
50
% 26 (12,3%)
b 5 (2,4%)
i
1 i 3 4 5

|0 zalindlagram
Saya merasa harga produk yang ditawarkan oleh Live-strea mer di Tiktok

cukup terjangkau.
21 jawaban

150

100 13 (53,6%)

84 (39.8%)
a0

13 (5,29
0% 105%)

LEl Zallndlagram
Live-strearner yang ada di Tiktok sering memberikan diskon atau promo

yang menguntungkan.

1 1jawaban
150
100 104 (40,3%)
03 (44,1
50
o o it 14 (5,6%)
1 i 3 4 5
Live-streamer Tiktok membanty audiens untuk mendapatkan produk O salindlagram
dengan harga yang lebih terjangkau.
2 1jawaban
100
94 (44.5%) 97 %)
K3
50
5
0 @) 10.5%) TEE)
i
1 2 3 4 5
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Kepercayaan

D salindlagram
Saya percaya informasi yang diberikan oleh Live-strearner Tiktok sesuai

dengan kondisi produk sebenarnya.
U 1jawaban

150

100 10 (52,13

0 (33,2
a0

105 401,9%) 26 (12,3%)

1 3 2 £ &

D Ezalindlagram
Saya percaya bahwa Livestreamer di Tiktok bertan ggung jawab terhadap

produk yang dijual.
11 1jawaban

150

112 (55,9%)
100

0 (33,2
an

RS 5(2,4%) T
1 2 kd 4 5

|_E| Zallndlagram
Saya percaya dengan Live-strearner di Tiktok karena informasi yang 5aya

peroleh 5esuai dengan informasi dari surnber lain.

21 1jawaban
150
o0 106 (50,2%)
0 (37.9%)
a0
100,5%) 1{0.5%) 3 (10 9%
o
1 2 3 4 Kl

Live streaming di Tiktok memberikan Kesan bahwa Livestreamer nya dapat |0 Sallndlagram
dipercaya.

21 1jawaban
150
o0 106 (50,2%)
24(30,8%)
a0
10.5%) 105%) 19634
o
1 2 3 4 Kl
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Niat Membeli

LEl Zallndlagram
Saya akan merekomendasikan produk yang dipromosikan oleh Live
streamer di Tiktok kepada orang lain.

211 jawaban
150
100 10 (52,1%)
T2 (34.1%)
a0
0@E) 5(24%) 34 011,4%)
i
1 2 3 4 5

LEl Zallndlagram
Menurut saya, Produk yang direkornend asikan oleh Live-streamer yang ada
di Tiktak layak untuk dibeli.

211 jawaban
150
100 103 (48,8%)
82 (38.9%)
50
0% 0(0%) I 123%)
o
1 2 3 4 5

LD Sallndlagram
Saya berniat untuk membeli produk yang ditawarkan oleh Live-streamer
Tiktok tersebut.

211 jawaban

150
100 108 (51,2%)

74T

50
D 100,5%) 34011, 4%)
il
1 H ] 4 5

Ketika membutuhkan suatu produk, saya akan membeli dari Live-streamer 1D zalindiagram

yang ada di Tiktok,

2 1jawaban
100
95 (45%)
20 (43,2%)
75
50
5
23 (10,4%
100 5(2,4%) € 2]
i
1 2 3 4 5
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INT4 | HD1 | HD2 | HD3 | HD4 | KEP1 | KEP2 | KEP3 | KEP4 | NB1 | NB2 | NB3 | NB4

INT3

INT2

INT1

PRO1 | PRO2 | PRO3
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A. Outer Loading

=] Matrix Copy to Clipboard:  gycel Format R Format

Harga Di... Interaksi Kepercay... Niat Beli Profesion...
[HD1 0.880 |

HD2 0.860

HD3 0.870

HD4 0.840

INT1 0.812

INT2 0.819

INT3 0.782

INT4 0.821

KEP1 0.879
KEP2 0.856
KEP3 0.855

KEP4 0.833

NB1 0.863

NB2 0.792

NB3 0.747

NB4 0.847

PRO1 0.691
PRO2 0.815
PRO3 0.737
PRO4 0.672

B. Discriminant Validity

| Fornell-Larcker Criter... ] Cross Loadings |[] Heterotrait-Monotrait .. ‘2§ Heterotrait-Monotrait .. | COPY to Clipboard:  xcel Format R Format
- Harga Diskon Interaksi  Kepercay... Niat Beli  Profesionali...
iPRO4 0.456 0.585 0.625 0.564 0.672 |
PRO3 0.468 0553 0488 0.456 0.737
PRO2 0.541 0.601 0515 0.625 0.815
PRO1 0434 0.330 0458 0471 0.691
NB4 0.647 0.551 0.633 0.847 0.725
NB3 0512 0475 0471 0.747 0494
NB2 0.551 0.388 0470 0.792 0.490
NB1 0.595 0.600 0.682 0.863 0.640
KEP4 0.622 0.648 0.833 0.674 0554
KEP3 0.638 0.592 0.855 0.485 0.651
KEP2 0.568 0.609 0.856 0.641 0.621
KEP1 0.484 0.631 0.879 0597 0.654
INT4 0328 0.821 0.538 0429 0471
INT3 0578 0.782 0514 0617 0.653
INT2 0.556 0.819 0.679 0.596 0.680
INT1 0411 0.812 0.597 0.335 0.482
HD4 0.840 0.569 0.696 0.648 0.569
HD3 0.870 0.554 0.556 0.591 0.674
HD2 0.860 0363 0.438 0526 0.430
HD1 0.880 0522 0.597 0.668 0.561
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C. Construct Reliability and Validity

Matrix ‘{ﬁ Cronbach's Alpha |13# rho A |1;§ Composite Reliability |24 Average Variance Extract.. COPY to Clipboard:  gycel Format R Format

l Cronbach's Alpha ‘ rho A Comp\ésite Reliability ~ Average Variance Extracted (AVE)
0.886 0.894

Profesionalisme 0.709 0.711 0.534
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A. Outer Loading

_J Matrix

Harga Diskon

Interaksi

Kepercayaan Niat Beli Profesionalisme

| HD1

0.748

HD2
HD3
HD4
INT1
INT2
INT3
INT4
KEP1
KEP2
KEP4
NB1
NB2
NB3
NB4
PRO1
PRO2
PRO3

0.715
0.720
0.774

0.661
0.680
0.823
0.652

0.779
0.786
0.746
0.744
0.757
0.783
0.788
0.709
0.792
0.743
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B. Discriminant Validity

| Fornell-Larcker Criter... |[&] Cross Loadings ||| Heterotrait-Monotrait... % Heterotrait-Monotrait ...

Harga Diskon Interaksi Kepercayaan Niat Beli  Profesionalisme
%PRO3 0338 0.440 0416 0379 0.743 \
PRO2 0.324 0429 0.385 0.382 0.792
PRO1 0.326 0.326 0.342 0377 0.709
NB4 0.546 0467 0.448 0.788 0.405
NB3 0.424 0.377 0.490 0.783 0.356
NB2 0.401 0.376 0430 0.757 0373
NB1 0442 0.461 0.431 0.744 0.420
KEP4 0.390 0.445 0.746 0463 0460
KEP3 0.450 0.395 0.765 0419 0.383
KEP2 0.380 0.376 0.786 0444 0.336
KEP1 0.365 0426 0.779 0471 0.384
INT4 0318 0.652 0303 0.306 0301
INT3 0548 0.823 0.505 0.545 0.455
INT2 0.389 0.680 0.408 0.346 0434
INT1 0.291 0.661 0.201 0271 0.268
HD4 0.774 0.398 0.398 0.431 0314
HD3 0.720 0.429 0.382 0.461 0307
HD2 0.715 0.394 0.404 0.407 0.305
HD1 0.748 0.480 0339 0458 0376
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C. Construct Reliability and Validity

| Matrix i3 Cronbach's Alpha |2i rho A & Composite Reliability |2 Average Variance Extract.. Copy to Clipboard:  gxeel Format R Format

- Cronbach's Alpha rho A Composite Reliability Average Variance Extracted (AVE)
gDk om3  om  ews o
Interaksi 0.678 0.723 0.799 0.501
Kepercayaan 0.770 0.770 0.853 0.592
Niat Beli 0.769 0.771 0.852 0.590
Profesionalisme 0.607 0.609 0.793 0.561

D. R Square

| Matrix 3% RSquare i R Square Adjusted Copy to Clipboard:  pycel Format R Format

RSquare R Square Adjusted

[Kepercayaan 0400 _0391]
Niat Beli 0498 0489
E. Q Square
& Total |[E Caset |[E Cased |[E] Case3 |E Cased |E Cases =] Case6 | =] Case? Copy to Clipboard:  gycq| Format R Format
§S0 SSE Q7 (=1-SSE/SSO)

\Harga Dis..  844.000  844.000 j
Interaksi 844,000  844.000

Kepercay.. 844,000 654,550 0.224
Niat Beli 844000  606.252 0.282
Profesion.. ~ 633.000  633.000
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F. F Square

= Matrix 2% fSquare Copy to Clipboard:  gyce| Format R Format

Harga Diskon  Interaksi Kepercayaan Niat Beli  Profesionalisme

8
O T e e S
Kepercayaan 0.088
Niat Beli
Profesionalisme 0.081 0.031

G. Path Coefficient

s s .
| Mean, STDEV, T-Values, P-... | -] Confidence Intervals ||| Confidence Intervals Bias .. | Samples Copy to Clipboard:  gycel Format R Format
|

A

Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistic.. P Values

EHarga Diskon -> Kepercayaan 0.257 0.264 0.066 3,886 0.000i
Harga Diskon -> Niat Beli 0.300 0.296 0.063 4,768 0.000
Interaksi -> Kepercayaan 0.245 0.248 0.073 3373 0.001
Interaksi -> Niat Beli 0.149 0.149 0.079 1.894 0.059
Kepercayaan -> Niat Beli 0271 0.282 0.092 2.941 0.003
Profesionalisme -> Kepercayaan 0.267 0.267 0.058 4,633 0.000
Profesionalisme -> Niat Beli 0.156 0.150 0.078 1.993 0.047

H. Specificic Indirect Effects

| Mean, STDEV, T-Values, P-.. | | Confidence Intervals || Confidence Intervals Bias .. || Samples CoPytoClipboard:  pyeel Format R Format

- Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (O/STDE.. P Values
[Harga D.Sk 0n> Kepercayaan> N,at Beh 0070 tenbiassl 0075 ....... 0033 2121 R
Interaksi -> Kepercayaan -> Niat Beli 0.067 0.072 0.035 1.899 0.058
Profesionalisme -> Kepercayaan -> Niat Beli 0.072 0.075 0.030 2.407 0.016

167




168



| give discounts, | share information, |
interact with viewers: a predictive analysis

PAGE 450

YOG CONSUMERS

(McKinsey, 2021). This trend makes a recent purchasing behavior ever more popular - Live-
streaming shopping.

Being described as the next big thing, live-streaming shopping is one of the hottest trends
to emerge from a pandemic-scarred 2020, as refailers and brands embrace this wirtual
approach to engaging consumers, especially young consumers (Lee and Chen, 2021, Guo
et al, 2021). Live-streaming shopping promotes and sells products through live-streamers’
own social media channels, most often housed in China’s online shopping malls. It is lke
Home Shopping Metwork but with charismatic, trendy anchors. Greenwald (2020)
described lve-streaming shopping as part infomercial, part variety show. Therefore, a key
feature of live-streaming shopping lies in the social aspect, that is, the real-time interaction
with the live-streamers and the peers (Clement Addo ef al, 2021). Consumers can post
realtime guestions and comments visible to the live-streamers and all other consumers
{Lee and Chen, 2021). Other than responding to the guestions promptly, the live-streamers
value-add to the shopping experience by presenting the products, demonstrating their
usage and even suggesting ways on how consumers can mix and match the different
products (Greenwald, 2020). Live-streamers incorporate gamification, such as lucky draws,
flash sales, quizzes with monetary rewards and even inviting celebrity guests to offer an all-
around shopping experience (Luo et al, 2020). For consumers, purchasing the product
while interacting with live-streamers and other consumers offers utilitarian and hedonic
shopping expenence. Given its unigue propositions, it is not surprising that the live-
streaming boom in China is set to thrive in other parts of the world, including Europe
{Greenwald, 2020).

McKinsey (2021) rewvealed that approximately 300 milion Taobao users watched
livia streams during tha 11.11 =ales period from 1 November, 2020 to 11 Nowvember, 2020.
The same report also highlighted that 33 live-streaming channels achieved over a sales
revenue of 100m RME (McKinsey, 2021). Greenwald (2020) estimated that live-streaming
shopping is worth US$60bn annually, with a compound annual growth rate of 7.7% from
2020 to 2024, Among these, there is a visible shift in internet advertising toward mobile
devices. It is estimated that the proportion of mobile internet advertising will increase to 63%
by 2024, with live-streaming shopping advertising becoming the new driving force
(McKinsey, 2021). The potential of live-streaming e-commerce atiracted many businesses.
Wany businesses are beginning to engage consumers using this new medium to gain
competitivenass in this constantly changing landscape.

Despite itz promising growth, live-streaming shopping has not received as much research
attention as it should (Sun et al, 2015). Only some studies have investigated how customer
purchase intention is influenced by live-streaming shopping (Yu et 2!, 2018, Lee and Chen,
2021). Additionally, the underying construct linking the predictors to live-streaming
shopping environment cutcomes is unclear (Sun et al, 2018). As such, this study offers an
exciting opportunity to address these gaps. Specifically, its contributions and novelties can
be seen from four parspactives.

First, many existing works suggest that the live-streamers’ charm is the sole determining
factor in influencing purchase intention. For instance, Clament Addo ef al (2021) examinad
how the number of likes and exposure time drives consumers’ engagement and purchase
intention. In the same wein, Sun et al. (2019) studied how the perspective of affordance lens
of visibility, meta voicing and guidance in shopping leads to purchase intention. From these
works, it seems that many authors have yet to consider a vital aspect of a live-sireamer — the
akbility to provide price discounis. Top live-streamers hawve their shows and appear each
night for 4 h at a stretch (MckKinsey, 2021). On average, live-streamers would showcase
approximately 12 preducts per hour, making it a total of 48 products per night {Greenwald,
2020). For top live-streamers, these products can sell out in seconds. For instance, Austin
Li. a top live-streamer in China, attracted more than 40 million viewers and raised maore than
USE145m in sales on Singles’ Day just by seling lipsticks (Huang, 2020). Given the
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popularity of top live-streamers, it makes business sense for manufacturers pitching their
products to the live-streamers. Fart of it would be negotiating to get the lowest prices
possitle (Greenwald, 2020). Therefore, this study extends the body of knowledge by
including lve-streamers ability to provide price discounts as a predictor of purchasing
intention — a construct that earlier studies did not consider.

Second, many studies, such as Wongkitrungrueng and Assarut (2020), often assume similar
data characteristics across their population group. Often, these assumptions are unrealistic
(Hair ef 21, 2018). Individuals are different because of their genes, the way they are brought
up and how they are affected by their environment. Maturally, such differences mean their
expectations on products and services are different as well. Therefore, conducting a study
without specifying a context would threaten the wvalidity of the results, producing an
incomplate picture of the model relationships and generating misleading concluzions (Hair
et al., 2017). For instance, Hu and Chaudhry {2020} studied 327 respondenis of Taobao Live
from different age groups and educational gualifications. Similarly, Wongkitrungrueng and
Aszarut (2020) developed their outcomes and recommendations based on 261 respondents
without further distinction. These studies highlighted a standard limitation on the necessity
for future researchers to be more focused to understand on how specific population groups’
purchasing behaviors. As such, by being the first few empirical studies focusing on China’s
college students in live-streaming shopping, we provide insights that complemant existing
studies of Clement Addo at all (2021}, Luo et a2l (2020) and Lim ef al (2020} by elucidating
the evolving behavicors and habits of this younger consumer group.

Third, trust has been widely studied in the online business environment. However, axisting
studies, such as Leong &t al. (2020) and Wong ot al (2018) focus primarily on how
functional specifications of online transactions, such as privacy, percewved usefulness,
perceived ease of use and perceived mobility influence consumers” trust in technology.
Howaver, live-streaming shopping is maore than these. As shared earlier, live-streaming
shopping offers a utilitarian and hedonic shopping expenanca to the consumers. Zhao et al.
(2018) further explained that live streaming shopping is a form of human-computer
interaction that has seen a meteoric rise over the past few years. Building on this, it is
essential to incorporate consumers’ perceptions and the feature of live-streaming shopping
together to examine how these translate to trust and eventually purchase intention - the
most critical performance measure of a live-streamer's social media presence.

Finally, we differentiate from earlier works by performing predictive analysis. According to
Shmueli {2011}, many researchers have generally emphasized explanatory more than
prediction modeling. In other words, the focus is mainly on assessing whether model
coefficients are significant and in the hypothesized direction rather than on testing whether a
model can predict new cases. After all, the purpose of managerial implications is to provide
certainty into the future and make it relevant for practitioners. Therefore, without an additional
assessment, implications made in different papers related to lwe-streaming shopping
[Lee and Chen, 2021, Clement Addo e al, 2021, Sun ef al, 2020, Luo ef al, 2020,
Wongkitrungrueng and Assarut, 2020, Hu and Chaudhry, 2020; Ham and Lee, 2020, Xu and
Ye, 2020) are questicnable, as we are unsure if the model estimates will produce similar
results in terms of the outcome variables across time, samples and context. In sum, wa
argue that assessing a statistical model's predictive power is equally important to identify the
likelihood of future outcomes based on historical data. The goal is to go beyond knowing
what has happened to provide the best assessment of what will happen in the future.

Literature review
Theorelical framework

The stimuli-arganism-rasponse (5-0-R) framework has been the dominant theory to explain
how environmental psychology influences one's behavioral response. The central theme of
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the 5-0-R framework stipulates how different stimuli (S) influence individual internal
organisms (0} to derive behavioral responses (R} (Mehrabian and Russell, 1974). This
framework was widely used in studies relating to online shopping behavior. For instance,
Eroglu ef 2l (2001) examined how atmospheric cues of online stores served as stimuli to
consumers’ mind states that influenced their outcomes. Likewise, McKinney (2004)
explained that the mativations for online shopping result from atmospheric variables that act
as stimuli that influence consumers' level of satisfaction. At the same time, Feng and Kim
{2014} use the 5-0-R framework to examine how consumers' reasons for shopping and
website stimuli affect their attitudes toward online shopping. Similarly, Wong et 2 (2019)
laveraged the 5-0-R framawork to evaluate the relationship of how technology trust, as the
stimuli influences trustworthiness and consumer e-loyalty. Following the abowve, it is natural
that the current study develops a conceptual model based on the S-0-R framework {see
Figure 1). Consistent with the extant studies, we operationalize professionalism and
interactivity as the environmental stimuli (S). Both professionalism and interactivity have
been consistently highlighted as critical factors that determine the success of a live-
streamer. Wongkitrungrueng and Assarut (2020) highlighted that live-streaming adds value
to social networking sites through the existence of live-streamers. It allows sellers to reveal
their faces, offices/homes and personalities (i.e. social presence) and brings the buyer-
seller interpersonal interaction and related selling technigues used offline back to the online
world. Such live streaming enabled interaction that can enhance the shopping experience,
reduce shoppers’ uncertainty and increase the level of trust they have toward the
s-commerce seller (Clement Addo et al, 2021). Other than interactivity, professionalism has
been found to be another key characteristics of lve-streamers. Through live-streaming,
shoppers rely on information created and shared by Ive-streamers to make purchase
decisions (Lee and Chen, 2021). At the same time, through the interaction live-streamers
have with others via text-based dialogues in exchanging their thoughts about products and

Figure 1
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services, it can help shoppers io infer the popularity of products and whether they wil
purchase them (Xuand Ye, 2020; Sun ef al, 2019; Wang and Wu, 2019). The importance
of these factors is also seen in recent studies such as Xu and Ye (2020). They leveraga
aspects of interaction and aspects of professionalism as the stimuli that drive consumer
behavior in live-streaming. To differentiate this study from the rest, we further consider
one additional factor, price discounts, as another stimulus. Together, we posit that these
three factors would influence trust, which is the organism (O} in the model, before affecting
the behavioral response (R) of purchase intention.

Effect of professionalism on trust and purchase intention

#Ag an important node connecting the brand and consumers, we can judge the live-streamers’
professionalism from words and actions. Like the structural bonds, professicnalism is about
sellers’ ability to provide corect information about the product (Chang et all, 2018). Wang
et al (2020) further explained that professionalism is about lve-streamers knowing the
product well, whether they can provide relevant and accurate information about the product.
At other times, lve-streamers demonstrate their professionalism by suggesting how
consumers can mix and match the different accessones and inform consumers if they maet
problems in the payment process. Unlike the brick-and-maortar shop where a consumer can
make thair purchase decision based on the sense of touch and smell, providing accurata
information is crucial in a live-sireaming shopping environment that supports consumers in
framing their choices. Hence, it is not surprising when Wang ef al (2016) elucidated that
providing professional knowledge reflects the saller's competance in the product and has
been found that it increases consumears’ rust. Besides, Chang et al. (2019) also discovered
that providing accurate information enhances commitment 1o the e-retailer. In the same vein,
Chou ef al. {(2015) mentioned that excellent delivery by professional live-streamers is
characterized by professional reviews of products, professional selection and accurate
recommendations.

On this note, purchase intention is a behavioral possibility of consumers o purchase
products or services in marketing activity (Zhang ef al, 2019}, For marketers, purchase
intention is a viral metric because they tend to predict buying behaviors. According to Ajzen
(2020), consumers are more likely to take action in the future, such as purchasing a product,
if they have a robust motivational intention toward it. Additicnally, intenticn to purchase
also reflects the levels of knowledge present in consumers’ minds, which is helpful
for organizations to iterate the kind of content they should display in an advertisemant
(Gefen ef al. 2003). Given its growing importance, it is not a surprise when schaolars such as
Sun et al (2019) paying increasing attention to what factors drive purchase intention in
an online environment. Based on the above argument, we believe that live-streamers'
professionalism is likely to become an essential factor influencing consumers’ purchasa
intention as well as the building of trust, leading us to the first set of hypotheses:

Hia Live-streamers’ professionalism has a positive influence on purchase intenticn.

H1b. Live-streamers' professionalismbas a pesitive influence on consumers” trust.

Effect of interactivity on trust and purchase intention

Interaction is a process of information exchange and mutual communication between
two parties (Ham and Lee, 2020). In a lve-streaming shopping environment, interaction is
a direct form of communication between the live-streamer and the consumers. Live-streamers’
high degrea of interaction with consumers through real-time visibility and other characteristics
of live-streaming, enabling consumers to have a more targeted understanding of product
information (Sun et al., 2020). According to Sun et al (2018), live-strearmers’ interactivity can
b shown in three ways. First, high-density information exchange involvias responding to real-
tima commants from consumers and notices that appear on tha pages that inform viewars with
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imporant information. Second, performative interaction, where the lve-streamer is "present
and interactive” with the audience through “live images.” This requires the live-streamer to
demonstrate o the viewers the look of the product (Sun et al, 2018). Third, inciting
merchandising where the llve-streamer constantly uses repatifive marketing language during
the live-streaming session, emphasizing the various selling points and offers of the products in
the live streaming to encourage the viewing user to place an order. On this note, Wang &t al.
{2020) and Zhang et al (2020) believe that the maore lve-streamers intaraction on liva live-
strearning platforms, the more conducive it will be to enhance the audience's trust in live-
streamer. Based on these arguments, we have reasonable grounds to believe that i
consumers feel the excitement and happiness brought by the interaction during live-streaming
shopping, it promaotes the purchasing behavior of consumers. Therefore, real-time interaction
improves the authenticity of live-streamers’ opinicns, wins the audience’s trust, reduces the
audience’s perceived nisk and enhances consumers’ purchase intention. As such, the
hypotheses that will be tested are:

HZ2a. Live-streamers' interaction has a positive influgnce on purchase intention.

HZb. Live-streamers’ interaction has a positive influence on consumers’ trust.

Effect of price discounts on trust and purchase intention

A unigue advantage of any live-streamer is the ability to negotiate for lower prices while not
compromising on the quality of the products or services sold during the lve-streaming sale
(Wang et al, 2020). Greenwald (2020} emphasized that lve-streamars with many online
viewers and a strong overall purchasing power of fans can consume a large amount of
inventory in a short period, hence having a more considerable bargaining power. Therefore,
suppliers are wiling to provide discounts to live-streamers 1o get them to carry the products
{Greerwald, 2020). Often, such deals are lower than what consumers can obtain outside of
these sessions. Besides, consumers can compare the prices of the same product offer by
different live-streamers (Hu and Chaudhry, 2020). According to Alagarsamy ef al. (2021),
trust can also emerge through a capability process, which means assessing another party's
ability to meet its obligations. Peterson (1985) has suggested that saving money is one of
the customers’ mofivations to be involved in relational exchanges. Besides, Lee and Chan
(2021} further espoused that price would positively affect consumer behavior, which
includes an increase in trust and perceived usefulness. Given these arguments, and based
on the 5-0-R framework, it is logical to believe that the ability to offer a lower price would
positively influence trust and purchase intention. However, studies have also reported that
while price discounts may not be as effective in building consumers’ trust (Alagarsamy
ef al, 2021). This proposition is especially so when trust is as important, if not more
important than price for today's consumers (McKinsey, 2021). 1t was revealed that trust
exerted a more substantial effect than perceived price on purchase intentions for both
potentials and repeated customers of an online store (Kim ef al, 201 2). Given the inconsistent
findings, examining the impact of price discounts on consumers' trusting beliefs and
purchasing intention, through the following hypotheses, will significantly augment our existing
understanding of consumers' purchasing behavior:

H3a. Price discounts have a positive influence on purchase intention.

H3b. Price discounts have a positive influznce on consumers” trust.

Effect of trust on purchase intention

Gefen ef al (2003) defined trustworthiness as a belief that both parties involved in the
transaction will act in good faith, without worrying that the other parties would hawve any
nefarious thoughts of acting opportunistically. In live-straaming shopping, the absence of
face-to-face interaction, coupled with temporal and spatial separation between the
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influencer and consumers, makes trust an even mare critical construct (Gefen et al., 2003).
Consumers are not able to physically touch, test or try on items before purchase, which
increases the perceived risk of online shopping., wvendor's legitimacy and product
authenticity (Wongkitrungrueng and Assarut, 2020). This explains why Hsu et al. (2014)
described that consumers’ trust can be described in different aspects — Belief that cross-
platform collaboration can lead to accurate, relevant and timely information; Belief that all
parties invelve acts in goodwill and following the industry norms and accepted practice;
and balief that cross-platiorm collaboration would rasult in transaction agreements that
meet the needs of the actors imvolved. On this note, there have been several studies
indicating that trust is the main component that drives purchase intention. Hidayat ef al.
(2021}, found that when consumers want to shop or do other online transactions,
consumers need assurance that the funds transferred will not just disappear and the
products they receive must be following what was promised and explained by the live-
streamer. In the same vein, Sun ef al. (2018) also found that the higher the consumers’ trust
in the live-sireamer, the more likely consumers will develop the purchase intention. Based
on the above arguments, the following hypothesis is proposed:

H4. Consumers’ trust has a positive influence on purchase intention.

Mediating effect of trust

The mediating role of trust is developed based on the 5-0-R framework. Accordingly, if a
consumer is exposed o several external factors (professionalism, interactivity and price
discounts), he/she will likely develop organism (trust), which in return, generate a behavioral
outcome {purchase intention). This postulation is in line with several studies demonstrating
the possible presence of such a relationship. For instance, Alagarsamy et al. (2021} showed
that professionalism and interactivity build customers’ trust levels. Other studies have also
found similar results, including Singh and Sinha (2020), Wongkitrungrueng and Assarut
(2020) and Liu and Tang {2018). At the same time, trust is also found to be influencing
purchase intention. Available literature from Sun ef &l (2019) concluded that it a customer
has a higher trust developed on the online seller, hefshe is also more likely to develop the
purchase intention. Owverall speaking, these evidencas damonstrated that the intention of
purchase requires establishing trust in the buyer-seller relationships. And the building
of trust will require the presence of antecedents. Despite these postulations, there is a lack
of studies examining trust as a mediator in a live-streaming emvironment. Earlier studies in
other fields such as in online shopping shows that trust mediates the relationship between
security and customer e-loyalty in online shopping (Wong et al, 2019). Another study by
Singh and Sinha (2020) on mebile wallets explained that trust mediates the relationshio
between perceived usefulness and intenticn to use. Based on the aforementioned, we have
reasonable grounds to believe that trust plays a key role in mediating the following
relationships:

H5a. Trust mediates the relationship between live-sireamers professionalism and
purchase intention.

AS5b. Trust mediates the relationship between live-streamers interaction and purchase
intention.

H5c. Trustmediates the relationship between price discounts and purchase intention.

Methodology
Sample

Data collection was through an online gquestionnaire from college students in China who
have visited a live-streaming room. College students were selected as the research
participants for three main reasons. First, college students are savvier and more open
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Information Center, whose 2019 report shows that the most significant internet users
are students (CHNMIC, 2019). Finally, McKinsey (2021) show that the number of followers
of influencers on Taocbao, Tik Tok and Weibo increased by 25% compared with past
year, with the age composition of influencers’ followers is significantly younger,
mora than BO% of them are born in the 18980s and 1890s. Snowball sampling was
adopted whera we begin with a small population of known individuals and expands
the sample by asking those initial participants to identify others that should participate in
the study. This sampling mathod is especially helpful during the pandemic when face to
face interaction is discouraged (Memon et al,, 2017).

Instrument

The questionnaire was first developed in English, translated to Chinese. We have
invited five college students who have previous live-streaming shopping experiencas to
check if the translated measurement items are easy to understand. Any ambiguities in
tarminolagy and any nonclarity in instructions were amended to improve the readability
of the questionnaire. Thereafter, we performed a back-translation to English by asking
two researchers with relevant research experience to ensure the accuracy of the
translation.

The measurerment items were adopted from earlier studies. Unless otherwise mentioned, all
itemns are measured on a five-point Likert scale, with "17 being strongly disagree to *5"
being strongly agree. The five items of interactivity, five items of professionalism and three
iterns of price discounts were adopted from Wang (2020). Measurement items for trust were
adopted from Gefen et al. (2003), while the purchase intention was measurad using four
itemns adapted from Suh and Chang (2006). Finally, both trust and purchasing intention
constructs are maasured on a five-point Likert scala of "17 being absalutely untrue to “5"
being absalutely true.

Data collection

The onling guestionnaire was disseminated using an application call Wenjuan Xing.
Wenjuan Xing is a Chinese commercial online survey service provider, with one of its
key advantages of pushing the survey directly through a local messaging platform such
as WeChat, which provides accessibility and convenience to respondents (Mei and
Brown, 2017). Basides, the recent cybersecurity laws that control web content in China
mean that some traditional data collection software would be unstable or inaccessible
(Meiand Brown, 2017). Hence, Wenjuan Xing is a more reliable and user-friendly online
survey tocl that researchers in China, such as Xu and Ye (2020) and Sun ef al. (20193},
have bean using.

Through Wanjuan Xing, a web link was generated and disseminated to all respondents.
From the cover page, respondents were informed that participation is wvaluntary, all
collected data are confidential and ancnymous and they need to provide their honest
opinions. Respondents must give their consent before they can proceed with
answering the questions. To ensure that only bonafide respondents participated in our
study, we provided a screening guestion asking if they have visited live-streaming
shopping at least one day per week, without specifying a specific timeframe or
platform. Similar studies, such as Xu and Ye (2020) and Clement Addo et al. (2021)
have used a similar approach. A total of 258 valid responses ware collacted, exceeding
Kock and Hadaya {2018) recommended minimum sample size of 146 for any partial
least squares structural equation modeling (PLS-5EM) analysis.
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Controiling common method bias

Being a cross-sectional study, provisioning socially desirable responses has always been a
threat that could potentially bias the rasults. Hence, controling commaon such biases
is critical in these studies. Using recommendations from Podsakoff et al (20035), wa
implemented several procedural measures. First, the guestionnaire was pre-tested to
ensure that respondents understand the guestions as intended. Second, we created
temporal measures by placing demographic questions in-between predictor and criterion
guestions. Third, researchers had constantly highlighted anonymity and confidentiality
during the data collection process to respondents. Besides, we reiterated to the
respondents that there were neither right nor wrong answers. Statistically, Harman's singla
factor test shows that no single factor accounted for the majority of the covariance in tha
independent and criterion variables, indicating that common method biases are not a
serious issue in this study (FPodsakoff ef al, 2003). Additionally, we deployed the full
collinearity test where the results showed that none of the varance inflation factors (VIF)
exceeds 3.3, indicating that the model is free of common method bias (Kock, 2013).

Control variables

Following Atinc af all (2011), the inclusion of control vanables would be needed to minimiza
the possibility of confounded results that limit the model's explanatory power. For
this modal, we include gender and the number of purchase timas as the control variables.
Table 4 shows that none of them have any significant effact on the key endogenous
variables.

Analytical method

The descriptive statistics of the respondents were developed using the Statistic Packaga
for the Social Sciences wersion 250, while the PLS-S5EM was used for testing tha
hypotheses. PLS-5EM is the second-generation technigue that allows for the simultaneous
evaluation of the measurement and structural models (Hair ef al, 2017} Unlike the
covariance-based SEM, PLS-5EM's strength lies in its ability to perform predictive analysis
of the model, which is one of the research objectives. Being a nonparametric mathod with
no distributional assumptions, PL3-5EM is widely deployed in different study contexts,
including tourism (Al ef al., 2018; Tan ef al, 2020c; Fam ef al, 2020), human resources
(Tan et al, 2020a; Sarstedt and Danks, 2021; Tan et &, 2020d), education (Ghasearmy
etal, 2020; Sim et al, 2020; Tan ef al, 20200}, technology adoption (Leong ef al., 2020;
Wong et al, 2018}, consumer behavior (Tan et al, 2021) and knowledge management
(Cepeda-Carrion et al, 2019). Following the recommendations by Hair ef al. (2017), wa
adopted a two-stage approach of assessing the measurement model followed by the
structural model.

Results

Respondents’ profile

From the 258 respondents, it is evident that most of the respondents (80%) are 20 years and
younger. This is followed by 21-22vyears old (20.6%), with the rest above 23years old
[9.3%). Out of the 258 respondents, almost 70% of the respondents are female, with the rest
baing mala. On the number of order times per month, tha majority of the respondents (80%)

have ordered at least one time per month. The majority ordered 1-5 times per month
followed by 6-10 times per month (Table 1).
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Table 1 'K nts’ profile (n

Fraqueancy (%) Cumulative | %)
Age
1Byears and younger 14 5.4 5.4
18-20 years old 141 54.7 60.1
21-22 years old 79 306 a0.7
23-24 years old 20 T8 98.4
26 years and oldar 4 1.6 100.0
Gender
Mala 83 322 a2z
Femala 175 678 100.0
Orelar times per month
0 timas 53 205 205
1-5 times 179 69.4 889
6-10tirmas 10 38 838
11-15 times T 27 96.5
16-20 times 4 1.6 98.1
21-25 times 4 1.6 988
Mora than 25 timas 1 0.4 100.0

Measurement model

From Table 2, it is evident that the thresholds of average variance extracted and composita
reliability meets the requirement of 0.50 and 0.70, respectively (Hair et al, 2017). At the
same fime, both Cronbach’s alpha and rhay, fell within the acceptable range of 0.70 and
0.95 (Dijkstra et al, 2015) In Table 3, the Heterotrait-Monotrait ratio of comralations (HTMT)
results also showed that discriminant validity has achieved at HTMTy s (Hair et 2, 2017).
Hence, we can conclude that this model is reliable and valid.

Structural model

From Table 4, the VIF score showed that they are lesser than 3.3 indicating no
multicollinearity issues with the model. The structural results showed that professionalism
{(H1b. g = 0.324, p = 0,001}, interaction {H2b. 8 = 0,185 p < 0.01) and price discount
{H3b. 8 =0.362, p < 0.001) are all predictors of trust. However, out of the three predictors,
only price discount has a significant positive relationship with purchase intention {H3a. g =
0.446. p = 0.001). The remaining two pradictors of professionalism (Hia 8 = 0059, p =
0.222) and interaction (H2a. @ = 0.039, p = 0.280) did not establish any significant
relationship with purchase intention. It is found that trust has a significant positive
relationship with purchase intenticn (H4. 8 = 0.318, p < 0.001). On mediation analysis, trust
iz an effective mediator across the three relationships between professionalism and
purchase intention (H5a. £ = 0.103, p < 0.01), between interaction and purchase intention
{H5b. g = 0.062, p = 0.01} and between price discount and purchase intention (H5c. § =
0115, p < 0.01). Following Zhao ef al. (2010}, H5a and H5b are classified as full mediation,
while H5¢ is classified as a complementary partial mediation. Thus, other than Hia and
H2a, the rest of the hypotheses are supported.

The cosfficient of determination (F°) represents the amount of variance in the endogencus
constructs explained by all the exogenous constructs linked fo it. Table 4 shows that
the predictors of professionalism, interaction and price discount account for 54.1% of the
variance in trust. The same set of pradictors, together with trust, accounts for 56.3% of the
variance in purchase intention. As these values exceed 0.26 suggested by Cohen (1988), it
could be considered a substantial model.
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Outer Cronbach's

Itams Ioadings alpha rha A cAR AVE
PO The prices of products sold by live-streamer are the 0.766 0.B46 0.853 0.896 0.684
lowesst among live streaming rooms in all platforms
PO2 The products’ prices in live-streamer’s reom is lavorable 0.842
enough
PO3 The discaount won aver from supplier by live-streamer is 0.B63
ahways the best
PO4 The live-strearmar can get the products that fans want at 0.835
alavorable prica
INT1 The live-strearmar shows his anthusiasm ta ma 0803 0.730 0.745 0.831 0.556
INT2 The live-strearnar shews his care 1o ma 086D
INT3 If | ask questions, the live-streamer can atways answear 0653
tham pasitivaly
INT4 My attertion is always attracted to products when tha 0625
liva-straamer abruptly change tha valume
P I would recemmend athars to buy products inthe live- 0.E14 0832 0.845 0.888 0. 664
strearmar's roam
PI2 I think tha praduct recommended by tha live-straamer is 0858
warth purchasing
FI3 I want o buy the product the live-streamer recommends 0.795
Pl4 When | need any products, | will consider buying them 0.792
fram tha liva-straamer
PRO1 The live-strearmar knows his recommended praducts 0814 0.827 0.845 0.885 0659
well
PROZ2 The live-strearmar has anough axperience (a.g. working 0.851
experiance, irial expariance) to judga tha products he
racammends
PRO3 The live-strearmar’s intraduction of the product can give 0.764
ma a complate undarstanding of it
PRO4 The live-strearmar recommends tha proeducts only after 0816
his research
TR1 The infarmation pravidad by the live-streamer is 0862 0871 0874 0812 0.721
authantic with the actual condition of the products
TR2 The live-strearmar is responsible for his products 0.842
TR2 The live-streamar is worth rmiy trust due to tha informatian 0.852
knawn about his from different anline platiorms
TR4 The plattorm where the live-streamear does his job, 0.84D
makes me leel that he is a trustwarthy anchor
Notes: PO - Price discourt, INT - Intaraction, Pl - Purchase intention, PRO - Prafessianalism and TR - Trust
As highlighted by Sullivan and Feinn (2012}, "while a p-valua can inform the reader whether
an effect exists, it does not reveal the size. Hence, both substantive significance (effect
size) and statistical significance (p-value) are essenfial results to be reported.” In this
regard, Cohen (1988) classification reveals that professionalism {f* = 0.004) and interaction
F INT PRO 2 T\
PO
INT 0567
PRO 0.595 0.829
Pl 0.807 0.550 0.604
TR 0.703 0.691 0.742 0.756
Notes: PD — Prica discount, INT - Interaction, Pl - Purchase Intention, PRO - Professionalism, TR -
Trust; HTMT achieved at HTMT, 4
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Table 4  Structural me

Standard Standard Confidence Interval

Hypotheseas Beta error  tualug (5.00%) [a5.00%)  WVIF ® R
H1aProfessionalism — Purchase intention 0058 DO77 D7ea™ —0.089 0.187 2 1640.0040.5630.363
HibProfessionalism — Trust 0.324 D088 3695 0160 0449 1.90350.1180.5410.380
H2almaraction — Purchase intentian 0039 D061 D.645™ —D.066 0.136 1.8220 002
Hztintaraction — Trust 0195 0071 2738 0077 0312 1.8390.045
H3aPrice discount — Purchase intention 0446 D080 75010 0.342 0.538 1.6780.272
HatFrica discount — Trust 0362 0089 4071 0221 0511 1.3920.205
H4 Trusl — Purchase intantian 0318 D072 4387 0,193 0.433 2ATTO08
HEaProfessionalism — Trust — Purchase 0103 0035 2950 0.055 0171

intartion
H5bineraction — Trust — Purchasa intertion 0.062 0028 2222 0.023 0116
H5cPrice discount — Trust — Purchasa 0116 0038 30007 0.063 0.194

intartion

Canfral variables

Gender - Purchase intention 0.062 D044 14280 -0.023 0.145

Ordar -= Purchase intention 0025 0033 07egM —0.042 0.080

Notes: NS — not significant, *p < 0.05** g < 0.01 and*** p < 0.001

(f* = 0.002) display negligible effect size in producing & for purchase intention, which
explains for its insignificant relationship. Interaction (f# = 0.045) has a small effect in
producing R for Trust. For professionalism and trust, both exhibited medium effect in
producing A for trust and purchasing intention, respectively. Finally, at =0272and f* =
0.205, price discount displayed substantial effect to purchase intention and trust,
respectively.

Predictive analysis

Finally, we perform predictive analysis using the PLS predict technique. Before this,
researchers used Stone Geisser's OF value as the sole criterion to assess predictive
relevance. According to Hair st al (2017), Table 4 showed that the value of &F is larger than
0, indicating that the model has predictive relevance. However, we valug-add o the
pradictive analysis by leveraging the PLS predict. As elucidated by Shmueli et al. (2019),
the G value, while is useful, is stil a combination of in-sample and out-of-sample prediction
and does not clearly indicate whether the model has a good explanatory fit or exhibits
predictive power. As such, PLS predict is a more reliable way of assessing the predictive
relevance of & model as it separates testing and training data (Shmueli et al, 2019).
Referring to Table 5, analysis showed that majority of the values of the root mean squared
error (RMSE) values for the PLS model were smaller than that of the linear model (LM},
indicating that the model has medium pradictive power.

Table 5
FLS L PLE-LM
AMSE & _predict BMSE o _predict AMSE " _pradict
P 0.679 0.242 0.701 0.194 -0.022 0.048
Pl2 0.493 0.458 0.498 0.447 -0.005 0.011
P13 0.647 0.183 0.643 0.187 D.004 -0,008
Pl4 0.626 0.387 0.645 0.350 -0.01a 0.037

Note: Pl - Purchasa intantion
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Discussions

Grounded on the 5-0-R framework, this study examines the predictors of trust and
purchasing intention. At the same time, it also aims to investigate if trust is a mediatar in
these relationships. On this note, our results show that all the three predictors of
professionalism, interaction and price discount are instrumental in enhancing one's trust in
Iviz-streaming shopping. These results are similar to other studies such as Shanka and
Buvik {2019}, where they found the three relational bonds are shaping frust. Likewisa, Lin
et al. (2003) found that relational bonds that foster customer trust can be categorized
empirically into thrae types: econamic, social and structural bonds. Taken together, these
findings signpost the significant role of these three elements. A probable reason could be
the nature of live-streaming shopping. As highlighted earlier, live-streaming shopping faces
an inherent disadvantage of having the void of physical touch and human-to-human
interaction. As Wertz (2019} has put it, a brick-and-mortar store can easily curate a unigue
branded experience for its consumers, which is what many consumers desire and are
wiling to pay. To replicate this experience in a live-streaming shopping environmant, it
would take more effort and reby on the live-streamers ability to provide both hedonic and
utilitarian experience to the consumers, through its professionalism in presenting the
products, interacting with consumers and ability to obtain products with significant price
reductions.

Interestingly, when the same set of constructs are applied to examing their influence on
purchasing intention, only price discount demonstrates a direct relationship with it. Our
results are different from existing studies. For instance, Sun ef al. (2019) study on 504
Chinese consumers shows that interactivity and providing guidance to consumers
influence shopping intention. Similarly, other studies, such as Lee and Chen (2021) and
Clement Addo ef al (2021) displayed similar results. However, a commaon featura
among these studies is the homogeneous assumptions of their respondents. As
highlighted by Hair et al. (2018), these assumptions are unrealistic. Evident from our
results, we have found that the antecedents of professionalism and interactivity do not
matter to college students. A possible reason is that this group of consumers are well-
informed and highly resourceful where they can perform research about the product
before participating in the live-streaming. This is also known as the zero moments of
truth. College students are the first generation to be surrounded by the internet from a
wery early age. And given the wide availability of information, a unique decision-making
process has been developed where they would search for information online to decide
whether or not they want to buy it.

From this perspective, it is apparent from our results that college students’ motivation fo
participate in live-streaming is to obtain price discounts. Price discount has been analogous
to lower prices (Greenwald, 2020). The more price discount a live-streamer can provide, the
prices of the products would be brought down further. As college students, it is natural that
thay would have limited spending power. When it comes to spending, most college
students’ money goes toward essentials, such as tuition fees, textbooks and bills (Shim
ef al., 2010). Other than creating brand awareness, another powerful way to encourage
purchases, especially first-time purchases among college students, is discounts. This
reasoning is supported by Kuo and Makhata (2016) where they conducted experiments and
conclude that discount positively shapes college students’ responses toward products,
even those with low consumer ratings.

At the same time, our study shows that trust is a strong predictor to purchase intention. This
result is not surprising as evidence can be found in other studies, such as Lin and Lu
(2010), Hidayat et al. (2021), Singh and Sinha {(2020) and Wong ef al (2019). The
importance of frust is evidenced in the mediation hypothases, whera it is the key construct
bridging the predictor and the criterion variables together. A probable explanation could
be attributed to the environment that live-streaming shopping operates. The expansion of
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the internet and different communication channels has expanded retailers’ markets and
provides alternatives for consumers (Hidayat ef al, 2021). With a rapid expansion of the
internet, enormous opportunities have been created for businesses to be part of a global
market with global consumers. This expansion means cross-border transactions are
possible, which naturally increases uncertainty due to the possibility of fraud, malware and
system erors. Additionally, there is uncertainty on whether live-streamers will deliver the
product after payment, as per their promise to consumers. In this sense, when consumers
recognize that their interests and welfare are taken care of, trusts develop and they are
likely to remain in this relationship.

Theoretical implications

This study makes several theoretical contributions. First and foremost, it is the first few
empirical studies focusing on college students’ behavioral responses in a live-streaming
shopping environment. As highlighted earlier, many existing works, such as Lee and Chen
(2021), assumed homogeneous data characteristics across the population, which
according to Hair et al. (2017), is not realistic. Hence, our results complamentad existing
work by understanding the emotional effects deriving from the different forms of stimuli. In
this respact, this study answers Wongkitrungrueng and Assarut (2020) call to include a
range of factors and examine other consumer groups' live-streaming shopping behavior.
Second, our study addresses a research gap by demonstrating that price discount builds
trust and purchase intention. This study shows a significant positive correlation between
price discount on trusts and purchase intention, which is commonly treated as separate
predictors in earlier studies (Kuo and Makhata, 2016). This study reveals that price
discount are the only predictor that directly affects purchase intention among three
predictors, which is a unigue proposition among college students that earlier studies did
not espouse. Finally, our study demonsirates that the research model is rebust and display
good predictive powear. According to Sarstedt and Danks {2021), the need to supplement
the explanatory perspective with a predictive focus is particularly important to social
sciences researchers, given the efficient nature of the research and the direct impact on
managerial decision-making. In sum, our results help live-streamers to determine customer
respanses or purchases and promote cross-sell opportunities (Liengaard et al., 2020). End
of the day, predictive models help businesses attract, retain and grow their most profitable
customers.

Managerial implications

From a managerial perspective, this research has several significant implications for live-
streamers. The real-time nature of live-streaming shopping facilitates the live-streamer to
reveal his or her identity. In other words, consumers can see how this persen is, his or her
facial expression and the background. These atmospheric elements would cast an
expectation on the consumers that influence their perception and eventually responses. In
relation to this, the live-streamer should position the product so that consumers can have a
clear view of how it looks and how it can be used. Hence, using better quality equipment
that supports such visualizations is essential in improving professionalism. At the sama
time, live-streamers can demonstrate professionalism in providing a timely and accurate
response to consumers’ questions. Examples of demonstration of professionalism include
collecting and acting on consumers' feedback.

Watching live-streaming takes more time than browsing a web page. It also takes more
effort to pay attention to the descriptions than visiting a brick-and-mortar store. It takes more
patience to wait for the desired product to be featured instead of going to the specific
product shelf in a brick-and-moriar store. Hence, live-streamers should keep the consumers
engage and reduce boredom by increasing their interactivity. Live-streamars can considar
including enjoyable and entertaining  activities relating to products (e.g. product
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demaonstration shows with a sense of advanture and fantasizing) or incentives (e.g. games.
flash sales). These activities can create positive emotions that induce affective trust
regarding the products and sellers. The challenge lies in creating content to excite
customers continuously. Efforts must be made to present the amicable traits of the
Ivia-streamer. Verbal expression, appearance, postures and choice of words send signals
to the consumers that eventually influence consumers' perception of professionalism,
interactivity and ultimately trust and purchase intention. Hence, the live-streamer must
demonsirate characteristics of likability and identify themselves with the wvalues of the
CONSUMars.

At the same tima, live-streamers must secure goods at a lower price yet not compromising
on the quality. And for that to happen, live-streamers must continue to maintain their
popularity. With a strang fans-base, they can sasily convert them to consumers, which
provides them a strong bargaining power to ask brands for an exclusive discount. Once
Iviz-streamers astablish the above alignment, a sense of belonging among the consumars
would be created. Coupled with rich experiences and interactions, it will establish trust,
loyalty that drives purchase intention.

Limitations and future research directions

This study endeavored fo recruit as many respondents as possible. However, as the
responses to the survey were voluntary and snowball sampling also contributed to the
collection of responses, it poses difficulty in getting more respondents. Besides, this is a
cross-sectional study. Hance, it does not capture the change in respondents’ parceptions
aver time. As the pandemic progresses into a recovery stage where more brick-and-mortar
stores reopen, it would be interesting to see if the attitude toward live-streaming shopping
changes. Even though efforts were made to minimize common method bias, we cannat
deny the possibility that respondents would still provide a socially desired response. They
may tend to assume the "middle ground” for questions that they could nat connect Hence,
future studies could adopt the longitudinal approach or multiple data collaction waves that
involve different generations of consumers. With trust being is a critical construct in this
study, it could be further examined by operationalizing trust as a multidimensional
construct. According to Hsu et a. {2014), trust can be classified into trust in the website,
trust in the wendor, trust in group members and trust in the auction initiator. Finally, futurz
researchers could extend the model by incorporating additional antecedents or moderators
such as the personality fraits of customers or sellers.
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