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Abstract

Artificial intelligence technology is reshaping traditional e-commerce live streaming, with virtual
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streamers becoming the new norm in marketing. However, existing research lacks systematic the-
oretical frameworks and empirical evidence on how the form realism and behavioral realism of
virtual streamers influence consumers’ purchase intentions. Based on expectancy violation theory,
this study proposes a cognitive evaluation model in which form anchors expectations while behav-
ior provides evidence. Through a 2 x 2 scenario-based experiment, the study examines the impact
of different realism combinations on purchase intentions. The findings indicate a significant inter-
action between form and behavioral realism. Under high form realism, low behavioral performance
violates the high expectations set by the form, triggering negative ability expectancy violations and
reducing purchase intentions. Conversely, under low form realism, high behavioral performance
exceeds expectations, leading to positive violations and increased purchase intentions. Mediation
analysis confirms that ability expectancy violation is the core psychological mechanism linking re-
alism features to purchase decisions. This study reveals the non-monotonic nature of the realism
effect and advises firms to prioritize behavioral performance to avoid the high-expectation trap
caused by blindly pursuing hyper-realistic appearances.
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Table 1. Sample demographic information (N = 382)
Fz 1. FARAOZSIHEEN =382)

i =4
B 198 51.8%
el
B/gis 184 48.2%
<20 31 8.1%
20~29 173 45.3%
i
30~39 139 36.4%
>40 39 10.2%
mEH R LT 94 24.6%
HEREE KEAREFRD 213 55.8%
WEFTAE K UL - 75 19.6%
RAEE(1~3 43) 76 19.9%
Xt AR W) 1) AR REAREE(4 ) 71 18.6%
AR (5~T 4) 235 61.5%
RAARE(1~3 43) 243 63.6%
X R (1 AR HREE 4 ) 69 18.1%
AL (5~ 41) 70 18.3%

4.2. EWEIEMNEENE

IR N 3 AN

() Z25& B LAEEIZ A5 SIS, DOGEE NGRS . 51 FIERA Dy “iF
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B EEV) I @ SMAEEAEREN AT T L RO 7, 2N 3D IS, KESH
HEAANRT AR, KA 2D R G, MRS SR AL BUn L M R REG, #h
FEREAN L5 S 5SEIRE . S ARG | R, Brd E898 SRR AR R, HEGR &
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AT AU R S M R AU R (AT R BUOR =, B AUBIA R A 60 A 2 A5 17 i SR AR, 7
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(a) IESMAE

Figure 1. Design of virtual streamer form realism'

B 1. EMEEESIEERT

(2) Be/JHEEE T AHE A MRS, ARAATE X AL F AT R IO Rikhe
@ HBEES; @ ANHEAGKHIE. BFRRHAZ R 7 FER RSN EET, Hp 1 RS EEK TR
B, 4 5 REFEME, 7 0REEEm TR IE . 1% EERN Cronbach’s o REH 0.934.

(3) MEH AL ER, BRFEEAEI: O RE R ERBHERE 0 @OERKN
T, FRART] RE 25 R IX A R A E FRHEE 17 s @ FRFT HIE I IR A7 M40 3 R 1 EL R 1R) ) S5 i o K
Az 5k 7 FERMATINE, Hh 1 REEEAFE, 7 90 REIEFFE. ZERN Cronbach’s a /AL
4 0.919.

fESER EIR & E X IES 5FH M DS E BAE =ER.

4.3. | ESREKE

4.3.1. BIKRIE
KRR T Z W A RAT NI B E AT L, Rk 2 fos. RSB ERM L,
TR AT 21 B AN B (M = 3.74) B E R T R S E (M = 6.02, F(1, 380) = 268.773, p < 0.001).
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AT R ST E L IR R (M = 3.31) BB T 47 930 BUBEL(M = 5,42, F(1, 380) = 192.701, p < 0.001).
S LTS, ARSI A FIT AR 0 A R LI

Table 2. Manipulation check results for realism

2. MEERMINGR

B R Pagti! N M=+ SD F P
KIES 191 3.74 +1.40
THAMAE N 268.773 <0.001
I 191 6.02 +1.31
- RAT AN 190 3.31+1.48
1T HPLVEE o 192.701 <0.001
=T 192 5.42 +1.48
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DA 3K e B A IR A8 5 (R WL R 32 7 20 i 25 R B, AT AL FEI E A8 B35 (F(1, 378) = 100.11, p <
0.001), AT NN EZIE(M = 4.86, SD = 1.44) & S TRAT A (M =344, SD = 1.41). TEEWAEENE
RN (p=0.343) . TEA > AT AL E A BAE A R F(1,378) = 16.887, p < 0.001). 53 #1238 H
ERRIL, EARITAREERMT, @SS EARN L RZIEW = 3.07, SD = 1.32) R KT RES
WEEHWM = 3.80, SD = 1.41); (HIERATAPEEFZMT, SESUEEHNIEEZEM = 5.09, SD =
1.40) ) & # = TR R (M = 4.64, SD = 1.45), W 2 s, ik HI B350
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Figure 2. Purchase intention under different realism combinations

2. FRMEEAES THULERE

4.3.3. WU EN RN AEXENREFE

e

BEXTRE S TS IO SEMEAEL, 0 DU SR A T ¥ 2 I BE T B T 20 AT AR A ¢ A, b

SRR 3 PR .

DOI: 10.12677/ecl.2026.152135

107

TR VPG


https://doi.org/10.12677/ecl.2026.152135

T

Table 3. Results of one-sample t-test

F3.OBMHA RINER

RENER N RE FME i t p 95%CI
RIER < RITH 95 3.997 1.432 -0.024 0.981 [-0.295, 0.288]
KRS < =iTA 96 5.257 1.391 8.852 <0.001 [0.975, 1.539]
S < RITA 95 3.221 1.472 -5.158 <0.001 [~1.079, -0.479]
RIEA *x miTH 96 4.118 1.523 0.759 0.759 [-0.191, 0.427]

R x EAT N4 IIMEM = 5.257, p < 0.001) &3 = F o kkor, oA T IEE A e
HY, B H2a Bor. @S x AR NI EAIIEM = 3.221, p < 0.001) 2 EL T KT, RIFM~
AT m R IR, I0UF TR H2b. RIEE x AT AME AWM = 3.997, p = 0.98 D)L x
AT N EEH (M =4.118,p = 0.45) IS A E AT K, A EREER, RPAEMEE
PLRCIESE T, P R4 R MR UIEEET, Bl H2e lor. BAROREIE@E 3 Bis.
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Figure 3. Competence expectancy violation under different realism combinations

3. TEMIEEAS THRENHEES

4.3.4. RAPAKRE

FIF PROCESS model 8 £ 5 e /7 IR I8 (1 sR A E T, DA SE R BN R AR &, AT AL B AR i
RE IS NN R, RSEERNFEY R, B RER, (80 8E0 o L m A
B2 IE A (b = 0.549, p < 0.001, 95%CI [0.428, 0.670]), FRWARE /TS FE B, W 28 & 100 &
JE R, s H3 3 2I5R00IE .

BE—BE W RN R, ARSI EER AT ERRE, 95%E S X H[-0.904,
—0.034], RUEANFIEAMELL T, R8RS th AT LB ARG L R i se i s B AN A . MBS
LB E BRI, g A B A AE (5 =0.78), 95% B 15 X [7] 9[0.448, 1.153]; 4SBT,
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RE RIS T FIFEE A E R (B = 0.316), 95%EAFIX M [0.013, 0.677]. RITELASILEL T 117 91
FURE I e 0 R s s SR I R A R A, R He 13 FIIRALE .
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ASIE TS 2 x 2 IR SIS T, B 1R TS AT 40l 0 B0V 2 5 D S SR s ) A ZE L
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R HY o1 — i SR A t A 0 A 1 S B0 0 77 AR 3 2% A, A TR S AT A3 L FE AN DL RC I
o R T e B AR ) R TR Y, AL AL EC IS 0L, TR IR IR SRR IE T —
;, REWEEMIHESEEIS, X H2a-c f4EI501E. /5 FIH SPSS process model 8 #E47H AL,
73 RE 77 I B 1 I m) s e v 2 SRR, IF HAE TR AT AL S50 2 35 e S R A R 4
YER, B8k 7 ASCIR H ) H3. H4.
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T ERRIN P BT o
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FH B W 2

53. iRAERSRE

RERFFAS W TG M ENEEE, EOFEC T RIRYE, ERARRITT#HPEE. -, X
FIWLE s AR 75 s LR 15 85, Tei e i SR OSE B R I L3 o ARORAIT FU AT 25 02 L SE A L3
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