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The Influence of Recommender-related signals

and Video-related signals on Purchase Intention
by YouTuber
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Abstract

In recent years, due to the rapid development of e-commerce, the "home economy"
consumption pattern is gradually formed, making many consumers tend to use the Internet
shopping. As the COVID-19 is sweeping the entire world, most consumers have
switched from "offline" to "online, " which has boosted the trend of the home economy.
In addition, with the increase in the number of users, YouTube has gradually become a
mainstream audio-visual platform. = The so-called YouTubers are video bloggers (vloggers)
who post information on YouTube, and they generate influence through the popularity and
the credibility. Compared with physical shopping, online shoppers are faced with more
choices during the shopping process. Thus, in order to reach more effective purchase
decisions, they search for relevant information and reviews to enhance their efficiency.
This study uses Signaling Theory as a basis to further investigate the influence of YouTuber

personalities and their recommendation messages through videos on purchase intentions.

This study was conducted online with consumers who watched a YouTuber
recommendation video to purchase a product or service, and a total of 491 questionnaires
were collected. This study showed that (1)attractiveness isn’t positively related to trust ;
trustworthiness and expertness is positively related to trust, (2) utilitarian and entertainment
are positively related to positive emotion; perceptual fluency is not positively related to
positive emotion, (3)positive emotion is positively related to trust, emotion attachment and
purchase intention, (4)trust is positively related to emotion attachment and purchase
intention, (5)emotion attachment is positively related to purchase intention, and
(6)similarity does not moderate the effects of trust, emotional attachment, and positive

emotions on purchase intentions.
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