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Abstract

Although Al streamers are increasingly used in live commerce, it remains unclear when
they are more persuasive than human streamers for green products and through which
psychological mechanisms their influence operates. Using a fictitious plant-based hand
wash, we conducted a 2 x 2 between-subjects experiment with 408 Chinese consumers;
confirmatory factor analysis was performed using IBM SPSS Amos 26.0, whereas two-
way ANOVA and moderated parallel mediation analysis were conducted using IBM SPSS
Statistics 26.0. Human streamers increased green purchase intention through greater
perceived authenticity, whereas Al streamers did so through weaker inferences of personal
selling motive. The authenticity pathway was stronger under experiential positioning,
whereas the selling-motive pathway was stronger under utilitarian positioning; these
opposing indirect effects partially offset one another, resulting in a nonsignificant total effect
of streamer type. By identifying these competitive dual pathways and their positioning-
dependent boundary condition, this study extends research on Al-mediated persuasion
and provides e-commerce platforms and green-product brands with guidance for aligning
streamer type with product-positioning strategy.

Keywords: Al streamers; human streamers; live commerce; perceived authenticity;
personal selling motive inference; product positioning; green purchase intention

1. Introduction

Live commerce has quickly become a major retail channel in China’s digital mar-
ketplace. By 2024, China’s livestream-commerce user base had approached 600 million,
while market penetration increased from 4.9% in 2019 to 37.8% [1]. At the same time,
artificial-intelligence-enabled digital humans have moved rapidly from experimental ap-
plications to commercially deployable marketing tools. According to the International
Data Corporation [2], the Chinese AI digital-human market reached approximately RMB
4.12 billion in 2024. Live commerce integrates product presentation, real-time interaction,
entertainment, and immediate purchase opportunities within a single environment. In
this context, streamers play an important role in shaping consumers” purchase decisions.
They function as central persuasive agents who shape consumers’ product evaluations and
purchase intentions. Prior research on live-commerce marketing has shown that streamers’
responsiveness, attractiveness, communication style, and credibility significantly affect
consumer attitudes and purchase decisions [3,4]. Recent advances in generative Al and
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digital-human technology have expanded the role of the streamer beyond human hosts to
Al streamers [5,6]. Al streamers offer several practical advantages, including standardized
product information, operational efficiency, and consistent broadcast quality [7]. Because
of these advantages, a growing number of live-commerce providers have rapidly adopted
Al streamers as primary hosts [8]. However, the literature has not reached a consistent
conclusion about whether Al streamers can match or surpass human streamers. Some
studies suggest that human streamers are more persuasive because they are perceived
as more responsive and socially present [9], whereas others indicate that Al or virtual
communicators can be effective under certain conditions [10,11]. The more important
question, therefore, is not whether one type of streamer is universally superior, but when
and through which psychological pathways Al and human streamers persuade consumers.
This question is especially important in the context of green products. Unlike many general
goods, green products are evaluated not only on functional performance and price but also
on the credibility of environmental claims, the sincerity of the message, and the motives
attributed to the communicators. Consumers are often sensitive to whether a green claim
reflects genuine values and experience or whether it has been strategically constructed
for commercial gain [12]. Accordingly, understanding the effect of streamer type in live
commerce for eco-friendly products requires more than a focus on moral obligations. It
requires attention to the psychological mechanisms through which consumers interpret
the communicator.

This study proposes two distinct pathways. First, human streamers tend to evoke
stronger perceived authenticity, drawing on a real identity, embodied expression, spon-
taneous interaction, and narratives grounded in personal experience. In an eco-friendly
product context, where sincerity and value congruence matter, authenticity can play a
critical role in shaping consumers’ purchase decisions. Second, Al streamers tend to reduce
inferences of personal selling motives relative to human streamers. Consumers readily
associate human streamers with commissions, sponsorships, and reputational incentives,
whereas Al streamers are seen as having weaker personal stakes in the recommenda-
tion [12]. As a result, consumers may interpret the Al streamer’s communication as less
self-serving and more informational, which in turn can enhance green purchase intention.
In short, human streamers hold a relative advantage on the authenticity pathway, whereas
Al streamers hold a relative advantage on the selling-motive pathway. This study further
examines whether the relative strength of these pathways depends on product positioning.
Product positioning shapes the frame through which consumers interpret product value.
Utilitarian positioning emphasizes objective and instrumental benefits such as functional
performance, efficiency, ingredient safety, and monetary value, whereas experiential posi-
tioning emphasizes subjective and affective benefits such as comfort, emotional reassurance,
lifestyle meaning, and user experience [13,14]. In experiential positioning, where personal
expression and emotional resonance matter more, the authenticity advantage of human
streamers would become more consequential. In utilitarian positioning, where objective
information and functional explanation are more central, the lower personal selling motive
attributed to Al streamers would be more beneficial.

To test these hypotheses, we conducted a 2 x 2 between-subjects experiment that
manipulated streamer type (Al vs. human) and product positioning (utilitarian vs. expe-
riential) in a live-commerce setting. Participants were exposed to one of four versions of
the same green product, with only streamer type and positioning varied. This experiment
allows us to explain the effect of streamer type on green purchase intention through the
parallel pathways of perceived authenticity and personal selling motive inference, and to ex-
amine how the strength of those pathways is moderated by product positioning. Moreover,
recent studies have explained purchase intention through influencer trust and attachment
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in live-streaming e-commerce [15], Al digital-human responsiveness and trust [16], and
Al virtual-streamer characteristics and scenario fit [17]. Building on this work, the present
study shifts attention from a single positive mechanism to two competing psychological
pathways in the green-product context.

This study makes three contributions. First, it extends research on the effectiveness
of streamer communication in live commerce by conceptualizing the effects of Al and
human streamers not as a simple comparison of overall superiority, but as a competitive
structure of opposing psychological pathways. Second, it connects persuasion knowledge
theory with Al communication by showing how consumers infer motives from Al-based
persuasive agents. Third, it contributes to green marketing and live-commerce practice
by identifying when particular streamer types are better aligned with particular forms of
product positioning.

2. Theoretical Background and Hypotheses
2.1. A Competitive Dual-Path Framework of Authenticity and Persuasion Knowledge

This study integrates persuasion knowledge theory, the machine heuristic, anthro-
pomorphism, and an authenticity perspective to explain why Al and human streamers
may influence green purchase intention through different psychological pathways. Per-
suasion knowledge theory suggests that consumers interpret marketing communications
by inferring the communicator’s persuasive goals and potential self-interest [18,19]. In
live commerce, human streamers may be associated with commissions, sponsorships, rep-
utational incentives, or other personal benefits, whereas Al streamers may be perceived
as having less personal stake in a recommendation. Streamer type may therefore affect
consumers’ inference of personal selling motive, which subsequently shapes their purchase
responses. An authenticity perspective provides a complementary explanation. Consumers
evaluate communicators according to their perceived genuineness, realism, and consistency
with the communication context [20,21]. Human streamers possess a real identity and
embodied social presence, which may strengthen perceived authenticity. In contrast, the
machine heuristic leads consumers to associate Al agents with objectivity, consistency,
and reduced personal bias [22]. Anthropomorphic visual cues may make Al streamers
appear more socially present and relatable, but they do not necessarily eliminate con-
sumers’ recognition of them as nonhuman agents [8,9]. Related evidence indicates that
anthropomorphism does not produce uniformly positive effects; instead, different levels of
virtual-influencer realism may affect purchase intention nonlinearly through algorithmic
aversion [23]. These perspectives therefore predict competing effects: human streamers
may hold an advantage through perceived authenticity, whereas Al streamers may hold an
advantage by eliciting weaker inferences of personal selling motive.

Product positioning determines which of these psychological pathways becomes
more influential. Experiential positioning emphasizes sensory, emotional, and identity-
related value, making the communicator’s authenticity especially relevant. Utilitarian
positioning emphasizes functional performance, efficiency, and objective product infor-
mation, making reduced self-interest and machine-associated impartiality more diagnos-
tic [13,14]. Accordingly, the present study develops a competitive dual-path framework
in which product positioning moderates the relative strength of the authenticity and
selling-motive-inference pathways.

2.2. Live Commerce and Al Streamers

Live commerce is a retail format that combines real-time product demonstration,
interactive communication, and immediate purchase opportunities within a digital envi-
ronment. In this setting, streamers do more than relay product information; they explain
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product features, respond to viewer questions, and guide purchase decisions. Prior stud-
ies have shown that streamers’ responsiveness, attractiveness, communication style, and
credibility shape consumers’ perceived shopping value, trust, engagement, and purchase
intention [3,4,24]. As Al and digital-human technologies continue to develop, Al streamers
are becoming increasingly visible in live commerce. They offer standardized product
descriptions, repeatable broadcast operations, and a high degree of consistency. The com-
mercial use of virtual or Al-based streamers has therefore expanded rapidly, raising the
question of whether they can perform a persuasive role comparable to that of human
streamers [9,11,25]. However, findings regarding the communication effectiveness of Al
streamers versus human streamers remain mixed. Recent research on live commerce has
identified influencer trust and attachment [15], Al digital-human responsiveness [16], and
Al streamer characteristics and scenario fit [17] as important antecedents of purchase
intention in live-streaming e-commerce.

Several studies suggest that human streamers enjoy an advantage because they are
perceived as more intimate and responsive [5,9], whereas others indicate that Al or virtual
communicators can be effective depending on product type or message context [10,11,26,27].
These mixed findings suggest that the key issue is not whether one type of streamer is
universally better, but through which psychological pathways each type exerts persuasive
influence. This mechanism is particularly salient for eco-friendly products. Consumers
evaluate green products not only in terms of functional performance and price but also in
terms of the credibility of environmental claims, the sincerity of the communicator, and the
motive behind the recommendation [28,29]. To understand how AI and human streamers
influence consumer responses in green live commerce, it is therefore necessary to examine
the psychological mechanisms through which consumers interpret them.

3. Research Model and Hypotheses

We propose two main mechanisms: perceived authenticity and inference of personal
selling motive. Human streamers tend to evoke stronger authenticity because they possess
a real identity, embodied expression, spontaneous responsiveness, and experience-based
narratives. Al streamers, in contrast, are often perceived as having fewer personal eco-
nomic interests than human streamers, and therefore tend to activate weaker inferences of
personal selling motive. Put differently, human streamers hold a relative advantage on the
authenticity pathway, whereas Al streamers hold a relative advantage on the selling-motive
pathway. The research model is presented in Figure 1.

Product Positioning:
Utilitarian vs.

Experiential
Perceived
Authenticity
Streamer Type: .| Green Purchase
Al vs. Human il Intention

Personal
Selling-Motive
Inference

Figure 1. Research model.
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3.1. Streamer Type and Perceived Authenticity

Perceived authenticity refers to the extent to which consumers regard a communica-
tor and the message as natural, sincere, and grounded in genuine experience. Moulard
et al. [20] define authenticity as the perception that an actor behaves in a manner consistent
with the true self. Several studies on influencer marketing have identified authenticity as
a core source of persuasive effectiveness [21,30]. Even when a communicator delivers a
commercial message, consumers are more likely to trust and accept that message when
they believe it reflects real experience and genuine values [21,31].

Human streamers are likely to generate higher perceived authenticity than Al stream-
ers. They can draw on a real identity, everyday experience, natural facial expressions and
gestures, and spontaneous reactions when presenting a product, which make their recom-
mendations appear more realistic and experientially grounded. Prior research suggests that
consumers perceive human streamers as more intimate and responsive than Al or virtual
streamers [9,32,33]. Al streamers, by contrast, can deliver polished and consistent messages,
but those messages may also read as technologically generated or externally scripted rather
than emerging from spontaneous, lived experience [34,35]. This limitation is likely to be
especially salient when persuasion depends on sensory, emotional, or experience-based
expression. In green-product communication, what matters is not only the accuracy of the
message but also whether the message appears to arise from sincere values and meaning-
ful experience [36,37]. This study therefore predicts that human streamers evoke greater
authenticity than Al streamers in the context of green products.

H1la. Human streamers generate higher perceived authenticity than Al streamers.

Authenticity matters especially in the context of green products. Because green
products are characterized by information asymmetry and frequent concerns about green-
washing, consumers may care less about bare product claims than about whether the com-
municator appears genuinely aligned with the product and its values. When a streamer’s
product presentation is perceived as natural, truthful, and grounded in real experience, the
message becomes more credible and persuasive, thereby increasing purchase intention.

H1b. Perceived authenticity positively affects green purchase intention.

If human streamers evoke greater authenticity, and authenticity increases green pur-
chase intention, then the effect of streamer type on purchase intention would be transmitted
through authenticity.

H1lc. Perceived authenticity mediates the relationship between streamer type and green purchase
intention.

3.2. Streamer Type and Inference of Personal Selling Motive

Consumers do not passively accept persuasive messages. Rather, they actively infer
why a communicator is recommending a product. According to persuasion knowledge the-
ory, consumers use their knowledge of persuasion attempts to interpret the communicator’s
motives, tactics, and goals [18]. Campbell and Kirmani [19] further argue that consumers
can infer self-serving motives behind sales recommendations, and that such inferences
foster suspicion and negative evaluations. Inference of personal selling motive refers to the
extent to which consumers believe that a streamer’s recommendation is driven by private
interests such as self-benefit, monetary reward, sales performance, or reputational gain.
In live commerce, streamers are often associated with brand partnerships, commissions,
and sales targets, which makes it easy for consumers to question whether the communi-
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cation reflects actual product experience or private gain [38,39]. From this perspective,
human streamers are likely to elicit stronger inferences of personal selling motive than Al
streamers. Human streamers are more readily interpreted as agents with personal stakes in
sales outcomes, sponsorships, reputation management, and fan relationships. Al streamers,
by contrast, may still be recognized as operating on behalf of a brand or platform, but
the visible communicator itself is less likely to be perceived as a personal agent pursuing
direct private gain [26]. This reasoning is consistent with the machine heuristic, which
suggests that people often view machine agents as more objective and less self-interested
than human agents [22]. Related research likewise shows that consumers tend to attribute
weaker intentionality and lower self-interest to Al agents than to human agents [32]. In
this vein, Al streamers would trigger weaker inferences of personal selling motive than
human streamers, even in the green-product context.

H2a. Al streamers generate lower inferences of personal selling motive than human streamers.

Inference of personal selling motive would, in turn, reduce consumers” purchase
intention toward eco-friendly products. Because green products are associated with ethics,
public value, and sustainability, consumers may react negatively when a recommendation
appears self-serving: the message is seen as strategic rather than informative, trust in the
green claim declines, and purchase intention weakens.

H2b. Inference of personal selling motive negatively affects green purchase intention.

If Al streamers evoke weaker inferences of personal selling motive, and lower selling-
motive inference increases green purchase intention, then the effect of streamer type on
purchase intention would also be mediated through this pathway.

H2c. Inference of personal selling motive mediates the relationship between streamer type and green
purchase intention.

3.3. The Moderating Role of Product Positioning

Product positioning shapes the frame through which consumers interpret product
value. Utilitarian positioning emphasizes functional performance, efficiency, practical
benefits, and value for money, whereas experiential positioning emphasizes sensory gratifi-
cation, emotional reassurance, lifestyle fit, and subjective user experience [13,14,40]. Prior
research suggests that the relative effectiveness of human and AI communicators can vary
by product type or message framing [40,41]. Human communicators tend to be more
persuasive in experiential or hedonic contexts, whereas Al communicators may be better
received in utilitarian or functional contexts [10,11,27].

Green products can likewise activate different persuasive pathways depending on how
they are positioned. The same products can be framed in utilitarian terms by emphasizing
cleaning performance, ingredient safety, and environmental efficacy, or in experiential
terms by emphasizing comfort, reassurance, and a nature-oriented lifestyle. Under expe-
riential positioning, where personal expression and emotional resonance become more
important, the authenticity advantage of human streamers should be amplified. Under util-
itarian positioning, where consumers focus more on objective information and functional
explanation, the lower personal selling motive attributed to Al streamers would become
more influential [42]. We therefore expect the authenticity advantage of human streamers
to be stronger under experiential positioning than under utilitarian positioning.
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H3. The authenticity advantage of human streamers is stronger under experiential positioning
than under utilitarian positioning.

We also expect the selling-motive advantage of Al streamers to be stronger under utili-
tarian positioning than under experiential positioning. In utilitarian contexts, consumers
place greater value on objective explanation and information-rich communication, which is
likely to lead them to see Al streamers as less self-interested and more informational than
human streamers.

H4. The advantage of Al streamers in reducing personal selling motive inference is stronger under
utilitarian positioning than under experiential positioning.

3.4. Moderated Parallel Mediation Model

Al and human streamers are expected to influence green purchase intention through
two distinct psychological pathways in live commerce. Human streamers should increase
green purchase intention by eliciting greater perceived authenticity through embodied
expression, real experience, and natural interaction. Al streamers, by contrast, should
increase green purchase intention by eliciting weaker inferences of personal selling motive,
because they are perceived as having fewer personal interests at stake. These pathways are
competitive in the sense that they favor different streamer types, but they can coexist in
parallel within the same live-commerce context.

Product positioning would moderate the relative strength of these two indirect effects.
The authenticity pathway would be stronger under experiential positioning, whereas the
selling-motive pathway would be stronger under utilitarian positioning. We therefore
propose a moderated parallel mediation model in which the indirect effects of streamer
type on green purchase intention depend on product positioning.

H5. Product positioning moderates the indirect effect of streamer type on green purchase intention
through perceived authenticity, such that the indirect effect is stronger under experiential positioning
than under utilitarian positioning.

H6. Product positioning moderates the indirect effect of streamer type on green purchase intention
through inference of personal selling motive, such that the indirect effect is stronger under utilitarian
positioning than under experiential positioning.

4. Materials and Methods
4.1. Research Design

This study employed a 2 (streamer type: Al vs. human) x 2 (product positioning:
utilitarian vs. experiential) between-subjects experimental design to examine how streamer
type and product positioning affect green purchase intention in live commerce [43]. The
independent variable, streamer type, consisted of two conditions: Al streamer and human
streamer. The second independent variable, product positioning, also consisted of two
conditions: utilitarian positioning and experiential positioning. Crossing these factors
yielded four experimental conditions: (1) Al streamer x utilitarian positioning, (2) Al
streamer X experiential positioning, (3) human streamer X utilitarian positioning, and
(4) human streamer x experiential positioning.

The study focuses not on differences across product categories, but on how the green
product is positioned and who delivers the message. Accordingly, the product itself was
held constant across conditions, and only streamer type and positioning were manipulated.
This design makes it possible to isolate the interaction between streamer type and position-
ing while controlling for confounds associated with differences in product category. It also
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extends the methodological logic of prior work on utilitarian versus experiential value [14]
and on the context-dependent effects of Al versus human streamers [10,11].

4.2. Stimuli and Data Collection Procedure

The experimental stimuli consisted of four live-commerce screenshots designed to sim-
ulate a streaming interface. The experimental stimuli are shown in Appendix A. The focal
product was a fictitious green hand wash, GreenPure Plant-Based Hand Wash. Hand wash
was selected because it is a familiar everyday consumer good for which both functional
benefits, such as cleansing performance and ingredient safety, and experiential benefits,
such as comfort and reassurance, can be communicated plausibly. Its plant-based formula-
tion and recyclable packaging also provided clear green-product cues, while the use of a
fictitious brand minimized potential bias arising from prior brand familiarity or preference.
No separate product-category pretest was conducted to establish moderate involvement or
perceived greenness. Across all four stimuli, the product name, product category, package
size, price, core product information, interface layout, product placement, and overall
screen structure were held constant.

Streamer type was manipulated through the visual depiction of the host and an identity
cue embedded in the stimulus. In the Al-streamer condition, the host was presented as an
Al-generated digital streamer; in the human-streamer condition, the host was presented as
a real human streamer. To minimize extraneous visual confounds, the two versions were
designed to be as similar as possible in gender, approximate age, clothing style, background,
product placement, and interface structure. Product positioning was manipulated through
the wording of the product description and the emphasis of supporting message cues.
The utilitarian positioning condition highlighted instrumental benefits such as cleansing
performance, ingredient safety, environmental efficacy, functional value, and economic
efficiency. The experiential positioning condition emphasized sensory and affective benefits
such as comfort in use, reassurance, a nature-friendly atmosphere, and alignment with a
green lifestyle. Product information unrelated to the positioning manipulation was kept
constant across conditions.

Data were collected through Wenjuanxing, a major Chinese online survey platform
comparable to Qualtrics. Respondents were randomly assigned to one of the four survey
versions. The survey followed the same sequence across conditions. Participants first read
a short scenario instructing them to imagine a live-commerce shopping situation and then
viewed the assigned stimulus. After viewing the assigned stimulus, participants first com-
pleted measures of perceived authenticity, inference of personal selling motive, and green
purchase intention. They then completed the streamer-type and product-positioning ma-
nipulation checks, followed by the control-variable measures. Accordingly, the categorical
Al-versus-human streamer identification item was presented after, rather than before, the
focal measures, thereby avoiding order-induced priming from the explicit categorization
question. The manipulation-check responses were used solely to assess the effectiveness
of the experimental manipulations and were not applied as post hoc exclusion criteria;
therefore, all participants were retained in their originally assigned conditions. Manip-
ulation effectiveness was evaluated using all 408 cases. Correct streamer identification
reached 97.5% in the Al-streamer condition and 94.6% in the human-streamer condition,
and all continuous streamer-type and product-positioning checks differed significantly
in the intended directions (all p < 0.001). Demographic questions, including gender, age,
education, and monthly income, were placed at the end of the survey to reduce priming
effects on the focal constructs. A total of 408 completed questionnaires were obtained
across the four survey versions. Because respondents were recruited through an online
panel administered via Wenjuanxing rather than from a predefined invitation list, the total
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number of individuals invited to participate was not available; therefore, an invitation-
based response rate could not be calculated. Screening for missing data, abnormal response
patterns, and inconsistencies between survey version and experimental assignment iden-
tified no cases requiring exclusion. Consequently, all 408 completed questionnaires were
retained for analysis, corresponding to a valid-case retention rate of 100%. The final sample
comprised 102 respondents in the Al streamer X utilitarian positioning condition, 102 in the
Al streamer x experiential positioning condition, 103 in the human streamer x utilitarian
positioning condition, and 101 in the human streamer x experiential positioning condition.

The target population comprised adult consumers in China. Because recruitment was
conducted through an online survey panel rather than from a finite sampling frame, the
exact size of the target population could not be enumerated. As no a priori power analysis
was conducted before data collection, the adequacy of the achieved sample was evaluated
through a sensitivity analysis for the fixed-effects 2 x 2 ANOVA. With an alpha level of 0.05,
statistical power of 0.80, one numerator degree of freedom, and four experimental groups,
a total sample of 408 was sufficient to detect an effect size of Cohen’s f = 0.139 (partial
n? = 0.019). For comparison, detecting a conservative small-to-medium effect of f = 0.15
under the same assumptions would require a minimum total sample of 351 participants,
or approximately 88 participants per condition. Thus, the achieved sample of 408, with
101-103 participants in each condition, exceeded this minimum requirement.

4.3. Measures

The focal constructs in this study were perceived authenticity, inference of personal
selling motive, and green purchase intention. All questionnaires were adapted from estab-
lished scales in prior research and tailored to the context of green live commerce. All items
were measured on seven-point Likert scales (1 = strongly disagree, 7 = strongly agree).

Perceived authenticity was measured using three items adapted from Lee and
Eastin [21]. These items capture the extent to which the streamer’s product presenta-
tion is perceived as natural, realistic, and consistent with an authentic live-commerce
context. Inference of personal selling motive was measured using three items adapted
from Campbell and Kirmani [19], assessing the extent to which respondents inferred that
the recommendation was driven by self-interest, monetary gain, or profit-oriented mo-
tives. Green purchase intention was measured using three items adapted from Dodds,
Monroe, and Grewal [44] and revised for the GreenPure context. The measurement items
used in the formal survey are provided in Appendix B (Table A1l). Manipulation checks
were also included. For streamer type, respondents were asked whether they perceived
the host as an Al digital streamer or as a real human streamer, and they also rated the
extent to which the host appeared to be a real person versus an Al-generated entity. For
product positioning, respondents evaluated the extent to which the stimulus emphasized
utilitarian/functional attributes versus experiential /affective attributes. The complete
wording and response formats of the manipulation-check items used in the formal survey
are provided in Appendix B (Table A2). To assess robustness, several control variables were
included. Environmental concern was measured using the revised NEP scale [45]. We also
included general attitudes toward Al prior live-shopping experience, and prior experience
purchasing green products. Gender, age, education, and monthly income were collected as
demographic controls.
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4.4. Data Analysis

All statistical analyses were conducted using IBM SPSS Statistics 26.0 and IBM SPSS
Amos 26.0. Amos was used for confirmatory factor analysis, whereas SPSS was used
for descriptive statistics, reliability and correlation analyses, 2 x 2 ANOVA, simple-
effects tests, and moderated parallel mediation analysis using PROCESS Model 7 with
5000 bootstrap samples.

We examined data quality by checking for missing values, abnormal response patterns,
and consistency between survey version and experimental assignment. No meaningful
missing values were detected in the analytical variables, and the condition assignments
were verified as accurate. We then assessed the reliability and validity of the multi-item con-
structs. Internal consistency was evaluated with Cronbach’s alpha, and the measurement
model was examined through confirmatory factor analysis to assess model fit, convergent
validity, and discriminant validity. Streamer type and product positioning were experimen-
tally manipulated binary variables. The measurement analyses focused only on the three
reflective constructs: perceived authenticity, inference of personal selling motive, and green
purchase intention.

Hypothesis testing proceeded in several stages. First, we calculated descriptive statis-
tics and correlations for the key variables. Second, we conducted a series of 2 x 2 analyses
of variance (ANOVA) to examine the main and interaction effects of streamer type and
product positioning on perceived authenticity, inference of personal selling motive, and
green purchase intention. When a significant interaction emerged, we conducted simple-
effects analyses. Third, to examine the indirect effects of streamer type on green purchase
intention together with the moderating role of product positioning, we estimated a moder-
ated parallel mediation model. Streamer type was coded as Al streamer = 1 and human
streamer = 0, and product positioning was coded as utilitarian = 1 and experiential = 0.
Perceived authenticity and inference of personal selling motive were modeled as paral-
lel mediators, and product positioning was specified as moderating the first-stage paths
from streamer type to each mediator. The significance of indirect effects and moderated
mediation was tested using 5000 bootstrap resamples. Effects were considered significant
when the 95% bias-corrected confidence interval did not include zero [46]. Finally, to assess
robustness, we conducted supplementary analyses including environmental concern, atti-
tudes toward Al live-shopping experience, green purchase experience, and demographic
variables as covariates.

5. Results
5.1. Sample Profile and Data Screening

The final analytic sample consisted of 408 valid responses obtained from the 2 (streamer
type: Al vs. human) x 2 (product positioning: utilitarian vs. experiential) between-subjects
experiment. The four experimental cells were well balanced: 102 in the Al streamer
x utilitarian positioning condition, 102 in the Al streamer X experiential positioning
condition, 103 in the human streamer x utilitarian positioning condition, and 101 in
the human streamer x experiential positioning condition, yielding 204 respondents per
streamer-type condition and 205 and 203 respondents in the utilitarian and experiential
positioning conditions, respectively. No missing values were identified in the variables
entered into the analyses, and condition coding was cross-checked against the four survey
versions to confirm assignment accuracy. The demographic characteristics of the sample
are presented in Table 1.
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Table 1. Sample Profile and Experimental Cell Sizes.

Characteristic Category n %
Male 251 61.52
Gender Female 157 38.48
18-25 50 12.25
26-30 209 51.23
Age 31-40 108 26.47
41-50 31 7.60
51-60 10 2.45
Middle school or below 2 0.49
High school/vocational school 40 9.80
Education Junior college 111 27.21
Bachelor’s degree 240 58.82
Master’s degree or above 15 3.68
Below RMB 3000 11 2.70
RMB 3000-4999 81 19.85
Monthly income RMB 5000-7999 242 59.31
RMB 8000-11,999 64 15.69
RMB 12,000 or above 10 2.45

5.2. Common Method Bias, Reliability, and Validity Assessment

Before conducting the substantive analyses, common method variance (CMV) was
assessed using a single-factor confirmatory factor analysis in which all nine self-reported
items were specified to load on a single latent factor. The single-factor model exhibited
poor fit: x?(27) = 583.947, p < 0.001, x*/df = 21.628, GFI = 0.715, AGFI = 0.525, NFI = 0.558,
CFI = 0.566, TLI = 0.422, and RMSEA = 0.225 (90% CI [0.209, 0.241]). By comparison, the
theoretically specified three-factor measurement model reported below exhibited excellent
fit. The substantial deterioration in model fit under the single-factor specification indicates
that the covariance among the self-reported measures was not adequately explained by a
single common factor. Therefore, serious common method bias was unlikely to threaten
the substantive conclusions of the study.

We assessed the reliability and validity of the focal multi-item constructs. Because
streamer type and product positioning are experimentally manipulated binary variables
rather than reflective latent constructs, the measurement model focused on the three
constructs of perceived authenticity (AUTH), inference of personal selling motive (SMI),
and green purchase intention (GPI).

Internal consistency was assessed with Cronbach’s alpha, and all three constructs ex-
ceeded the recommended threshold of 0.70 (AUTH « = 0.811, SMI « = 0.805, GPI « = 0.780),
indicating satisfactory reliability. All standardized factor loadings exceeded 0.60, ranging
from 0.680 to 0.835, confirming the adequacy of the measurement items. Convergent valid-
ity was further supported by composite reliability (CR) values ranging from 0.781 to 0.814
and average variance extracted (AVE) values ranging from 0.544 to 0.596, both exceeding
the 0.70 and 0.50 thresholds, respectively. These results, summarized in Table 2, establish
adequate convergent validity for all three constructs.
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Table 2. Reliability, Convergent Validity, and Maximum Shared Variance.

Construct Item M SD Standardized Loading ot CR AVE  MSV
AUTH1 4.67 1.04 0.835

Perceived authenticity AUTH2 4.60 1.04 0.792 0.811 0814 059  0.339
AUTH3 4.63 1.06 0.680
SMI1 3.53 1.08 0.731

Inference of personal selling motive SMI2 3.51 1.17 0.777 0.805 0.806 0581  0.339
SMI3 3.54 1.09 0.777
GPI1 4.67 0.87 0.701

Green purchase intention GP12 4.64 0.83 0.760 0780 0.781  0.544  0.079
GPI3 4.62 0.89 0.750

Note. N =408. = Cronbach’s alpha; CR = composite reliability; AVE = average variance extracted;
MSV = maximum shared variance. For each construct, MSV was calculated as the square of its largest
absolute latent correlation with another construct.

In addition, the AVE of each construct exceeded its corresponding MSV (AUTH:
0.596 > 0.339; SMI: 0.581 > 0.339; GPI: 0.544 > 0.079), providing further evidence of discrim-
inant validity. Discriminant validity was further assessed using both the Fornell-Larcker
criterion and the heterotrait-monotrait ratio (HTMT). As reported in Table 3, the square
root of the AVE for each construct exceeded its largest correlation with any other construct,
satisfying the Fornell-Larcker criterion. As shown in Table 4, all HTMT values fell well
below the recommended threshold of 0.85, with the highest value of 0.582 observed for the
AUTH-SMI pair, indicating that the three focal constructs are empirically distinct.

Table 3. Discriminant Validity—Fornell-Larcker Criterion.

Construct AUTH SMI GPI
AUTH 0.772
SMI 0.582 0.762
GPI 0.281 —0.075 0.738

Note. Diagonal values are the square roots of AVE, and off-diagonal values are correlations between
latent constructs.

Table 4. Discriminant Validity—HTMT Results.

Construct Pair HTMT
AUTH—SMI 0.582
AUTH—GPI 0.288

SMI—GPI 0.073

5.3. Manipulation Checks

Before testing the hypotheses, manipulation checks were conducted to verify that
respondents accurately perceived the experimental treatments. The streamer-type manipu-
lation was first assessed with a categorical identification item. In the Al streamer condition,
97.5% of respondents correctly identified the host as an Al streamer, and in the human
streamer condition, 94.6% correctly identified the host as a human streamer. A chi-square
test confirmed a significant association between assigned streamer type and respondents’
identification responses (x*(2) = 374.911, p < 0.001).

Respondents in the human-streamer condition rated the host as significantly more
human-like than did respondents in the Al-streamer condition (M = 593 vs. M = 2.31,
#(405.651) = 44.592, p < 0.001). Conversely, respondents in the Al-streamer condition rated the
host as significantly more Al-generated than did respondents in the human-streamer condi-
tion (M = 6.07 vs. M = 2.05, t(406) = 41.941, p < 0.001). The product-positioning manipulation
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was also successful. Respondents in the utilitarian-positioning condition reported signifi-
cantly stronger perceptions of utilitarian positioning than did respondents in the experiential-
positioning condition (M = 5.67 vs. M = 2.98, (406) = 56.547, p < 0.001), and conversely,
respondents in the experiential-positioning condition reported significantly stronger percep-
tions of experiential positioning (M = 5.63 vs. M = 2.84, (406) = 61.976, p < 0.001). Table 5
shows the manipulation check results. Taken together, these results confirm that both ex-
perimental treatments were perceived as intended, providing a satisfactory basis for the
subsequent hypothesis tests.

Table 5. Manipulation Check Results.

Manipulation Check Condition 1 Condition 2 Test Statistic P Result
Streamer identification Al correct = 97.5% Human correct = 94.6% x2(2) = 374.911 <0.001 Passed
Human streamer Human: 5.93 (0.83) Al: 2.31 (0.81) £(405.651) = 44.592 <0.001 Passed

Al streamer Al 6.07 (0.83) Human: 2.05 (1.08) £(406) = 41.941 <0.001 Passed
Utilitarian positioning Utilitarian: 5.67 (0.53) Experiential: 2.98 (0.42) +(406) = 56.547 <0.001 Passed
Experiential positioning Experiential: 5.63 (0.44) Utilitarian: 2.84 (0.47) £(406) = 61.976 <0.001 Passed

Note. Values in parentheses are standard deviations. For readability, ¢ values are reported in the
direction of the first-listed condition.

5.4. Preliminary Analyses

Table 6 presents the means, standard deviations, and correlations for the constructs
and control variables. Perceived authenticity was positively correlated with green purchase
intention (r = 0.23, p < 0.01), providing support for the authenticity pathway, whereas
inference of personal selling motive was not significantly correlated with green purchase
intention (r = —0.06, p > 0.05).

Table 6. Descriptive Statistics and Correlations.

Variable M SD 1 2 3 4 5 6 7
1. AUTH 4.63 0.89 —
2. SMI 3.53 0.95 0.47 ** —
3. GPI 4.64 0.72 0.23 ** —0.06 —
4. NEP 4.79 0.95 0.15**  0.19*  0.17** —
5. AI_ATT 4.50 1.17 —-0.12*  —0.03 0.04 0.07 —
6. LIVE_EXP 1.77 0.55 0.14 ** 0.02 0.09 0.07 0.08 —
7. GREEN_EXP 1.80 0.51 —0.02 0.00 0.13* 0.01 0.03 —0.01 —

Note. N = 408. AUTH = perceived authenticity; SMI = inference of personal selling motive;
GPI = green purchase intention; NEP = environmental concern; AI_ATT = attitude toward AI;
LIVE_EXP = live-shopping experience; GREEN_EXP = green-product purchase experience. * p < 0.05,
*%

p <0.01.

The pattern of correlations among the constructs was consistent with discriminant
Svalidity and did not indicate serious multicollinearity concerns for the intended analyses.
The largest correlation among the focal predictors was observed between perceived authen-
ticity and inference of personal selling motive (r = 0.47, p < 0.01), which is well below the
level typically associated with estimation instability. The positive direction of this corre-
lation warrants brief comment: because human streamers simultaneously elevated both
perceived authenticity and inference of personal selling motive, this association reflects
the shared experimental origin of the two mediators rather than a positive conceptual
relationship between authenticity and inferred selling motive. Green purchase intention
was additionally correlated with environmental concern (r = 0.17, p < 0.01) and prior
green-purchase experience (r = 0.13, p < 0.05), indicating that respondents with stronger
environmental orientations and more green-product experience expressed higher purchase
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intention for the focal product, which justifies including these variables as covariates in the
robustness analyses.

5.5. Effects of Streamer Type and Product Positioning

A series of 2 x 2 ANOVA was conducted to examine the main and interaction effects
of streamer type and product positioning on perceived authenticity, inference of personal
selling motive, and green purchase intention. Means and ANOVA results are reported in
Table 7.

Table 7. Cell Means and Two-Way ANOVA Results.

Panel A. Means by Experimental Condition

Dependent Variable AI X Utilitarian = AI X Experiential Human X Utilitarian = Human X Experiential
AUTH 4.20 (0.60) 3.84 (0.60) 5.00 (0.66) 5.50 (0.59)
SMI 2.64 (0.79) 3.18 (0.57) 4.12(0.74) 4.18 (0.64)
GPI 4.79 (0.75) 4.46 (0.71) 4.58 (0.70) 4.74 (0.68)
Panel B. Two-Way ANOVA Results
Dependent Variable Source F 4 Partial n?
Streamer type 414.093 <0.001 0.506
AUTH Product positioning 1.321 0.251 0.003
Streamer type x Product positioning 51.933 <0.001 0.114
Streamer type 326.963 <0.001 0.447
SMI Product positioning 18.613 <0.001 0.044
Streamer type x Product positioning 11.977 0.001 0.029
Streamer type 0.205 0.651 0.001
GPI Product positioning 1.520 0.218 0.004
Streamer type x Product positioning 12.632 <0.001 0.030

Note. Values in Panel A are means, with standard deviations in parentheses. AUTH = perceived
authenticity; SMI = inference of personal selling motive; GPI = green purchase intention.

For perceived authenticity, the main effect of streamer type was significant
(F(1, 404) = 414.093, p < 0.001), with human streamers perceived as substantially more
authentic than Al streamers, supporting Hla. The main effect of product positioning was
not significant (F(1, 404) = 1.321, p = 0.251). However, the streamer type x product position-
ing interaction was significant (F(1, 404) = 51.933, p < 0.001). The authenticity advantage
of human streamers was considerably larger under experiential positioning than under
utilitarian positioning, supporting H3.

For inference of personal selling motive, the main effect of streamer type was also
significant (F(1, 404) = 326.963, p < 0.001), confirming that Al streamers elicited lower
selling-motive inference than human streamers and supporting H2a. The main effect of
product positioning was also significant (F(1, 404) = 18.613, p < 0.001), indicating that selling-
motive inference was generally higher under experiential positioning than under utilitarian
positioning. The interaction effect was also significant (F(1, 404) = 11.977, p = 0.001): the Al
streamer’s advantage in suppressing selling-motive inference was more pronounced under
utilitarian positioning than under experiential positioning, supporting H4.

For green purchase intention, neither the main effect of streamer type (F(1, 404) = 0.205,
p = 0.651) nor the main effect of product positioning (F(1, 404) = 1.520, p = 0.218) was
significant, but the interaction was significant (F(1, 404) = 12.632, p < 0.001). This result
indicates that neither Al streamers nor human streamers were uniformly more effective
at generating green purchase intention; rather, purchase intention depended on the fit
between streamer type and product positioning. Al streamers generated higher green
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purchase intention under utilitarian positioning, whereas human streamers generated
higher green purchase intention under experiential positioning. The interaction patterns
for all three dependent variables are depicted in Figure 2.
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Figure 2. Interaction effects of streamer type and product positioning on (a) perceived authenticity,
(b) inference of personal selling motive, and (c) green purchase intention.

Table 8 presents the simple effects of human and Al streamers within each product-
positioning condition. Under experiential positioning, human streamers elicited signifi-
cantly higher perceived authenticity (£(201) = —20.056, p < 0.001) and higher green purchase
intention (£(201) = —2.879, p = 0.004), along with higher inference of personal selling motive
(#(201) = —11.810, p < 0.001). Under utilitarian positioning, human streamers likewise
elicited higher authenticity (£(203) = —9.048, p < 0.001) and higher selling-motive inference
(#(203) = —13.741, p < 0.001), but in this condition Al streamers generated significantly
higher green purchase intention (t(203) = 2.160, p = 0.032). These simple-effects results are
consistent with the proposed alignment logic: human streamers generated higher green
purchase intention under experiential positioning, whereas Al streamers generated higher
green purchase intention under utilitarian positioning.

Table 8. Simple Effects of Streamer Type within Product Positioning Conditions.

Product Dependent Al Streamer Human Mean " df

Positioning Variable M(SD) Streamer M(SD)  Difference P

Experiential AUTH 3.84 (0.60) 5.50 (0.59) —1.665 —20.05 201 <0.001
Experiential SMI 3.18 (0.57) 4.18 (0.64) —1.002 —11.81 201 <0.001
Experiential GPI 4.46 (0.71) 4.74 (0.68) —0.282 —2.87 201 0.004
Utilitarian AUTH 4.20 (0.60) 5.00 (0.66) —0.794 —9.04 203 <0.001
Utilitarian SMI 2.64 (0.79) 4.12 (0.74) —1.476 —13.74 203 <0.001
Utilitarian GPI 4.79 (0.75) 4.58 (0.70) 0.218 2.16 203 0.032

Note. Mean difference = Al streamer — human streamer. AUTH = perceived authenticity;
SMI = inference of personal selling motive; GPI = green purchase intention.

5.6. Moderated Parallel Mediation and Hypothesis Testing

To examine whether perceived authenticity and inference of personal selling motive
carried the effect of streamer type on green purchase intention, and whether these indirect
effects varied by product positioning, we conducted a moderated parallel mediation analy-
sis following the logic of PROCESS Model 7 with 5000 bootstrap samples. Streamer type
was coded as Al streamer = 1 and human streamer = 0, and product positioning was coded
as utilitarian = 1 and experiential = 0. Perceived authenticity and inference of personal
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selling motive were specified as parallel mediators, and product positioning was specified
as moderating the paths from streamer type to each mediator. All coefficients reported in
the conditional process analyses are unstandardized regression coefficients.

5.6.1. Mediator Models

As reported in Panel A of Table 9, streamer type had a significant negative effect on
perceived authenticity (B = —1.665, SE = 0.086, t = —19.437, p < 0.001), confirming that
Al streamers were perceived as substantially less authentic than human streamers. The
streamer type X product positioning interaction was also significant (B = 0.871, SE = 0.121,
t =7.206, p < 0.001), indicating that the Al streamer’s authenticity deficit was attenu-
ated under utilitarian positioning relative to experiential positioning, consistent with H3.
Streamer type also had a significant negative effect on inference of personal selling motive
(B=-1.002,SE =0.097, t = —10.314, p < 0.001), and the streamer type x product positioning
interaction was significant as well (B = —0.474, SE = 0.137, t = —3.461, p = 0.001), indicating
that the Al streamer’s advantage in suppressing selling-motive inference was amplified
under utilitarian positioning, consistent with H4.

Table 9. Moderated Parallel Mediation Results.

Panel A. Mediator Models

Dependent Variable Predictor B SE t p R?
Streamer type —1.665 0.086 —19.437 <0.001
AUTH Product positioning —0.505 0.085 —5.908 <0.001 0.535
Streamer fype x Product g7 0.121 7.206 <0.001
positioning
Streamer type —1.002 0.097 —10.314 <0.001
SMI Product positioning —0.059 0.097 —0.604 0.547 0.469
Streamer fype x Product ¢ 47, 0.137 —3.461 0.001
positioning
Panel B. Outcome Model
Dependent Variable Predictor B SE t 4 R?
Streamer type 0.243 0.109 2.220 0.027 0.099
GPI AUTH 0.333 0.053 6.323 <0.001
SMI —0.108 0.048 —2.278 0.023
Panel C. Conditional Indirect Effects
Indirect Path Product Positioning Indirect Effect BOO: strap Result
95% CI
Streamer type — AUTH Lo _ [-0.737, oo
S GPI Experiential 0.554 —0352] Significant
Streamer type — AUTH e [—0.366, L
LGPl Utilitarian —0.264 —0.164] Significant
Streamer t-‘g}el — SMl— Experiential 0.109 [0.015,0.213] Significant
Streamer LA SMI = Utilitarian 0.160 [0.022, 0.309] Significant
Panel D. Index of Moderated Mediation
Indirect Path Index Bootstrap 95% CI Result
AUTH pathway 0.290 [0.168, 0.420] Significant
SMI pathway 0.051 [0.006, 0.112] Significant

Note. N = 408. Streamer type coded as Al streamer = 1, human streamer = 0. Product positioning
coded as utilitarian = 1, experiential = 0. AUTH = perceived authenticity; SMI = inference of personal
selling motive; GPI = green purchase intention. Bootstrap samples = 5000. Under this coding, a
negative indirect effect through AUTH indicates an advantage for human streamers, and a positive
indirect effect through SMI indicates an advantage for Al streamers.
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It is worth noting that in this mediator model, the regression coefficient for prod-
uct positioning represents the simple effect within the human-streamer condition (where
streamer type is coded 0), which differs in nature from the main effect averaged across both
streamer types reported earlier in the ANOVA (Table 7). For perceived authenticity, for ex-
ample, the simple effect of positioning was significant within the human-streamer condition
(B =—0.505, SE = 0.085, p < 0.001), but its direction reversed within the Al-streamer con-
dition because of the significant interaction (simple effect = —0.505 + 0.871 = 0.366). The
offsetting simple effects across the two conditions explain why the overall main effect of
positioning was not significant in the ANOVA (Table 7); this is not a contradiction between
the two analyses but rather a further confirmation of the strong interaction.

5.6.2. Outcome Model

In the outcome model reported in Panel B, perceived authenticity had a significant
positive effect on green purchase intention, supporting H1b (B = 0.333, SE = 0.053, t = 6.323,
p <0.001), and inference of personal selling motive had a significant negative effect, sup-
porting H2b (B = —0.108, SE = 0.048, t = —2.278, p = 0.023). Streamer type retained a signifi-
cant positive direct effect even after controlling for both mediators (B = 0.243, SE = 0.109,
t =2.220, p = 0.027). This result should be interpreted alongside the earlier ANOVA find-
ing that the unconditional main effect of streamer type on green purchase intention was
not significant. The emergence of a significant direct effect after controlling for the two
mediators is consistent with a pattern of opposing indirect effects operating through the
two mediating pathways in different directions [47]. The fact that a significant negative
coefficient for inference of personal selling motive emerged once perceived authenticity
was controlled for, despite a nonsignificant zero-order correlation between selling-motive
inference and green purchase intention, likewise reflects a suppression pattern in which
the two mediators mask each other’s association with the outcome [48]. In this study, the
authenticity pathway operated in a direction unfavorable to Al streamers, whereas the
selling-motive-inference pathway operated in a direction favorable to Al streamers. These
opposing forces attenuated the effect of streamer type at the total-effect level but remained
theoretically meaningful within the conditional process model.

5.6.3. Conditional Indirect Effects

The conditional indirect effects reported in Panel C provide further evidence for
the competing-pathways logic. The indirect effect through perceived authenticity was
significant under both positioning conditions but differed in magnitude. This effect
was substantially larger under experiential positioning (indirect effect = —0.554, 95%
CI[-0.737, —0.352]) than under utilitarian positioning (indirect effect = —0.264, 95% CI
[—0.366, —0.164]), and the index of moderated mediation was significant (index = 0.290,
95% CI[0.168, 0.420]), confirming that product positioning moderates the strength of the
authenticity pathway. These results support Hlc and H5.

The indirect effect through inference of personal selling motive was significant under
both positioning conditions (experiential positioning indirect effect = 0.109, 95% CI [0.015,
0.213]; utilitarian positioning indirect effect = 0.160, 95% CI [0.022, 0.309]). The index of
moderated mediation was significant (index = 0.051, 95% CI [0.006, 0.112]), indicating that
the selling-motive-inference pathway was somewhat stronger under utilitarian positioning
and supporting H2c and H6. The relatively small magnitude of this index compared with
the authenticity pathway suggests that the moderation of the SMI mediating pathway,
while statistically reliable, is more modest in practical magnitude and should be interpreted
with appropriate caution.
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5.6.4. Robustness Checks

To evaluate the stability of the moderated parallel mediation results, the model was
re-estimated with environmental concern, attitude toward Al, live-shopping experience,
green-product purchase experience, gender, age, education, and monthly income entered
simultaneously as covariates. As reported in Table 10, all four conditional indirect effects
remained statistically significant after covariate adjustment. The index of moderated medi-
ation remained significant for both the authenticity pathway (index = 0.256, 95% CI [0.139,
0.378]) and the selling-motive-inference pathway (index = 0.069, 95% CI [0.019, 0.137]). The
directions and inferential conclusions were consistent with those of the primary model,
indicating that the proposed moderated mediation pattern was robust to demographic,
attitudinal, and experience-related covariates.

Table 10. Covariate-Adjusted Robustness Results.

Result Product Positioning Estimate Bootstrap 95% CI
AUTH indirect effect Experiential —0.500 [—0.679, —0.299]
AUTH indirect effect Utilitarian —0.244 [—0.343, —0.144]
SMI indirect effect Experiential 0.140 [0.052, 0.238]
SMI indirect effect Utilitarian 0.209 [0.077, 0.350]
AUTH index of moderated mediation — 0.256 [0.139, 0.378]
SMI index of moderated mediation — 0.069 [0.019, 0.137]

Note. N = 408. AUTH = perceived authenticity; SMI = inference of personal selling motive. Estimates
are unstandardized. Bootstrap confidence intervals are based on 5000 resamples. The models in-
cluded environmental concern, attitude toward Al, live-shopping experience, green-product purchase
experience, gender, age, education, and monthly income as covariates.

Table 11 summarizes the results of the hypothesis tests. Taken together, the results
support the proposed competing-pathways framework: human streamers increased green
purchase intention through heightened perceived authenticity, and Al streamers did so
through suppressed inference of personal selling motive, with product positioning deter-
mining the relative dominance of the two pathways. The authenticity-mediated pathway
was somewhat stronger under experiential positioning, and the selling-motive-mediated
pathway was somewhat stronger under utilitarian positioning.

Table 11. Summary of Hypothesis Tests.

Hypothesis Statement Result
Hla Human streamers generate higher perceived authenticity than Al streamers. Supported
Hi1b Perceived authenticity positively affects green purchase intention. Supported
Hic Perceived authenticity mediates the relatl.onshlp between streamer type and green Supported

purchase intention.
Hoa Al streamers generate lower inference of personal selling motive than human Supported
streamers.
H2b Inference of personal selling motive negatively affects green purchase intention. Supported
Inference of personal selling motive mediates the relationship between streamer
H2c . . Supported
type and green purchase intention.

H3 Product positioning moderates the ef.fe.ct of streamer type on perceived Supported
authenticity.

Ha Product positioning moderates the effect of streamer type on inference of personal Supported

selling motive.

H5 The indirect effect through perCElV?q aqthentlmty is moderated by product Supported
positioning.

Hé The indirect effect through inference of personal selling motive is moderated by Supported

product positioning.
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6. Discussion
6.1. Discussion of Hypothesis Testing

This study explains how Al and human streamers shape consumers’ purchase deci-
sions for green products in live commerce through two competing psychological pathways.
The results support all proposed hypotheses and clarify that human streamers benefit
from greater perceived authenticity, whereas Al streamers benefit from weaker inferences
of personal selling motive. Product positioning determines the relative strength of these
two pathways.

H1la predicted that human streamers would generate higher perceived authenticity
than Al streamers. The significant effect of streamer type on perceived authenticity sup-
ported this prediction. H1b proposed that perceived authenticity would positively affect
green purchase intention, and this relationship was also supported. Consistent with Hlc,
the indirect effect of streamer type through perceived authenticity was significant under
both product-positioning conditions. These results can be explained by the authenticity
perspective, according to which consumers respond more favorably to communicators
whose messages appear natural, sincere, and grounded in genuine experience [20,21].
Human streamers possess embodied identities and can be associated with spontaneous
expression and lived experience, whereas Al streamers may be perceived as technolog-
ically generated or externally scripted. The results therefore support previous research
identifying authenticity as an important source of persuasive effectiveness in influencer
communication [21,30,31], while demonstrating that this mechanism also applies to green
products in live commerce.

H2a predicted that Al streamers would elicit weaker inferences of personal selling
motive than human streamers. The results supported this hypothesis. H2b, which proposed
that inference of personal selling motive would negatively affect green purchase intention,
was likewise supported in the outcome model. The significant indirect effects through
selling-motive inference under both positioning conditions consequently supported H2c.
These findings are consistent with persuasion knowledge theory, which suggests that con-
sumers evaluate persuasive messages by inferring the communicator’s goals and potential
self-interest [18,19]. Human streamers can readily be associated with commissions, sponsor-
ships, reputational benefits, and sales performance, whereas the visible Al communicator
may be perceived as having fewer personal interests at stake. This interpretation is also
consistent with the machine heuristic, according to which machine agents are sometimes
regarded as more objective and less personally biased than human agents [22]. Although
selling-motive inference was not significantly correlated with green purchase intention
at the zero-order level, its significant negative effect after perceived authenticity was con-
trolled for indicates a suppression pattern produced by the two opposing mediators [47,48].
Thus, Al streamers were not persuasive because they appeared more authentic, but because
consumers attributed weaker personal selling motives to them.

H3 proposed that the authenticity advantage of human streamers would be stronger
under experiential positioning than under utilitarian positioning. The significant interac-
tion between streamer type and product positioning supported H3. This result indicates
that authenticity becomes especially diagnostic when a green product is framed around
comfort, reassurance, lifestyle meaning, and subjective experience. H4 predicted that the
advantage of Al streamers in reducing personal selling motive inference would be stronger
under utilitarian positioning. This hypothesis was also supported. When the product
message emphasized functional performance, ingredient safety, environmental efficacy,
and economic value, the Al streamer’s lower perceived self-interest became more influ-
ential. These findings are consistent with research showing that human communicators
tend to perform better in experiential or hedonic contexts, whereas Al communicators
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may be better aligned with utilitarian and information-oriented contexts [10,11,27,40—42].
Product positioning therefore does more than directly frame product value; it determines
which psychological cue—authenticity or inferred self-interest—becomes more important
in consumers’ evaluations.

The conditional indirect effects further supported H5 and H6. In support of H5, the
indirect effect through perceived authenticity was stronger under experiential positioning
(indirect effect = —0.554, 95% CI [-0.737, —0.352]) than under utilitarian positioning
(indirect effect = —0.264, 95% CI [-0.366, —0.164]). The significant index of moderated
mediation (index = 0.290, 95% CI [0.168, 0.420]) confirms that product positioning altered the
strength of the authenticity pathway. In support of H6, the indirect effect through inference
of personal selling motive was stronger under utilitarian positioning (indirect effect = 0.160,
95% CI [0.022, 0.309]) than under experiential positioning (indirect effect = 0.109, 95%
CI [0.015, 0.213]). Its index of moderated mediation was also significant (index = 0.051,
95% CI[0.006, 0.112]). However, because this second index was comparatively small, the
moderation of the selling-motive pathway should be interpreted as statistically reliable but
more modest in magnitude than the moderation of the authenticity pathway.

Finally, the nonsignificant unconditional effect of streamer type on green purchase
intention should not be interpreted as evidence that streamer type is unimportant. Instead,
it reflects the partial cancellation of two indirect effects operating in opposite directions:
the authenticity pathway favored human streamers, whereas the reduced-selling-motive
pathway favored Al streamers. This competitive pattern extends recent JTAER research
emphasizing trust, attachment, responsiveness, anthropomorphism, and scenario fit in Al-
and influencer-based live commerce [15-17,23]. The present findings show that streamer
effectiveness depends not only on whether the communicator is human or Al, but also
on which psychological pathway is activated and how that pathway fits the product-
positioning strategy.

6.2. Theoretical Implications

The findings have several implications for research on Al-mediated persuasion, per-
suasion knowledge, and green live commerce.

At the level of Al and human streamer research, this study replaces a simple superi-
ority comparison with a competitive dual-path explanation. Recent JTAER research has
explained purchase intention in live-streaming e-commerce through influencer trust and
attachment [15], Al digital-human responsiveness and trust [16], and the characteristics
and scenario fit of Al virtual streamers [17]. These studies identify important positive
antecedents of consumer responses, but they provide less explanation of why Al and
human communicators may each possess a persuasive advantage within the same com-
mercial context. The present study addresses this issue by showing that human streamers
benefit from greater perceived authenticity, whereas Al streamers benefit from weaker
inferences of personal selling motive. The nonsignificant unconditional effect of streamer
type is therefore theoretically meaningful rather than uninformative, because it masks two
opposing mechanisms that partially offset one another. The incremental contribution lies in
identifying these competing mechanisms and specifying the conditions under which each
becomes more influential.

The integration of the authenticity perspective and the machine heuristic provides
a further theoretical implication. The authenticity perspective suggests that embodied
identity, spontaneous expression, and experience-based communication favor human
streamers [20,21,30,31]. In contrast, the machine heuristic suggests that Al agents may
be associated with greater objectivity, consistency, and freedom from personal bias [22].
Research on anthropomorphic virtual influencers further indicates that increasing human
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realism does not necessarily generate uniformly positive responses and may produce
nonlinear effects through algorithmic aversion [23]. The present findings reconcile these
perspectives by showing that human and Al identity cues produce simultaneous advan-
tages and disadvantages. Human identity strengthens authenticity but also increases
the attribution of personal selling motives, whereas Al identity weakens authenticity but
reduces perceived personal self-interest. Streamer effectiveness should therefore be concep-
tualized as a multidimensional attributional trade-off rather than as a single continuum
running from artificiality to human realism.

The findings also refine persuasion knowledge theory by distinguishing between the
commercial principal behind a message and the visible agent delivering it. Traditional
applications of persuasion knowledge theory have generally examined human salespeople,
endorsers, or influencers whose commercial roles and personal incentives are closely
connected [18,19]. In Al-mediated live commerce, however, consumers may recognize
that an Al streamer operates on behalf of a commercial brand or platform while still
attributing fewer private interests to the visible Al communicator. Persuasion knowledge
thus depends not only on whether consumers recognize the commercial purpose of a
message, but also on how much agency, intentionality, and personal self-interest they
attribute to the communicator [22,38,39]. This agent-specific motive attribution explains
how an Al streamer can acquire a persuasive advantage even when it is not perceived as
equally authentic as a human streamer.

Product positioning emerges as an important theoretical boundary condition that
determines which psychological pathway becomes more diagnostic. Prior research has
shown that responses to Al and human communicators vary across utilitarian, hedonic, and
experiential contexts [10,11,27,40-42]. The present study extends this reasoning by holding
the product category constant and changing only how the same green product is positioned.
Experiential positioning increases the relevance of sincerity, embodied experience, and
emotional resonance, thereby strengthening the authenticity pathway and the relative
advantage of human streamers. Utilitarian positioning increases the relevance of functional
information, efficiency, and perceived objectivity, thereby strengthening the reduced-selling-
motive pathway and the relative advantage of Al streamers. Product positioning is therefore
not merely a message characteristic or a direct predictor of consumer evaluation; it functions
as a diagnosticity mechanism that determines which attribution consumers prioritize. This
contribution is deliberately conditional and does not imply that human streamers are
always preferable for green products or that Al streamers are universally superior for
functional products. Instead, it specifies how the alignment between streamer type and
positioning frame shapes persuasion within green live commerce.

6.3. Managerial Implications

The findings offer actionable implications for e-commerce platform operators, green-
product brands, and Al-streamer technology providers. The central managerial implication
is that streamer selection should be based on alignment with product positioning rather
than on an assumption that either Al or human streamers are universally more effective.

From a platform-management perspective, product positioning can serve as an input
for streamer allocation and content-recommendation decisions. Campaigns emphasiz-
ing experiential benefits, such as comfort, emotional reassurance, lifestyle meaning, and
personal connection to sustainability, are more likely to benefit from human streamers
whose embodied expression and experience-based narratives strengthen perceived au-
thenticity. Campaigns emphasizing utilitarian benefits, such as functional performance,
ingredient safety, environmental efficiency, and economic value, may be better aligned with
Al streamers, whose recommendations are perceived as involving less personal self-interest.
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Platforms could therefore incorporate positioning-related metadata into streamer-matching
and scheduling systems rather than assigning Al or human streamers solely according
to availability or production cost. Controlled A /B testing across product categories and
audience segments could further refine these allocation decisions.

For green-product brands, the results indicate that streamer selection and script de-
sign should be coordinated. Human-streamer scripts can emphasize personal experience,
product-use narratives, emotional reassurance, and value congruence when a product is
positioned experientially. Al-streamer scripts can place greater emphasis on standardized
product explanations, ingredient information, performance comparisons, and verifiable
environmental attributes when utilitarian positioning is adopted. This alignment is par-
ticularly important in green marketing because unsupported environmental claims may
increase consumer skepticism. Regardless of streamer type, brands should provide specific
and verifiable evidence for environmental benefits and avoid relying on generalized sus-
tainability language. The choice of streamer should support the positioning strategy rather
than substitute for credible product information.

For Al-streamer technology providers, the authenticity disadvantage of Al streamers
identifies a specific design challenge. Improvements in conversational continuity, context-
sensitive responses, natural speech patterns, and coherent persona development may help
Al streamers communicate in a less mechanical manner. However, greater anthropomor-
phic realism should not be treated as an unqualified objective, because highly human-like
presentation may create discomfort or increase consumers’ awareness of algorithmic simu-
lation. Technology providers could instead develop adjustable presentation modes that
allow brands to vary informational precision, emotional expressiveness, and interaction
style according to the positioning of the product. Transparent disclosure of the streamer’s
Al identity should also be maintained so that improved naturalness does not become
deceptive imitation.

At the campaign-portfolio level, Al and human streamers can be treated as comple-
mentary resources rather than mutually exclusive substitutes. Al streamers can be deployed
for repeated product education, feature comparison, and information-intensive segments,
while human streamers can support demonstrations, personal storytelling, community
interaction, and experience-oriented communication. Hybrid live-commerce formats could
assign these functions to different communicators within the same campaign. Because
perceptions of authenticity, Al objectivity, and green claims may vary across countries and
platform environments, firms should validate this alignment strategy through localized
experiments before applying it across markets. The findings therefore provide a decision
framework for streamer deployment while avoiding a universal recommendation that
would disregard product positioning, audience characteristics, and market context.

6.4. Limitations and Future Research

This study has several limitations that define the boundary conditions of its findings
and indicate directions for future research.

The cultural and sampling context constitutes an important boundary condition.
Participants were adult consumers recruited through Wenjuanxing in China, where live
commerce and Al-mediated commercial communication are relatively mature. Although
this setting increases the contextual relevance of the study, the findings may not generalize
fully to markets characterized by different technological infrastructures, cultural norms,
green-consumption practices, or levels of familiarity with Al streamers. The sample was
also concentrated among respondents aged 2640 years (77.70%), those holding a bachelor’s
degree (58.82%), and those reporting a monthly income of RMB 5000-7999 (59.31%). Re-
cruitment through an online survey panel may consequently underrepresent older adults,
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consumers with limited digital literacy, and individuals at the lower and upper ends of
the income distribution. Future studies should employ more demographically diverse or
stratified samples and replicate the model across countries, age groups, income groups, and
live-commerce platforms, including Western markets and markets in which Al-mediated
commerce is less developed.

The use of static screenshots within an online questionnaire also limits the ecolog-
ical and construct validity of the experiment. Actual live-commerce broadcasts include
speech, real-time comments, responsiveness, turn-taking, promotions, platform-generated
recommendations, social presence, and other viewers’ reactions. These dynamic and tem-
poral cues may influence perceived authenticity, inference of personal selling motive, and
purchase decisions in ways that cannot be reproduced through static visual materials. Ac-
cordingly, the present manipulation primarily captured consumers’ responses to the visual
identity of Al versus human streamers within a controlled simulated interface rather than
their responses to the complete behavioral experience of an interactive live stream. The find-
ings should therefore be interpreted within this controlled visual context. Future research
should test the proposed dual-path framework using video-based stimuli, simulated inter-
active broadcasts, and field experiments conducted on actual live-commerce platforms.

A related limitation concerns the visual implementation of streamer type. Although
the overall interface, product, positioning information, and other design elements were
held constant, visual rendering differences between the Al and human streamer condi-
tions could not be eliminated completely. Some observed responses may therefore have
reflected differences in perceived realism, artificiality, or anthropomorphism in addition
to streamer type itself. Subsequent research could employ multiple streamer identities,
matched human and Al-generated versions of the same identity, or experimental designs
that independently manipulate streamer labels and visual characteristics. Such designs
would help distinguish the effect of streamer type from the effects of visual realism and
anthropomorphic appearance.

The use of a single fictitious plant-based hand-wash product further constrains the
scope of generalization. This product provided a familiar, relatively low-risk consumer
context in which utilitarian and experiential positioning appeals could be implemented
while avoiding prior brand familiarity. However, the product category was selected for
experimental control and was not independently validated through a separate pretest of
moderate involvement or perceived green attributes. The findings therefore should not
be assumed to apply automatically to durable goods, high-involvement products, luxury
products, or categories involving greater functional, financial, or symbolic risk. Future
studies should pretest product involvement and perceived greenness and examine whether
the competitive dual-path framework generalizes across household cleaning products,
food, cosmetics, fashion, appliances, and other green-product categories.

6.5. Conclusions

This study explains persuasion by Al and human streamers in green live commerce
not as a simple comparison of overall superiority, but as a structure in which different
psychological pathways operate in parallel. Human streamers increase green purchase
intention by enhancing perceived authenticity, whereas Al streamers do so by reducing
inference of personal selling motive. The relative strength of these pathways depends on
product positioning: the authenticity pathway is stronger under experiential positioning,
whereas the selling-motive pathway is stronger under utilitarian positioning.
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The most important implication is that the critical question in green live commerce is
not which streamer type is categorically better, but which streamer becomes persuasive un-
der which conditions and through which psychological mechanism. Al and human stream-
ers are not interchangeable persuasive agents. They are distinct strategic resources whose
effectiveness depends on the fit between product positioning and consumer interpretation.
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Appendix A

The four stimulus images used in the experiment are presented below. Across con-
ditions, the focal product, product name, package size, price, livestream interface, back-
ground, product placement, and overall visual layout were held constant. Streamer type
was manipulated through the presenter’s visual identity and the identity label displayed in
the livestream interface. Product positioning was manipulated through the product descrip-
tion and viewer-comment wording, which emphasized either utilitarian or experiential
product benefits.
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Figure Al. The Chinese text is retained because the images reproduce the original experimental
stimuli presented to Chinese participants. The key Chinese labels translate as “Al streamer,” “human
streamer,” and “eco-friendly plant-based hand wash,” respectively. The remaining Chinese text
comprises livestream-interface labels, product descriptions, and viewer comments included in the
original stimuli; the product descriptions and viewer comments were used to manipulate utilitarian
versus experiential positioning”.

Appendix B

Measurement Items Used in the Formal Survey

Table Al. Measurement Items for the Focal Constructs.

Construct Code Measurement Item Source
I felt that the streamer’s text-based product introduction was
AUTH1 .
natural and not stiff.
Percel\fe’d AUTH?2 I felt that the streamer’s presentation in the live-commerce Lee and Eastin [21]
authenticity screenshot was natural and realistic.
AUTH3 I felt that the live-commerce screenshot and product introduction
were consistent with a real live-commerce setting.
I felt that the streamer might have considered personal benefits
SMI1 . .
when recommending this product.
Inference of personal SMI2 I felt that the streamer’s product introduction might have been Campbell and
selling motive related to income, commissions, or sales-related earnings. Kirmani [19]
I felt that the streamer’s recommendation was not entirely neutral
SMI3 X . .
but was influenced by a personal selling motive.
GPI I would be willing to purchase this GreenPure eco-friendly hand
G h wash.
reen purchase When I need to purchase hand wash, I would consider this product Dodds et al. [44]
intention GPI2

as one of my first choices.
GPI3 Overall, the likelihood that I would purchase this product is high.

Note. All items were measured using a seven-point Likert scale ranging from 1 = strongly disagree to
7 = strongly agree. The items presented here correspond to the final three-item measures administered
in the formal survey.
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Table A2. Manipulation-Check Items Used in the Formal Survey.

Manipulation Code Item Response Format

Streamer type

Al digital streamer/Human

M-S1 The streamer shown in the live-commerce screenshot was:
streamer/Not sure

I perceived the streamer shown in the live-commerce

M-52 screenshot as clearly human-like. 7-point Likert scale
I perceived the streamer shown in the live-commerce s
M-53 sg‘eenshot as being generated by artificial intelligence. 7-point Likert scale
o M-P1 The Rroduct introdgction ma.inly emphasized practical 7-point Likert scale
Product positioning— functions and cleaning effectiveness.
utilitarian M-P2 The prod.uct introduct.ion mainly emphasized ingredient 7-point Likert scale
information and cleaning performance.
M-P3 The product 1ntr(?du§t10n mainly emphasized value for 7-point Likert scale
money and practicality.
o M-P4 The p}"oduct introduction mainly emphasized the usage 7-point Likert scale
Product positioning— experience and comfort.
experiential M-P5 The peruct introduction mainly emphasized pleasure and 7-point Likert scale
relaxation.
M-P6 The pro.duct introduction mainly emphasized a natural and 7-point Likert scale
reassuring lifestyle.
Note. Except for the categorical streamer-identification item (M-S1), all manipulation-check items
were measured using a seven-point Likert scale ranging from 1 = strongly disagree to 7 = strongly
agree. All respondents answered both the utilitarian and experiential product-positioning items.
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