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ABSTRACT

Despite the growing popularity and commercial potential of live streaming, research on
live streaming trade is still in its early stages. Moreover, previous studies have produced
inconsistent results regarding the influence of digital celebrity perceptions on consumer
shopping intentions. Therefore, this study aims to investigate the antecedents of
live-streaming shopping intentions by integrating the Perception of Digital Celebrities
with the Uses and Gratifications theory. To achieve this objective, a quantitative
approach was employed, and primary data were collected from 504 Indonesian
consumers through the distribution of questionnaires. The collected data were analyzed
using Structural Equation Modeling based on Partial Least Squares with the aid of
SmartPLS 3. The findings of this study suggest that the Perception of Digital Celebrities
has a significant effect on consumers’ live-streaming shopping intentions. Additionally,
Social Interaction was found to have a significant effect on live-stream shopping
intention, and Social Interaction was found to mediate the relationship between the
Perception of Digital Celebrities and Live-Stream Shopping Intentions.
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Introduction

Indonesia is one of the countries with the largest population in the world. According to data released
by We Are Social, in January 2023, Indonesia’s total population reached 276.4 million people, with 49.7%
being women and 50.3% being men. In terms of internet usage, Indonesia has around 212.9 million
users, which is an increase of 5.2% compared to the previous year. However, there are still about 64
million people who have not been touched by the internet (Dataareportal, 2023). In particular, social
media in Indonesia is also very popular, with 167 million users, or 60.4% of the entire population using
platforms such as Facebook, Instagram, TikTok, and others. This data provides an overview of the digital
behavior of Indonesian people that continues to grow and is a very interesting thing to study further
(Dataareportal, 2023).

E-commerce has grown rapidly in Indonesia and is considered an important part of consumers’ lives
in the country. The COVID-19 pandemic accelerated changes in consumer behavior in shopping, from
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physical to online (Galhotra & Dewan, 2020). These developments offer new opportunities and chal-
lenges for businesses and consumers. According to the ‘Big Data Review of the Impact of Covid-19 2020’
report published by the Central Statistic Agency (2020), online sales in Indonesia increased sharply during
the pandemic. Online sales in April 2020 increased by 480% compared to January 2020 (Pink & Laoli,
2020). Based on a McKinsey report, Indonesia’s e-commerce industry is projected to grow eightfold from
2017 to 2022, with total e-commerce spending increasing from $8 billion to $55-65 billion (MTarget,
2019). This growth of e-commerce is expected to dominate market trends in the future. Some examples
of leading e-commerce in Indonesia are Tokopedia, Shopee, Bukalapak, JD.id, and Lazada.

The increasing trend of e-commerce in Indonesia should be a concern for businesspeople and con-
sumers. The growing digital market provides both opportunities and challenges for those who want to
succeed in this industry. Further studies are needed to understand the dynamics of the e-commerce
market and its impact on consumers and companies in Indonesia. In an increasingly advanced digital
era, business competition is getting tougher and encourages business actors to find the right media to
grow and compete in the digital market. In Indonesia, internet users’ interest in digital transactions and
purchases is increasing, prompting e-commerce companies to implement business development strate-
gies that focus on digital channels. Digital marketing is a medium that is often used by e-commerce
players to reach consumers. Through digital marketing, consumers can view product information and
details on the internet, interact with merchants anytime and anywhere, and facilitate ordering and prod-
uct comparisons (M. T. Febriyantoro & Arisandi, 2018; Kotller, 2009).

Although the growth of e-commerce with digital marketing has brought many advantages, there are
some obstacles that need to be considered. One of them is the lack of presence of human and social
elements in the online shopping experience, which makes the lack of customer engagement compared
to shopping in offline markets (Clement Addo et al, 2021; Hu & Chaudhry, 2020). Over the past few
years, online businesses have more often described their products through interactive text and images.
Unfortunately, this way it is difficult for customers to touch, test, or try the goods directly and get infor-
mation in real-time before making a purchase (Hu & Chaudhry, 2020; Steinhoff et al., 2019) Such a shop-
ping experience can increase purchasing risk and create uncertainty in the minds of customers, thus
hindering purchasing activities (Constantinides, 2004; Kozlenkova et al., 2017).

Solving these barriers can be achieved by integrating human and social elements into the online
shopping experience. One way to overcome this is to bring interaction between customers and sellers
in real-time via chat or video call. This can provide a more personalized shopping experience and allow
customers to ask questions and get information in real time (Hu & Chaudhry, 2020). In addition, virtual
and augmented reality technologies can also help customers to see and try products more clearly and
interactively, thereby increasing customer confidence in making purchasing decisions (Steinhoff et al.,
2019). In an increasingly advanced digital era, e-commerce companies must continue to innovate to
create more engaging and engaging online shopping experiences for customers.

In an increasingly advanced digital era, online businesses are constantly looking for new ways to pro-
mote their products. One of the new forms of e-commerce is live streaming, which utilizes live broad-
casting as a channel to achieve marketing goals. Live streaming or also called live e-commerce has
opened new avenues for businesses and consumers to remove barriers to distance and time and increase
social presence in e-commerce. This opens up new opportunities for businesses to increase sales and
increase consumer engagement in the buying process (Qian, 2021).

According to several studies, live streaming provides a more personalized, visual, and interactive shop-
ping experience for consumers. In live streaming, consumers can view products live through live video
broadcasts guided by live-stream hosts. Consumers can also interact with the host and provide com-
ments or questions while making purchases directly through e-commerce platforms. Live streaming
allows consumers to get closer to a product, seeing and hearing streamers describe what the quality,
appearance, or way of wearing a product is like (Farman, 2019; Hu & Chaudhry, 2020). However, even
though live streaming is becoming increasingly popular, there is still little research being done to reveal
what factors influence consumers’ intention to live-stream shopping on e-commerce platforms. Therefore,
research on the factors that influence consumers’ intention to do live-streaming shopping on e-commerce
platforms is important to do (Clement Addo et al., 2021; Zafar et al., 2021).
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Live stream in e-commerce has become an increasingly popular trend in recent times because it
provides benefits in overcoming distance and time constraints and increasing social presence in
e-commerce (Clement Addo et al., 2021). In live streaming, streamers can display products as well as
themselves by doing various interesting activities such as talking, eating, and others, so streamers
function as sources of information and contributors who display products in real-time (Kang et al,,
2021). Streamers show product information, how products are developed and used, provide informa-
tion that clarifies customer confusion, and demonstrate hands-on activities that motivate customers
to buy (Lu et al., 2018).

Customers as co-creators can interact with streamers and fellow customers through chatboxes in
real-time, and these interactions can affect broadcasts and streamers (Kang et al,, 2021; Sjoblom et al,,
2017). In addition, customers can send virtual gifts as support to streamers, so streamers become increas-
ingly motivated and encouraged to provide better product information and presentation (Yu et al., 2018).
Live streaming activities create interactions between streamers and customers that can reduce customer
concerns and increase customer purchase intentions (Zhang et al., 2020a; 2020b).

In the live streaming trade, interesting streamers become the main content promoting commercial
information in live streaming (X. Xu et al., 2020). As the popularity of live-streaming platforms increases,
the commercial value of streamers with a large fan base continues to increase (Hill et al., 2020; Park &
Lin, 2020). Streamers in live streaming can be store owners, digital celebrities, and professional streamers.
When a streamer reaches a certain level of popularity, they are referred to as digital celebrities (C. C.
Chen & Lin, 2018). According to research (R. Li, 2018). Digital celebrities should have some characteristics
such as a large number of followers, a high level of interactivity in their profile, and promising business
value. A digital celebrity as a streamer has its own streaming style, professionalism, personality, or appeal
(X. Xu et al., 2020; Zhao et al.,, 2018). When shaping certain values and attitudes, digital celebrities act
as individuals or groups that are liked by consumers and can become key opinion leaders as well as
exert a great influence on social media (R. Li, 2018; Luo et al, 2021; Park & Lin, 2020; Schiffman &
Cohn, 2009).

Although several studies have been conducted to examine the influence of digital celebrities on
online shopping intentions, most studies have been conducted in the context of traditional mass media
or other forms of social media such as blogs or social networking services (Djafarova & Rushworth, 2017;
Jiménez-Castillo & Sanchez-Fernandez, 2019; Lim et al., 2020; Xin Jean et al.,, 2017). Little research has
been done on the phenomenon of live streaming or the new types of celebrities that appear in it (Park
& Lin, 2020). In addition, the findings of an earlier study from (Park & Lin, 2020). showed that the attrac-
tiveness of digital celebrities did not have a significant effect on shopping intent in the context of live
streaming, which is different from previous findings by Z. Wang et al. (2017), Chan et al,, 2021). Which
stated that the attractiveness of digital celebrities affects shopping intentions on live streaming. Therefore,
this research is expected to add to the understanding of the influence of digital celebrity perceptions on
shopping intentions in the context of live streaming.

Literature review
E-commerce

According to Khan (2016) electronic commerce or e-commerce is a trading activity that involves buy-
ing and selling goods and services over the internet. In this context, the internet serves as a source
of information for price comparisons or the latest products before a customer makes a purchase
online or in a physical store. E-commerce is changing the way companies do business, connect with
customers and suppliers, and think about marketing and logistics (Clayton & Criscuolo, 2002; Khan,
2016). ISoraité and Miniotiené (2018) states that e-commerce includes many activities, including the
sale of goods and services, electronic transmission of digital information, direct sales to consumers,
and electronic marketing. E-commerce allows buyers and sellers to do business on the same platform
without affecting personal requirements and relationships between participants quickly (Bairagi, 2011;
Harris & Spence, 2002).
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Digital celebrities

Digital celebrity is a new phenomenon that has emerged thanks to the development of digital and social
media (R. Li, 2018). They are individuals who gained fame and popularity through strong interactive
abilities in communicating through online media such as Instagram, YouTube, TikTok, and others (Luo
et al, 2021; Sun et al.,, 2019). According to R. Li (2018) digital celebrities should have characteristics such
as the number of followers, a high level of interactivity in their profile, and promising business value.
Digital celebrities are also known as individuals with effective and competent social skills in a particular
field (Katz et al., 2017; Ma, 2021). They are recognized as experts in social media platforms (Khamis
et al.,, 2017).

Researchers have used various labels to describe new types of celebrities emerging through social
media, such as social media influencers (Freberg et al, 2011; Glucksman, 2017). Influential bloggers
(Uzunoglu & Misci Kip, 2014), Celebgrams, and famous Instagram bloggers (Maghfiroh & Hapsari, 2015;
Marwick, 2015a), or YouTube stars (Marwick, 2015b). However, they all have one thing in common, which
is the influence gained through the use of digital, which makes them called digital celebrities (CBN Data,
2016; R. Li, 2018). When a streamer reaches a certain level of popularity, he can have the same effect as
other celebrities and is often referred to as a digital celebrity (C. C. Chen & Lin, 2018).

Social interaction

Social interaction is a fundamental human need and is a very important part of human life (Ma, 2021;
Yin et al.,, 2019). According to the theory of social interaction first introduced by Blau (1964). The inter-
action between individuals is based on an analysis of personal costs and benefits, in which individuals
seek to establish social relationships in order to obtain more benefits (Ghahtarani et al.,, 2020). Social
interaction is also an important factor that facilitates the continued use of social media (Cheung et al,
2015; J. C. Wang & Chiang, 2009) and triggers purchase intentions in e-commerce, especially in
live-streaming shopping (Ma, 2021; Zhou et al., 2016).

Interaction between users in live streaming has also proven to be a significant factor in influencing
consumer intentions. A study by Hou et al. (2020) showed that social interactivity can influence an indi-
vidual’s intention to watch live streaming. In addition, Hsu et al. (2020) found that hospitality can predict
consumer loyalty to live-streaming channels. With social interactions, live-streaming platforms can facili-
tate the flow of information and resources, thereby increasing public knowledge about the products and
services offered by sellers (Ghahtarani et al., 2020).

Live stream shopping intention

E-commerce live streaming is a new form of e-commerce that uses live broadcasting as a channel to
achieve marketing goals (Qian, 2021). It involves live streaming platforms, technology, and live stream-
ing infrastructure to provide a virtual network environment that enables real-time interaction, entertain-
ment, social activities, and business with unhindered available leads (X. Xu et al., 2020). Live streaming
has opened up new avenues for businesses and consumers to remove barriers to distance and time
(such as face-to-face or real-time human interaction) and increase social presence in e-commerce
Clement Addo et al. (2021) This allows consumers to get closer to a product, see and hear streamers
tell what the quality, appearance, or how to use a product is like (Farman, 2019; Hu & Chaudhry, 2020).
Therefore, live streaming creates visual, authentic, and interactive experiences in online shopping (Hu &
Chaudhry, 2020).

According to Blackwell et al. (2001), shopping intention is the consumer’s plan to choose the place of
purchase of a product. Shopping intent can be classified as one of the components of the cognitive
behavior of consumers about how a person intends to buy products and services in a certain period of
time (Kwek et al., 2010). Dodds et al. (1991) define shopping intent as a consumer’s willingness to pur-
chase a product or service. This research focuses on consumer spending intentions in e-commerce live
streaming. Therefore, ‘live-stream shopping intentions’ in this study are defined as consumers’ desire and
willingness to buy products or services through live streaming.
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The effect of perception of digital celebrities on live-stream shopping intentions

In this context, perceptions of digital celebrities can be used as heuristic clues (Ma, 2021; Todorov
et al, 2012). A digital celebrity as a streamer in live streaming has distinctive characteristics such as
streaming style, professionalism, personality, or attractiveness that varies, and can influence others
and act as an opinion leader (Lakhan et al., 2021; X. Xu et al,, 2020; Zhao et al., 2018). According to
Grave (2017) perceptions of digital celebrities can influence the effectiveness of endorsers which will
ultimately impact customers’ attitudes towards brands and shopping intentions. The attractiveness
and influence of digital celebrities is also important in attracting consumers to use the live streaming
trading environment (Cai et al., 2018; X. Xu et al., 2020). Research by De Veirman et al. (2017) shows
that influencers with large follower counts tend to be more popular and likable. The number of fol-
lowers and the perception of popularity also increase the perception of influencer opinion leadership
(De Veirman et al., 2017; Ladhari et al., 2020; Ma, 2021). Therefore, in the context of live-stream shop-
ping, perceptions of digital celebrities can influence consumers’ spending intentions. The hypotheses
proposed are:

H1: Perception of Digital Celebrities has a significant influence on Live-Stream Shopping Intentions.

The effect of perception of digital celebrities on social interaction

Digital celebrities often have effective social skills and high interactivity on social media (Katz et al., 2017;
R. Li, 2018). They are also considered to have high familiarity and are able to attract more follower inter-
actions than traditional endorsers (Grave, 2017; C. W. Chen et al,, 2016; S. Chen et al., 2016). According
to Hu et al. (2017) the intimacy of social interaction between digital celebrities and viewers can be
formed because digital celebrities often respond to viewers’ comments in a timely manner and pay
attention to the viewer’s viewing experience and personal feelings.

In live streaming, viewers can interact with preferred digital celebrities as well as with other view-
ers and enjoy fun social communication (Zhao et al., 2018; X. Xu et al.,, 2020). Competent digital
celebrities can maintain and enhance the atmosphere in the live room by responding to viewers’
questions, suggestions, and responses in real-time, as well as providing clues based on the viewer’s
individual concerns, such as making jokes or singing X. Xu et al. (2020) In addition, digital celebrities
can also share feelings about their own lives and work with viewers, so viewers can feel they have
a virtual connection and perception with the host (Hu et al.,, 2017). Direct cues and feedback can
also provide social satisfaction to viewers in live streaming (Tseng et al., 2019) The hypotheses pro-
posed are:

H2: Perception of Digital Celebrities has a significant influence on Social Interaction

The effect of social interaction on live-stream shopping intentions

Studies on media richness show that simultaneous visual interactions increase interactions between
digital celebrities and viewers (Liao et al., 2020). According to Hou et al. (2020) social interactivity
in a live-streaming environment can affect an individual’s intention to watch. In addition, Hsu et al.
(2020) found that digital celebrity friendliness can predict consumer loyalty to live-streaming
channels.

In the context of e-commerce, good interaction between streamers and consumers can reduce con-
sumer concerns and increase their purchase intentions (Zhang et al, 2020a; 2020b). In an enthusiastic
and engaging shopping environment, consumer emotions can be extensively triggered, which can
encourage impulsive consumption (X. Xu et al., 2020; Ma (2021) in her research states that consumers
who expect higher interaction with digital celebrities and other viewers tend to be more engaged and
shop on live streams. The hypotheses proposed are:

H3: Social Interaction has a significant impact on Live-Stream Shopping Intentions.
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Social interaction mediates the relationship between the perception of digital celebrities
and live-stream shopping intentions

Interactions between individuals can be an important channel in the flow of information and resources,
which can increase people’s knowledge of products and services as well as influence the sharing behav-
ior of knowledge or user information (Ghahtarani et al., 2020). In the context of live streaming, digital
celebrities can provide explanations on how to use the product and provide clear information to solve
customer confusion directly Lu et al. (2018) In addition, digital celebrities tend to attract more follower
interactions than traditional endorsers and have a high familiarity with their followers (Grave, 2017; C. W.
Chen et al., 2016; S. Chen et al., 2016). In e-commerce, good interaction between streamers and consum-
ers can reduce customer concerns and increase customer purchase intentions (Figure 1 and Table 1)
(Zhang et al.,, 2020a; 2020b) Therefore, the hypotheses proposed are:

H4: Social Interaction mediates the relationship between the Perception of Digital Celebrities and Live-Stream
Shopping Intentions.

Method

This research employed a quantitative approach, which is based on positivist philosophy and uses instru-
ments to collect data for examining a specific population or sample, with statistical analysis of data
(Sugiyono, 2015). The research population comprised people in Jakarta and surrounding areas who have
watched live-streaming sales. Non-probability sampling was utilized as the sampling method, specifically
purposive sampling, as the research had specific criteria to investigate. The researcher established certain
criteria that the sample must meet, such as having watched live-streaming sales. Primary data was col-
lected through online questionnaires distributed via social media platforms such as Instagram and
WhatsApp. The study focused on live-stream sales on various e-commerce platforms, including Instagram,
Facebook, TikTok, Shopee, Lazada, and others. Celebrities that were included had certain characteristics,
such as a certain number of followers, high interactivity levels on their profiles, and promising business
value. Determining an adequate sample size for an unknown population presents inevitable challenges
for researchers. With no precise information on the actual population size, it is arduous to ascertain the
minimum percentage or proportion of subjects that necessitate sampling. However, general guidelines
established by seminal academics such as Hair et al. (2017) provide invaluable direction.

Despite the vagueness of total population size, the prescribed threshold that factor analysis necessi-
tates a minimum sample of 50 and a generally accepted level of 100 samples remains applicable. This
delineates the baseline standard for statistical validity of all research findings. Additionally, conserving
the conventional 10:1 subject-to-variable ratio continues prudent practice; with 5 variables slated for
analysis, the requisite sample size is 50 subjects. Naturally, larger samples engender enhanced results,
but pragmatic constraints on resources must temper aspirations. Within this study, there are 12 indicators
multiplied by 10 as recommended by the 10:1 subject-to-variable ratio rule, resulting in a minimum
sample size of 120 subjects. However, 504 respondents were surveyed, surpassing the minimum
100-subject threshold for unknown populations. Thus, the chosen sample size is considered adequately

Figure 1. Research models.
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Dimension/variable/indicator

Question

Perception of digital celebrities
PODS1

PODS2

PODS3

PODS4

PODS5

PODS6

Social interaction

Si

SI2

SI3

Live-stream shopping intentions
LSSI1

LSSI2

LSSI3

Digital celebrities have a lot of followers.

Digital celebrities are quite competent in displaying products and conveying product information.
Digital celebrities have social networks and resources.

Digital celebrities are considered a good source of advice.

The content and appearance of digital celebrities are very attractive

Digital celebrities are reliable in offering products.

Shopping live streaming gives me the opportunity to communicate with sellers.
Shopping live streaming gave me the opportunity to communicate with other viewers.
Shopping live streaming allows me to feel part of the community.

| would recommend shopping live streaming to friends.
| plan to use live-streaming shopping frequently in the future.
If | want to buy a product/service, | would consider buying it from a live-stream seller.

robust, and the resultant findings may be generalized to the broader population with statistical
confidence.

Descriptive statistical analysis was used to provide respondent characteristics presented in tabular
form. Inferential analysis and hypothesis testing were performed using a Partial Least Squares Structural
Equation Modeling (PLS-SEM) method, which involved two evaluation stages: the outer model and the
inner model. The outer model was used to determine the relationship between latent variables and their
indicators, including testing for convergent and discriminant validity and reliability. The inner model was
used to predict the causality relationships between latent variables and involved testing R-square and
bootstrapping. Smartpls 3.2.9 software was used for data processing.

Result and discussion

In a sample of 504 respondents, there were 285 women (56.6%) and 219 men (43.4%). Of the 285
women, 201 (70.5%) have accessed live-streaming sales. Similarly, of the 219 men, 154 (70.3%) have
accessed live-streaming sales. This shows that many of both women and men have accessed live stream-
ing sales, with very little difference between the percentages. This suggests that accessing live streaming
sales has become common for both genders. Some factors that make live streaming appealing regardless
of gender.

In the total sample of 504 respondents, the majority that accessed live streaming sales were in the
18-35 age brackets. Specifically, 274 out of the 504 respondents were aged 18-35years old (54.4% of
the sample). This indicates that more than half of the respondents who have watched live stream sales
are millennials and early Gen Z. The high percentage of young adults accessing these live streams aligns
with their greater comfort with technology, social media engagement, and interest in the products pro-
moted like fashion/beauty deals. The interactive nature of live streams is also more appealing and famil-
iar for those in this age group compared to traditional advertisements. Factors like pricing ease of mobile
access, and influencer marketing also likely contribute to the popularity of live commerce amongst
18-35-year-old consumers.

Outer model

This research employed SmartPLS as the data analysis technique, which consists of three evaluation
stages to assess the outer model, including Convergent Validity, Discriminant Validity, and Composite
Reliability. The first stage, Convergent Validity, is used to test whether the observed variables in the
measurement model converge to their respective latent variables. The second stage, Discriminant Validity,
is used to examine the extent to which each latent variable is distinct from other latent variables in the
model. Finally, Composite Reliability is used to evaluate the reliability of the latent variables in the model.
These stages are important in ensuring the validity and reliability of the research model and ensuring
that the data analysis process is accurate and trustworthy (Figure 2).
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Figure 2. PLS algorithm.

Table 2. Convergent validity test.

Item Outer loading AVE
PODS 0.5
PODS1 0.635

PODS2 0.773

PODS3 0.696

PODS4 0.718

S| 0.694
Sh 0.739

SI2 0.888

SI3 0.864

LSSI 0.767
Lssh 0.841

LSSI2 0914

LSSI3 0.870

Convergent validity

Ghozali (2013) stated that to test the validity of a survey questionnaire, a validity check was conducted.
A survey can be considered valid if the analysis reveals meaningful results, which is indicated by a load-
ing factor above 0.6. To test the outer model, SmartPLS data analysis techniques require three criteria to
be met: Convergent Validity, Discriminant Validity, and Composite Reliability. Convergent validity was
assessed by evaluating the correlation between the score of the construct and the score of its compo-
nents calculated by the PLS Software. A reflexive measure is considered high if it is correlated with the
construct it measures by more than 0.70. (Chin, 1998) suggested that loading values of 0.5 to 0.6 are
sufficient for developing a measurement scale in the early stages of research. For this study, a loading
factor of 0.60 was chosen as the threshold (Table 2).

Based on the results of the SmartPLS analysis, it was found that the loading factor values of some
items in PODS5, PODS6 were below 0.6. This indicates that these items needed to be removed and
retested to increase their validity. The reason for removing these items is that their low loading factor
values indicate that they were not effective in measuring the intended variables and did not have a
strong correlation with them.

After retesting, the highest loading factor value was found in the perception of digital celebrities
(PODS) variable for PODS2 with a loading factor value of 0.773. This suggests that the items in PODS2
were strongly correlated with the intended variable and can be relied upon for measuring it. Similarly,
for the social interaction (SI) variable, the highest loading factor value was found in SI2 with a loading
factor value of 0.888. This suggests that the items in SI2 were strongly correlated with the intended
variable and can be relied upon for measuring it. Finally, for the live-stream shopping intention (LSSI)



COGENT BUSINESS & MANAGEMENT . 9

variable, the highest loading factor value was found in LSSI2 with a loading factor value of 0.914. This
suggests that the items in LSSI2 were strongly correlated with the intended variable and can be relied
upon for measuring it. The validity of all variables was confirmed based on the Average Variance Extract
(AVE) values, which were above 0.5. This indicates that the variables were able to explain more than 50%
of their respective constructs, suggesting that they were valid indicators of the constructs they were
intended to measure.

Based on the two convergence validity tests, loading factor and AVE, all indicators and variables met
the convergence validity criteria. The loading factor values for each indicator were above the recom-
mended threshold of 0.6, indicating that each indicator had a strong and significant relationship with its
respective construct. Meanwhile, the AVE values for each variable were above the recommended thresh-
old of 0.5, indicating that each variable was able to explain more than 50% of the variance in its respec-
tive construct. This suggests that the variables were valid indicators of the constructs they were intended
to measure.

Discriminant validity

Discriminant validity is the extent to which two supposedly distinct constructs have significant differ-
ences in a statistical sense. The Fornell-Larcker criterion is a popular method of assessing the discrimi-
nant validity of constructs in measurement models. The Fornell-Larcker criterion suggests that the square
root of the average extracted variance (AVE) for each construct must be greater than the correlation
between that construct and other constructs in the model. In other words, the shared variance between
two constructs must be smaller than the variance described by each of the constructs themselves (Hair
et al,, 2017) (Table 3).

Based on the Fornell-Larcker results showed that each variable has a higher loading coefficient or
correlation with the corresponding construct than with the construct or other variable. Thus, it can be
concluded that each variable can distinguish itself from other variables in the study. All variables in this
study have met the discriminant validity criteria based on the results of the Fornell-Larcker test, so this
study can be considered to have good validity and reliable.

Reliability

Composite reliability, on the other hand, is a measure of reliability for constructs consisting of several
measurement items or indicators. Composite reliability measures how consistent these items are in mea-
suring the same construct. The higher the composite reliability value, the more reliable the construct
measurement will be. Composite reliability can be calculated using factor analysis techniques or SEM.

Based on the results of composite reliability measurements that have been carried out, information
was obtained that the perception of digital celebrities construct has a reliability value of 0.799, social
interaction has a reliability value of 0.871, and live-stream shopping intention has a reliability value of
0.908. This shows that the items in each construct are consistent in measuring the same variables, and
these measurements are reliable. From these results, it can be concluded that the study used reliable
and valid measurement instruments in measuring the constructs studied. Thus, the results of such
research are reliable and can be interpreted accurately.

Inner model (structural)

Upon completion of the analysis of the outer model and confirmation of its fulfillment of the research
criteria, the subsequent step involves testing the structural model. The structural model provides insight

Table 3. Fornell-Larcker Test.

Live-stream shopping intention Perception of digital celebrities Social interaction
Live-stream shopping intention 0.876
Perception of digital celebrities 0.446 0.707

Social interaction 0.618 0.558 0.833
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Figure 3. Bootsrapping.

Table 4. Bootstrapping test.

Significance
Variable Path coefficient P values (p<0.05)
Perception of digital celebrities -> 0.147 0.000 Significant
Live-stream shopping intention
Perception of digital celebrities -> 0. 558 0.000 Significant
Social interaction
Social interaction -> Live-stream 0.536 0.000 Significant
shopping intention
Perception of digital celebrities -> 0.299 0.001 Significant

Social interaction -> Live-stream
shopping intention

into the predictive relationship between latent variables within the research model. An R-square test is
an effective measure to evaluate the level of goodness of the structural model. This measure assesses
the degree of influence that independent latent variables have on the dependent latent variable. An
R-square value of 0.75 or higher is indicative of a strong model, while a value of 0.50 indicates a mod-
erate model, and a value of 0.25 or lower indicates a weak model (Ghozali & Latan, 2015) (Figure 3).

Based on the results of the R-Square test, it was found that the value of R-Square in the social inter-
action variable was 0.312. It can be interpreted that the perception of digital celebrities’ variable has an
influence of 31.2% on social interaction, while the rest is influenced by other variables that were not
studied in this study. Meanwhile, in the live stream shopping intention variable, the R-Square value was
found to be 0.397. This means that the perception of digital celebrities and social interaction variables
had an influence of 39.7% on live stream shopping intention, while the influence of the rest was influ-
enced by other variables that were not studied in this study (Table 4).

Based on the SmartPLS bootstrapping measurement, it was found that there is a positive influence
between perception of digital celebrities and live stream shopping intention, with a path coefficient
value of 0.147 and a P-value of 0.000. This result indicates that the higher the level of perception of
digital celebrities, the greater the tendency to engage in live stream shopping. Previous research findings
(Chetioui et al., 2020, Jiménez-Castillo & Sanchez-Fernandez, 2019; Zhaoxing et al., 2018) have shown
that digital celebrities have a positive influence on consumer shopping intention. These findings are
consistent with the results of this study, which demonstrate a positive influence of perception of digital
celebrities on live stream shopping intention. The interest in online shopping continues to increase, espe-
cially during the COVID-19 pandemic which has limited physical access to stores and malls. Live stream
shopping has become an increasingly popular alternative for Indonesian consumers to shop online.
Therefore, understanding the factors that influence live stream shopping intention in Indonesia is
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important. Perception of digital celebrities can be leveraged to increase interest and intention to shop
via live streams among Indonesian consumers.

Furthermore, a significant influence was found between perception of digital celebrities and social
interaction, with a path coefficient value of 0.558 and a P-value of 0.000. This indicates that the
higher the level of perception of digital celebrities, the greater the likelihood of social interaction. The
perception of digital celebrities significantly influences social interaction. This result is consistent with
previous studies on the motivation of live-stream users C. C. Chen and Lin (2018) as well as studies
by Hu et al. (2017), Ma (2021). When the perception of digital celebrities is high, it encourages view-
ers to interact during live streams, thereby increasing the perceived social satisfaction during the live
streaming experience. According to C. C. Chen and Lin (2018) when the perception of digital celeb-
rities is high, viewers are more likely to interact with them during live streams. The more famous the
digital celebrity, the more positive the attitude of the viewers toward them. This enhances the view-
ers’ perception of the digital celebrity’s suitability and encourages them to interact during the live
stream. In relation to consumers in Indonesia, live stream shopping viewers tend to be more inter-
ested in and trusting of recommendations given by more famous digital celebrities. The popularity
and public acceptance of a digital celebrity builds credibility in the eyes of Indonesian consumers. If
Indonesian consumers feel a digital celebrity is among important and trustworthy people, they are
more likely to be drawn to watch their shopping live stream and even purchase the recommended
products.

Meanwhile, a positive influence was found between social interaction and live stream shopping
intention, with a path coefficient value of 0.536 and a P-value of 0.000. This result indicates that the
higher the level of social interaction, the higher the tendency to engage in live-stream shopping.
Social interaction significantly influences Live-Stream Shopping Intentions. This result is not surpris-
ing as live stream shopping is essentially characterized by high levels of interaction and engage-
ment (X. Xu et al, 2020). This finding is consistent with the results of Hou et al. (2020) on the
continuous intention to watch and consume during live streaming. Similarly, (Ma, 2021; C. Wang
et al,, 2017; Zhou et al., 2016) have stated that social interactivity is a significant indicator of pur-
chase intention. In terms of e-commerce, good interaction between digital celebrities and consum-
ers can reduce customer concerns and increase their purchasing intentions (Zhang et al.,, 2020a;
2020b). By facilitating interaction with digital celebrities, live stream commerce creates a socially
friendly shopping context, making viewers believe that digital celebrities, products, and other infor-
mation provided are more reliable and less risky (Hu et al., 2017).

Additionally, it was found that social interaction mediates the relationship between the perception of
digital celebrities and live stream shopping intention, with a path coefficient value of 0.299 and a P-value
of 0.001. This means that social interaction plays a mediating role between the perception of digital
celebrities and live stream shopping intention. These findings provide an important contribution to
expanding the understanding of the factors that influence live stream shopping intention in the context
of consumer behavior. Further research can be conducted to deepen the understanding of these factors
and develop a more comprehensive conceptual model.

Conclusion

Based on the results of the analysis, it was found that perception of digital celebrities has a positive
effect on both live-stream shopping intention and social interaction. Additionally, social interaction also
has a positive effect on live stream shopping intention. Furthermore, social interaction was found to
mediate the relationship between perception of digital celebrities and live stream shopping intention.

The influence of digital celebrities on consumer shopping intentions indicates that they are increas-
ingly seen as credible and relatable endorsers that resonate with modern audiences. As social media
platforms continue to reshape the celebrity landscape, digital celebrities and influencers that accumulate
immense following wield substantial persuasive impact. Their association with specific products or brands
heightens awareness, shapes positive brand image, and induces greater willingness amongst followers to
purchase the promoted items.
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Moreover, the revealed role of social interaction as a mediator reinforces live streaming not just as
a convenient alternative distribution channel but a portal for consumers to immerse within participa-
tive communities. The ability to interact in real-time accentuates the feeling of inclusivity and shared
experience, consequently enforcing purchasing decisions. As COVID-19 alters consumption habits with
temporary store closures and movement restrictions, consumers deprived of social connections
increasingly embrace live streaming’s distinctive convergence of entertainment, engagement, and
transaction.

Hence, leveraging digital celebrities within interactive live streams uniquely caters to contemporary
consumer preferences for more personalized and participative shopping. Their marketability, coupled
with the viral features of live streaming will further propagate this emerging retail channel even amidst
post-pandemic market recovery and stabilize its position within the broader e-commerce landscape.
Retailers must continue enhancing live stream capabilities and optimizing celebrity partnerships to stim-
ulate both social interaction and commercial outcomes simultaneously.
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