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Abstract

With the development of Generative Al (AIGC), Al-driven virtual anchors are rapidly gaining pop-
ularity and significantly empowering live-streaming e-commerce. However, academic research on
virtual anchors is still in its nascent stage, and there is no conclusive evidence regarding whether
virtual anchors can bring commercial value to brands. Through collecting live-streaming data
from a Chinese cosmetics brand and employing a difference-in-differences model, this study in-
vestigated the impact of virtual anchors on consumers’ online purchasing behavior, thereby un-
veiling the commercial value of virtual anchors. The results of the study indicate that the intro-
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duction of virtual anchors significantly enhances consumer purchasing behavior. Furthermore,
compared to common products, virtual anchors are more effective in increasing consumer pur-
chases of popular products. These findings provide practical recommendations and theoretical
foundations for online brands and retailers utilizing virtual anchors.
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L B R B A AR 5 N R S B XU Bl A R e[ 1] 2022 AR E H RS LI T AL
3.49 Jifeot, [RIELIEK 53.7%, Tilit 2023 “E i 2Tt 28 4.94 Jideou[2]. BLAh, 2022 45 S
HF TG B EIBUGHE 1.2 1237, EREHEE 110 AN, TR B R EE /1[3]. Xk, AN
FL P LA X0 T AR G L R DG B 4], sl T KRSV, WER R, 7EH P ERE, i B ik,
LA PR s B E S 2, R RIStk Eahy SRAE 7 s 8, BeRIGIZRL, 2 sRE
HWEGFT SN, AN E L KRBT N[E] [6] [7]. AT AN THAEERERNARE, &
A E R R DR TE, LT R B AL R R RS BRI R KRR R, b, R
TR EREC F2k 4000 2 5K B R, SRS A 5 S8 8 14.7t[8] [9]. MELFFE R —FhAE K
N LR BRI AN B i S R BB R ERUE R, AR T F R BT & DASEI B3R B2 Th RE[9]
FEEANFRE, BUFHEAEE B EE, BB, EHERAMK. B REER RS 550
#

YHTCA R T BN ERRE 2 W ST A AR [5] [6] [10], H 2 DA B SR BT %
P EIE 2T RELA WA R ANME . ST ARG TR REROR (AIGC) (1 3did & 41 333k 78’ o B4R 7=l
H AT AR FEB = T RE A0 3 5 10 SEBR B R A SEUEIEYS « 35Tk, AHFFCEL 7 B Py 5 — ol i i R
B 5 A B B A, RIS T RO A R o TR R SEAT N IR, FEHE— DR AL T s 4
WA ARSCHIBE A BT R St A 2 R B AR Y S, il R AR R 48, LA AT
SRR AL R A AR RO T 4

2. XHREHE SMRER
21 EREENBRSSHEXTR

IR EAE, B “HR + AR, SRR ALA g B, G SRR LR R B AT S R
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LR FUME T SUERT T, FERTT T 9B WG B AR R RZhHL[10] [12]. S 9% 4 W 3K R i i) B 4%
FLT B (R R A% SE) [7] [13] [14] [15]; DEBEICN R EE T EAR B N6, #aon 1 Bk BT RE /1
SO DI BERIBE RS L T 5 58 1 SR 52 [1] [15]
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Table 1. Practical applications and academic research of different types of live streamers
1 TEIXEBEFEENIBNASERFRER

B eyt ;24451 Sk

W4T 15 EEBRFHEER . B EEAEE IR R XK ZEZE(2020) [5]; & fiti%(2020) [6]; Lu Fil Chen
- LUipviE % iy e (2021) [18]; 4BEM%(2023) [19]

o B WHTA BN Kz WL TS R i s 2l XI| A% 4%(2020) [5]5
- B SR IRLT A T (2023) [20]

A BT B AL BRI E . RS REN EF. R Gao %5(2023) [21]: Wu %(2023) [22]

RV LGS

Table 2. Common styles of virtual anchors
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IR OB B [24], A AR IS S S, P SRR, 51 S S AT UK [25], AT 45 T
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FESEAEBNOE . 5555 B [26], AN HF4A T o 3 IAPD I 2 SR PEA B [22] o b4k, R0 RRE vT DL it
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AL 3007 b B B (VIR AR UM LA R UL T 3 LA 10 e TR BEATLE H 20 1R D SRR 2 i
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N T PRAC BEALAU IRAL K ™ b B AT AT e, ASCHEAT T REMLEERR S . % 3 Bo 1 AL il 72 B3
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Table 3. Randomness test results
= 3. MEHLMRIEE R

e LR b AE B il ¥y 7 p &
kg 143.80 150.80 -7.01 0.83
#rin 0.07 0.06 0.01 0.62
R 200.80 205.87 -5.06 0.97
B 33391.26 28182.73 5208.53 0.77

Table 4. Variables, measures and descriptive statistics results
F4 TE, EESHERMEGITER

A LR b A BB il Y2 p A
firik 143.80 150.80 -7.01 0.83
P 0.07 0.06 0.01 0.62
e 200.80 205.87 -5.06 0.97
B A 33391.26 28182.73 5208.53 0.77

DOI: 10.12677/ecl.2024.131002 9 TR 4TS


https://doi.org/10.12677/ecl.2024.131002

TKIT 4

AR AL T P SR S AR P IR B (B FEERBERS S RS PN AIAS B BdE (e o .
B, BE . &80). AR TEAN MR, £ 4 BR TSI oo g R,
3.2. {HrEER

A SCAE X B 2 4 MR (Difference-in-Differences, DID)SRAS 56 j2 8L T 485 7= fh AN B 1521 . DID J73%k
B )2 TR BOR BRI 52 [33], AR T B AASEEG, KRB 5T T (R 400 4 B X =
SURIIRN . DID J5vkERE T (@) TG 45 R -5 T a5 B0 2 5 G — AN 22 57) A (b) S5 41 45 IR S 4l 21
HRMERCEAZES). Bk, ZEEAE T ERFRT 5 D050 4 A b 487 5B & A X AR AL, (R E4 il
TARTT LR Z, Bl FERS TR AR 177 SRR AE AN [ A N [34]. AL INR

Y, =0, + pTreat, x Period, + a X;, + 1 + 4 + &, 1

Hr, Vi REHRAKAZE: Ln (BIEE)M Ln (BIED); Treat #5775 i J& T2 547 62 U E 1% EL#% 1T,
Period, 48/ m BN [A]7E 10 H 28 HBTIEE/G, X f848MIAR R, w4877 i = HA [ E 28, A48 7] 2
THI(H ) PR RN s ey AR ZE T
33 &£8

ACHE AR T 5 NI TR A BRI, £ 5 ME—. A REY, JINELEERE
[ (2 3E 7= i 4 B 5 (B = 1.963, p < 0.001) Fl &40 (8 = 3.258, p < 0.001) s . Klt, ¥ H1 Bz,

Table 5. Main effects analysis results
5. EHR LR

A (1) Ln f4&E5 (2) Ln 54550
1.963™" 3.258™"
Treat x Period
(0.099) (0.160)
-0.010 0.008
i
(0.008) (0.012)
0.319 -3.001
40
(1.810) (2.757)
- 2132 3.670
e
(1.247) (1.935)
7 il 2] 5 25N & 2
) 3] 52 20 & 2
pUETER 11,650 11,650

: "7p<0.001.

NT BRI E R RS T A E AR = S RO 2 5, ARSCRLIE 77 S HVaS R B 1) R AR
. HARWE, ASGEFE TAESI R BT EHATHT 20% M7 S E RGP 5, 5 — AN
s PR R (A5 B popularity (U1 577 S HEZRT 20%. MZRES A 1; I, %A 0). % 6 4R LY,
X T LU RS ™= T &, R R R TR AR S E (B = 0.790, p < 0.001)FIE BB =
1.447,p<0.001). #5522, AT 5, BRI I T A PR T AV P S I AR . I, R H2
BT
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Table 6. The moderating effect of product popularity
6. FFmPRHEIZERIETER

A (1) Ln f4&E5 (2) Ln 54550
1565 25307
Treat x Period
(0.124) (0.200)
0.790™" 1.4477
Treat x Period x Popularity
(0.163) (0.260)
-0.006 -0.001
i
(0.008) (0.013)
0.980 -1.882
0
(1.807) (2.747)
2.934" 5.139™
feeu
(1.254) (1.942)
7 i [ 5 RN & &
k] [ 52 R L & 2
NLIAE 11,650 11,650
R2 0.511 0.487
: p<0.001; “p<0.01; “p<0.05,
3.4. REMRE
Table 7. Robustness check results
R REMRIEER
" OoLS TOP25% i ARG B AL 2R
7 \%
D LniEs QLniES Q@) LniiEs @) LniES G)LniiEs  (6) Ln HEH
1.565™" 2530 1.523™ 2.453™ 0.810™ 1.243™
Treat x Period
(0.125) (0.207) (1.444) (0.232) (0.114) (0.187)
Treat x Period x 0.790"" 14477 0677 1.238"" 0.790"" 1.448™"
Popularity (0.154) (0.253) (0.168) (0.267) (0.161) (0.265)
-0.006 -0.001 -0.001 0.009 -0.004 -0.002
i
(0.008) (0.014) (0.008) (0.013) (0.002) (0.003)
- 0.980 -1.882 0.346 -3.042 3.604™ 1.980
1
(1.810) (2.985) (1.813) (2.761) (1.131) (1.850)
- 3.430 5.257 2.115 3.638 25737 5.286
U
(1.762) (2.906) (1.255) (1.944) (0.456) (0.729)
7 ity ] 58 R BE b3 & & b3 i i
P i) ] o 20 2 & & & A A
RN 11,650 11,650 11,650 11,650 11,650 11,650
#: "p<0.001; “p<0.01; “p<0.05.
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