27/03
/2026
11:51

&=

27/03
/2026
12:14

Ya

®

27/03
/2026
19:01

Ya

& =<

28/03
/2026
19:54

Ya

®

30/03
/2026
13:09

B

30/03
/2026
13:34

Ya

=

30/03
/2026
13:34

Ya

[

30/03
/2026
13:34

[
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30/03
/2026
13:34

Ya

o

30/03
/2026
13:34

Ya

[

30/03
/2026
13:34

Ya

o

30/03
/2026
13:35

Ya

[

30/03
/2026
13:35

o

30/03
/2026
13:35

Ya

[

30/03
/2026
13:35

[
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30/03
/2026
13:35

Ya

o

30/03
/2026
13:35

Ya

[

30/03
/2026
13:35

Ya

o

30/03
/2026
13:35

Ya

[

30/03
/2026
15:09

Ya

B

30/03
/2026
15:10

Ya

=

30/03
/2026
15:12

Ya

=

30/03
/2026
15:14

B
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30/03
/2026
15:16

&~

30/03
/2026
15:17

Ya

&

30/03
/2026
15:19

Ya

&~

30/03
/2026
15:20

&

30/03
/2026
15:22

Ya

B

30/03
/2026
15:24

Ya

[

30/03
/2026
15:26

Ya

[

30/03
/2026
15:27

[S)
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30/03
/2026
15:28

Ya

o

30/03
/2026
15:29

Ya

S

30/03
/2026
15:42

Ya

8

30/03
/2026
15:43

S

30/03
/2026
15:44

e

30/03
/2026
15:45

&

30/03
/2026
15:47

Ya

8

30/03
/2026
15:48

&<

30/03
/2026
15:49

&
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30/03
/2026
15:50

Ya

o

30/03
/2026
15:51

Ya

8

30/03
/2026
15:52

Ya

& =<

30/03
/2026
15:53

Ya

& <

31/03
/2026
18:45

Ya

& =<

06/04
/2026
19:19

® <

06/04
/2026
19:20

Ya

® =

06/04
/2026
19:21

Ya

® <
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06/04
/2026
19:21

Ya

o

06/04
/2026
19:21

Ya

8

06/04
/12026
19:21

&<

06/04
/2026
19:21

0

06/04
/2026
19:21

Ya

&<

06/04
/2026
19:21

8

06/04
/2026
19:23

&<

06/04
/2026
19:27

Ya

e
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06/04
/2026
19:28

Ya

o

06/04
/2026
19:30

Ya

®

06/04
/2026
19:31

Ya

&<

06/04
/2026
19:35

Ya

= <

06/04
/2026
19:43

Ya

B

06/04
/2026
22:38

Ya

= <

07/04
/2026
02:04

= <

07/04
/2026
03:46

B
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07/04
/2026
04:16

Ya

o

07/04
/2026
08:25

07/04
/12026
09:18

& =<

07/04
/2026
09:23

Ya

&

07/04
/2026
10:14

Ya

& =<

07/04
/2026
11:01

Ya

&

07/04
/2026
11:28

Ya

&

07/04
/2026
11:42

Ya

[
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07/04
/2026
12:09

Ya

o

08/04
/2026
09:09

Ya

08/04
/12026
10:04

Ya

o

08/04
/2026
11:30

Ya

[

08/04
/2026
11:36

Ya

& =<

08/04
/2026
11:57

Ya

®

08/04
/2026
16:18

Ya

® =

08/04
/2026
17:03

Ya

® <

| Kelamin ‘ Usia ‘ Pendidikan ‘ Pekerjaan

Kategori Penggunaan | Platform
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TikTok

Live

Pria 23 | S1

Pria 21 | S1

Pria 21 | SMA

Pria 21 | SMA

Pria 23 | S1

d -

Pria 22 | SMA Wa bi dan
Olahraga
Fashion,
Elektronik,

Pria 21 | SMA Mahasiswa Hobi dan
Olahraga,
Buku dan
alat tulis

setiap hari

TikTok
Live
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Pria 21 | S1
Pria 22 | SMA
Wanita 22 | SMA
Pria 20 | S1
Wanita 28 | S1
Wanita | 2007 | SMA
kosmetik
Fashion,
Sales BYD | Elektronik,
Pria 21| s1 ARISTA Produk TikTok
PONDOK | Bayi dan Live
INDAH Anak, tiga hari
Hobi dan
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Wanita 18 | SMA

Wanita 19 | SMA

Wanita 33| S1

Wanita 18 | SMA

Wanita 18 | SMA Mahasiswa Kosmetik

Pria 22 | SMA Pegawai Elektronik
swasta

setiap hari

TikTok
Live
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Pria 21 | SMA
Pria 33 | SMA
Pria 21 | S1
Pria 22 | SMA Hobi dan
Olahraga
Pria 22 | SMA
Otomotif
Fashion,
Elektronik, )
Pria 23 | SMA Mahasiswa | Hobi dan ' T¥kTOk
dua atau Live
Olahraga, tiga hari
Otomotif g
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Wanita 23 | S1

Wanita 21 | SMA

Pria 30 | SMA

Wanita 21 | SMA

Wanita 21 | S1

Pria 22 | S1 Mahasiswa Olahraga,
Buku dan
alat tulis

TikTok
Live

TikTok
Live
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<atit biilan

Wanita 22 | S1

Pria 21| S1

Pria 21 | SMA

Wanita 20 | SMA

Pria 22 | SMA

Wanita 23 | S1 Freelance | Fashion
Fashion,
Kesehatan,

Wanita 22 | SMA Mahasiswa Hobi dan
Olahraga,
Buku dan
alat tulis

tiga har1

TikTok
Live
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Pegawai

Wanita 28 | S1
swasta
Wanita 22 | SMA
Wanita 19 | S1
Pria 2003 | S1
Fashion, .
Hobi da Se i ar'satu ‘
Pria 21 | SMA s 32 asletlap TikTok
1ha
Fashion,
Hobi dan )
Wanita 20 | SMA Mahasiswa | Olahraga, Eil‘i()k
Buku dan
alat tulis
. Fashion, Satu kali .
Pria 24 | S1 Pegawal Hobi dan | dalam satu T%kTOk
swasta Live
Olahraga | bulan
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Pria 22 | SMA

Wanita 19 | SMA

Pria 19 | SMA

Wanita 19 | SMA

Kesehatan,
Hobi da

Wanita 21 | S1

Wanita 19 | SMA

TikTok
Live

Wanita 19 | SMA Mahasiswa | Fashion
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Pria 19 | SMA
Wanita 20 | SMA
Wanita 20 | SMA
Wanita 21| S1 kali da
ﬂ_ satu bulan
Pria 19| S1
Wanita 19 | S1
Wanita 23 | S1 Mahasiswa Fashion, T%kTOk
make up Live
Fashion,
Hobi dan Shopee
Wanita 32| S1 Freelance | Olahraga, | kali dalam Liv ep
Buku dan | satu bulan
alat tulis

226




Wanita 20 | SMA

Wanita 20 | SMA

Pria 21 | SMA

Pria 20 | SMA

ISWA L cehatan dalam sa

— bulan
akitar satu
kali setiap

Wanita 18 | SMA

Pria 19 | S1 Mahasiswa | Elektronik

TikTok

Pria 19| S1 Mahasiswa | Elektronik .
Live
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Wanita 20 | SMA

(141

Wanita 19 | SMA

Wanita 21 | S1

Wanita 19 | SMA

dalam satu
bulan

Wanita 20 | SMA

Wanita 20 | SMA

. . Fashion, TikTok
Pria 22 | SMA Mahasiswa Otomotif Live
Fashion, :
. . Elektronik, | kali'setiap | TikTok
i 23) | BiLA Mahasiswa Hobi dan dua atau Live

Olahraga | tiga hari
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Pria 23 | SMA
Pria 23 | SMA
Pria 23 | SMA
Pria 23 | SMA | 2Ll Set‘ap
dua ata
Olahraga 5a hé
Fashion, Sekitar satu
Pria 23 | SMA e kali setiap
Fashion,
Pria 23 | SMA T | il IHlIlgs
Hobi dan Live
Olahraga
Fashion,
. . Elektronik, TikTok
Pria 23 | SMA Mahasiswa Hobi dan | dua atau Live
Olahraga | tiga hari
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Pria 23 | SMA
Pria 23 | SMA
Pria 23 | SMA
Pria 23 | SMA
Olahraga 2 ha
Fashion, Sekitar satu
Pria 23 | SMA e kali setiap
Fashio,
. . Elektronik, TikTok
Pria 23 | SMA Mahasiswa Hobi dan Live
Olahraga
Wanita 24 | S1 Lt Fashion a T¥kT0k
swasta Live
bulan
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Pegawai

Wanita 25 | SMA
Wanita 25 | SMA
Wanita 26 | S1
Wanita 25 | SMA
Wanita 23 | SMA
Wanita 23 | SMA
Wanita 24 | SMA
Fashion,
. Pegawai Kesehatan, TikTok
i 25| Bl negeri sipil | Buku dan Live
alat tulis
. . Satu kali .
Wanita 25 | SMA Pegawal Fashion, dalam satu T¥kTOk
swasta Kesehatan bulan Live
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Pria 28 | S1

Wanita 26 | SMA

Pria 26 | S1

Wanita 26 | SMA

Al
dalam satu
bulan

Wanita 24 | SMA

Wanita 25 | SMA

. Pegawai
Wanita 25 | SMA negeri sipil | Elektronik Live
Wanita 25 | SMA Pegavyal. . Hobi dan T%kTok
negeri sipil | Olahraga Live
tiga hari
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Pria 26 | SMA
Wanita 25 | SMA
Wanita 25 | SMA
e A 1 .
Wanita 26 | SMA dalam satu T¥kT0k
Live
bulan
alat tulis
Wanita 27 | S1 Pegavya% .. | Kesehatan
negeri sipil

. Pegawai Elektronik,

et 2781 swasta Kesehatan Live
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Pria 27 | SMA
Pria 23| S1
Pria 21 | SMA
Pria 20 | SMA
. Olahraga,
Wanita 20 | SMA Buku dan
Wanita 19 | SMA ashion
. . Hobi dan
Pria 20 | S1 Mahasiswa . Live
. Satu kali .
Wanita 19 | SMA Mahasiswa Fashlon,. dalam satu T¥kTOk
Elektronik, bulan Live
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Wanita 19 | SMA
Pria 20 | SMA
Pria 20 | SMA
Wanita 19 | SMA Tk
Wanita 20 | SMA
alat tulis
Wanita 20 | SMA Mahasiswa | Fashion Eil‘i(’k

tiga hari
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Wanita 20 | SMA

Wanita 19 | SMA

Pria 20 | S1

Wanita 18 | SMA

Pria 21 | D3

Wanita 19 | SMA

Wanita 20 | SMA Mahasiswa | Olahraga,
Buku dan
alat tulis

. . Fashion,
Pria 21 | SMA Mahasiswa Elektronik
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Wanita 19| S1
Wanita 19 | S1
Pria 20 | S1
Wanita 21| S1 ali dalé
atubulan |
———
Wanita 19 | SMA Hobi dan i da
Olahraga | satu bulan
Sekitar sat)
Wanita 20 | SMA "
Fashion,
Elektronik, .
Wanita 20 | SMA Mabhasiswa | Kesehatan, T¥kT0k
; Live
Hobi dan
Olahraga

237



Wanita 19 | SMA
Wanita 19 | SMA
Wanita 20 | SMA
Wanita 20 | SMA
I Elektronik,
Pria 21| S1 Hobi da
Wanita 20 | SMA i
esehatan
Wanita 19| S1 Mabhasiswa | Fashion T¥kTOk
Live
Fashion, % .
Wanita 20 | S1 Mahasiswa | Buku dan | kali'dalam T¥kTOk
. Live
alat tulis satu bulan

238




239



Lampiran 3 Screen Shoot Hasil Smart PLS

Outer Loadings

Matrix

ATT1
ATT2
ATT3
CE1

240



PU

0.941
0.849

Discriminant Validity

TRUST

0.937
0.937

Fornell-Larcker Criteri...

Cross Loadings

ATT
CE

PE
PU

UEI
vD_

ATT

0.721
0.833
0.885

0.786
0.833

CE

0.635
0.567
0.560
0.642
0.625
0.680

0.615
0.889

0.658
0.767

0.518
0.715

241

0.589
0.852

0.646

i3 rho A {;f.‘ Compaosite Reliability

{;__‘.: HAoverage Vari:

0.862
0.917
0.940
0.957
0.924
0.935
0.916

rho_& Composite Rel...  Average Varian...

0.681
0.786
0.840
0.917
0.803

0.786
0.746



Discriminant Validity

J4i H

Cross L

- U.::: cE Lt.t R Square {;f_ R Square Adjusted
CE 0616 0.887 RSquare R Square Adjus...
IC 0.701 0586 0.689 0679
PE 0.748 0520
PU 0.664 0498 0344 0339
TRUST 0.639 0567 0472 0.465
UBI 0.674 0.539 0419 0415
VD_ 0.680 0574 0455 0.451
f Square
Matrix |} fSquare Excel Format R Format
ATT LIEI VD

ATT 0.834

CE 0032

IC 0.000

PE 0.230

PU 0.126

TRUST 0.004

UBI

VD_
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Path Coefficients

Mean, STDEV, T-Values, P-Val... Confidence Intervals

Original 5ampl... Sample Mean (... Stand

ATT -» UBI 0.674
CE-> ATT 0.205
IC -> ATT 0.022
IC -> CE 0.586
PE -» ATT 0.440
PU -> ATT 0.272
TRUST -> ATT 0.059
TRUST -» PU 0.647
VD_-» PE 0.687

Specific Indirect Effects

IMean, STDEV, T-Values, P-Val...| |- |f| Confidence Intervals Bias Co..

Original 5ampl... Sample Meal andard Devia... T Statistics (|O/...
IC-= CE-= ATT 0.120
VD_-» PE-> ATT 0.302
TRUST -> PU -... 0.176
CE-» ATT-= UBI 0.138
IC-» CE-> AT.. 0.081
IC - ATT-> UBI 0.015
PE -> ATT -=> UBI 0.297
VD_-» PE-> A.. 0.204
PU -» ATT -> UBI 0.183 0.186 0.057 3.203 0.001
TRUST -> PU -... 0.119 0.120 0.039 3.055 0.002
TRUST -= ATT -... 0.040 0.037 0.063 0.630 0.529
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MV Prediction Summary

= PLS

ATT1
ATT3
ATT2
CE3
CE2
CE1
PE3
PE2
Pu2
PU3
PL1
UBI 3

M
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PLA
UEI 3
LUEI2
LUEI

245

0.390
0.281
0.256
0.174



Lampiran 4 Jurnal Acuan

“The curment issue o full text archive of thes joumal is ovaikisk: on Exerald Insight oo
titepe kv emcrald comfssphin | 066- 2240 s

An empirical investigation of the  n=er
impact of influencer live-streaming wmpuis buying

endorsed
ads in e-commerce platforms on
consumers’ bu

u
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INTR ~ Highlghes

334 (1) Lol el tosts the ssectomsisan of infl s ey beapredae.
(3 Consisers attitude o isfbencos ads alfects ther oo o by gl
(3 Influacer crehity alficts tiveade via colabeity ettt o a medkador.

[y Trust atecrs cosunes antituee via perosved useluboess s o st
(50 Estertening aks hiky devidop livarable soneanes ariale.

1634 Kevunrds kil d liwe gy, Bnnpuilse Biving, 1ndluencr cnid ibiliy,
— iy e e, Pepeenna] cnteriainment, Tewst, Perosved iselalness

Papur tyge Riseanch paper

1. Introdluction

huy il

mfluencer advertismg mainly Soomsed omGw i =izl media, such as [nstagram,
Facebook and WelChat, and how ma e socikl medi o boost consumers”
purchase mtentions oratizhdes boward brands or products (e g. Evans of o, 3007, Lamberton
amd Stephen, Z006; Jin o &, 2019; Stubh amd Colliander, 301% arel Kim, 2021]. Although
studies have attempted to investigate bow influencer ads affsct consumers” arge bo bay
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Mddvirtting
Atk Jud et plscioess Dpesadent vitabikas)
Al of al Lite stsiianing Social modia el Cnlise pirchice isetion

fiedy

Dbl Lo Sl pradlia prcata Social modia el Huyiig isention
e (hisets and pictased) agified)
Faslitakete Fremvonded vilics Sl media Trestworthines, brand datification,
afal (A= WouTuled Ligand . I

mmpulse buving

1635

intenticn, willlagnes o pey & pEeméun
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INTR involves video content, realtime miemction and consumyption. Cai and Wiohn (20090 further
334 illugrated that bve streammng i= a syndwonsues mednm that ioveles simultanety amd
avathenticity. By oontrmst, social medin is asymcwnous, as its communication i only oneway.
Ths difference may pres different stamuli o the onsamers. As a result, despite the momsmy
depkyment of influsncer eoommeres [ve stresming, scentfic knowledge oo bow they cm
contrimte tn comsumers wrge o ey inakively s homed. Uil this question is answered, 7 &
1636 unchesr how influencers and ther sds cn do better to help ther endorsed brand mereize sales,
that &, increner consumer s’ urge o hay impulstvely. Tao this emd, this sudy aims to explore the
mechimism by which consamers” baying impulses are stimuahited by infloencer live streammmg

between oaline mfluencers amd comsmmers coukd increase sakes through prometions on lives
ming phtfarms. B et al (2020 and Jin of ol (2019 argued that customers might become
urchzem|
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Thenretically, mfluencer live streaming stemulates oonsumers” mpuke buying, similr o Influencer-
televison {TV] shopping; that is, tedevison celdrites miroduce the products” berefits o endorsed
persimde the audience to place an srder nght away (Cherg, 20200 In TV shoppmg, consamers - [
havve nir idea ahout 2 product before watching televisimm promotions. However, they may be ving
persimded to phce an arder after learning moare about o product. Park and. Lennon (306§

demanstrated that TV shopping programs (ads) oould mduce mpalse huyving tendencies
omsumers. They pointed oot that celebrities use a vanety of comeersabora] techroques: e 1637
mtice and pereasde corsumers. Corsumers may develop feebngs of mamacy or friendship

with celebriies, ln&m;buunpulzptnhambdum[l‘hrkandlzﬂm!ﬂ]ﬂﬂumm

omtrst o o finve st hles realtime dynamme
um:tl:\mﬂutmm mwmmmwdmmﬂmuahﬂm&

that TV shepping carmot prodace. jnnganrlfm (221} posited. that realtime dynamc

imgul=e huving, sspecially m the mnbext of
h:d:mn1=d;w+memmﬂ=hum I
based on therr textuzl amd image description

dnl,ﬁllﬂ},anmlmﬂu'h\r:: Wl

g Gictors feg.
15m amd maco
Ih:ir::lppﬂ]}

-..4!.

mirch (s Tzhle 1 ared recent systematic [ier24
ot i, 213, heer of af, 3 Chan o af, 3017, hittk: a

N— <,
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INTR ferommnare} live strmmmg. Akhough e-ommere and soommere are odergning new
334 dmm&hmmhhmm;fmﬂntmwm
smd =commere regarding market priocbies, aestomer conmertiones 2md
mmmﬂ{mngandﬁjmﬁﬂﬁ] E-commmerve Ive stresming (mur research
o) usually nooars necomumerce or shopping platfonmes integrated with live stremmg
features, soch as Toohao Live, fmgdmg Live and Amazm Live This type of platnmm focuses
primarily mm sellmg products. Brands and ouflusmcers use Ive streming so engage oomsmmers.
In contrast, sonmmerce live streammng usmlly wikes plice o socdal media platformes
inttially desggned for live streams but are now istegrated with commercial activities, such 2
TikTok, Kimshoo, Twitch and Facshook "lhutj'penf'phl.ﬁ:rmnnnt'pclmrﬂ:.rmndu

selling products but for socnl networong. and entertal Hi g ETS C2M

1638

o freacES s 0 L ¥ geEncra
adeT af e b.u}w.w" amd D wlr!l’lrﬂ* i, [ |’I|.r 2 CIMETTE fmr shrovenung ads
imcrease posr aderison fo buy imfealsively? Plekst explen wly” were asked m o the semi-
struchered mbervews Smilar to Kwok of &b (2021} and Kok ef @l 2023, an inchiciive
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otent amalysis method was wsed o mspect the interview data and geretate themes nd Influencer-
sitthemes (Le underhving facinrsy The analysi began by trimsiing the mudin remrdings of endursad
the interviews indn tectual transeripts, which the resmrchers reviewed o ereure ther sooaecy - [

smd completeness. The tan ressarchers then repeated their readmgs umtil they understond the ying
oontent and comtext of the corversation. Drmg the comprehension phise, they understood the
meaning of the comversation, recognized ortical statements, created hbels ior coding oriteria) for

the cmversatinns and grouped simikir ideas into themes and subthemes. To msure the 1639
rdinhility of the mmalyss, two resmrchers independently ompleted the comprehensiom

schames, resclve mmy differences and firalize the thenes and subthemes:. Resmrchers counted
the frequemcies of the themes and subth emes tn determme whether or oot they were prevalent
f?n'auiﬁ"merq:hyndmmﬂnﬂﬂzmnr:hmn{mﬂmhﬂmnﬂ TI:.-m:wl.
frequenitly mentoned facitinrs for watchang e e live I WETE [ | comre:
etz of the proposed research medel.

I Lirge to buy impulsively

- Miiprlem |
ify
v is kmawn for its popalarity (Boorstin, 1992) [n ¢ uchy, i celebrity effect refers
ility nf influencers to infloence nthers. This is o oolletife term for the effsct of a

nn's presemce on denwing attention, recforcmyg messages and  expamdmg

252



R

1640

influence. Moreover, this & a psycholngical phenomenm of indwiduals enulatng celdarites
This comstract was inchaded in the study because previous reserch and practos have
demnnstrated that the employment of famous peaple madvertising could atirmact custome s
attenting and strengthen a brand ar mesmge. For example, Kim ek al (2015) dizoowersd that
celebrity expertise & chsely assocmted with bramd equoity. Simbrly, Wang o a0 (2017}
showed that celebrity attmictiveness, trustworthiness and expertise could influence purchase
intenting via Evorable brand attitude and oedibality.

Infleencers emjoy the admowledgment of their followers, simble popularity and remariable
Teputition in ther specialied sevtnrs. Thear partidpation in advertising activities, partoularhy
the dirert endnreement of produocts, could be more attractve, indectious, perapsiveamd cedile
than other forms of advertismg, therdhy belping to atiract consume>rs” abientinn, inderest and
desire o purchase (et of, 3021; Janssen of of, 2022). Therefure, firms are now competng for
market share via indluencer advertising (Bmm :.nd HJ:m.. 2L, wsing their celehrity eifect
Nn-u:ﬁ:h;h:ﬂttutnfmlmwhis:, [Eewi .

a111bqgum.|.-.' |mlu:-e El1‘|l1.|'|l|:l11El1| :ui 7 affe " pncrp: I:| in infrrmation
Existmy reseanch has also shown that source sreditality i closely related to consumers"
attibodes foward oolme ads (Teng of af, 2004; Plefer o @, 20090
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Az the mifoenscer is the core source of an eommere livestreammp ad, it &= aucial © Influencer-
urdlerstarsd the mole of influrncer credibility m omsumers” atttodes boward influencer ads endorsed
With reference tn MacKenzie smd Lutz (1980, influencer credahility in this study refers tnthe - b

tnwhich 2 corsumer perceives the mPuencer in ads tn e rathfal and himest. Martine mmpulse buying
ot al (2015 showed that the credibality of a person (ournalist or scentst) influences one's
belief ahmut pieres of mformation. Chod imd Bdon (2H2) mdicated that consumers” perceived
rredibality of the advertisers winld affect their perceived oedibality of the ads, which 1641
posiively impacts consumers’ frvomble attitodes toward the ads. Kimo smd Chni (2013}
reperted simular resalts. Henee, the following hypothesis = propoed:

1 Indluencer credibility has a sgmifimnt postive effect oo the attitude toward
infhiemcer ads.

Additinea Ty, acoording to Martins of @l (2015, a person’s oredibality affects their amoont of
!.n.l'll.m'u:e Yuan:u!dlmtaﬂhmqmmidmpn:wmlhnhb&mmm]m_c@

T inaly.pen:eh d
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tectmnolngy. Perceved usefulness in this study refers o the degree to which 2 consumer>
percerves the mfarmaton affered by influencer ads tn be belpful, such that they can maleeam
nfarmed judgment on buying behavior. Percetved tsefulness bas Iong been an essential
metric for mezsmrmyg advertising effectiveness (Bleter and Eisenbeiss, 3015, Shavat of af,
12661 Hence, this study abe inchided the percenved usefulness of the proposesd model
Kham of @l (2017} highlighted that when custemers had 0 make a purdhase dedsion, they
aften depended on the ad material to undertake a cost v benefit analyvsis. Kim o @ (3207}
dded that when considering the punchese of a prochct, boyers often underga a cngoative and
mnm]mhabmpmsluimulmnmdﬂnlmmr{dmmmdymzm
directhy correlates with ther p =l - Il

Blmecnver, nl'u'.hu:phuq the m'q)crlm'u::nf [umhd mnline achvertisng, Bleer mmd
Eizenbeiss {#05) shared that comeume s mogit be more sager tn mqlore achvertised comtent i they
find it useful Thas, this study expected that consumers would have a Gvorable attibode
Mﬂ:ﬁmﬁﬁﬂwpﬂmﬁiﬁmauﬂifﬁmmmhm

the attitude toward
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INTE latfirmm were mcluded m the dirta aralyss becmer this shady seoght o eemine @ more general
pender were 56t 25 contml varmbles in the model exammabion. Age was not osited as 0ot
varsble becnese this study primarily focused o vomng adults. Beciuse the recall bechmcoe and
the mstamt visit and revest approach wene employed doring the data oollection, it is rmsmable b
expect that the data onllected from the sody mimple are valid snd represenme of the

1646 imvestigartion of o resmech question, that &, o explore mosmens” buying mpalse onder the

—— 0 0 Efluemcer T g ks m v platforms. The demographar chamcteristes
af the study partcgpants are presented in Table 3

5. Data analysis and results
Descriptive statistics of the measures, mcloding the mean, standard deviaben {501, 95%
ennfidence mberval (CI), skewness and loartcsis, were svahiated. o determines the nadume of the

it using IBM SP5S Statistics 2. AT ]
mude] wing Smartl'LE verson 3.
Tahle 4 presents the desorptive

N—
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31 M f rmvincdel f Influencer-
0.1 Relwbility, convergean eabdity and dizcnimnart rakaly, The reliabilaty and validity of
the measures were evahiated acoording to the followmg criteria (Hair of af, 2011, 2016 Fomell ; bavi
amd Larcker, 1981 Cronbach’s alpba and compisite reliabilty of each comstruct shoukd be
greater than 017, the average varance extractinn (AVE) of ench construct is adsquate if it i
higher than 05 sach comstruct’'s AVE must be higher than its squared comeliines with amy
ather coestructs (FormellLarcker criterion); acd the heterotraitmonotrait HTMT) mtio of 1647
aourelxiiors vahie should be les then 09 Farthermore, sach measurement iten’s outer —
Inading on its associted construct should be higher than any of its cross:Inading s on ather
aHsiruns

Cronbzch's alpha, composite relizhility, AVE and the Fomell Larcker test of the study's
corstructs are summarized it Table 5. The vabses of Cronbech's alpha and composite
relmbility of all owstructs manged from 079 to 054, mdicating that the measrement's
intermal consistency was satisfctory. All the AVE values were greater than 005, ndacatmg
sufficent convergent validity. The Farnell Larcker criterinn was fulfilled 2= mch oestruct’s
AVE vakoe was higher tham s squared aorrelations with G addition, 2=
shwram in Tahle &, the HTMT valoes were all less than 05 =i

amd validity of the memsurement ibems.
nazsEement are suffcient for the

A 1.2 Muificedenemriy end comm,
the endogenme mestruct is pn
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by common method b@s. In this regard, this
bhecause all the VIF values derived from the
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“To further justify these resuhis, a statistima] remed y was performed following the approaches
of Lizmg ef al (2007} and Lia ot (20181 First, we cnnvert each indicator in the ressamch moded
intn a single indicatnr construct (Arstarder). We then Inked this o the oomesponding second.- b
arder comstruct, which = the previous first-order comstruct. Subssquently, 2 common method impulse buying
mstruct, whose indicitors included all the prmcpal constrocts” indicators, was introdoced
in the comverted model. The varmnces of each mdicator substmtively explained by the
priccipal] comstruct and the comman methnd construct were compared (o determice whether
the pommon method explained the majority of the covaiance. As shown m Tahle 8, the
suhstantive Exctor Inading (K1) of smch mdicator was significomt at g < 001 level, wherrs
none of the method factor kedings (RZ were zignificmt. Additioradly, the mtin of
suhstantive variance (1% o method variance {R2%) was notably hqhhpprnmnalrlj 1821,
odirming that this sudy was not threatened by common method bias

Influencer-

16489
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amd blmdéalding techmigues are applied m the PLS appreach. Some researchers have argued
for the utilization of the Standardized Koot Mean Square Residuzl (SEME) and Koomed Fat
lpadex (NFI) as mode] fit memsures for PLESEM tn avoid mode oesspecifombon {Ha and
Bentler, 1996; Bentler and Borett, 19580 Henseler of al, 2006). 1t is generally recognized that
ke value of SEAE is I tham 0008, and the vahie of NFI mnges from O] (thecloser it is te D,
thebetter), incicating a good moded fit. I this study, the SEME and NFI values were 0067 and
EIElD.:ra])ﬂ:m'\dy incheatmg a satsfactary level of fit.

As smumarized in Tahble 9, which presents the resulis of the path oefficent estimation
amd bontstrappang of the 1<l model, pur resulis show that five of the eight hypotheses were
suppited These hypatheses ane as follows.

H1, ennsumers” vnrable attitude toward influencer ads bas o sgnificnt pozitive sfect
am theirurge to bay mpalsvely (§ = 0368, p < 001). H2, the celebnty effect, bas a significint
postitve effect an consumers” favarzshle atiitude toward the ads ( = 0150, p = B0EL H,
1nﬂmrn:d‘|'h&yhuangrd’ﬂutpnnhn=ﬂmtm1dtmkb:ty:&d@ DuGET,
B = 0011 HE, the perceived entertainment d the zd
csumers” favarahble attitude
usefulness nfﬂ:t:-dhuz sigmifica

L
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explaing hmw influencers” live streaming ads on eccommerce platormes create an arge for
corsumers ta oy mpukively. Seven corstructs were mcduded in the medel, and sight
hypatheses were propossd to test the mieractive relabonshaps among the corstrods. The
results shorw that six hypotheses were supported, and the LelB model scplained 61.7% of the
varznee in atbbode toward influencer ads. Additiceally, as expected, this study
demnnstrated that consumers” fivromble attitbude tvward influencer ads significamtly affect
their urge o huy imgulsively. However, the amount of variance m the urge to bay
impulsnvehy, which can be meplained by the mndel, was relatively modest (194 %), This was
prubably dise to 1 posted amteredent {ie. attitode toward influencer ads) Henee, fishore
sinches should examme other factors that may directly mmpact impulses buymg bebavior.

The present study finds that the celebrity effect sgrnificamtly impacts attibode toward
infhaemoer ads. Akhough the direct effect of influencer credibality im attrtude toward mikencer
ails was shmwn in be msigmificant, it was imposed on oomsumers” attitudes via the cekeboty
effect i a mediztor. As revealed by the resalts of the mediabon test, the celebmity effect played a
martial mediation role i the “mifluencer crediility — celehnty effect — attinsde twwsrd
inflaercer acs" path, with its indrect effect accmmting for 45.57 % nfd'l.:h:ﬂ]:ﬁunLTl‘mrqu
imples, as als pointed oat by Tilland Bu:hrm that persaral attributes suchas
tnzstworthiness and attractiveness of the mfluen muld substantially affect ther levels of
infaenoe ind appeal amoeog the audieno mammers favorable attitudes
towwand infhuemcer ads and ther b x
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71 Prachion rmpleations
[n today's sdverising market, incresingly more hrands prefer hyperactmee influencers mo
mcial media, such as vioggers and Instafzmous persooaliies, to traditional celebriby
erdursers (Schouten of o, 2020). However, the maretmg mnplications of influencer live-
streaming advertismy strtegies on e-commerce pladorms and ther effect on oinsumers”
imgrulse buymg bebavinr is still uncler and require further stodies. Supporting this trend, the
results of this study provide several msights for marketing practibones. Regarding the
aredibality nf mfkeencers and their ad=, it is soggesisd that brands seeking mifoencoers for
‘product endarsement should not mmly consder the external appeal of the candidstes ot ale
pay attention to their intrinsic nature a2 well as the fitness hetween their expertize and the
‘product {Park and Lan, Z020). In particalar, brands shouk] avoid colhborating with those
invalved inscamdals, 2= this may negatively affect consumer perceptinns of brands iCamphell
amd Farrell, 30E20). Moreover, research. has shown that mmultiple endorssments by the sume
celebrity might reduce the effectiveness of celebrity endorsements, especnlly when
consumers view that celdhrities are engaged m ton many product endorsements
amultaneasly ([Bergkvist and Zhou, 2016} Hence, brands should ako consder such
mezsures when seeking collabortions.
In additon, mr sty demonstrates that the entert

indispensahle i advertismg campaigns
evdnrsements from infloencers who mhﬂ.'tm
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INTR cstmucts indluenced comsumers” urge o bay impalsvely viaattitude toward influencer ads.
9.4 The model explams a significmt portion of the waranoe in consomers’ attitudes. toward
influencer ads [61.7%) and the urge to oy imgulsieehy (184%5)

73 Lireatiwlaons of thes stady and ficure work

Thits study bas several lmitztiors. First, this study ussd the urge to buy impulsvely as a
1654 proxy i measure commemer mmpalse buymg behavior because it 5 a conmmly used
indicator in previmus resech g Chen of o, 2006 Lin o af, 20135 Zafar of @l, 200300
Hiwever, oonsamers feeling, the urge tn buy does not necessarily mply that they will carry
aut, ahtbwugh Zhang of & (2008} fourd a significant 2and posttive relationshap between the
urge tix bary imprulsmeeh 2nd impulse buvieg behavinr. Hence, further researmch i recpuirsd to
examine the relstineship between these two vanables in the contexct of influencer advertismg.
Seeond, cur study foruses mainky o young cons :Hﬂ::z,ﬂ'u::tudy"sml.ﬂ:maymﬂ.
u:usln'.l].- apply to consumers af @
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