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Abstract: The continuous advancement and application of generative artificial intelligence
(AI) allows for virtual influencers to be active. Therefore, how virtual influencers respond
to customer needs and create value has attracted the interest of streaming platforms. Using
the stimulus–organism–response model, we explored how customer perceptions of virtual
influencers affect their involvement in streaming platforms and value co-creation behavior.
Customer perceptions of virtual influencers are considered as the stimulus, including
customer preferences, interactivity, and functionality. Enduring engagement is viewed as
the psychological organism, and value co-creation is regarded as the behavioral response. A
questionnaire survey was used to investigate the customer perceptions of virtual influencers
on streaming platforms or applications to link their experiences into a virtual world and
enhance value co-creation. Customer perceptions, including preferences, interactivity,
and functionality, have positive effects on enduring involvement and value co-creation.
Enduring involvement affects the relationship between customer perceptions and value
co-creation. Such results help to understand customer perceptions and behaviors toward
virtual influencers to enhance the service and user experience of streaming platforms.

Keywords: generative artificial intelligence; virtual influencer; value co-creation; streaming
platform

1. Introduction
The continuous advancement and application of generative artificial intelligence (AI)

helps streaming platforms deliver personalized, timely, and relevant communications
based on viewers’ preferences, thereby enhancing customer experience, engagement, and
loyalty [1,2]. Generative AI supports the ability of virtual influencers to enrich their forms,
functionality, and interactivity. Virtual influencers on streaming platforms generate per-
sonalized content, user comments, and repeat visits [3]. Personalized content and user
experiences provide virtual influencers with information on customer participation and in-
volvement, increasing their platform stickiness and sustainable consumption behavior [4,5].
Therefore, how virtual influencers respond to customer needs and create value is important
for streaming platforms.

The experience of enduring involvement enhances trust through psychological con-
nection and relational interaction that go beyond purchasing [6,7]. Value co-creation is
enabled by the importance of users’ active participation and engagement in the creation of
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business value [8,9]. Customers increase involvement through collaboration and communi-
cation with other customers, which provides solutions and content creation [1,10,11]. For
example, Netflix utilizes generative AI (e.g., virtual influencers, avatars, AI intelligent cus-
tomer service) to facilitate customers’ continuous involvement. Streaming media promotes
connectedness by gathering different parties to jointly collaborate, adopt solutions, and
generate value creation within and outside the media.

Related issues in generative AI regarding consumer behavior in marketing have
been researched [1]. However, the relationship between customer perception of virtual
influencers and value co-creation is still lacking. Thus, we explored the effects of customer
perception of virtual influencers (including regarding innovativeness, interactivity, and
functionality) provided by streaming platforms on continuous involvement and examined
the effect of continuous involvement on value co-creation. The mediating role of continuous
involvement between customer perception and value co-creation was also explored.

2. Literature Review
2.1. Stimulus–Organism–Response (SOR) Model

The SOR model comprises a stimulus, organism, and response. The model states
that the online environment stimulates individuals to respond to the online environment
through all explicit behaviors, such as discovery, stay, affiliation, and connection or desire
to inactively act [12]. Stimuli evoke customers’ emotional states. Organisms mediate
between stimuli and final actions or responses. Responses reflect behavioral outcomes
such as subscription behavior or purchasing behavior [13]. Stimuli trigger cognitive and
emotional reactions (organism), which in turn affect behaviors (response) [12,13]. Customer
perceptions of virtual influencers are considered as a stimulus, including innovativeness,
interactivity, and functionality; continuous involvement is viewed as a psychological
organism and value co-creation is regarded as the behavioral response.

2.2. Customer Perceptions of Virtual Influencers

Prior research has indicated how cognitive appraisal influences a user’s intention
to use social media, as well as subsequent usage behavior [14,15]. Factors affecting the
customer’s cognitive appraisal include video content, text layout, visual imagery, and user
interface [13]. Thus, we examine how customers evaluate the stimulus of generative AI
applications in terms of innovativeness, interactivity, and functionality.

Innovativeness refers to unique, innovative, and engaging content created by virtual
influencers on streaming platforms [4]. Generative AI application generates human-like
and easily customized text, images, and videos, offering customers content creation pro-
cesses and unique experiences [1]. Customers inspired by innovativeness enhance their
willingness to engage in community interaction and build long-term relationships with
other members [16]. They have an interest in involvement in community activities and
enhance their behavior with regard to recommendations and paid subscriptions [2,4].

Interactivity represents a perception of connection to other customers, which increases
active participation and exploration, and influences the content [4,17]. The value co-creation
perspective emphasizes interaction as the nature of co-creation [8,18]. When customers
perceive the interactivity of virtual influencers, they are inclined to spend time and enhance
their involvement in the streaming platform for favorable value creation [11,19].

Functionality indicates the extent to which customers’ judgment about a given site’s
overall excellence and fitness for use in assisting with the task and making an online
decision [14,20]. Customers evaluate functionality based on their perceptions of usefulness,
accessibility, and entertainment. Virtual influencers enhance customers’ intention to give
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feedback about entertaining content or make online decisions. Perceived functionality
keeps customers’ curiosity and motivates them to participate in streaming platforms [14,21].

According to the above, we formulated the following hypotheses.

• H1a: Customers’ perceived innovativeness of virtual influencers has a significantly
positive impact on continuous involvement.

• H1b: Customers’ perceived interactivity of virtual influencers has a significantly
positive impact on continuous involvement.

• H1c: Customers’ perceived functionality of virtual influencers has a significantly
positive impact on continuous involvement.

2.3. Continuous Involvement

Involvement reflects the personal relevance and importance of the target firm’s service
to customers [6,22]. The strength of customer involvement depends on their intrinsic
interests, needs, and values. Continuous involvement refers to the ongoing concern with
the product class association with the customers’ self-concepts, values, or egos [7]. When
customers have high levels of involvement, they tend to receive information related to
products and services, and thus pay more attention to information [7,23]. Reference [10]
explored the perceived value of a sharing platform adoption. The interactive discussions
and activities on social media platforms allow for consumers’ resource integration into
co-creating brand meaning and value. Reference [11] revealed that engagement in Pokémon
Go facilitates customer value creation comprising hedonic, achievement, and nostalgia
value. The experience offered by continuous involvement enhances perceived trust through
psychological connection and relational interaction that go beyond purchase, facilitating
brand loyalty and value co-creation [6]. When customers are motivated to process the
content of virtual influencers, they are involved in the community, giving suggestions on
service improvement and participating actively the in co-creation of services [6,24]. Thus,
we proposed the following hypothesis:

• H2: Continuous involvement has a significantly positive impact on value co-creation.

2.4. Mediating Effects

H1a, H1b, and H1c are related to customer perceptions (innovativeness, interactivity,
and functionality) of virtual influencers on streaming platforms with continuous involve-
ment. H2 links continuous involvement with value co-creation. Continuous involvement
plays a mediating role in the relationship between customer perceptions (independent
variable) and value co-creation (dependent variable).

In the case of Netflix, virtual influencers refer to popular actors, directors, or content
creators whose work influences customer viewing choices and preferences. Customers
form opinions about virtual influencers on Netflix based on their perceptions of content
innovativeness, character interactivity, and the overall viewing experience [3,4]. Continuous
involvement on Netflix reflects customers’ sustained interest and emotional connection
to specific shows, actors, or genres over time [5]. Customers with strong continuous
involvement are inclined to create fan art, discussion forums, or social media content
related to their favorite shows, contributing to the value co-creation process.

Continuous involvement is a mediator because it influences how customer perceptions
of virtual influencers translate into value co-creation. Customers with continuous involve-
ment are likely to have a stronger emotional bond with virtual influencers, leading to a
profound impact on their perceptions and the co-creation of value. Customer perceptions
of virtual influencers are translated into favorable value co-creation via the intermediate
effect of continuous involvement. Thus, this study proposes the following hypothesis.
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• H3: Continuous involvement mediates the relationship between customer perceptions
of virtual influencers and value co-creation.

3. Method
A questionnaire survey was conducted to collect data. The research subjects were

audiences and users of streaming platforms, who were familiar with the video streaming
platforms, and who were 18 years old or older. The questionnaire was used to investi-
gate the application of generative AI into the streams of virtual influencers in streaming
platforms, allowing customers to link their use experiences into a virtual metaverse. A
Likert-type scale was used in the survey. A total of 500 questionnaires were distributed,
and 486 were recovered, with a valid response rate of 97.2%.

The calculated t-statistics for gender, age, and viewing time were statistically insignifi-
cant (p > 0.1). In behavioral research, the method of Ref. [25] was used to test the common
method biases problem. The Harman’s one-factor test result showed that a single factor did
not emerge, and one general factor did not account for most of the variance. Thus, common
method bias was unlikely to be a serious problem in the data [25].

4. Results
The Cronbach alpha of the survey exceeded 0.70, showing acceptable reliability and

internal consistency [26]. The average variance extracted (AVE) was higher than 0.61,
exceeding the threshold of 0.50 [27]. The fit index of confirmatory factor analysis for the
proposed model was adequate. The standardized loadings of all the measurement items
were significant on their posited underlying construct, indicating convergent validity and
discriminant validity [28].

Customer perceptions of virtual influencers, including innovativeness, interactivity,
and functionality, showed positive effects on continuous involvement (p < 0.05). Thus, H1a,
H1b, and H1c were supported. The continuous involvement in online streaming platforms
had a positive effect on value co-creation (p < 0.05). Thus, H2 was supported. The mediating
role of continuous involvement was verified in affecting the relationship between customer
perceptions of virtual influencers and value co-creation. Thus, H3 was supported.

5. Conclusions and Implication
Customer perceptions of virtual influencers, including innovativeness, interactivity,

and functionality, facilitate their continuous involvement in streaming platforms. The
continuous involvement helps co-create value among customers or between customers and
streaming platforms. The mediating role of continuous involvement in the relationship
between customer perceptions of virtual influencers and value co-creation was verified.

The SOR model shows that customer perceptions of virtual influencers play a signifi-
cant role in their continuous involvement with streaming platforms and their involvement
in value co-creation activities. Factors such as innovativeness, interactivity, and function-
ality of virtual influencers positively impact customer continuous involvement, which in
turn leads to enhanced value co-creation behavior.

Customer perceptions of virtual influencers are presented in live streaming, too [1,3].
Understanding and leveraging customer perceptions of virtual influencers improves the ser-
vice quality and user experience of streaming platforms. To improve customer perceptions,
streaming platform operators need to design and promote the innovativeness, interactivity,
and functionality of virtual influencers. By recognizing the mediating role of continu-
ous involvement in the relationship between customer perceptions and value co-creation,
streaming platform operators can tailor their strategies to enhance customer engagement
and promote collaborative value creation within the virtual influencer ecosystem.
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By considering value co-creation, value creation highlights the importance of relation
and user value, and regards customers as co-creators [8,9,18]. The collaborative nature of
value creation in influencer–consumer interactions suggests that it is not solely driven by
the influencer, but involves active participation from customers. Continuous involvement
mediates customer perceptions and value co-creation, providing value co-creation in sus-
tainable competitive advantages [10,29]. The results of this study contribute to consumer
behavior literature [6,10,11] by highlighting the importance of customer engagement in
influencer marketing and the subsequent impact on value creation. The importance of
customer involvement enhances value co-creation for the media-streaming industry.
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