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"Pengaruh Likeability dan Responsiveness
Host terhadap Niat Beli pada TikTok Shop
Live Nvmee dengan Social Presence
sebagai Variabel Mediasi"

ceciliabellaap@gmail.com Switch accounts (%)
£% Not shared

* Indicates required question

Pernyataan Variabel Responsiveness

Variabel ini mengukur sejauh mana host pada TikTok Shop Live Nvmee mampu
memberikan tanggapan yang cepat, tepat, dan relevan terhadap pertanyaan maupun
kebutuhan penonton. Penilaian ini terlihat dari bagaimana penonton merasakan respons
host selama sesi live berlangsung.

Keterangan poin:

1 = Sangat Tidak Setuju

2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Silakan pilih jawaban yang paling sesuai dengan pendapat dan pengalaman Anda.

Host pada TikTok Shop Live Nvmee senang berkomunikasi dengan penonton. *

Sangat Tidak Setuju O O O O O Sangat Setuju /
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Silakan pilih jawaban yang paling sesuai dengan pendapat dan pengalaman Anda.

Host pada TikTok Shop Live Nvmee senang berkomunikasi dengan penonton. *

Sangat Tidak Setuju O O O O O Sangat Setuju

Host pada TikTok Shop Live Nvmee dapat menjawab pertanyaan dan permintaan *
saya dengan tepat waktu.

Sangat Tidak Setuju O O O O O Sangat Setuju

Respons host pada TikTok Shop Live Nvmee sesuai dengan pertanyaan dan e
kebutuhan saya.

Sangat Tidak Setuju O O O O O Sangat Setuju

Host pada TikTok Shop Live Nvmee dapat memberikan informasi yang relevan ~ *
untuk pertanyaan saya dengan tepat waktu.

Sangat Tidak Setuju O O O O O Sangat Setuju
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* Indicates required question

Pernyataan Variabel Social Presence

Variabel ini mengukur sejauh mana interaksi dalam TikTok Shop Live Nvmee menghadirkan
rasa kehadiran sosial, kedekatan, dan kehangatan bagi penonton. Penilaian ini terlihat dari
bagaimana penonton merasakan suasana yang personal, kontak interpersonal, kehangatan,
dan kepekaan selama sesi live berlangsung.

Keterangan poin:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Silakan pilih jawaban yang paling sesuai dengan pendapat dan pengalaman Anda.

Saya merasakan adanya kontak interpersonal (Host menyebut nama anda) dalam *
sesi TikTok Shop Live Nvmee.

@ Sangat Tidak Setuju O O O O O Sangat Setuju
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Silakan pilih jawaban yang paling sesuai dengan pendapat dan pengalaman Anda.

Saya merasakan adanya kontak interpersonal (Host menyebut nama anda) dalam *
sesi TikTok Shop Live Nvmee.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasakan adanya suasana yang personal (Host menjawab pertanyaan/  *
kebutuhan anda) dalam sesi TikTok Shop Live Nvmee.

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasakan adanya kehangatan dalam sesi TikTok Shop Live Nvmee. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasakan adanya kepekaan dalam sesi TikTok Shop Live Nvmee. *

Sangat Tidak Setuju O O O O O Sangat Setuju
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"Pengaruh Likeability dan Responsiveness
Host terhadap Niat Beli pada TikTok Shop
Live Nvmee dengan Social Presence
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£8 Not shared

* Indicates required question

Pernyataan Variabel Niat Beli

Variabel ini mengukur sejauh mana penonton memiliki kecenderungan dan keinginan untuk
membeli produk Nvmee setelah menyaksikan TikTok Shop Live Nvmee. Penilaian ini terlihat
dari adanya keinginan, maksud, dan pertimbangan penonton untuk melakukan pembelian.

Keterangan poin:

1 = Sangat Tidak Setuju
2 = Tidak Setuju

3 = Netral

4 = Setuju

5 = Sangat Setuju

Silakan pilih jawaban yang paling sesuai dengan pendapat dan pengalaman Anda.

Saya bersedia membeli produk Nvmee yang dipromosikan oleh host pada TikTok *
Shop Live Nvmee.

Sanaat Tidak Setuiu O O O O O Sanaat Setuiu
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5 = Sangat Setuju

Silakan pilih jawaban yang paling sesuai dengan pendapat dan pengalaman Anda.

Saya bersedia membeli produk Nvmee yang dipromosikan oleh host pada TikTok *
Shop Live Nvmee.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya bermaksud membeli produk Nvmee yang dipromosikan oleh host pada *
TikTok Shop Live Nvmee.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan mempertimbangkan TikTok Shop Live Nvmee sebagai salah satu A
pilihan utama saya untuk berbelanja produk Nvmee.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Back Next Clear form

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. - Contact form owner - Terms of Service - Privacy Policy.

Does this form look suspicious? Report

® Google Forms /

129



17.16 Thu 30 Apr eoo = 100% ==l

] < AA @& docs.google.com e ['I'] + O

"Pengaruh Likeability dan Responsiveness
Host terhadap Niat Beli pada TikTok Shop
Live Nvmee dengan Social Presence
sebagai Variabel Mediasi"

ceciliabellaap@gmail.com Switch accounts (%)
£3 Not shared

Terima kasih atas waktu dan kesediaan Anda dalam mengisi kuesioner ini. Jawaban yang
Anda berikan sangat berarti bagi penelitian ini dan akan digunakan sepenuhnya untuk
kepentingan akademik.
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3/20/2026 17:30:13 Ya
3/20/2026 17:51:46 Ya
/2012026 19:21:06 Ya
212012026 21:22:00 Ya
202072026 21:25:21 Ya
31202026 21:29:36 Ya
3/20/2026 22:57:52 Ya
313012026 20:16:03 Ya
3012026 20:20:14 Ya
3012026 20:20:18 Ya
31302026 20:22:28 Ya
31302026 20:23:23 Ya
3/30/2026 20:23:37 Ya
3072026 20:24:48 Ya
3012026 20:28:46 Ya
313012026 20:28:49 Ya
31302026 20:30:56 Ya
31302026 20:34:10 Ya
13072026 20:41:11 Ya
13012026 20:45:01 Ya
3/30/2026 20:46:39 Ya
31302026 20:48:00 Ya
31302026 21:09:32 Ya
3002026 21:18:13 Ya
23012026 21:27:13 Ya
3/30/2026 21:45:42 Tidak
3/30/2026 21:48:38 Ya
313012026 21:49:35 Ya
3012026 21:55:58 Ya
3012026 21:56:00 Ya
3/30/2026 22:01:45 Ya
3/30/2026 22:01:49 Ya
/3012026 22:05:30 Ya
3072026 22:08:13 Ya
3012026 22:00:51 Ya
/3012026 22:11:02 Ya
31302026 22:12:12 Ya
3/30/2026 22:12:40 Tidak

202026 22:16:44 Ya
23012026 22:18:10 Ya
2012026 22:18:16 Ya
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Perempuan
Perempuan
Perempuan
Perempuan
22nki
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Laki-Laki
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Laki-Laki
Perempuan

Perempuan
Laki-Laki

Perempuan

Perempuan

Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Laki-Laki

Perempuan
Perempuan
Laki-Laki

Perempuan

Perempuan
-

23-27 tahun SMAISMK
18-22 tahun SMA/SMK

23:27 tahun Pasca Sarjana Karyawan Swasta

23:27 tahun Sariana
18-22 tahun SMA/SMK
18-22 tahun SMA/SMK
23-27 tahun Sariana
18-22 tahun Sariana
23-27 tahun Sarana
18-22 tahun SMA/SMK
18-22 tahun SMA/SMK
23-27 tahun Sariana
18-22 tahun SMA/SMK
18-22 tahun Sarjana

Lampiran 3 Jawaban Pertanyaan Kuesioner

Pelajar’Mahasiswa Rp. 3.000.001 - Rp. 4.000.0¢
PelajarMahasiswa Rp. 3.000.001 - Rp. 4.000.0¢

Karyawan Swasta
PelajarMahasiswa  Bp.2.000001 -Rp 30000
PelajarMahasiswa Rp. 2.000.001 - Rp. 3.000.0¢
PelajarMahasiswa Rp.2.000.001 - Rp. 3.000.0¢
Wiraswastal/Freelanc > Rp. 5.000.000

Karyawan Swasta  Rp. 1.000000 -Rp, 2.000.0¢
Pelgjarahasisva Rp. 3000001 -Rp, 40000
Pelajar’Mahasiswa Rp. 4.000.001 - Rp. 5.000.0¢
Wiraswasta/Freelanc > Rp. 5.000.000

PelajarMahasiswa > Rp. 5.000.000

Karyawan Swasta Bp.4.000001 - Rp 5000.0¢

18-22 tahun SMP

23-27 tahun Sarjana

23-27 tahun Pasca Sarjana Karyawan Swasta

23-27 tahun Digloma

18-22 tahun SMA/SMK

23-27 tahun Sarjana

18-22 tahun Sarjana

18-22 tahun Sarjana

18-22 tahun SMA/SMK

PelsjariMahasisva Rp. 1.000.000 - Rp. 2 000.0¢
Wiraswasta/Freelanc > Rp. 5.000.000

Rp. 4.000.001 - Rp. 5.000.0¢
Karyawan Swasta RBp. 3.000001 -Rp 4 000.0¢

PelajarMahasiswa Rp. 1.000.000 - Rp. 2 000.0¢
Rp. 2.000.001 - Rp. 3.000.0¢
PelajarMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢

Karyawan Swasta

PelajariMahasiswa Rp. 4.000.001 - Rp. 5.000.0¢

18-22 tahun smp Pelajar/Mahasiswa Rp. 1.000.000 - Rp. 2 000.0¢
18-22 tahun SMA/SMK ~ PelajarMahasisva  Bp. 1.000.000 - Rp, 2 000.0¢
> 32tahun Pasca Sarana Wiraswasta/Freelanc Rp. 4.000.001 - Rp, 50000

23-27 tahun Sariana
28-32 tahun Diploma
18-22 tahun SMAJ/SMK
23-27 tabun Diploma
23:27 tahun Sarjana
18-22 tahun SMA/SMK
18-22 tahun SMA/SMK

23-27 tahun Sarjana

Pelajar’Mahasiswa Rp. 4.000.001 - Rp. 5.000.0¢
Karyawan Swasta > Rp. 5.000.000
PelajarMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
Wiraswasta/Freslanc Rp. 1.000.000 - Rp, 2.000.0¢
Karyawan Swasta  =Rp. 5000000
Pelajar/Mahasiswa . 1.000.000 - Rp. 2.000.0¢

PelajarMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢

PelgjarMahasisva  Rp.2.000001 -Rp 30000

23-27 tabun Pasca Sarjana Wiraswasta/Freelanc > Rp, 5.000.000

18-22 tahun SMA/SMK

PalgjarMahasisva Rp. 2000001 -Rp, 3000.0(
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3/30/2026 22:21:35 Ya
31302026 22:22:52 Ya
313012026 22:24:17 Ya
3012026 22:30:16 Ya
3012026 22:32:40 Ya
3012026 22:45:02 Ya
3/30/2026 23:27:48 Ya
3/30/2026 23:34:21 Ya
3/30/2026 23:35:21 Ya
203012026 23:40:57 Tidak
23012026 23:55:28 Ya
3131/2026 2:07:13 Ya
3131/2026 4:38:20 Ya
3131/2026 4:42:17 Tidak
3131/2026 5:.08:10 Ya
3131/2026 6:25:26 Ya
313112026 6:40:24 Tidak

3/31/2026 6:49:21 Tidak
3/31/2026 7:28:11 Tidak
3131/2026 7:34:13 Tidak
313112026 8:32:35 Ya
313112026 8:34:14 Ya
3/31/2026 9:14:11 Ya
213112026 9:46:15 Ya
A/31/2026 11:13:05 Ya
313112026 11:26:36 Ya
3/31/2026 12:19:03 Tidak

3/31/2026 12:43:59 Tidak
312026 12:53:47 Ya
31/2026 13:10:34 Tidak
3i31/2026 13:21:48 Ya
3i31/2026 13:22:52 Ya
3i31/2026 13:24:37 Ya
23172026 13:25:50 Ya
23172026 13:50:02 Ya
3/31/2026 13:52:36 Tidak
3/31/2026 13:54:56 Tidak
3/31/2026 13:55:39 Tidak
203172026 13:57:41 Ya
(3172026 14:00:37 Ya
203172026 14:10:37 Ya
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Tidak
Ya
Ya

Perempuan
Perempuan
Perempuan

Laki-Laki
Perempuan
Perempuan

Perempuan
Perempuan

Laki-Laki
Laki-Laki

Perempuan
Perempuan
Perempuan

Laki-Laki

Laki-Laki

18-22 tahun SMA/SMK
18-22 tahun SMA/SMK
18-22 tahun SMA/SMK

PelajarMahasiswa Rp. 2.000.001 - Rp. 3.000.0¢
PelajarMahasiswa > Rp. 5.000.000
PelajarMahasiswa > Rp. 5.000.000

18-22 tahun Sarjana Karyawan Swasta = Rp. 5.000.000
28-32 tahun SMA/SMK  Wiraswasta/Freelanc Rp. 4.000.001 - Rp, 5.000.0¢

> 32tahun Sariana Karyawan Swasta = Rp. 5.000.000
Pelajar/Mahasiswa Rp. 1.000.000 - Rp. 2.000.0¢

PelajarMahasiswa Rp. 2.000.001 - Rp. 3.000.0¢

18-22 tahun SMA/SMK

18-22 tahun Sariana

23-27 tahun Sarjana Dokter
18-22 tahun SMA/SMK
18-22 tahun SMP.

2Rp. 5000000
Pelajar’Mahasiswva Rp. 2.000.001 - Rp. 3.000.0¢
PelasjariMahasisva Rp. 1.000.000 - Rp. 2.000.0¢

18-22 tahun Pasca Sagana Wiraswasta/Freelanc Rp. 4.000.001 - Rp, 5.000.0¢

23-27 tahun Sarjana Karyawan Swasta > Rp. 5.000.000

18-22 tahun Sarjana Karyawan Swasta ~ Rp. 3.000.001 - Rp. 4.000.0¢

23-27 tabun Safana Kargawan Swasta = Rp, 5000000

18-22 tahun Sariana PelajariMahasiswa > Rp. 5.000.000

PelgjarMahasisva  Rp.2.000001 -Rp, 3 000.0¢

28-32 tahun SMA/SMK Karyawan Swasta Rp. 1.000.000 - Rp. 2.000.0¢
Pelajar’Mahasiswa > Rp. 5.000.000
232tahun SMA/SMK  Karyawan Swasta Rp.4.000001-Rp 50000

232tahun SMA/SMK  lburmmhtangga ~ Bp.4.000001-Rp 50000

18-22 tahun SMA/SMK

23-27 tabun Sarjana Karyawan Swasta
>32tahun Safana Trainer music

>Rp. 5000000
>Rp 5000000
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/3172026 15:10:55 Ya
3/31/2026 15:30:27 Ya
3/31/2026 15:47:40 Tidak

3/31/2026 15:49:36 Ya
3/31/2026 15:50:32 Ya
/3172026 15:53:47 Ya
213172026 15:56:59 Ya
3/31/2026 15:50:34 Ya
3/31/2026 16:04:44 Ya
3/31/2026 16:15:00 Tidak
/3172026 16:17:18 Ya
213172026 16:19:13 Ya
23172026 16:42:54 Ya
3/31/2026 16:45:13 Ya
3/31/2026 16:50:04 Tidak
3/31/2026 16:50:23 Tidak
2(31/2026 17:11:07 Ya
231/2026 17:14:03 Ya
3/31/2026 17:14:57 Tidak

3/31/2026 17:16:02 Tidak
3/31/2026 17:18:05 Ya
3/31/2026 17:34:20 Ya
13172026 17:35:48 Ya
3172026 17:47:41 Ya
3/31/2026 17:50:32 Ya
3/31/2026 17:65:08 Ya
3/31/2026 17:56:23 Tidak
213172026 18:07:04 Ya
3172026 18:18:52 Ya
23172026 18:22:19 Ya
3/31/2026 18:24:01 Ya
3/31/2026 19:16:23 Tidak

/3112026 20:37:55 Ya
203112026 21:15:55 Ya
331/2026 21:20:20 Tidak
3/31/2026 21:63:53 Tidak
/3112026 21:56:35 Ya
313112026 21:66:58 Ya
/3112026 22:04:27 Ya
23112026 22:05:30 Ya
23112026 22:13:48 Ya
3/31/2026 23:36:50 Ya
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Perempuan

Perempuan

Perempuan
Perempuan

Perempuan
Perempuan

Perempuan

Perempuan

Perempuan
Laki-Laki

Perempuan
Perempuan
Perempuan
Perempuan

18-22 tahun SMA/SMK

PelgjarMahasiswa  Rp.2.000001 - Rp. 30000

> 32tahun Pasca Sarjana Wiraswasta/Freelanc > Rp. 5.000.000

> 32tahun Sagana
232tahun SMA/SMK

> 32tahun Sarjana

> 32tahun Diploma
> 32tahun Diploma
> 32tahun SMA/SMK

> 32tahun Diploma
23-27 tahun Sarjana
18-22 tahun SMA/SMK
18-22 tahun SMAJSMK
18-22 tahun SMA/SMK
23-27 tahun Sarjana

18-22 tahun SMA/SMEK
23-27 tabun SMA/SMK
23-27 tahun SMA/SMK
28-32 tahun Sariana

18-22 tahun Sarjana
23-27 tahun Sarjana

18-22 tahun SMA/SMK
18-22 tahun SMA/SMK
23-27 tahun Sariana
23-27 tahun Sariana
232tahun Diploma
23-27 tahun Sariana

Kargawan Swasta =Rp. 5000000
PelgjarMahasisva Rp. 1.000.000 - Rp 2.000.0¢

Karyawan Swasta = Rp. 5.000.000
lburumahtangga  =Rp 5000000
Wirsswasta/Freelanc > Rp. 5,000,000
Karyawan Swasta > Rp. 5.000.000
IRT =Rp. 5000000
IRT Rp. 4.000.001 - Rp. 5.000.0¢

PelajariMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
Pelajar¥ahasiswa Rp. 1.000000-Rp 20000
PelajarMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
Wiraswasta/Freelanc > Rp. 5.000.000

Karyawan Swasta Re.2.000001 -Rp 30000
Karyawan Swasta  Bp. 1.000.000 - Rp, 2.000.0¢
Wiraswasta/Freelanc Rp. 4.000.001 - Rp. 5.000.0¢
Karyawan Swasta > Rp. 5.000.000

PelgjarMahasisva Bp.2.000001 - Rp, 3000.0¢

PelajarMahasiswa Rp. 2.000.001 - Rp. 3.000.0¢
PelajarMahasiswa Rp. 2.000.001 - Rp. 3.000.0¢
Karyawan Swasta Rp. 4.000.001 - Rp. 5.000.0¢
Karyawan Swasta Rp.4.000001-Rp 50000
Wiraswasta/Freelanc > Rp. 5000000
Karyawan Swasta > Rp. 5.000.000
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3/31/2026 23:45:41 Ya
4/1/2026 0:07:14 Ya
4/1/2026 0:11:52 Tidak
41172026 0:12:29 Tidak
41172026 0:12:47 Ya
41172026 0:13:19 Ya
4/1/2026 0:13:51 Ya
4/1/2026 0:14:48 Ya
4/1/2026 0:21:03 Ya
412026 0:25:19 Ya
4012026 2:37:51 Ya
41112026 6:43:02 Ya
4/1/2026 7:02:08 Ya
4/1/2026 7:04:37 Ya
4172026 7:04:47 Ya
4112026 7:23:21 Ya
411/2026 8:25:19 Ya
4/1/2026 8:33:37 Ya

4/1/2026 10:54:03 Ya
4/1/2026 12:04:40 Ya
4/1/2026 12:07:55 Ya
4/1/2026 12:13:02 Ya
4/1/2026 12:42:36 Tidak
4/1/2026 12:45:02 Ya
41172026 13:20:24 Ya
41172026 13:33:17 Ya
4/1/2026 14:25:58 Ya
4/1/2026 15:43:14 Ya
4/1/2026 15:49:19 Ya
41172026 15:54:47 Ya
4/1/2026 15:85:35 Ya
4/1/2026 16:55:54 Ya
4/1/2026 18:22:58 Ya
4/1/2026 18:28:41 Ya
41172026 18:30:24 Ya
4/1/2026 18:44:01 Tidak
411/2026 20:10:55 Ya
4i1/2026 21:03:09 Ya
4012026 21:12:29 Ya
41172026 21:48:33 Ya
41172026 21:56:13 Ya
4/1/2026 22:53:50 Tidak

Perempuan
Perempuan

Laki-Laki

Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Perempuan
Laki-Laki

Perempuan
Perempuan
Perempuan
Perempuan
Perempuan

Perempuan
A

Perempuan
Perempuan
Perempuan

Laki-Laki

Perempuan

Laki-Laki
A

Laki-Laki
Laki-Laki
Perempuan
-
Perempuan

18-22 tahun SMA/SMK
23-27 tahun Diploma

18-22 tahun SMAJSMK
18:22 tahun SMA/SMK
18-22 tahun SMA/SMK
18-22 tahun SMA/SMK
18-22 tahun SMA/SMK

Pelajar/Mahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
wirausaha > Rp. 5.000.000

PelgjarMahasisva Rp. 3000001 -Rp 40000
PelajarMahasisva  Rp. 1.000.000 - Rp, 2.000.0¢
Pelajar/Mahasiswa . 1.000.000 - Rp. 2.000.0¢
Pelajar/Mahasiswa . 1.000.000 - Rp. 2.000.0¢
Pelajar’Mahasiswa . 1.000.000 - Rp. 2.000.0¢

23-27 tahun Pendidikan Prc Wiraswasta/Freslanc Rp. 1.000.000 - Rp. 2 000.0¢

28-32 tahun Sarjana

18-22 tahun SMA/SMK
18-22 tahun SMA/SMK
18-22 tahun SMA/SMK

Karyawap Swasta = Rp 5000000
Pelsjar/Mahasiswa Rp. 1.000.000 - Rp. 2.000.0¢

Pelsjar/Mahasiswa Rp. 1.000.000 - Rp. 2.000.0¢

Pelajar/Mahasiswa Rp. 2.000.001 - Rp. 3.000.0¢

232tahun Pasca Sagans Wiraswasta/Freelanc Rp. 4.000 001 - Rp 5000 €

18-22 tahun SMAISMK
23-27 tahun Sariana
18-22 tahun SMA/SMK
18-22 tahun SMAISMK
18-22 tahun SMAJSMK
18-22 tahun Sarana
23-27 tahun Sarjana

18-22 tahun Sariana
18-22 tahun SMASMK

18-22 tahun Sariana

23-27 tahun Pasca Sarjana Karyawan Swasta

23-27 tahun Sarjana
28-32 tahun Sarjana
18-22 tahun Sarjana
23-27 tahun Sariana
18-22 tahun SMA/SMK
18-22 tahun Sariana
18-22 tahun SMAJ/SMK

23-27 tahun Sariana
18-22 tahun SMA/SMK
18-22 tahun Sariana
18-22 tahun Sarjana
23-27 tahun Sarjana

PelgjarMahasisva  Rp. 1.000 000 - Rp, 2.000 0
Wiraswasta/Freelanc > Rp. 5.000.000
Pelajar/Mahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
PelajariMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
PelgjarMahasisva Rp.2.000001-Rp 30000
Karyswan Swasts > Rp. 5.000.000

PelajarMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
PelgjarMahasisva  Bp. 3.000.001 - Rp. 4.000.0¢

Wiraswasta/Freelanc Rp. 1.000.000 - Rp. 2 000.0¢

> Rp. 5.000.000
Pelajarahasiswa Rp. 4.000.001 - Rp. 5.000.0¢
Wirgswasta/Freelanc > Rp, 5000000
Karyawan Swasta = Rp. 5000000
Karyawan Swasts > Rp. 5.000.000

Karyawan Swasta  Rp. 4.000.001 - Rp. 5.000.0¢
Karyawan Swasta  Rp. 1.000.000 - Rp. 2.000.0¢
PelgjarMahasisva  Rp. 1.000.000 - Rp, 2.000.0¢

Karyawan Swasta > Rp. 5.000.000
PelajarMahasisva . 1.000.000 - Rp. 2.000.0¢
Pelajar/Mahasiswa > Rp. 5.000.000
Karyawan Swasta  Rp. 1.000.000 -Rp, 2.000.0¢
Karyawan Swasta Rp. 2000001 -Rp, 30000
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4/1/2026 22:55:50 Ya
41172026 22:56:05 Ya
40212026 7:38:25 Ya
412012026 9:49:51 Ya
4/2/2026 10:31:16 Ya
4/2/2026 10:53:21 Tidak
4/2/2026 12:06:24 Ya
4122026 15:07:46 Ya
4122026 15:50:47 Ya
4/2/2026 23:13:23 Ya
4/3/2026 12:07:21 Ya
4/3/2026 13:28:27 Tidak
4/4/2026 15:48:05 Ya
4/4/2026 21:08:20 Ya
4/5/2026 8:22:30 Ya
/52026 10:13:55 Ya
/52026 18:14:03 Ya
4162026 12:42:12 Ya
4/62026 13:05:31 Ya
4/6/2026 16:14:07 Ya
4/6/2026 19:34:01 Ya
4/6/2026 21:33:49 Ya
4162026 21:43:14 Ya
4062026 21:56:37 Ya
416/2026 22:03:48 Ya
4/6/2026 22:53:30 Ya
4/7/2026 0:33:34 Ya
AITI2026 7:05:18 Ya
4712026 8:03:49 Ya
4/7/2026 10:32:10 Ya
4/7/2026 20:12:21 Ya
4i7/2026 21:15:15 Ya
4172026 21:19:55 Ya
4172026 21:28:21 Tidak
4/8/2026 14:44:53 Ya
4/8/2026 14:53:00 Ya
4/8/2026 22:00:14 Ya
4102026 17:17:15 Ya
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Perempuan

Laki-Laki

Laki-Laki

Perampuan
Perampuan
Perempuan
Perempuan

Perempuan
Perempuan
Perempuan

18-22 tahun Sarjana PelajariMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢

2 32tahun Diploma Wirgswasta/Freelanc > Rp, 5,000,000
23-27 tahun Sarjana Karyawan Swasta = Rp. 5000000
18-22 tabun Sarjana Wiraswasta/Freelanc > Rp, 5.000.000
> 32 tahun Advanced Dipl Wiraswasta/Freelanc Rp. 2.000.001 - Rp. 3.000.0¢

18-22 tahun Sarjana
23-27 tahun Sarana

Pelajar/Mahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
WiraswastalFreslanc > Rp. 5,000 000
23-27 tahun Sarana Wiraswasta/Freslanc > Rp 5000 000
23-27 tahun Pasca Sarjana Karyawan Swasta > Rp. 5.000.000
23-27 tahun Sarjana Wiraswasta/Freslanc Rp. 3.000.001 - Rp. 4.000.0C

23-27 tahun Pasca Sarjana Wiraswasta/Fresianc Rp. 1.000.000 - Rp, 2.000.0¢

23-27 tahun Sarjana Karyawan Swasta 2 Rp. 5000000
23-27 tahun Sarjana bumd Rp. 3.000.001 - Rp. 4.000.0¢

23-27 tahun Sarjana Karyawan Swasts  Rp. 4.000.001 - Rp. 5.000.0¢
23-27 tahun Sarjana Karyawan Swasta > Rp. 5.000.000

23-27 tahun Pasca Sarjana Karyawan Swasta  Rp. 3.000.001 - Rp. 4.000.0¢
PelajariMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
PelajarMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
18-22 tahun SMA/SMK ~ PelgjarMahasisva  Bp. 1.000.000-Rp 2 000.0¢
18-22 tahun SMA/SMK  PelsjacMahasisva  Rp. 1.000000 - Rp, 2.000.0¢
Karyawan Swasta Rp. 4.000.001 - Rp. 5.000.0¢
18-22 tahun Sarjana Pelajar/Mahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
23-27 tahun SMAJSMK PelajariMahasiswa  Rp. 1.000.000 - Rp. 2.000.0¢
23-27 tabun Sarjana Karyawan Swasta = Rp, 5000000

18-22 tahun SMAJSMK PelajarMahasiswa Rp. 3.000.001 - Rp. 4.000.0¢
18-22 tahun SMA/SMK PelajariMahasiswa Rp. 2.000.001 - Rp. 3.000.0¢
18-22 tahun SMA/SMK Pelajar/Mahasiswa Rp. 2.000.001 - Rp. 3.000.0¢

18-22 tahun Sarjana
23-27 tahun SMA/SMK

18-22 tahun Sarjana

18-22 tahun Sariana Pelajar/Mahasiswa Rp. 1.000.000 - Rp. 2.000.0¢
PelajarMahasiswa > Rp. 5.000.000
PelajariMahasiswa Rp. 1.000.000 - Rp. 2.000.0¢

Karyawan Swasta 2 Rp. 5,000,000

18-22 tahun Sarjana
18-22 tahun Sariana
23-27 tahun Sarana
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Lampiran 4 Hasil Olah Data Statistik

Indicators: Indicator Correlations ~ Raw File

No. Missing Mean Median Min Max Standard Deviatior Excess Kurtosis Skewness
LK1 1 0 4.338 4.000 2.000 5.000 0.706 1.256 -1.020
LK2 2 0 4.463 5.000 2.000 5.000 0.651 1.265 -1.095
LK3 3 0 4.375 4.000 1.000 5.000 0.678 3.896 -1.360
LK4 4 0 4.469 5.000 2.000 5.000 0.670 2.613 -1.395
LKS 5 0 4.375 5.000 2.000 5.000 0.731 1.090 -1.108
RP1 6 0 4.513 5.000 2.000 5.000 0.632 2.782 -1.395
RP2 7 0 4.325 4.000 1.000 5.000 0.826 2.140 -1.410
RP3 8 0 4.444 5.000 1.000 5.000 0.714 4.014 -1.622
RP4 9 0 4.406 5.000 1.000 5.000 0.769 3.261 -1.5696
SP1 10 0 4.244 4.000 1.000 5.000 0.748 2.331 -1.158
SP2 n 0 4.375 4.000 1.000 5.000 0.650 4.786 -1.390
SP3 12 0 4.294 4.000 2.000 5.000 0.819 1.200 -1.214
SP4 13 0 4.356 4.000 1.000 5.000 0.785 4.330 -1.741
NB1 14 0 4.394 5.000 2.000 5.000 0.725 1.761 -1.260
NB2 15 0 4.331 4.000 1.000 5.000 0.796 3.501 -1.570
NB3 16 0 4.463 5.000 1.000 5.000 0.660 3.556 -1.372



1. Outer Loading




2. Hasil Construct Reliability and Validity

Construct Reliability and Validity

» . .
| Matrix ! Cronbach's Alpha [* rho_A ! Composite Reli... 1 CoRyIe Cllphe
A Cronbach's Alpha rho_A Composite Reliability  Average Variance Extracted (AVE)
Likeability 0.885 0.886 0.916 0.685
Niat Beli 0.724 0.732 0.845 0.646
Responsiveness 0.833 0.838 0.889 0.667
Social Presence 0.839 0.841 0.893 0.676
3. Hasil Fornell-Larcker Criterion
Discriminant Validity
| Fornell-Larcker ... Cross Loadings Heterotrait-Mono... ! Heterotrait-
Likeability Niat Beli Responsiveness Social Presence
Likeability 0.828
Niat Beli 0.695 0.804
Responsiveness 0.806 0.697 0.817
Social Presence 0.788 0.764 0.813 0.822
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4. Hasil Adjusted R-Square

R Square
| Matrix | .¢ RSquare ! R Square Adjusted
R Square R Square Adjusted
Niat Beli 0.611 0.604
Social Presence 0.711 0.708
5. Hasil F-Square
f Square
| Matrix | i fSquare
Likeability Niat Beli Responsiveness  Social Presence
Likeability 0.027 0.176
Niat Beli
Responsiveness 0.012 0.313
Social Presence 0.191
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6. Hasil Q-Square

Construct Crossvalidated Redundancy

Total |~ | Casel | Case2

Likeability
Niat Beli
Responsiveness

Social Presence

7. Hasil Path Coefficients

Path Coefficients

| Matrix | I# Path Coefficients
Likeability

Likeability

Niat Beli

Responsiveness

Social Presence

SSO
800.000

480.000
640.000
640.000

Niat Beli
0.189

0.132
0.507
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Case3 | Cased |

SSE Q@ (=1-SSE/SSO)
800.000

299.509 0.376
640.000
338.219 0.472

Responsiveness  Social Presence

0.380

0.507



8. Hasil Bootstrapping Path Coefficients

Path Coefficients

| Mean, STDEV, T-Values,... | | ConfidenceIntervals || Confidence Intervals Bi... || Samples COPY to Clipboard: Excel Format
Original Sample (O) - Sample Mean (M) Standard Deviation (STDEV) T Statistics (JO/STDEV|) P Values

Social Presence... 0.507 0.491 0.144 3.535 0.000

Responsiveness... 0.507 0.503 0.090 5.649 0.000

Likeability -> So... 0.380 0.383 0.095 3.99 0.000

Likeability => Ni... 0.189 0.196 0.167 1.200 0.115

Responsiveness... 0.132 0.140 0.134 0.988 0.162

9. Hasil Bootstrapping Specific Indirect Effects

Specific Indirect Effects

| Mean, STDEV, T-Values,... ., Confidence Intervals _  Confidence Intervals Bi... | Samples

Original Sample (C Sample Mean (M) Standard Deviatior T Statistics (|O/ST P Values
Likeability -> So... 0.193 0.183 0.059 3.248 0.001
Responsiveness.., 0.257 0.251 0.097 2.644 0.004
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Lampiran 6 Hasil Turnitin

Skripsi Cecilia (Bab 1-5).docx

ORIGINALITY REPORT

12 13 148 G

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS
PRIMARY SOURCES

repository.unissula.ac.id
Internet Source, 2%
Wei Gao, Ning Jiang, Qingqing Guo. "How do 1 "

virtual streamers affect purchase intention in
the live streaming context? A presence
perspective”, Journal of Retailing and
Consumer Services, 2023

Publication

! Submitted to Universitas Islam Indonesia 1
Student Paper %
scholar.unand.ac.id
Internet Source 1 %
kc.umn.ac.id 1
= Internet Source %
repository.ub.ac.id
lme[v)met Smu:ey <1 %

eprints.upj.ac.id
Img net Sourcep'l <1 %

=

Tri Wahyuni S. Hi. Ali, Yolanda Mohungo,
Himawan Sardju. "Pengaruh Kualitas Produk
dan Konten Marketing terhadap Niat Beli
Kembali yang Dimediasi oleh Kepuasan
Konsumen Hobi Thrift.Id", RIGGS: Journal of
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ARTICLE INFO ABSTRACT

Handling Edll:n l;mf. H. Timmermans ‘The rise of live i

has d tion from scholars and practitioners as a new opportunity

s

to reach consumers. However, fewmldleshnvebcusedonmemkofwnualmeamexslnthuconuxnBasedon

Keywords: the stimulus o p rk, we explore the impact of three characteristics of virtual stream-
Live streaming commerce ers—likeability, and resp on social presence, telepresence, and purchase intention. We use
:-Im(r::usjtrelmu partial least sq structural ti deling analysis with online survey data from 378 consumers con-
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differences between the effects of h id and i vmual on social presence and telepresence.

These results shed light on the role of virtual streamer characteristics and contribute to the literature on live
streaming commerce, presence, and virtual humans.

1. Introduction

Although it is a relatively recent phenomenon, live streaming com-
merce has rapidly become one of the most popular and profitable forms
of e-commerce (Xu et al., 2021; Tong et al., 2022; Bharadwaj et al.,
2022), especially since the onset of the COVID-19 pandemic (Zhang
et al., 2022; Chong et al., 2022; Mao et al; 2022; Lo etal., 2022). By the
end of 2021, the number of live streaming commerce users reached 464
million, an increase of 75.79 million from 2020 (CNNIC, 2022). China’s
live streaming e-commerce industry was worth 1.2012 trillion yuan in
2021, and it is expected to reach 2.1373 trillion yuan by 2025 (iiMedia
Research, 2022).

Compared with traditional online shopping, live st ing com-

virtual reality, three-di ional hics, and aug d reality have
led to further developments in llve streammg commerce. An increasing
number of virtual streamers—that is, computer-generated, Al-powered
characters—have emerged on live streaming commerce platforms.
Taobao, one of the largest e-commerce platforms, has announced that
virtual streaming is a new growth area. The estimated average annual
growth rate of the virtual streamer market increased by 127.89% from
2021 to 2025 (LeadLeo, 2021). Although real live streamers have many
advantages over virtual streamers, they cannot livestream 24 h a day.
Brands that hire live streamers to sell their products may also be exposed
to risk or potential scandals by the streamers’ actions and personal lives.
Accordingly, many firms have adopted virtual streamers in their live
ing shows.

merce displays products more vividly and offers consumers the experi-
ence of real-time interaction through the live streamer
(Wongkitrungrueng et al., 2020; Fei et al., 2021; Zhang et al., 2022). The
streamer is thus a critical feature of live streaming commerce (Guo et al.,
2022) and is directly responsible for the success of live streaming
commerce. In other words, choosing a streamer wisely will lead to a
huge growth in sales (Guo et al., 2022; Zhu et al., 2021).

Recently, digital technologies such as artificial intelligence (AI),

* Corresponding author.
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Due to the significance of streamers in the live streaming commerce
environment, previous studies have explored their role. These studies
have found that streamer characteristics, such as attractiveness, pro-
fessionalism, passion, expertise, popularity, warmth, humor, interaction
style, value similarity, and trustworthiness (Liao et al., 2023; Guo et al,,
2022; Hou et al., 2020; Zhou and Tong, 2022; Zhu et al., 2021; Chen and
Liao, 2022; Li and Peng, 2021; Park and Lin, 2020; Chen et al., 2022a;
Bharadwaj et al., 2022), influence consumers’ cognition, emotion, and
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behavior, and lead to positive outcomes. Although these studies have
provided insights into live streaming commerce, the role of virtual
st s in live streaming commerce remains little understood.

Given the new developments in live streaming commerce and the
research gap outlined above, we explore the impact of virtual streamers
in the context of live streaming commerce. Specifically, we focus on two
issues. First, how do the likeability, animacy, and responsiveness of
virtual streamers affect consumers in the live streaming commerce
context? Second, what are the effects of humanoid vs. zoonotic design in
virtual streamers? To address these questions, we examine the effect of
virtual streamer characteristics (i.e., likeability, animacy, and respon-
siveness) on purchase intention through social presence and tele-
presence by drawing on the stimulus organism response (SOR)
framework, and we compare the different influences of humanoid and
zoonotic virtual streamers in live streaming commerce.

We make three major contributions to the literature. First, we
contribute to live streaming commerce research by examining the in-
fluence of virtual streamer characteristics on consumers. Second, we
extend the presence literature by examining the mediating role of social
pr and telep between virtual streamer characteristics and
purchase intention. Third, we enrich the virtual human literature by
comparing humanoid and ic virtual str Moreover, we
provide practical implications for live streaming practitioners.

2. Theoretical background
2.1. Live streaming commerce

Live streaming commerce is a novel form of e-commerce in which
streamers can interact with consumers or viewers in real time (Wong-
kitrungrueng et al., 2020; Guo et al., 2022; Zheng et al., 2022). Its most
prominent feature is real-time interaction through video- and text-based
chat functions, which enables streamers to promote products and
interact with consumers instantaneously (Li et al., 2021; Chen et al,
2022a; Liao et al., 2023). Live streaming commerce thus offers a more
vivid and authentic online shopping environment, which enables con-
sumers to better understand the product and helps them decide whether
to purchase it (Gao et al., 2021; Wongkitrungrueng and Assarut, 2020;

IS WP

ADE ALL CITY ©

Virtual streamer with humanoid design
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Mao et al., 2022; Lo et al., 2022).

Considering its rapid development and significance, scholars have
paid much attention to live streaming commerce. Previous studies have
mainly focused on the factors that enhance consumers’ purchase
intention, engagi and viewing intention (Lu and Chen, 2021).
Scholars have found that streamer-related factors (Bharadwaj et al.,
2022; Liao et al., 2023; Park and Lin, 2020), IT factors (Sun et al., 2019;
Li et al., 2021), product-related factors (Lu and Chen, 2021),
platform-related factors (Zhang et al., 2021; Chong et al.,, 2022), and
consumer-related factors (Gao et al., 2021; Chen et al., 2022b; Zheng
et al., 2022) all affect consumers. Many studies have examined the in-
fluence of streamers’ characteristics, including expertise (Li and Peng,
2021), warmth and passion (Guo et al., 2022), humor (Hou et al., 2020),
popularity (Zhou and Tong, 2022), professionalism (Zhu et al., 2021),
interaction communication style (Liao et al., 2023), attractiveness (Chen
and Liao, 2022), trustworthiness (Park and Lin, 2020), and value simi-
larity (Chen et al., 2022a). Although previous research has thoughtfully
explored streamer characteristics, it is still in its infancy. To the best of
our knowledge, there is no study focusing on the effect of virtual
streamer characteristics in live streaming commerce.

Virtual streamers can be distinguished into two groups based on their
appearance: humanoid versus zoonotic designs (see examples in Fig. 1A
and B). Humanoid features are likely to convey humanlike emotional
qualities (Blut et al,, 2021) and thus gain consumers’ trust (van Pinx-
teren et al., 2019; Song et al., 2022) and elicit social responses (Blut
et al., 2021). In addition, a growing number of virtual streamers are
designed to imitate living creatures. Zoonotic virtual streamers usually
resemble pets or wild animals. These virtual streamers can attract con-
sumers’ attention and enhance their engagement and attachment (Blut
et al., 2021). Although both designs are widely used among virtual
streamers, few studies have examined their differential impacts. Hence,
we explore the difference between humanoid and zoonotic virtual
streamers.

2.2. Virtual streamer characteristics

Previous studies of Al-enabled non-human entities have focused on
service robots, smart home technology, chatbots, and intelligent

aEs | o
W83 N

ANERE 3R 120
M2 EMBETRDE

Virtual streamer with zoonotic design

Fig. 1. (A) Virtual streamer with humanoid design, (B) Virtual streamer with zoonotic design.
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personal assistants (Hu et al., 2021; Ahn et al., 2022). These studies have
shown that the warmth and competence of Al-enabled non-human en-
tities evokes feelings, emotions, and behaviors in human beings (Hiu
et al, 2021; Cheng et al,, 2022). Accordingly, we focus on virtual
streamer characteristics from the perspectives of warmth and compe-
tence, based on the literature on Al-enabled non-human entities. Spe-
cifically, the warmth factors are likeability and animacy, and the
competence factor is responsiveness.

Likeability refers to the extent to which someone is perceived as
friendly, kind, nice, and pleasant to be around (Ellegaard, 2012). In this
study, it reflects live streaming consumers’ assessment regarding
streamers’ likeable, pleasant, kind, nice, and friendly personas. Like-
ability is a positive impression that someone has of another person
(Bartneck et al., 2009), and can be considered an emotional connection
(Nagel et al., 2021). Research has suggested that the more likeable a
person is, the more positively they are evaluated (Bartneck et al., 2009).
In addition, likeability has a significant impact on trust (Nagel et al.,
2021), parasocial interactions (Aw ct al., 2022), and willingness to
engage in collaboration (Pulles and Hartman, 2017).

Animacy is defined as regarding objects as individuals who can move
on their own accord and have the capacity for interaction (Balaksishnan
and Dwivedi, 2021). Thus, the y of virtual s reflects the
extent to which consumers perceive them as living beings who can move
independently and interact. The concept of animacy derives from psy-
chological research, but it has been used in research on information
systems (Bartneck et al., 2009), service robots (Amelia et al., 2022), and
digital assistants (Aw et al., 2022; Balakrishnan and Dwivedi, 2021).
Animacy emphasizes the lifelike form of an object, but it does not
necessarily indicate human form (Bartneck et al., 2009; Balakrishnan
and Dwivedi, 2021). Thus, it can better describe the common features of
humanoid and zoonotic virtual streamers, as distinct from real
streamers. Previous studies have found that animacy can deeply involve
users emotionally (Bartneck et al., 2009) and positively influence con-
sumers’ attitude and behavior toward digital assistants and robots
(Amelia et al., 2022; Balakrishnan and Dwivedi, 2021).

Responsiveness refers to the ability to quickly respond to consumers’
requests (Wongkitrungrueng and Assarut, 2020). In live streaming
commerce, it can be defined as the extent to which consumers receive
fast and effective replies from streamers (Xue et al., 2020). Thus,
responsiveness reflects streamers’ ability to help consumers and deliver
timely service (Xue et al.,, 2020). Specifically, streamers can respond
quickly to consumers’ inquiries, such as providing product details and
promotion information, which are conducive to consumers’ purchase
decision-making. Researchers have found that responsiveness can
significantly increase perceived usefulness and decrease perceived risk
and psychological distance (Xt et al., 2020); it is an important indicator
of interaction quality (Zhang et al., 2021) and service quality (Ma,
2021).

2.3. Presence

Presence refers to a subjective feeling of “being there” in a computer-
mediated environment (Xu et al., 2021). The concept has been widely
adopted in various research contexts including online education (Zou
et al.,, 2021), social commerce (Nadeem et al., 2020), social media
(Ledbetter and Meisner, 2021), online community (Nadeem et al.,
2020), live streaming commerce (Sun et al., 2019), and augmented re-
ality (Nikhashemi et al., 2021). Presence has two dimensions, social
presence and telepresence, which have been widely recognized in past
research (Gao et al., 2018; Ye et al., 2020; Xu et al., 2021). Social
presence is the feeling of psychological intimacy, whereas telepresence
is the sense of physical proximity (Ou et al., 2014). Although they
represent different aspects of presence and play vital roles in the online
environment, few studies have examined their synchronized effect (Gao
et al., 2018).

Social presence is defined as “the degree of salience of the other
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person in a mediated communication and the consequent salience of
their interpersonal interactions” (Short et al., 1976, p. 65). It is the sense
of being with another (Lim et al., 2021), and conveys a perception of
human warmth, personalness, human contact, and sensitivity (Bao and
Wang, 2021). Social presence has been identified as an important
construct in the mediated environment (Kim et al., 2020), and it can
drive trust (Jiang et al., 2019), commitment and loyalty (Nadeem et al.,
2020), purchase intention (Tan and Liew, 2020), approach behaviors
(Otterbring, 2021), and continued use intention (Song et al., 2021).
Methods for creating a high level of social presence have received much
attention. Social presence is determined by the technological mediated
environment’s ability to show content associated with social cues,
including audio, facial expressions, video, reviews, and posture (Short
etal., 1976; Amin et al., 2021; Nadeem al., 2020). Scholars have found
that brand anthropomorphism (Kim et al., 2020), virtual agents (Tan
and Liew, 2020), and IT affordance (Sun et al., 2019) build social
presence.

Telepresence refers to “the extent to which one feels present in the
mediated environment, rather than in the immediate physical environ-
ment” (5teuer, 1992, p. 6). It describes a sense of virtually being present
in a remote environment (Algharabat et al., 2018; Ongsakul et al.,
2020). High telepresence can be evoked through interactivity and
vividness (Kim ct al., 2021), which are associated with rich mediated
environments involving video, spatial audio, 3D vision, and animation
(Nikhashemi et al., 2021; Cowan et al.,, 2021; Steuer, 1992). Tele-
presence is a critical el t affecting cc s in online environ-
ments (Ye et al., 2020). Previous studies have found that telepresence is
helpful for shaping purchasing behavior (Xu et al., 2021), perceived
usefulness and enjoyment (Kim et al., 2021), flow (Ma et al., 2021), and
playfulness (Han et al., 2020).

Although presence has been examined in various research contexts
and some scholars have explored its role in live streaming commerce (e.
g.,Sunetal., 2019; Ma, 2021; Xu et al., 2021; Chen and Liao, 2022), few
have focused on the presence induced by virtual streamers. Hence, there
is a need to examine the link between virtual streamer characteristics
and presence.

2.4. Stimulus organism response framework

The SOR framework explains how external stimuli influence
behavioral response via individuals’ organism states (Mehrabian and
Russell, 1974; Cheng et al.,, 2022). In this framework, the stimulus (S)
reflects the external environmental factor faced by the individual. The
organism’s (O) states are the individual’s internal perceptions and ex-
periences. The response (R) is the behavioral outcome following the
external stimulus. In this study, virtual streamers’ characteristics can be
regarded as the online shopping environment stimuli, because virtual
streamers play a vital role in live streaming commerce. Presence is a
virtual experience that represents the consumers’ organism state (Ani-
mesh et al., 2011; Fang et al., 2018). Consumers’ purchase intention is a
form of behavioral response to environmental stimuli (Tuncer, 2021;
Guo et al., 2021). The SOR framework has been widely used to explain
individual behaviors in online environments, such as live streaming
commerce (Guo et al., 2021), chatbots (Cheng et al., 2022), online social
commerce (Tuncer, 2021), and video websites (Fang et al., 2018). Thus,
we apply the SOR framework to explore how virtual streamer charac-
teristics (i.e., likeability, animacy, and responsiveness) affect purchase
intention through social presence and telepresence (see Fig. 2).

3. Hypotheses
3.1. The effect of virtual streamer characteristics
Likeability is a positive first impression created by virtual streamers

(Blut et al., 2021). Likeable virtual streamers are perceived as friendly,
pleasant, nice, and kind to consumers when they interact with them
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Fig. 2. Conceptual model.

through the live streaming show (Ellcgaard, 2012). These positive
feelings can shorten the psychological distance between consumers and
virtual streamers, and increase consumers’ sense of human contact and
sensitivity. Such positive evaluations can immerse consumers in the
virtual streamers’ live streaming room and increase their enjoyment of
the shopping experience. In addition, likeability helps to build trust
(Nagel et al., 2021) and convince others to engage in collaboration
(Pulles and Hartman, 2017). To sum up, the more likeable virtual
streamers are, the more positive the outcomes (Bartneck et al., 2009).
Thus, we propose the following hypotheses.

Hla: Likeability is positively related to social presence.
H1b: Likeability is positively related to telepresence.
Hlc: Likeability is positively related to purchase intention.

Animacy describes the perception that an object is alive (11 et al.,
2021). Virtual streamers with a high level of animacy derived from in-
tegrated Al attributes, including voice, speech, expression, and gesture
(Balakrishnan and Dwivedi, 2021), can make consumers believe they
are real (Spatola et al. 2021). When consumers feel a sense of high
animacy they will consider the virtual streamers to be living creatures
capable of building deep connections and triggering emotions (Blut
et al,, 2021). Accordingly, virtual streamers high in animacy produce a
feeling of personalness, warmth, and human contact, and they make
consumers feel like they are shopping in the real world with real
streamers. Furthermore, when the animacy of virtual streamers is
perceived by consumers in a live streaming context, they will gain great
comfort and believe in their interactions with them (Aw et al., 2022),
facilitating positive attitudes and enhancing purchase intention
(Balakrishnan and Dwivedi, 2021). Therefore, we propose the following
hypotheses.

H2a: Animacy is positively related to social presence.
H2b: Animacy is positively related to telepresence.
H2c: Animacy is positively related to purchase intention.

Due to the interactive nature of live streaming commerce, virtual
streamers’ responsiveness is critical to its success (Wongkitrungrueng
and Assarut, 2020). Benefiting from virtual streamers’ responsiveness,
consumers can instantly obtain the information they need (Zhang et al.,
2021). Through this quick response service, virtual streamers help
consumers resolve problems effectively, which may make them feel that
the virtual streamers are warm and amiable, shortening the psycho-
logical distance between them (Xue et al., 2020) and strengthening their
connection (Wongkitrungrueng and Assarut, 2020). Because of virtual

t s’ quick resp may feel their interactions with
them happen in the real world. Furthermore, virtual streamers’
responsiveness can promote consumers’ perceived value and comfort
(Chung et al., 2020), consumer experience (Chen et al., 2021), and
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usefulness (Xue et al., 2020), and it can reduce shopping effort (Prentice
et al, 2019) and risk (Xue et al., 2020). Therefore, we propose the
following hypotheses.

H3a: Responsiveness is positively related to social presence.
H3b: Responsiveness is positively related to telepresence.
H3c: Responsiveness is positively related to purchase intention.

3.2. The effect of social presence

In this study, we suggest that social presence induces purchase
intention. A live streaming room with a high level of social presence
indicates that the psychological distance between virtual streamers and
consumers has been shortened (Lim et al., 2021), which is beneficial to
establishing a closer relationship between them (Sun et al., 2019). Social
presence creates a sense of familiarity, intimacy, and contact between
virtual streamers and consumers (Nadeem et al., 2020), thus improving
the shopping experience. In addition, social presence has been found to
positively influence consumers’ emotions (Chen and Liao, 2022),
increasing their trust in virtual streamers (Jiang et al., 2019) and
enhancing behavior intention (Chen and Liao, 2022; Amin et al., 2021).
Therefore, we propose the following hypothesis.

H4. Social presence is positively related to purchase intention.
3.3. The effect of telepresence

Telepresence is an immersive experience that reflects the perception
of a mediated environment (Steuer, 1992; Algharabat et al., 2018).
When the level of telepresence is high, consumers will be psycholog-
ically transported into the live streaming room (Steuer, 1992) and have
a greater feeling of being there (Lim et al., 2021). In other words, tele-
presence makes the live streaming show more authentic, and consumers
are immersed in the world the virtual streamer has created (Xu et al.,
2021; Ou et al., 2014). The perception of telepresence can also make
consumers feel comfortable even in a mediated environment (Lim et al.,
2021), and it can help them obtain more product information through
virtual streamers’ vivid product displays and introductions (Sun et al,,
2019). Furthermore, telepresence has been found to significantly facil-
itate purchasing behavior (Xu et al., 2021), trust and enjoyment (Ye
et al.,, 2020), and behavior intention (Ongsakul et al., 2020). Therefore,
we propose the following hypothesis.

HS5. Telepresence is positively related to purchase intention.

3.4. The mediating effect of presence

According to the SOR framework, external stimuli influence behav-
iors by intervening in the individual's organism states (Mehrabian and
Russell, 1974; Cheng et al., 2022). In this three-stage framework,
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internal states mediate the linkages between environment stimuli and
behavioral response (Mehrabian and Russell, 1974). Therefore, we

suggest that social p e and telep e play mediating roles in the
causal relationship between the virtual streamer’s characteristics and
purchase intention.

Likeable virtual st which seem kind, nice, and friendly to
[¢ convey h warmth and make consumers feel as if they

are present in the virtual str * live st g rooms (Ellegaard,
2012). Virtual streamers with high levels of animacy can forge strong
connections with consumers (Blut et al., 2021), promoting consumers’
perception of presence. Virtual streamers wnh high levels of respon-
siveness can quickly respond to ¢ qui ts (Zhang et al.,
2021), which gives consumers a sense of human contact and a real-world
purchasing experience. When feelings of social presence and tele-
presence are stimulated by a virtual streamer’s characteristics (i.e.,
likeability, animacy, and responsiveness), consumers are more likely to
purchase in the virtual streamer’s live streaming room (Sun et al., 2019;
Xu et al., 2021). Furthermore, studies have suggested that social pres-
ence and telepresence mediate the relationships between their ante-
cedents and behavior intention (e.g., Sun et al., 2019; Sun et al., 2021;
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Table 1
Measurement items.

Likeability (LIK)

LIK1. This virtual streamer is likeable.

LIK2. This virtual streamer is friendly.

LIK3. This virtual streamer is pleasant.

LIK4. This virtual streamer is nice.

LIKS. This virtual streamer is kind.

Animacy (ANI)

ANI1. This virtual streamer feels alive.

ANI2. This virtual streamer is lively.

ANI3. This virtual streamer feels organic.

ANI4. This virtual streamer is lifelike.

Responsiveness (RES)

RES]. This virtual streamer is very happy to communicate with me.

RES2. This virtual streamer can answer my questions and requests in time.

RES3. The response of this virtual streamer is closely related to my problems and
requests.

RES4. This virtual streamer can provide relevant information for my inquiry in time.

Social presence (SOP)

SOP 1. There is a sense of human contact in this virtual streamer’s live streaming
room.

SOP 2. There is a sense of p i in this virtual 's live ing room.

SOP 3. There is human warmth in this virtual streamer’s live streaming room.

SOP 4. There is a sense of human sensitivity in this virtual screamer’s live streaming

Liu et al., 2022; Chen and Liao, 2022). This implies that likeability,
animacy, and responsiveness have positive effects on consumers’ pur-
chase intention by increasing their perceptions of social p and b (TEL)
telepresence. We therefore propose the following hypoth TEL1. When watchi

H6. Social presence positively mediates the effects of likeability (a),
animacy (b), and responsiveness (c) on purchase intention.

H7. Telepresence positively mediates the effects of likeability (a),
imacy (b), and responsi: () on purchase intention.

4. Research methodology
4.1. Measurement

All of the measurement items were adapted from previous research
and modified to suit the context of live streaming commerce. Five items
for likeability were adapted from Bartneck et al. (2009). Four items for
animacy were adapted from Balakrishnan and Dwivedi (2021). Four
items for responsiveness were adapted from Xue et al. (2020). Social
presence and telepresence were both measured by four items adapted
from Ou et al. (2014). Three items for purchase intention were adapted
from Cuo et al. (2022). All of the items were measured on a 5-point
Likert scale. Detailed information on the measurement items is pre-
sented in Tablc 1. We also included gender, age, education, and income
as control variables.

4.2. Data collection and sample

To test our hypotheses, data were collected through online ques-
tionnaires distributed through a professional survey platform in China
called Wenjuanxing (https://www.wjx.cn/). Because the number of
consumers with experience of watching virtual streamers in a live
streaming commerce context was relatively small, we used snowball
sampling procedures to collect data. After qualifying respondents had
finished the questionnaire, we invited them to share the link to our
survey with other consumers with a similar experience, which helped us
to identify more potential valid respondents.

The online questionnaire contained three sections. In the first sec-
tion, we introduced the purpose of the research and promised to keep
the respondents’ information safe and anonymous. In addition, we
described virtual streamers in live streaming commerce to ensure the
respondents comprehended our research context. In the second section,
to guarantee the validity of the questionnaire, we set a pre-screening
question to ask the consumers whether they had watched a virtual
streamer in live streaming commerce. Only those who answered “yes”
were permitted to participate in the survey. Then, the qualified
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this virtual *s live ing, my body was in the room,
but I felt my mind was inside the world created by this virtual streamer.
TEL2. When watching this virtual streamer’s live ng, 1 felt that I was d
inlhgwnrldthisvimnlmamuhdmmd
TEL3. This virtual slive i
to be “somewhere I visited” rather than “something I saw”.
TELA. 1 felt I was more in the “real world” than the “computer world” when I was
watching this virtual streamer’s live streaming.
Purchase intention (PIN)
PIN1. 1 will buy the products that this virtual in the live
PlNllmmdlowmhmdnpodmdmnhlswmlalsu'eametpfomo(esmdxehve

d world seemed to me

streaming.
PIN3. I will consider this virtual streamer’s live streaming rcom as my first shopping
choice.

respondents answered the questions about the research constructs based
on their latest viewing experience of virtual st inalive st
commerce. Additionally, we asked the respondents to describe the vu'-
tual streamer they most recently watched as humanoid or zoonotic. In
the third section, we collected the respondents’ demographic informa-
tion, including their gender, age, education, and income.

We obtained 378 valid responses, which is more than 10 times the
largest number of structural paths directed at a particular variable in the
structural model and satisfies the minimum sample size requirement for
partial least squares structural equation modeling (PLS-SEM) (Hair
et al., 2021). The demographic information is presented in Table 2.

Table 2
Demographic information.
Number Percentage
Gender Male 177 46.8
Female 201 53.2
Age (year) 18-25 57 15.08
26-35 176 46.56
36-45 128 33.86
>46 17 45
Education High school or below 25 6.6
Junior college 9 26.2
Undergraduate 203 53.7
Postgraduate 51 135
Income (yuan) <3000 93 246
3001-6000 110 29.1
6001-9000 118 31.2
9001-12000 51 135
>12001 6 1.6
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5. Data analysis and results

We used PLS-SEM implemented with SmartPLS 3 to conduct the data
analysis. We applied PLS-SEM for several reasons. First, it is primarily
used in exploratory research (Hair et al., 2021), which fits our study.
Second, the data of our study do not meet the requirement of normal
data distribution, indicating that the PLS-SEM is more suitable than the
covariance-based SEM (CB-SEM; Hair et al., 2021). Third, the PLS-SEM
can yield greater statistical power than the CB-SEM (Hair et al., 2021).

5.1. Measurement model

The measurement model was checked by evaluating the reliability
and validity of the constructs. As shown in Table 3, all of the constructs’
Cronbach'’s @ and composite reliability (CR) scores were greater than the
ideal value of 0.7 (Fornell and Larcker, 1981). The scores of rho A
ranged from 0.751 to 0.930, thus exceeding the threshold value of 0.7
(Dijkstra and Henseler, 2015). These results indicate that our constructs
had good reliability. The average variance extracted (AVE) was adopted
to test convergent validity. 1ablc 3 shows that the AVE values of all of
the constructs ranged from 0.667 to 0.776, thus exceeding the suggested
threshold of 0.5 (Forne!! and Larcker, 1981). Then, discriminant validity
was assessed by comparing the inter-construct correlations with the
value of the square root of the AVE for each construct. The results in
Table 4 show that all values of the square root of the AVE were larger
than any correlation coefficient, suggesting good dlscmmnant vahdlty
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anonymity. After the data collection, we used three statistical methods
to check for CMV. First, we followed the method recommended by
Lindell and Whitney (2001). The correlation coefficients were adjusted
based on the lowest positive correlation (r = 0.004). The results are
shown in Table 4, and they indicate that the originally significant
inter-construct correlations maintained their significance in the adjusted
correlation matrix. Second, we adopted the procedure recommended by
Liang et al. (2007). The results in Table 5 indicate that the average
substantive constructs explained 74.8% of the variance, but the method
factor only explained 0.9% of the variance on average. The ratio of
average substantive variance to method variance was very great. In
addition, most method factor loadings were not significant. Third, we
included a latent marker variable to control the influence of CMV in the
research model, based on the suggestion of Liang et al. (2007). The result
indicates that the path significance of the original model did not change
after controlling the influence of the marker variable. To sum up, CMV is
not a serious issue in this study.

5.3. Structural model

SmartPLS 3 was adopted to test our conceptual model and hypoth-
eses. As shown in Table 6, likeability significantly increased social
presence (f = 0.144, p < 0.05), telepresence (p = 0.151, p < 0.01), and
purchase intention (§ = 0.140, p < 0.01), supporting H1a, H1b, and Hlc.
Animacy positively influenced social presence (p = 0.253, p < 0.001)
and telepresence (f = 0.278, p < 0.001), but it did not significantly affect

h intention (p = 0.067, p > 0.05). H2a and H2b were thus

(Fornell and Larcker, 1981). In addition, the h
(HTMT) value was calculated. In this study, the largest HTMT score
was 0.806, which is less than the stringent threshold of 0.85 (Henscler
et al., 2015). In summary, all of these results suggest that our constructs
had sufficient reliability and validity.

5.2. Common method variance

Given that the data were self-reported, we reduced the risk of com-
mon method variance (CMV) by optimizing the research design and
statistical testing. Before the data collection, the questionnaire was
structured to be succinet, demographic questions were collected at the
end of the questionnaire, and the respondents were promised

Table 3
Construct reliability and validity.
Variable Ttem Loading  Cronbach's hoA CR AVE
«

Likeability LIK1 0.885 0.926 0930 0944 0771
LIK2 0.877
LIK3 0.887
LIK4 0.861
LIKS 0.880

Animacy ANII 0.893 0.904 0907 0933 0.776
ANI2 0.863
ANI3  0.877
ANI4 0.891

Responsiveness RES1 0.852 0.880 0881 0918 0.736
RES2  0.844
RES3  0.859
RES4  0.876

Social presence SOP1 0.858 0.886 0.887 0921 0.746
SOP2  0.859
SOP3  0.870
SOP4  0.867

Telepresence TEL1 0.845 0.872 0873 0913 0.723
TEL2 0.849
TEL3 0.846
TEL4  0.860

Purchase PIN1 0.777 0.750 0751 0.857 0.667

intention

PIN2 0.817
PIN3 0.853
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conﬁnned, but H2c was not. One possible explanation is that the effect
of animacy on purchasing is mediated by social presence and tele-
presence. There was a significantly positive relationship between

veness and social p e (B = 0.437, p < 0.001), telepresence
(ﬂ 0.372, p < 0.001), and purchase intention (§ = 0.211, p < 0.01),
supporting H3a, H3b, and H3c. Social presence (f = 0.248, p < 0.001)
and telepresence (f = 0.263, p < 0.001) had a positive impact on pur-
chase intention. Our model explains 51.3% of variance in social pres-
ence, 46.4% of variance in telepresence, and 59.9% of variance in
purchase intention.

5.4. Mediation effect test

To further reveal the underlying influencing mechanisms by which
virtual streamer characteristics affect purchase intention, we adopted a
bootstrapping method with 5000 resamples to conduct a mediation
analysis. The results, shown in Table 7, suggest that all of the indirect
effects were significant in the 95% bias-corrected confidence interval.
‘This means that social presence and telepresence play important roles in
the relationship between virtual streamer characteristics and purchase
intention, confirming H6a, H6b, H6¢, H7a, H7b, and H7c.

5.5. Post-hoc analysis

To explore the differential impact of virtual streamer type (i.e., hu-
manoid versus zoonotic design), we conducted a post-hoc analysis with
PLS multi-group analysis (PLS-MGA). Before doing so, measurement
invariance ded to be blished. Thus, we used the measurement
invariance of composite models (MICOM) rec d by Henseler et al.
(2016) to check measurement invariance based on the permutation al-
gorithm. In MICOM's step 1, configural invariance was established
because the constructs were equally par ized and esti d in
both groups (Rodriguez Torrico et al., 2020). Thus, we then checked the
compositional invariance in MICOM’s step 2. As the results in Table 8
show, none of the ¢ values were significantly different from one; thus,
compositional invariance was established (Henseler et al.,, 2016). In
MICOM's step 3, the results shown in Table 9 indicate that the com-
posites’ mean and variances were equal, indicating full measurement
invariance (Henseler et al., 2016).
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Table 4
Correlation coefficients and discriminant validity analysis.
1 2 3 4 5 6 7 8 9 10
1. Gender NA
2. Age —-0.011 NA
3. Education 0.075 0.004 NA
4. Income 0.026 —0.050 0.363** NA
5. Likeability -0.088 —0.137** 0.025 0.020 0.878
6. Animacy -0.060 -0.113* 0.051 0.088 0.526** 0.881
7. Responsiveness —0.040 -0.079 0.043 0.152** 0.517** 0.595** 0.858
8. Social presence 0.004 -0.091 0.092 0.096 0.500** 0.587** 0.660** 0.864
9. Telepresence -0.080 -0.114* 0.087 0.117* 0.487** 0.578** 0.615** 0.532** 0.850
10. Purchase intention —0.037 —0.173** 0.061 0.112* 0.544** 0.573** 0.656** 0.645** 0.638** 0.817
Mean 0.468 33.040 2740 2.380 3.775 3.931 3.917 3.914 3.919 3.939
SD 0.500 7.390 0.772 1.047 1.020 0.930 0.900 0.906 0.899 0.835

i

Note: *p < 0.05, **p < 0.01, NA = Not licable. The bers in the

PP

| row are square roots of the AVE.

Table 5 Table 7
C method vari ly Results of mediation effect test.
Variable Item Substantive R} Method factor R} Mediation path Mediation 95% BC-CI  Remark
factor loading loading (R:) effect
®1) Likeability — Social presence — 0.036 [0.009, Significant
Likeability LIK1 0.790*** 0.624  0.116*** 0.013 Purchase intention 0.078]
LIK2 0.974*** 0.949 -0.116** 0.013 Likeability — Telepresence — 0.040 [0.012, Significant
LIK3 0.840*** 0.706  0.053 0.003 Purchase intention 0.089]
LIK4  0.916*** 0.839 —0.064 0.004 Animacy — Social presence — 0.063 [€.030, Significant
LIKS 0.874*** 0.764  0.005 0.000 Purchase intention 0.114]
Animacy ANI1  0.839*** 0.704  0.062 0.004 Animacy — Telepresence — Purchase  0.073 [0.035, Significant
ANI2  0.946*** 0.895 —0.095* 0.009 intention 0.134)
ANI3  0.833*** 0.694  0.050 0.003 — Social p - 0.108 [0.057, Significant
ANI4  0.910%** 0.828 -0.021 0.000 Purchase intention 0.182]
Responsiveness RES1  0.744*** 0.554 0.124* 0.015 Responsiveness — Telepresence — 0.098 (0.050, Significant
RES2  0.839*** 0.704  0.008 0.000 Purchase intention 0.182]
RES3  0.933*** 0.870 -0.086 0.007 ]
RES4  0.915%** 0837 0046 0.002 Note: BC-CI = bias-corrected confidence interval.
Social presence SOP1  0.780*** 0.608 0.093 0.009
SOP2  0.875*** 0.766 —0.020 0.000
SOP3  0.940*** 0.884  —0.083 0.007 Table 8
SOP4  0.858*** 0.736  0.011 0.000 Results of MICON step 2.
Telepresence TEL1  0.798*** 0.637  0.055 0.003 = N )
TEL2  0.917*** 0.841 —0.080 0.006 Variable ¢ value Permutation p-value Verified
TEL3  0.796*** 0.634  0.059 0.003 Likeability 1 0.893 Yes
TEL4  0.890*** 0.792 -0.035 0.001 Animacy 1 0.763 Yes
Purchase PINI  0.530*** 0.281  0.266%** 0.071 Responsiveness 1 0.834 Yes
intention Social presence 1 0.147 Yes
PIN2  0.985*** 0970 -0.179** 0.032 Telepresence 1 0.481 Yes
PIN3  0.917*** 0.841  —0.067 0.004 Purchase intention 1 0.987 Yes
Average 0.860 0.748  0.00042 0.009
Note: *p < 0.05, **p < 0.01, ***p < 0.001. . — . .
2 ol P that the likeability of the zoonotic virtual streamers enhanced social
presence more than that of the humanoid virtual streamers. However,
Table 6 the responsiveness of the humanoid virtual streamers increased tele-
Results of hypothesis testing (N = 378). presence more than that of the zoonotic virtual streamers, although
Hypothesis P 3 . responsiveness significantly po.smvely affect.ed telepresence in both
Values groups. We also found that the influence of virtual streamer character-
Hla: Likeability — Social presence T oEEs e istics in t_he huvmanmd group on _soc1a1 presence, leleprsenl ce: and
Hib: Likeability — Telepresence 0.151** 2736 Supported purchase intention was weaker. This may be because humanoid virtual
Hie: Likeability — Purchase intention 0.140**  3.153 Supported streamers have much more anthropomorphic features than those with
H2a: Animacy — Social presence 0.253*** 3795 Supported zoonotic designs, and consumers may expect them to perform more like
H2b: Animacy — Telepresence 0.278***  4.115 Supported humans (Yoganathan et al., 2021). Thus, h »id virtual str
H2c: Animacy — Purchase intention 0.067 1.289 Unsupported t satis " high ctati ultis in 1
H3a: Responsi — Social 0437+**  6.268 Supported may not satisfy consumers’ high expectations, resulting in lower
H3b: Responsiveness — Telepresence 0.372*** 5309 Supported performance.
H3c: Responsiveness — Purchase 0.211** 3.217 Supported
intention 6. Implications
H4: Social presence — Purchase intention ~ 0.248***  4.245 Supported
H5: Tel — Purchase i i 0.263***  4.052 Supported

Note: *p < 0.05, **p < 0.01, ***p < 0.001.
After the measurement invariance was established, we performed

PLS-MGA. Figs. 3 and 4 show the results for the different sample groups
(Numanoid = 213 V5. Nzoonotic = 165). The findings in Table 10 suggest

153

6.1. Theoretical implications

The findings of this study have a number of implications. First, we
contribute to the live streaming commerce literature by examining the
impact of virtual streamer characteristics. R h on live str g
has focused on streamer-related factors (Liao et al., 2023), IT factors
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Table 9
Results of MICON step 3.
Variable Mean diff. Permutation p-value Verified Variance diff. Permutation p-value Verified
Likeability 0.112 0.281 Yes -0.177 0.300 Yes
Animacy 0.129 0.221 Yes ~0.246 0.224 Yes
Responsiveness 0.147 0.153 Yes ~0.267 0.174 Yes
Social presence -0.095 0.360 Yes 0.198 0.293 Yes
Telepresence 0.111 0.278 Yes -0.317 0.094 Yes
Purchase intention 0.070 0.494 Yes -0.195 0.323 Yes
0195
Purchase
Intention
Note:™p < 001, p < 0001 _——1 T
Fig. 3. Results for the humanoid group (N = 213).
Likeability
Purchase
Intention
01977
Note: *¢ ~p T 00L ™ p - 0.001 — Sygmicmiellecl = — =P imagnifican! el
Fig. 4. Results for the zoonotic group (N = 165).
5 (Sun et al., 2019), product-related factors (Lu and Chen, 2021),
Ta e(l(f,P T platform-related factors (Zhang et al., 2021), and consumer-related
factors (Chen et al, 2022b). In particular, streamer characteristics
Path Brumancid  Bzoonotic  Ppifference  MGA p- such as expertise, warmth, passion, humor, popularity, professionalism,
i attractiveness, and trustworthiness (Guo et al., 2022; Li and Peng, 2021;
l—fmm_“_ly — Social presence 0.049 0.288***  -0.238*  0.025 Hou et al., 2020; Zhou and Tong, 2022; Zhu et al., 2021; Chen and Liao,
Likeability » Telepresence 0.083 0.221* =038 850.200 2022; Park and Lin, 2020) have received much attention. However,
Likeability — Purchase 0.195%**  0.056 0.139 0.138 , 5 7 =
Rl previous studies have neglected the role of virtual streamers. By iden-
Animacy — Social presence 0.288**  0.201**  0.087 0.482 tifying three virtual streamer characteristics (i.e., likeability, animacy,
Animacy — Telepresence 0.132 0.360***  -0.228  0.061 and responsiveness) and examining their influence on presence and
Animacy 5 Purchase Intsofon.  ~0007: Q42 =0 (0.157 purchase intention, we are the first to examine the role of virtual
Re:”‘ms"‘:"m ~%:Soclal 9472 0402 9.069 2.577 streamers. In doing so, we extend the understanding of live streaming
Responsiveness — 0571***  0.228*  0.343**  0.007 commerce from this perspective.
Telepresence Second, this study complements presence research by exploring how
Responsiveness — Purchase 0.215 0.197**  0.018 0.879 social presence and telepresence bridge the relationship between virtual
Intention streamer characteristics and purchase intention. Prior studies have
Social presence — Purchase 0.220**  0.352*** 0132  0.255 g G 5 g 2
intion demonstrated the impact of presence in various online environments
Telepresence — Purchase 0.302**  0.193* 0.109 0.415 (Zou et al., 2021; Qing and Haiying, 2021; Ledbetter and Meisner, 2021;
intention Nadeem et al., 2020), and a few researchers have focused on its role in

Note: *p < 0.05, **p < 0.01, ***p < 0.001.
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live streaming commerce (e.g., Sun et al., 2019; Ma, 2021; Xu et al,,
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2021; Chen and Liao, 2022). However, as far as we are aware, no study
has examined the role of social presence and telepresence in virtual
streamers’ live rooms. By exploring the mediating role of presence be-
tween virtual streamer characteristics (i.e., likeability, animacy, and
responsiveness) and purchase intention, we introduce presence into a
new research context and expand its range of application. Furthermore,
we shed light on how to craft presence from the perspective of virtual
streamers, by comparing the effectiveness of humanoid and zoonotic
virtual streamers in creating social presence and telepresence.

Third, we reveal the significant role of virtual streamers in live
streaming commerce and extend the knowledge of virtual humanity. As
an advanced technology, virtual humanity has been explored by scholars
in medical, education, service, and marketing contexts (Pauw et al.,
2022; Soderlund et al., 2021; Blut et al., 2021). However, the effect of
virtual streamers in a live streaming commerce environment remains
little understood. By comparing the different impacts of humanoid and
zoonotic virtual streamers, we provide a comprehensive understanding
of virtual streamer characteristics and contribute new insights to the
virtual human literature.

6.2. Practical implications

By exploring the role of virtual streamer characteristics and
comparing h id and tic virtual we offer implica-
tions for live streaming commerce practitioners. In general, our findings
suggest that virtual streamers’ likeability, animacy, and responsiveness
shape presence. Hence, firms that want to adopt virtual streamers should
select them based on these three characteristics. First, they need to
improve the responsiveness of virtual streamers to build social presence
and telepresence. They should respond to consumers’ questions more
quickly and effectively, and provide relevant information based on
advanced artificial intelligence (Xue et al,, 2020). Firms also need to
constantly train virtual streamers to improve their capacity for
responding to consumers’ requirements through machine learning.

Second, firms should note the difference between the two types of
virtual streamers. For humanoid virtual streamers, responsiveness can
induce more telepresence, and firms should make them feel more alive
and organic. However, for zoonotic virtual streamers, likeability is more
effective in building social presence. Moreover, firms should increase
the perception of animacy and likeability by carefully designing
appropriate zoomorphic forms of virtual streamers (Blut et al., 2021).
Firms should realize that zoonotic virtual streamers have a significant
effect on consumers (Blut et al., 2021), select suitable virtual streamers
based on their needs, and fully consider their different characteristics’
impacts on social presence and telepresence.

Third, designers of virtual streamers should enhance the character-
istics of likeability, animacy, and responsiveness. Specifically, they
should use Al voice technology, virtual reality, and motion capture to
create verbal and non-verbal behaviors, such as reciprocal self-
disclosure, quick response, and encouraging head nods and smiles
(Pauw et al., 2022; Miao et al., 2022), which can improve virtual
streamers’ likeability, animacy, and responsiveness.

7. Limitations and future research directions

This study has several limitations. First, we used the survey method
to collect data based on ' actual feelings about virtual
streamers. Future studies could adopt experimental methods to better
manipulate virtual streamer characteristics and examine their effects.
Second, future research could focus on other mediation variables, such
as flow, virtual consumer experience, and perceived uncertainty, to
reveal other mechanisms by which virtual streamer characteristics affect
consumers. Third, to improve the generalizability of our findings, future
studies could examine our conceptual model and hypotheses in other
cultural contexts.
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