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Abstract: Cunbo is a specific "live e-commerce" form in China. Rather than 

celebrities, local farmers or village cadres are always endorsers to advertise their 

agricultural products through live streaming. Due to China's developed e-

commerce, live streaming industry, and the popularity of smartphones, even 

farmers, can easily engage in live streaming. While most former studies focus on 

celebrities’ effects, very few studies when endorsers were mainly farmers. Thus, this 
study aims to research how Cunbo affects consumers’ purchase intention when 
endorsers are farmers. Based on source credibility theory, this study explores the 

effects of 3 elements (i.e., attractiveness, expertise, and trustworthiness) on Chinese 

consumer purchase intention through Cunbo. Meanwhile, this article considers 

credibility and parasocial relationship as two mediating variables to study their 

roles between 3 elements of source credibility and Chinese consumers’ purchase 
intention. The Process Macro of SPSS has been used in this study as a tool to test 

the collected data and hypotheses. A total of 302 responses have been collected 

through a structured questionnaire. The findings indicate that attractiveness, 

expertise, and trustworthiness have a significant relationship with Chinese 

consumers’ purchase intention toward agricultural products. Also, credibility and 

parasocial relationship play mediating roles between the relationships. 
 

Keywords: E-commerce; China; Purchase Intention; Source Credibility; Parasocial 
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1 Introduction 

1.1 Background of the Study 

The COVID-19 outbreak prompted a surge in live streaming viewers. The number 

of live streaming viewers in China has reached 562 million in 2020 based on 

CNNIC (China Network Information Center). In the first half of 2020, there were 

more than 10 million live commerce held in China, with more than 40 thousand 
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active streamers, which had been viewed over 50 billion times. Live commerce has 

developed into a widely accepted business model in China. 

Initially, only urban dwellers could easily access and use the Internet, so they also 

became the first generation of Taobao sellers. Later, with the development of the 

economy and Internet technology, more and more rural residents could access the 

Internet and became Taobao sellers (Qi & Guo, 2019). National rural internet retail 

sales in China reached 1.7 trillion yuan in 2019, up nearly 20 percent, and made up 

16.1 percent of all social consumer goods retail sales. At the same time, agricultural 

items were sold online for about 397.5 billion yuan (Li et al, 2021). 

Cunbo appeared with the rise of rural e-commerce. According to a widely accepted 

definition (What is Cunbo, 2020), Cunbo (村播) is a specific "live e-commerce" 

form. Local farmers or village cadres are always streamers to advertise their 

agricultural products through live streaming. Taobao's Cunbo program has 

accumulated 110,000 farmers' anchors, with more than 2.3 million broadcastings, 

driving the sales of agricultural products to exceed 5 billion yuan through Cunbo in 

3 years (Securities daily, 2021).  

Rural e-commerce has brought considerable benefits to China's economy. The 

divide between urban and rural regions has shrunk as a result of the growth of rural 

e-commerce, and many rural inhabitants' incomes have increased (Yin & Choi, 

2022). Now more and more farmers are selling and advertising their products 

through Cunbo. China is a predominantly agricultural country; many rural residents 

engage in agriculture. Understanding why and how Cunbo enhances consumers' 

purchase intention helps streamers (farmers) of Cunbo improve how they interact 

with the audience and better introduce and sell local agricultural products.  

 Two theories are built to explore the relationship between Cunbo and purchase 

intention. Source credibility always refers to as the good traits of communicators 

that influence the receiver's acceptance (Ohanian, 1990). Source credibility affects 

consumer behavior. For example, celebrity endorsement improves purchase 

intention for cosmetic products (Rungruangjit, 20202). The parasocial relationship 

is a psychological relationship, which means that people develop friendship, 

identification, and illusions of intimacy after contact with the media persona 

repeatedly (Chung, 2017). Parasocial relationships can be built between consumers 

and streamers. Consumers have been proven to create parasocial interactions with 

people they follow on social media. In Cunbo, consumers are able to interact with 

the streamer, like asking questions about products or asking for a lower price, and 

the streamers will respond to consumers immediately.  

1.2 Purpose of the Study 

This study aims to investigate how source credibility and parasocial relationship 

affect consumer purchase intention through Cunbo based on source credibility 
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model and parasocial relationship theory. This study should promote the following 

research objectives to fulfill the purpose: 

1. Based on the source credibility model, to explore how Cunbo affects consumers’ 
purchase intention on agriculture products by trustworthiness and expertise.  

2. To explore the relationship between different levels of parasocial relationship and 

consumers’ purchase intention and factors that enhance parasocial relationship. 

Source credibility model and parasocial relationship are widely used to analyze 

consumer behavior. The previous studies focus on celebrity’s influence on 
consumer behavior. Studies have shown that celebrities can enhance credibility and 

parasocial relationships (Rungruangjit,2022). However, in Cunbo, most endorsers 

are farmers; they advertise and sell their agricultural products. Cunbo, as a new form 

of live commerce, has not been paid much attention.  

This study explores how Cunbo affects consumer purchase intention from a 

consumer’s perspective. It can help farmers and village cadres understand consumer 
demand and provides valuable guidance for advertising and selling agricultural 

products by Cunbo. 

1.3 Theoretical and Conceptual Framework 

1.3.1 Source Credibility Model (SCM)  

A widely used technique for assessing the effectiveness of endorsements is the 

source credibility model (Lim et al., 2017). Most studies have adopted expertise (or 

competence) and trustworthiness as key dimensions of source credibility (Fogg & 

Tseng, 1999). Consumers are more likely to believe the information offered by a 

trustworthy endorser, making credibility vital for production endorsement. Given 

their trustworthy knowledge, endorsers can gain the trust of customers based on 

expertise (Mat et al., 2019). Besides, the messages of an attractive communicator 

are demonstrated to be more convincing (Chaiken, 1979).  Physical attractiveness 

influences stereotype categorization, people always form comprehensive notions of 

who they obverse simply based on physical attractiveness (Patzer,1983).  
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Figure 1: Theoretical Framework – SCM 

1.3.2 Parasocial Relationship Theory (PRT) 

The parasocial relationship is a one-sided relationship, that people (social 
media users) develop with mediated personas (Horton & Wohl, 1956). Nowadays, 
parasocial relationship not only influences traditional media but also affects Internet 
users (or internet social media) (Labrecque, 2014). The internet even provides a 
better platform for influencers and their fans to strengthen this relationship. 
Consumers are more likely to devote more attention to the influencers if they can 
be perceived as physically or socially attractive (Sokolova & Kefi, 2020). In some 
commerce contexts, it has been proven that consumers tend to form parasocial 
relationships with others who are perceived as experts. Similarly, consumers tend 
to form parasocial relationships with influencers who are believed as experts (Yuan, 
& Kim, 2016). Trust also plays an important role in this process. The study has 
shown that trustworthiness is a vital factor to enhance the parasocial relationship 
(Yuan & Lou, 2020). 
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Figure 2: Theoretical Framework-PRT 

Based on the review of literature, the conceptual model is presented in Figure 3. 

 
Figure 3: Conceptual Framework 



337 
 

2 Literature Review 

2.1 Cunbo in China 

Cunbo is one type of live streaming commerce. According to a widely accepted 

definition (What is Cunbo, 2020), Cunbo is a specific "live e-commerce" form. 

Unlike celebrities who endorse products, local farmers or village cadres are always 

streamers to advertise their agricultural products through live streaming platforms. 

Live streaming commerce is a development of electronic commerce which 

incorporates in-the-moment social engagement. On a live streaming platform, it 

carries out e-commerce operations and transactions (Cai, 2019). 

At the Taobao Live Streaming Ceremony held on March 30, 2019, Taobao's "Cunbo 

plan" was officially launched, announcing that it would cultivate 1,000 farmers with 

a monthly income of over 10,000 in 100 counties across the country. One year after 

Taobao's "Cunbo plan" launched, more than 1.4 million live streams of agricultural 

products have been carried out on Taobao's Cunbo. In addition, the live broadcast 

area covers more than 2,000 counties in 31 provinces and cities across the country, 

attracting more than 60,000 "farmer streamers" to join Taobao's "Cunbo Program" 

(Chen, 2022). 

China's developed live streaming industry and e-commerce industry enable farmers 

to have live streaming on various platforms, such as Douyin and Kuaishou, in 

addition to Taobao.  

2.2 Live Streaming Influencers in Cunbo 

According to Qi et al. (2022) 's definition, on the online live streaming platform, the 

influencer is a person who has some fans and interacts both within and outside of 

the live streaming sales events. As a result, the influencers can use the information 

about the demands of their followers (or future customers), which may influence 

consumers' purchasing behavior. These qualities set the influencer apart from 

conventional retailers (Qi et al., 2022). Influencers in Cunbo also need to interact 

with the audience or fans, mostly within the live streaming sales event, to promote 

their agricultural products. Most of the influencers in Cunbo are local farmers, even 

though few may attract many fans after providing some live streaming content.  

Selling and marketing agricultural products is one of the greatest challenges under 

covid-19. With the traditional sales channels gradually declining, "farmer streamer 

influencers" emerged, and many started the trend of farmers' Cunbo to speak for 

their agricultural products. Due to the effective promotion of live streaming, many 

local farmers can sell their agricultural products to the whole country by using the 

live streaming platform at home. Among them, the income of nearly 2,000 new 

farmers in the first year of Taobao's "village seeding program" exceeded 10,000 

yuan (Chen, 2022). 
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2.3 Theoretical Framework and Hypothesis Development 

2.3.1 Purchase Intention of Live Streaming Products 

Live streaming has been around for a while in China, but it has recently gained 

popularity in 2019 and established itself as a crucial channel for consumers and 

retailers (Zhou et al., 2021). During the COVID-19 epidemic, it has seen a swift 

increase of the growth of this industry. Chinese live streaming audience were 638 

million as of June 2021, with 384 million (or 38% of all internet users) watching 

live streaming from online retailers. The market for live streaming in China was 

worth 1.2 trillion yuan (around $190 billion) in 2020 (Zhang, 2022).  

Purchase intention can be regarded as a consumer's willingness to purchase a 

specific item (sometimes service) based on their subjective and overall evaluation 

(Dodds et al., 1991). Purchase intentions, according to Hsu (1987), were defined as 

specific exchange behaviors that emerged from customers' overall evaluations of a 

product. It is a perceptual response to one's perspective of an item. One of the active 

study topics in the literature is customer online purchase intention. The level of a 

consumer's desire to engage in particular purchasing behaviors on the Internet can 

be determined by their customer's online purchase intention (Salisbury et al., 2001). 

Ajzen (1991) points out that purchase intention can measure the willingness of the 

consumer to engage in a particular action. Based on theories, consumer intention is 

defined as the willingness of online purchases through Cunbo in this research.  

2.3.2 The S-O-R framework 

According to Mehrabian and Russell (1974), the stimulus that people receive from 

external environment would trigger their internal evaluation states, which can 

subsequently result in either positive or negative conduct (response). The organism 

would respond to environmental stimuli through a series of psychological or 

cognitive processes with some behavioral reactions. Attitude of individual is a 

manifestation of their internal response, and their particular conduct is a 

manifestation of their exterior response (Lorenzoromero & Gomezborja, 2016). 

This model has been effectively used in e-commerce research to examine user 

behaviors, including website stickiness and customer loyalty, as well as settings like 

conventional live streaming platforms and online brand communities (Kang, 2021).  

For this study's theoretical framework, it is preferable to employ the S-O-R 

framework. The first reason is that this model has been used to determine the effect 

of interactivity on consumer engagement behavior in live streaming commerce 

environment (Kang, 2021). Second, Cunbo, as a type of live e-commerce, is very 

interactive. It needs more interaction before transactions. For example, the audience 

asks the influencer on Cunbo to personally pick fruit on the tree and taste to describe 

the taste of the fruit, which aims to get a complete picture of a product. Thus, the S-

O-R framework help this article build an integrated model to reflect three 
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dimensions of source credibility (attractiveness, trustworthiness, expertise) during 

interaction to affect purchase intention.  

2.3.3 Source Credibility 

A term frequently used to suggest a influencers’ favorable traits, which influence 
the receiver's reception of certain message is source credibility (Ohanian,1990). 

Source credibility model is a widely used methodology for assessing the 

effectiveness of endorsements (Lim et al., 2017). Most studies have adopted 

expertise (or competence) and trustworthiness as key dimensions of source 

credibility (Fogg & Tseng, 1999). Consumers are more inclined to believe the 

information offered by a trustworthy endorser, making credibility vital for 

production endorsement. Given their professional knowledge, customers will trust 

endorsers more based on expertise (Mat et al., 2019). Besides, the messages of an 

attractive communicator are demonstrated to be more convincing (Chaiken, 1979). 

Physical attractiveness influences stereotype categorization. People always form 

comprehensive notions of whom they obverse simply based on physical 

attractiveness (Patzer,1983). This research is built on the theoretical underpinnings 

of Ohanian's (1990) source credibility model. It describes source credibility as a 

concept which contains three components, including influencer’a attractiveness, 
trustworthiness, and expertise. Many former researches had focused on celebrity 

under this model, which also showed that all of these components had a significant 

impact on purchase intention under celebrities’ endorsement. However, previous 
studies mostly focus on celebrity’s influence on consumer behavior, and endorsers 
are always celebrities in live commerce. The endorser (or seller) in Cunbo are 

always local farmers or village cadres who advertise and sell their agricultural 

products through live streaming, which has not been studied yet under this model. 

2.3.4 Attractiveness 

In this paper, "attractiveness" refers to the physical traits or qualities that may attract 

the desired audience due to personal features and physical appearance 

(Ohanian,1990). Chaker et al. (2019) describe it has a “beauty premium”, because 
attractiveness positively affects both personal and professional life. Attractive 

salesperson is perceived as more reliable than ordinary one (Kulesza, 2014). In the 

social psychology literature, the role of attractiveness is well-established, which 

suggests that exposure to or interaction with attractive people tends to generate 

favorable feelings and even desires to create a close connection (Lemay Jr, Clark, 

& Greenberg, 2010). Consumer intentions are significantly impacted by physical 

attractiveness. Endorsers with appealing traits might influence buyers' intentions to 

buy (Kahle & Homer, 1985). Therefore, the following hypotheses were made: 

H1a: Attractiveness of Cunbo live streamer influencer is positively associated 
with credibility Cunbo e-commerce. 
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H1b: Attractiveness of Cunbo live streamer influencer is positively associated 
with parasocial relationship (PR). 

H1c: Attractiveness of Cunbo live streamer influencer is positively associated 
with purchase intention (PI). 

2.3.5 Trustworthiness 

Ohanian (1990) defines trustworthiness as the amount of faith that consumers have 

in influencers' ability to communicate the claims they consider to be the most 

reliable. Customers are more willing to trust the information offered by a 

trustworthy endorser, so trustworthiness is crucial for practical endorsement. 

According to AlFarraj (2021), 40% of respondents between 18-24 put more faith in 

influencers than actual brand promotion. Additionally, trustworthiness is related to 

credibility. Trustworthiness is an important component of constructing the 

credibility of peer endorsers (Munnukka, 2016). Moreover, customers are more 

likely to buy from endorsers who have won over their supporters' trust by effectively 

fostering favorable sentiments toward the things they promote (Tripp et al., 1994). 

Endorser with a high trustworthiness score might alter the attitudes of consumers 

and their intent to make purchases (Mat et al., 2019). Accordingly, the following 

hypotheses were established: 

H2a: Trustworthiness of Cunbo live streamer influencer is positively 
associated with credibility. 

H2b: Trustworthiness of Cunbo live streamer influencer is positively 
associated with parasocial relationship (PR). 

H2c: Trustworthiness of Cunbo live streamer influencer is positively 
associated with purchase intention (PI). 

2.3.6 Expertise 

The fundamental definition of expertise is the level of the endorser's perceived 

knowledge, experience, or abilities to sell the product (Van der Waldt, 2009). It is 

believed that different celebrities have varying levels of product expertise. For 

instance, athletes are believed to have extensive knowledge of sports items, whereas 

celebrities are believed to be knowledgeable about beauty products (Gong & Li, 

2017). The expression based on professional expertise shows credibility, which 

depends on knowledge to promote products(Mat et al., 2019). Expertise will not 

only impact credibility perceived by the influencers but also affect customer 

purchase intention and behavior (Schouten, 2019). The endorser who owns high-

expertise is also more convincing and positively influences customers' attitudes and 

buying intentions (Goldsmith et al., 2000). Therefore, the following hypotheses 

were proposed: 

H3a: Expertise of Cunbo live streamer influencer is positively associated with 
credibility. 
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H3b: Expertise of Cunbo live streamer influencer is positively associated 
parasocial relationship (PR). 

H3c: Expertise of Cunbo live streamer influencer is positively associated with 
purchase intention (PI). 

2.3.7 Credibility 

Endorsers are frequently employed in advertisements to increase message’s 
credibility. Consumer’s attitude toward endorsers always affects their perceived 
credibility toward advertisement (Clow et al., 2006). Many researchers have studied 

the effects of celebrities as endorsers on consumer behavior (Munnukka, 2016). 

Moreover, Pornpitakpan (2004) points out that celebrity endorsers' perceived 

credibility enhance the purchase intention of consumers under the model of source 

credibility. Based on literature review, it has shown that past studies have not 

researched credibility and the dimensions of source credibility when the endorser is 

such a special group of people (local farmers and village cadres). Additionally, 

mediation effects of credibility also have not been studied on Cunbo. Thus, the 

following hypotheses were made: 

H4a: Credibility Cunbo e-commerce is positively associated with Purchase 
Intention (PI). 

H4b: Credibility Cunbo e-commerce mediates the relationship between 
attractiveness of Cunbo live streamer influencer and purchase intention (PI). 

H4c: Credibility Cunbo e-commerce mediates the relationship between 
trustworthiness of Cunbo live streamer influencer and purchase intention (PI). 

H4d: Credibility Cunbo e-commerce mediates the relationship between 
expertise of Cunbo live streamer influencer and purchase intention (PI). 

2.3.8 Paraoscial Relationship  

The parasocial relationship theory, which has its origins in media studies and 

psychology, has described the reasons certain customers heed certain influencers’ 
suggestions but not others (Horton & Wohl, 1956). The phrase "parasocial 

relationship" describes an intimate, one-sided relationship that a viewer develops 

over time with a media influencer or celebrity as a result of frequent interactions 

with the performance via mediated reality (Dibble et al., 2015). Because of its 

functional characteristics that increase viewer's contact with influencers through 

increased interactivity, online environments enhance the growth of parasocial 

interactions between audiences and influencers (Labrecque, 2014). In prior studies, 

researchers have found that parasocial relationship is highly associated with source 

credibility. A higher source credibility enhances the formation of a stronger 

parasocial relationship. For example, Rungruangjit (2022) investigates the 

relationship between parasocial relationships and purchase intention under the 

influence of celebrities’ endorsement through live streaming commerce. These 
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studies' results have told that parasocial relationship is highly positively associated 

with increasing consumer’s purchase intentions. However, the endorsers in Cunbo 
is a special group. The endorser (or sellers) in Cunbo are always local farmers or 

village cadres. Previous research has not investigated the effect of parasocial 

relationship when these kinds of people (much closer to common people, instead of 

celebrities) are endorsers and to what degree the audience will form parasocial 

relationships with them. Thus, the following hypotheses were made: 

H5a: Parasocial relationship (PR) is positively associated with Purchase 
Intention (PI). 

H5b: Parasocial relationship (PR) mediates the relationship between 
attractiveness of Cunbo live streamer influencer and purchase intention (PI). 

H5c: Parasocial relationship (PR) mediates the relationship between 
trustworthiness of Cunbo live streamer influencer and purchase intention (PI). 

H5d: Parasocial relationship (PR) mediates the relationship between expertise 
of Cunbo live streamer influencer and purchase intention (PI). 

3 Methods 

3.1 Data Collection and Sample Characteristics 

This research uses online questionnaire to explore customers’ attitudes and online 

purchase behavior through Cunbo. Participants are Chinese online customers who 

have the experience watching Cunbo or purchasing agricultural products through 

Cunbo and have different education levels, and monthly incomes. Two filter 

questions were asked at the start of the poll to make sure that the participant was 

eligible. The following filter questions were posed to the participants: 1) Have you 

seen influencers (farmers) promote and sell agricultural products on any live-

streaming platforms? 2) Have you purchased any agricultural products after 

watching their promotion? The participants who answer yes, which means they have 

relevant experience, can continue to answer the questionnaire.  

The participant demographics are shown in percentage form in Table 1. Effective 

responses are collected by 302 participants with 143 males and 159 females. The 

concentration of their ages is between 18-37, which accounts for 76.82%. 88.41% 

of them have 1500-6000 monthly income. 
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Table 1 Demographics of Participant 

Demographics Frequency % 

Gender    

Male 47.35 

Female 52.65 

Age   

≤17 2.98 

18-20 17.88 

23-27 21.85 

28-32 19.54 

33-37 17.55 

38-42 9.6 

43-47 8.28 

>48 2.32 

Monthly income   

Less than 1500 RMB 2.98     

1501-3000 RMB 39.4 

3001-4500 RMB 28.81 

4501-6000 RMB 20.2 

6000-7500 RMB 5.96 

>7500 RMB 2.65 

Frequency of purchasing agricultural products by e-

commerce platform (Taobao, Meituan, Jingdong, etc.) 
 

never 0.33 

sometimes 9.93 

usually 64.57 

always 25.17 

Frequency of watching Cunbo  

sometimes 9.6 

usually 58.61 

always 31.79 

The money spent on purchasing agricultural products 

through Cunbo (every month) 
 

<200 RMB 39.4 

200-400 RMB 38.74 

400-600 RMB 15.23 

600-800RMB 3.97 
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800-1000 RMB 1.66 

>1000 RMB 0.99 

How many sellers(influencers) on Cunbo do you often follow?  

1-2 35.1 

3-4 37.42 

5-6 25.5 

>7 1.99 

3.2 Measures and Reliability Tests  

Measures used in this study came from other studies. The constructs include 

attractiveness (ATT), trustworthiness (TRU), expertise (EXP), credibility (CRE), 

parasocial Relationship (PR), and purchase Intention (PI). All the characteristics 

ranges from 1 (Strongly disagree) to 7 (Strongly agree), were evaluated by using a 

seven-point Likert scale. A pilot test was conducted with 54 people to collect 

responses in order to pretest the reliability of the measurements. All measurement 

items should be preserved for the official reliability tests because the results of the 

pilot test did not show any reliability issues. 

Cronbach's alpha, also known as tau-equivalent reliability, is a reliability coefficient 

that offers a mechanism to assess how reliable tests work on the inside. The 

dependability of variables on different scales is evaluated using this coefficient, 

which has a range of 0 to 1. Cronbach's alpha was employed to evaluate the 

consistency of the variables. With a minimum desired effect size of 0.7, Cronbach's 

alpha reaches an adequate reliability coefficient (Bujang et al., 2018). All of the 

effective responses to questionnaires were gathered in two months. Table 2 shows 

Cronbach's alpha value for each variable. According to the results, these all values 

were more than 0.7, which indicates that all of the variables' reliability is acceptable. 

Table 2 Cronbach’s Alpha (α) of Each Variable 

 

Variables No. of Items α 

Attractiveness (ATT) 5 0.888 

Trustworthiness (TRU) 5 0.887 

Expertise (EXP) 5 0.866 

Credibility (CRE) 5 0.859 

Parasocial Relationship (PR) 5 0.857 

Purchase Intention (PI) 5 0.865 
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3.3 Correlation Test  

The r coefficient, often known as the correlation coefficient, measures the 

correlations between different variables. The correlation r number, which ranges 

from -1 to +1, can be either positive or negative to indicate a positive or negative 

correlation connection. It shows that the two variables are positively associated if 

the r value is between 0 and +1, or they are negatively associated if the value is 

negative. The correlation between two variables is stronger the closer the r value is 

near |1|. 

Table 3 correlation analysis 

Variables ATT TRU EXP CRE PR PI 

ATT 1      

TRU 0.393** 1     

EXP 0.252** 0.340** 1    

CRE 0.271** 0.330** 0.419** 1   

PR 0.280** 0.457** 0.410** 0.408** 1  

PI 0.479** 0.470** 0.533** 0.524** 0.462** 1 

 

The result of the correlation analysis between different variables are showed in table 

3. The absolute magnitude of the observed correlation coefficient (two variables), 

which ranged from 0.90 to 1.00, will get a high correlation, according to the method 

of interpretation of a correlation coefficient described by Schober (2018). A 

significant correlation between the two variables is shown by a r value of between 

0.7 and 0.89. A moderate correlation exists when the two variables' r values are 

between 0.4 and 0.69. Other values (<0.4) show no significant or negative 

correlation. Most variables in the data set have a modest association with other 

variables in this research. 
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4 Results 

4.1 Evaluation of Measurement Results 

This study uses regression model, a statistical method for examining the 

relationships between variables, to analyze. In most cases, the researcher aims to 

determine the relationship between one variable and another (Sykes, 1993). 

Mediation is the additional variable to the relationship between X and Y. A simple 

mediation model is showed in figure 1, In this model, X causes the mediator (M), 

and M causes Y, resulting in the relationship X→M→Y (MacKinnon, 2007). In the 

model that predicts M from X, a is the coefficient for X, while b and c’ are respective 
coefficients that predicts Y from M and X. The product of a and b measures the 

indirect effect of X on Y via M, whereas c’ measures the direct effect of X (Hayes, 
2009). 

 
Figure 4 Mediation Model 

In hypothesis model of this research, attractiveness (ATT), trustworthiness (TRU), 

expertise (EXP) are three independent variables that each is associated with 

purchase intention (PI). Credibility and parasocial relationship (PR) mediate the 

relationship between three independent variables (ATT, TRU, EXP) and purchase 

intention. 

4.2 Hypothesis Analysis  

The finding based on structural model analysis is shown in Table 4. In H1a, β = 
0.121, p<0.05, which indicates that attractiveness of Cunbo live streamer influencer 

is greatly positively associated with credibility of Cunbo e-commerce. Thus, H1a is 

supported. In H1b, β = 0.08, p=0.136>0.05, so H1b is rejected, which indicates that 

attractiveness of Cunbo live streamer influencer does not greatly affect parasocial 

relationship. In H1c, β =0.255, p<0.01, hence H1c is supported so attractiveness of 

Cunbo live streamer influencer is greatly associated with purchase intention. In H2a, 

β =0.170, p<0.01, so H2a is supported, which shows that trustworthiness of Cunbo 
live streamer influencer is significantly associated with credibility of Cunbo e-

commerce. H2b, β =0.322, p<0.01, so H2b is supported, which indicates that 
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trustworthiness of Cunbo live streamer influencer is significantly associated with 

parasocial relationship. In H2c, β =0.144, p<0.01, so H2c is supported, which shows 
that trustworthiness of Cunbo live streamer influencer significantly impact purchase 

intention. In H3a, β =0.315, p<0.01, so H3a is supported, which means that expertise 

of Cunbo live streamer influencer significantly impact credibility of Cunbo e-

commerce. In H3b, β =0.277, p<0.01, so H3b is supported, which shows that 

expertise of Cunbo live streamer influencer significantly impact parasocial 

relationship. In H3c, β =0.269, p<0.01, so H3c is supported, which means that 
expertise of Cunbo live streamer influencer significantly impact purchase intention. 

In H4a, β =0.248, p<0.01, so H4a is supported, which indicates that Credibility 

Cunbo e-commerce is positively associated with purchase intention. In H5a, β 
=0.113, p=0.22>0.05, so H5a is rejected, which indicates that parasocial 

relationship does not greatly affect purchase intention. 

In table 6, conclusions based on hypothesis test result are shown. 

Table 4. Hypothesis Analysis 

Hypotheses Path Coefficient t value p-value 

H1a ATT→CRE 0.121 2.170 0.031* 

H1b ATT→PR 0.080 1.493 0.136 

H1c ATT→PI 0.255 5.683 0.000** 

H2a TRU→CRE 0.170 2.947 0.003** 

H2b TRU→PR 0.332 6.003 0.000** 

H2c TRU→PI 0.144 2.971 0.003** 

H3a EXP→CRE 0.315 6.047 0.000** 

H3b EXP→PR 0.277 5.267 0.000** 

H3c EXP→PI 0.269 5.718 0.000** 

H4a CRE→PI 0.248 5.269 0.000** 

H5a PR→PI 0.113 2.310 0.22 

 



348 
 

 

 

Figure 5 Result of hypothesized model 

Table 5 shows the results of the mediation analysis of credibility (CRE) and 

parasocial relationship (PR), taken as the mediation factors between three 

independent variables (ATT, TRU, EXP) and purchase intention. The total, direct, 

and indirect impacts are computed by using SPSS 24 and Hayes Process Macro. 

The indirect effects via CRE and PR are significant because p < 0.01, showing that 

CRE and PR plays a mediation role between three independent variables (ATT, 

TRU, EXP) and purchase intention under Cunbo. The total effects of variables, like 

ATT→CRE→PI and ATT→PR→PI, may be the same due to their zero-order 

correlation with dependent variables, based on Alwin (1977).  

In table 6, conclusion of hypothesis test results is demonstrated. 

Table 5 Mediation analysis 
Path Effect Coefficient  SE t value p-value LLCI ULCI 

ATT→PI Direct 0.3182 0.0409 7.7807 0.0000** 0.2377 0.3987 

TRU→PI Direct 0.2759 0.0460 5.9944 0.0000** 0.1853 0.3665 

EXP→PI Direct 0.3558 0.0464 7.6730 0.0000** 0.2645 0.3804 

ATT→CRE→PI Total 0.4195 0.0444 9.4404 0.0000** 0.3320 0.5069 

ATT→PR→PI Total 0.4195 0.0444 9.4404 0.0000** 0.3320 0.5069 

TRU→CRE→PI Total 0.3969 0.0431 9.2155 0.0000** 0.3132 0.4816 

TRU→PR→PI Total 0.3969 0.0431 9.2155 0.0000** 0.3132 0.4816 

EXP→CRE→PI Total 0.4987 0.0457 10.9168 0.0000** 0.4088 0.5332 

EXP→PR→PI Total 0.4987 0.0457 10.9168 0.0000** 0.4088 0.5332 

Indirect effect  Effect Coefficient  Boot SE Boot LLCI  Boot LLCI 

ATT→CRE→PI Indirect 1 0.1012 0.0335 0.0404 0.1719 

ATT→PR→PI Indirect 2 0.0875 0.0289 0.0372 0.1503 

TRU→CRE→PI Indirect 3 0.1154 0.0350 0.0544 0.1920 

TRU→PR→PI Indirect 4 0.1210 0.0336 0.0630 0.1939 

EXP→CRE→PI Indirect 5 0.1429 0.0356 0.0771 0.2169 

EXP→PR→PI Indirect 6 0.1123 0.0327 0.0563 0.1841 
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Table 6 Summary of Hypothesis 

Hypothesis Results 

H1a: Attractiveness of Cunbo live streamer influencer is positively 
associated with credibility of Cunbo e-commerce. 

Supported 

H1b: Attractiveness of Cunbo live streamer influencer is positively 
associated with parasocial relationship. 

Rejected 

H1c: Attractiveness of Cunbo live streamer influencer is positively 
associated with purchase intention. 

Supported 

H2a: Trustworthiness of Cunbo live streamer influencer is positively 
associated with credibility of Cunbo e-commerce. 

Supported 

H2b: Trustworthiness of Cunbo live streamer influencer is positively 
associated with parasocial relationship. 

Supported 

H2c: Trustworthiness of Cunbo live streamer influencer is positively 
associated with purchase intention. 

Supported 

H3a: Expertise of Cunbo live streamer influencer is positively 
associated with credibility of Cunbo e-commerce. 

Supported 

H3b: Expertise of Cunbo live streamer influencer is positively 
associated parasocial relationship. 

Supported 

H3c: Expertise of Cunbo live streamer influencer is positively 
associated with purchase intention. 

Supported 

H4a: Credibility Cunbo e-commerce is positively associated with 
Purchase Intention. 

Supported 

H4b: Credibility Cunbo e-commerce mediates the relationship 
between attractiveness of Cunbo live streamer influencer and purchase 
intention. 

Supported 

H4c: Credibility Cunbo e-commerce mediates the relationship 
between trustworthiness of Cunbo live streamer influencer and 
purchase intention. 

Supported 

H4d: Credibility Cunbo e-commerce mediates the relationship 
between expertise of Cunbo live streamer influencer and purchase 
intention. 

Supported 

H5a: Parasocial relationship is positively associated with Purchase 
Intention . 

Rejected 

H5b: Parasocial relationship mediates the relationship between 
attractiveness of Cunbo live streamer influencer and purchase 
intention. 

Supported 

H5c: Parasocial relationship mediates the relationship between 
trustworthiness of Cunbo live streamer influencer and purchase 
intention. 

Supported 

H5d: Parasocial relationship mediates the relationship between 
expertise of Cunbo live streamer influencer and purchase intention. 

Supported 
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Discussion 

Cunbo is a new form of e-commerce in China, whose appearance attributes to the 

developed live streaming industry and Internet popularization. E-commerce is 

always a popular topic in research. Source credibility is critical for influencing 

consumers to create parasocial relationship in e-commerce, according to several 

research that have utilized the parasocial relationship theory to examine the 

relationship between parasocial relationships and sources (Rungruangjit, 2022). 

Nevertheless, most former studies have discussed the effects of celebrity 

endorsement, but few talk about the effects when endorsers are farmers and more 

ordinary people.  

This paper aims to explore the effects of 3 elements (i.e., attractiveness, expertise, 

and trustworthiness) on Chinese consumer purchase intention through Cunbo. 

Meanwhile, this article considers credibility and parasocial relationship as two 

mediating variables to study their roles between 3 elements of source credibility and 

Chinese consumers’ purchase intention. Consequently, the results of this study lead 

to a better understanding of the new burgeoning Cunbo. This study hopes to provide 

a basic understanding of Cunbo and provide some basic guidelines for influencers 

on Cunbo or relevant departments. 

Conclusion 

This study examines how Cunbo affects consumer’s purchase intention by 
considering source credibility and parasocial relationship. Most hypotheses, except 

for H1b and H5a, have been supported based on the analysis of the result. It 

indicates that credibility can strengthen consumers' purchase intention through three 

dimensions (attractiveness, trustworthiness, expertise) of source credibility (Lu & 

Chen, 2021; Xiao & Chan, 2018; Rungruangjit, 2022), which is consistent with 

former research focusing on celebrity endorsers (Rahmi et al., 2017; Weismueller 

et al., 2020). An important finding is that parasocial relationship does not 

significantly affect purchase intention on Cunbo, which is inconsistent with form 

researches that focus on celebrity endorse effectiveness. Capland and Turner (2007) 

pointed out that consumers feel more confident giving their personal information 

while using live streaming commerce. Customers can create parasocial connections 

through live streaming commerce and reduce stress in real life. However, different 

social and cultural environments may led to different perceptions of the parasocial 

relationship. 

. 
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Acknowledgements 

Theoretical Implications 

This study confirms and builds upon other research findings, as well as presents a 

number of critical theoretical implications. Although e-commerce has been a 

popular area to research due to its rapid development and huge economic benefits, 

Cunbo is still a very new form of e-commerce, whose characteristic is that endorsers 

are always farmers, or more ordinary people, contrary to celebrity. Most studies 

have focused on celebrity’s influences in e-commerce (eg. Rahmi, 2017; 

Rungruangjit, 2022; Weismueller, 2020;). This study focuses on the special 

endorser group and explores the effects of this group, which aims for developing 

new perspectives on farmer endorser effects. 

Additionally, this research also discovers that parasocial relationship mediated the 

relationship between Cunbo influencer’s qualities and consumer’s purchase 
intentions when the parasocial relationship theory and the source credibility model 

were combined, which is consistent with former research that studied endorsement 

effectiveness when celebrity acts as endorser (Rungruangjit, 2022). Furthermore, it 

was discovered that endorsers' attractiveness and parasocial relationship might not 

directly influence consumers' purchase intentions. However, the results show that 

the parasocial relationship mediates the relationship between attractiveness of 

Cunbo live streamer influencer and purchase intention. Thus, in Cunbo, different 

from celebrity endorsement, it can be inferred that influencers in Cunbo must also 

be able to build parasocial connections with customers in addition to being 

attractive.  

Managerial Implications  

In China, it is easy to be an influencer on live streaming platforms. Moreover, the 

government has encouraged more and more farmers to participate in e-commerce 

because it greatly increases income level and boost the economic development 

(Tang et al., 2021). Thus, in the future, more farmers may choose Cunbo as an 

effective method to advertise and sell their products. Different from common live 

streaming commerce, Cunbo is still a new area. Compared with celebrities, 

endorsers in Cunbo are less skilled. However, as more and more people enter this 

area, it will keep on improving and standardizing. Long-term market 

competitiveness will finally move toward competition with online endorsers’ skills. 
Even now, some farmers attract massive followers through their characteristics and 

skills, even can be regarded as celebrities. However, taking into account the 

characteristics of farmers, most of them have a relatively low level of education, 

and it is less possible for them to realize how most successfully advertise or sell 

their agricultural products on their own. Therefore, governments and relevant 

platforms should guide and teach them in some ways which aim to increase 

promotion efficiency, and this paper may provide some perspectives for them.  
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Moreover, consumers require influencers who can engage them in light-hearted and 

amiable dialogues, speak to them as if they are friends, and clearly and politely 

respond to their inquiries in the context of live streaming commerce, where goods 

are sold in real time (Rungruangjit,2022). As a result, parasocial relationships 

should be an important aspect to examine. Building solid parasocial relationships 

with customers can help influencers strengthen their buying intentions. During the 

interaction, the audiences ask questions about the products, and live streamers need 

to answer based on their expertise. As the result shows, expertise plays a vital role 

in increasing consumers' purchase intention. Therefore, influencers on Cunbo 

should increase their expertise in order to strengthen credibility and solidify 

parasocial relationships to enhance consumer’s purchase intention. Additionally, 
governments can help train farmers as a method of supporting. 

Limitations and Future Research  

There are certain restrictions on this study, which presents chances for more 

research. First, this study only focused on Chinese consumers; most participants are 

relatively young. Additionally, this study only focuses on agricultural products 

which are frequently sold in Cunbo without accounting for any specific goods 

information, including price or product category. Future research should thus 

identify product categories and pricing points in order to provide more precise 

results. Second, Taobao's "Cunbo plan" was officially launched in 2019, which 

indicates that it is a new and dynamic market. As more people enter this area, there 

could be a lot of potential changes in the Cunbo industry. Third, few farmers have 

attracted many followers through their characteristics and performance, even can be 

regarded as celebrities. This research does not accurately exclude this small group 

of the endorser. Some participants may consider them when filling the 

questionnaire. Thus, future studies should specifically exclude this type of endorser.  

Fourth, the link between the respondents' demographic traits, which may operate as 

moderating variables affecting the present dependent variables, was not tested in 

this study. The demographic information is just used for determining reliable 

responses. For instance, the people who do not know Cunbo are excluded because 

it is impossible for them to make effective responses.  

Additionally, the demographic data in Table 1 gives some information to 

comprehend the traits of the respondents. For instance, according to the 

demographic profile, people ages 18-37 make up the majority of the audience of 

Cunbo. Thus, future studies can examine age differences because age may also 

contribute greatly consumer’s attitude toward Cunbo.  
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