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Abstract

The development of Artificial intelligence (AI) technology has brought new ideas and
opportunities to destination marketing. However, existing studies lack sufficient empirical
research to explore the impact of AI anchors on tourists’ travel intentions. To fill this
research gap, this study explores the influence of perceived anthropomorphism and per-
ceived playfulness on tourists’ telepresence, inspiration, and travel intention in AI virtual
anchor-based travel livestreaming. Through the analysis of 291 valid data sets, it was found
that in AI virtual anchor-based travel livestreaming, perceived anthropomorphism posi-
tively affects telepresence but does not affect tourists’ inspiration. Playfulness positively
affects tourists’ telepresence and inspiration in AI virtual anchor-based travel livestreaming.
This study also found that neither perceived anthropomorphism nor perceived playfulness
directly affects tourists’ travel intention, but both can be achieved through the mediating
effect of telepresence. The findings provide empirical evidence of the value for tourism
researchers and destinations in adopting AI technology for livestreaming.

Keywords: livestreaming; telepresence; perceived anthropomorphism; playfulness;
artificial intelligence

1. Introduction
As an important technological innovation, Artificial intelligence (AI) is constantly

driving changes in tourism experiences and marketing. It is increasingly argued that AI
technology can significantly enhance destination marketing and enrich tourists’ experi-
ences [1] as well as destination intentions [2]. Such empirical studies illustrate that AI
technology can create new opportunities for tourist destinations to enhance their promo-
tion. While AI has been increasingly adopted, livestreaming has also grown as a means
to promote tourism destinations. Studies highlight how the interactivity, vividness, and
authenticity in livestreaming can positively affect consumers’ travel intention [3], while
celebrity streamers’ endorsements can enhance travel intention via informativity, enter-
tainment, and interactivity [4]. However, few studies have focused on the impact of the
combination of AI technology and travel livestreaming on consumer behavior.

Therefore, to fill this research gap, this study explores the influence of virtual anchors
on tourists’ behaviors from the perspective of AI technology [5]. The concept of virtual
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anchors has increasingly attracted attention in livestreaming research [6–8]. Virtual an-
chors overcome the limitations of time and space, allowing for “7 × 24” hour continuous
livestreaming, offering a high degree of flexibility and customization, enabling brands to
tailor their appearance and communication style [9,10].

Destination marketers have begun to generate livestreaming content performed by an
AI virtual anchor. This kind of virtual anchor is becoming a significant focus of attention
in tourist destination marketing. When consumers have good virtual perception, the
anthropomorphic characteristics of such virtual anchors may encourage the audience to pay
greater attention to the streaming content [9]. This is because, essentially, the virtual anchor
is imitating real-life anchors in terms of language, story-telling, and other aspects. Therefore,
anthropomorphism appears to be an important prerequisite for understanding the impact
of virtual anchors on consumer behavior [9,11]. However, in the context of livestreaming,
how anthropomorphism affects tourists’ travel behavior remains an important research
gap that needs to be filled.

When consumers watch virtual anchors conducting livestreaming promotions, the lan-
guage and presentation style of the anchors can enhance the perception of the playfulness
of the livestreaming. Playfulness is regarded as an important prerequisite factor to evaluate
the perception and behavior of consumers in social media marketing [12,13]. For example,
Yuan et al. have found that TikTok’s playfulness can positively influence consumers’ mental
imagery, and can also positively mediate consumers’ attitudes and sharing intentions [14].
These studies emphasize that playfulness can positively influence consumer behavior in
social media marketing. Nevertheless, in the context of livestreaming, how the playfulness
of virtual anchors affects travel intention has only received limited attention.

When tourists are immersed in the story descriptions of virtual hosts, they may be
attracted by the stories or the live content presented by the virtual hosts, thus forgetting
time and concentrating on the live content. This phenomenon and perception can be
explained from the perspective of presence, that is, tourists are completely immersed in
the experience [15]. In addition, tourists can also draw inspiration from anthropomorphic
perception or playfulness. Research suggests that inspiration often comes from external
stimuli that evoke an emotional satisfaction [16]. Many empirical studies highlight the
factors of presence and inspiration in understanding tourists’ psychology [17–19]. However,
few studies have evaluated how perceived anthropomorphism and playfulness affect
tourists’ travel intentions from the perspective of presence and inspiration as mediators,
especially in the context of tourism livestreaming with virtual anchors.

To fill the above gaps in the literature, this study explores how, in the context of
virtual anchor-based livestreaming, the perceived anthropomorphism and playfulness of
the virtual anchor influence tourists’ travel intentions through telepresence and inspiration.
Therefore, three specific research questions are raised. Firstly, what is the influence of
perceived anthropomorphism and perceived playfulness on tourists’ telepresence? Sec-
ondly, what is the influence of perceived anthropomorphism and perceived playfulness
on tourists’ inspiration? Finally, what is the mediating role of telepresence and inspiration
between perceived anthropomorphism, perceived playfulness, and travel intention?

2. Literature Review
2.1. Travel Livestreaming (TLS) and AI-Based Anchors

Unlike prerecorded media, TLS enables a bidirectional communication channel where
streamers capture and narrate tourist activities (e.g., visiting cultural sites, snorkeling,
culinary experiences), and viewers actively shape the narratives through instant feedback,
questions, and requests [20]. This interactivity makes TLS a transformative tool for tourism
marketing. Despite the growing interest in TLS practices, limited attention has been given
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to how new technologies, such as AI, reshape viewer experiences and influence travel
behavior in terms of TLS. This gap is notable given the operational challenges of TLS.
Human anchors often struggle to meet real-time service demands from large audiences,
resulting in unaddressed viewer requests and non-personalized interactions [21]. AI
anchors, as a new form of anchor, may therefore be able to facilitate the relationship
between streaming services and viewers [22]. By utilizing advanced technologies for
perceptual and cognitive intelligence in vision, auditory, and natural language processing,
AI anchors can mimic the physical and emotional traits of human anchors [7]. These
technological advancements offer significant potential for addressing the challenges posed
by massively individualized consumer demands. Consequently, the role of AI anchors
in transforming viewers’ experiences in TLSs and shaping their travel intentions requires
deeper examination.

2.2. Perceived Anthropomorphism

Perceived anthropomorphism involves assigning human-like qualities and traits to
non-human entities to assess their similarity to humans [11]. Vinoi et al. suggest that
anthropomorphism shapes the social bond between people and objects with human-like
traits, reinforces consumers’ emotional engagement, encourages compelling interactions,
and positively influences their travel decision-making and planning [23]. Ding et al. show
that a high level of anthropomorphism helps consumers comprehend new information
and unfamiliar situations by leveraging existing knowledge [24]. Nevertheless, several
studies have found that anthropomorphism does not always lead to positive consumer
outcomes. For example, Aggarwal and McGill highlighted that consumers might feel
deceived by anthropomorphic brands that fail to live up to the human-like expectations
created by their marketing, resulting in a loss of trust and potential damage to brand
reputation [25]. To address these inconsistencies in previous findings, this study examines
how anthropomorphism in AI-based anchors influences viewers’ perceptions and travel
intentions, particularly within the context of livestreaming.

2.3. Perceived Playfulness

Perceived playfulness is a critical factor in understanding user engagement with
emerging technologies, such as websites and AI-powered tools [26]. Playfulness reflects the
extent to which an individual feels their attention is engaged by new technology, leading
to experiences of curiosity and focus, and making the interaction inherently enjoyable or
intriguing [27]. Research has shown that individuals who perceive higher levels of playful-
ness tend to have more favorable interactions with non-human entities [27]. Likewise, in the
context of online shopping, Çelik found that higher levels of playfulness reduce cognitive
barriers, making users more willing to navigate operational challenges [28]. Applying these
insights to TLSs and exploring playfulness can help shed light on how viewers perceive and
interact with AI anchors and how travel decision-making is shaped by dynamic interactions
between them.

2.4. Telepresence

Telepresence is defined as a psychological state in which a user feels as though they
are present in a virtual or remote environment, rather than their physical location [29]. This
concept has been extensively examined in exploring the impact of various technologies on
tourism and hospitality, including websites [30], short videos [31], and the metaverse [32].
Research indicates that telepresence significantly enhances the perceived utilitarian and
hedonic performance of hotel websites, subsequently positively influencing consumer
booking intentions [30]. Studies also highlight that the experiential value of metaverse
travel enhances telepresence, allowing users to immerse themselves in the atmospherics of
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virtual destinations [32]. The rapid evolution of AI-integrated livestreaming necessitates
updated research to address these issues. For example, Junior Ladeira et al. call for a more
nuanced analysis of telepresence effects in various virtual platforms, considering their
evolving features and implications for industry practices [33]. Therefore, there is a need to
explore whether AI anchors’ characteristics affect viewers’ sense of “being there” in TLSs,
and whether and how this telepresence impacts their travel intention.

2.5. Inspiration

Inspiration is described as a surge of beliefs driven by the influence of truth, beauty,
and/or goodness [34]. Inspiration represents a particular form of intrinsic motivation,
triggered by factors such as the nature of the source, including its compelling content
and distinct features [35]. Individuals tend to feel more inspired when external stimuli
evoke a sense of emotional fulfillment [16]. Research suggests that emerging e-commerce
forms like TLSs can provide such stimuli by delivering engaging content and evoking
emotional resonance, thereby enhancing viewers’ intentions to travel [35]. In TLSs, users
are exposed to visually appealing and immersive video content, coupled with interactive
experiences, which arouses feelings of enjoyment and well-being [36]. These affections, in
turn, foster a state of flow, allowing viewers to emotionally connect with the destination
when they visualize and imagine it [35]. Consequently, TLSs effectively stimulate viewers’
imagination about the portrayed destinations, thereby inspiring them to travel there [34].
With the increasing adoption of AI anchors, analyzing how this burgeoning form of TLSs
reshapes viewers’ inspirational responses and subsequent travel intentions emerges as a
critical research focus.

2.6. Hypotheses Development

Perceived anthropomorphism, that is, the extent to which users perceive human-like
characteristics in non-human entities [11], may significantly enhance telepresence. Gao
et al. found that virtual anchors’ likeability and animacy directly enhance consumers’
telepresence during livestreams [22]. The lifelike visual design and real-time interactivity
create a perception of “being at the destination,” enhancing users’ sense of “arrival” in the
virtual environment [37,38]. Kim et al. identified vividness (i.e., the richness of sensory
information) and interactivity (i.e., the ability to engage with the environment) as critical
factors in fostering telepresence [37]. These qualities can be effectively achieved by the
anthropomorphic design of AI avatars [11]. Vividness is enhanced by lifelike visual esthetics
such as humanoid appearance and expressive gestures. Interactivity is amplified through
real-time responsiveness, including mimicking human anchors’ movements and dialog [39].
Collectively, these features can significantly deepen viewers’ sense of “being there” in the
virtual environment. Hence, in the context of TLSs, anthropomorphic AI anchors may
simulate the presence of viewers. Thus, a research hypothesis is proposed.

H1: Perceived anthropomorphism positively affects telepresence in AI-based livestreaming.

Perceived playfulness refers to the extent to which users feel absorbed in virtual
interactions, experience curiosity-driven exploration, and perceive the experience as in-
herently enjoyable or engaging [26]. According to flow theory [40], this perception may
also contribute to telepresence by enhancing users’ flow experience in the mediated envi-
ronment. Empirical evidence has shown that flow experiences in virtual environments,
such as gaming contexts, are positively associated with telepresence [41]. Hsu et al. argue
that the key components of perceived playfulness include experiences of curiosity, intense
concentration, enjoyment, construct flow experiences [26]. Thus, when users perceive an
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environment as playful, their flow experience intensifies, further heightening their sense
of telepresence.

H2: Perceived playfulness positively affects telepresence in AI-based livestreaming.

The theory of planned behavior suggests that intentions are key predictors of ac-
tions [42]. Travel intentions are thus critical as they signal future visits to a destination [29].
Enhanced telepresence can boost travel intentions in various ways. Previous studies note
that AI anchors that provide information and instantaneously interact with viewers can
create immersive experiences, enhancing a sense of telepresence [43]. This enhanced telep-
resence positively affects experiential and instrumental value, evoking emotions such as
enjoyment and satisfaction [29], further promoting the desire to physically visit a destina-
tion. Therefore, we posit that:

H3: Telepresence positively affects travel intention in AI-based livestreaming.

In TLSs, AI virtual anchors exhibit a high degree of embodiment through humanoid
appearance, body movements, and language styles that mimic human tour guides, achiev-
ing form-like anthropomorphism [11]. Such anthropomorphism not only provides detailed
product information but also makes interactions feel more natural and relatable, thus
enhancing the sense of telepresence [44]. Spirit-like anthropomorphic qualities, such as like-
ability, friendliness, and kindness, reduce the psychological distance between viewers and
AI anchors, enhancing viewers’ sense of human connection and emotional engagement [11].
This perceived bond fosters a vicarious immersive travel experience [45], creating feelings
of “being there”. The resulting telepresence evokes positive emotions, like enjoyment
and satisfaction [46], driving the desire to physically visit the destination. Therefore, we
propose the following research hypothesis.

H4: Telepresence mediates the relationship between perceived anthropomorphism and travel inten-
tion in AI-based livestreaming.

Playfulness enhances telepresence by intensifying users’ flow experience in a mediated
environment, characterized by curiosity, intense concentration, and enjoyment [26]. When
users perceive an environment as playful, their flow experience deepens, thereby enhancing
their sense of telepresence [41]. This enhanced telepresence, stemming from the flow state,
can lead to a positive evaluation of the travel experiences [47], reinforcing the intention to
visit the depicted destination. The following hypothesis is thus proposed:

H5: Telepresence mediates the link between perceived playfulness and travel intention in AI-based
livestreaming.

Inspiration is often perceived as an emotional resonance that instills individuals with
beliefs drawn from authenticity, goodness, or beauty [34]. Customer inspiration theory de-
scribes inspiration as a shift from being “inspired by” to an “inspired to” state [48]. In terms
of antecedents, especially during the “inspired by” phase, this theory posits that the charac-
teristics of the inspiration source are crucial in determining customer inspiration. In the
context of TLSs, AI anchors can serve as virtual personal assistants, delivering inspirational
content through highly tailored, innovative, and efficient travel recommendations [49].
Furthermore, AI anchors appeal to viewers’ imaginations by exhibiting anthropomorphic
gestures, facial expressions, and voices [11]. These techniques can generate a flow state that
encourages viewers to envision themselves in the portrayed destination, thereby stimu-
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lating imaginative thinking and inspirational reaction [35]. Thus, the following research
hypothesis is proposed:

H6: Perceived anthropomorphism positively affects inspiration in AI-based livestreaming.

According to Moon and Kim, playfulness involves the extent to which individuals
feel engaged, curious, and find interactions enjoyable during online activities [50]. Hsu
et al. highlights that such playful activities can lead to a flow state, whereby concentration,
curiosity, and enjoyment are heightened, appealing to imagination and consequently
fostering inspiration [26]. In the context of TLSs, playfulness may lead viewers to appraise
interactions with AI anchors as positive and intriguing, thereby increasing their openness
to inspiration. When viewers feel joy and amusement, they become more receptive to novel
ideas and experiences, resulting in stronger inspiration. Thus, this study proposed the
following hypothesis:

H7: Perceived playfulness positively affects inspiration in AI-based livestreaming.

Inspiration is described as a motivational state that prompts a potential tourist to turn
newfound travel ideas into reality in tourism [51]. It is a temporary state that bridges the
gap between deliberation and action. The transmission model of inspiration suggests that
individuals first become aware of new or improved possibilities and then feel compelled to
actualize these ideas, progressing to the “inspired-to” stage [16]. Assiouras et al. found
that virtual reality can enhance travel inspiration by informing viewers of potential travel
options through vivid images and a high quality of elaboration, thereby increasing the
intention to visit [52]. Therefore, the following hypothesis is proposed:

H8: Inspiration positively affects travel intention in AI-based livestreaming.

Assiouras et al. suggest that the vividness conveyed by vibrant anthropomorphic
qualities fosters quasi-trial experiences and stimulates mental imagery (i.e., the mental vi-
sualization of a depicted destination) [52]. This imaginative engagement sparks consumers’
inspiration, converting positive appraisals of virtual travel experiences into actionable
travel intentions. Likewise, Kim argues that human-like presentation skills and personal
charisma make AI anchors feel more attractive, professional, and trustworthy [53]. These
positive appraisals, in turn, enhance viewers’ inspirational experiences and encourage their
travel intentions [35]. Thus, we proposed a mediating hypothesis.

H9: Inspiration mediates the relationship between perceived anthropomorphism and travel intention
in AI-based livestreaming.

Playful interactions create a flow state where viewers are immersed in the content,
heightening their emotional and imaginative engagement [26]. Furthermore, playful
interactions reduce cognitive barriers and operational concerns, making the travel-related
content more accessible and appealing [28]. The perceived ease of engagement further
enhances approach motivations, inspiring viewers to explore and act on travel ideas
presented by AI anchors. As a result, inspiration mediates the relationship between
perceived playfulness and travel intention.

H10: Inspiration mediates the link perceived playfulness and travel intention in AI-based livestreaming.
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Zhang and Wang found that virtual anchors with realistic human-like features are
perceived as more competent and knowledgeable, enhancing consumer trust and positive
attitudes, thereby significantly increasing purchase intentions [54]. Zhong et al. suggest
that incorporating human-like emotional traits, such as the warmth and experientiality
associated with female robots, into algorithms can reduce the perceived dehumanization
of these robots [7]. These anthropomorphic features build emotional trust and encour-
age consumer continued use of AI livestreaming. Therefore, we propose that perceived
anthropomorphism may positively impact viewers’ intention to visit.

H11: Perceived anthropomorphism positively affects travel intention in AI-based livestreaming.

Moon and Kim emphasized the critical role of playfulness on the adoption of the
World-Wide-Web, demonstrating its significant positive effect on users’ willingness to use
the system [50]. Similarly, Ahn et al. highlighted that users who experience playfulness
while interacting with online platforms are more engaged and more likely to continue their
interactions, shaping future usage intentions [27]. Based on these findings, we propose
that perceived playfulness may positively influence travel intention. Furthermore, Figure 1
presents the relationships between the identified variables.

H12: Perceived playfulness positively affects travel intention in AI-based livestreaming.

Figure 1. Research model.

3. Research Method
3.1. Questionnaire Design

The questionnaire used for data collection in this study consists of three sections.
In the first part of the questionnaire, there is a research introduction and a screening
question. Participants were clearly informed of the purpose of the research, which is only
for academic research and does not involve loss of personal privacy. Such information
provision is also regarded as effectively reducing the potential for common method bias [55].
A screening question was provided, which asked whether participants had watched the
livestreaming of the travel destination by an AI-based virtual anchor in the previous three
months. The period of three months was set in reference to previous online survey research
on livestreaming [3], in order to enhance the reliability and validity of the questionnaire. If
a participant answered “no”, the survey was regarded as invalid.
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The second part of the questionnaire contains measurable items for five research
constructs. All measurable items used in the research are selected from measurable items
that have been empirically demonstrated in previous studies. To evaluate perceived anthro-
pomorphism, this study utilizes the measurement from Vinoi et al. [23]. The measurable
items of Lin et al. [56] were used to evaluate playfulness. Telepresence was examined by
the measurable items of Zhu et al. [31]. Inspiration was studied using the measurable
items of Cheng et al. [34], and travel intention was evaluated by the measurable items of
Fakharyan et al. [57]. The measurable items of the current questionnaire are evaluated
using a 7-subscale from 1 to 7, that is, from “very disagree” to “very agree”. The last part of
the questionnaire reported the participants’ personal background, such as age, educational
background, monthly income, and gender. Given that the target group is Chinese tourists,
the survey translation was completed by two scholars who are familiar with both Chinese
and English. In June 2025, a pilot survey was conducted on a total of 30 pre-survey data
samples. These participants indicated that they could clearly understand the content of the
questionnaire. Therefore, the current version of the questionnaire was used for formal data
collection, and the 30 pre-survey samples have also been presented in the formal analysis.

3.2. Data Collection

This research used a professional online questionnaire company for data collection.
Online questionnaires are the main form of data collection on travel livestreaming [58].
They are characterized by fast response efficiency and the ability to complete normal
data collection in a short period of time. Use of online questionnaires can expand the
background of the samples [59]. Based on these advantages, the collection method of
online questionnaires has been adopted by travel livestreaming research and recognized
by leading journals [60,61]. This study uses the services of Tencent Questionnaire for data
collection. Tencent Questionnaire is one of China’s largest online survey companies, and
all users are registered. Each user can only fill out an online questionnaire once, therefore
helping to ensure the quality of the survey data [55]. Data collection was undertaken 13–18
June 2025. A total of 400 participants completed the questionnaire. Excluding those who
did not meet the screening criteria, such as not having watched AI virtual hosts’ travel
livestreams in the past three months, a total of 291 valid questionnaires were used for the
current data analysis.

4. Findings
The current research selects partial least squares structural equation modeling (PLS-

SEM) primarily based on the following points. Firstly, PLS-SEM is suitable for a complex
model, considering this study has 12 research hypotheses. Secondly, the current sample
consists of 291 valid samples. This sample is relatively small, and PLS-SEM is suitable for
the analysis of small sample data. Therefore, PLS-SEM is used for current data analysis.

4.1. Sample Background

As shown in Table 1, 291 participants were used for data analysis in this study, con-
sisting of 110 males (37.8%), and 181 females (62.2%). The group with the highest monthly
income earned CNY 4001–6000 a month, accounting for 30.9% of respondents. 63.2% of
respondents hold a bachelor’s degree as their highest qualification. Finally, the group with
the largest age concentration is aged 26–30 years old, accounting for 31.6% of respondents.
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Table 1. Sample background (n = 291).

Gender Frequency Percentage

Male 110 37.8%
Female 181 62.2%

Salary monthly

CNY 4000 or CNY 4000 below 41 14.1%
CNY 4001–6000 90 30.9%
CNY 6001–8000 61 21.0%

CNY 8001–10,000 55 18.9%
CNY 10,001–15,000 27 9.3%
Over CNY 15,000 17 5.8%

Education

Primary school 1 0.3%
Middle school 15 5.2%
Junior college 61 21.0%

Undergraduate 184 63.2%
Graduate 30 10.3%

Age

18–25 71 24.4%
26–30 92 31.6%
31–35 62 21.3%
36–40 36 12.4%
41–45 9 3.1%
46–50 8 2.7%

Over 50 13 4.5%

4.2. Reliability and Validity of the Model

All the current Factor loadings exceed 0.7 (see Table 2) and, following PLS analysis,
all the composite reliability and Cronbach’s Alpha are greater than 0.7, and the AVE
exceeds 0.5 (see Table 3). Therefore, the current model achieves acceptable reliability and
validity [62]. The Fornell–Larker criterion was adopted in the current study to examine the
discriminative validity of the current model. The square roots of all AVEs are greater than
the values of the planes where they are located; therefore, the current model has obtained
sufficient discriminative validity [62]. Finally, to evaluate the predictability of the model,
we adopted the metric of R square. All R Squares were greater than 0.26, so the model
possesses sufficient predictability.

Table 2. Factor loading of measurable items.

Perceived Anthropomorphism (PA) Factor Loading

PA-1: Tourism livestreaming virtual anchors appear to
possess their own intelligence. 0.841

PA-2: The tourism livestreaming virtual anchor can evoke
emotional responses. 0.845

PA-3: I perceive the tourism livestreaming virtual anchor
as being a living entity. 0.783

PA-4: The tourism livestreaming virtual anchor appears to
be real, almost lifelike. 0.831
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Table 2. Cont.

Perceived Anthropomorphism (PA) Factor Loading

Perceived Playfulness (PP)

PP-1 I share with my friends interesting content about the
virtual anchor in tourism livestreaming. 0.827

PP-2 I observe that the virtual anchor in tourism
livestreaming is interesting. 0.893

PP-3 Watching the virtual anchor in tourism livestreaming
makes me happy. 0.881

PP-4 To participate in the virtual anchor’s tourism
livestreaming is an interesting activity for me. 0.881

Telepresence (TE)

TP-1: I forgot about my immediate surroundings when I
watched the virtual anchor’s tourism livestreaming. 0.924

TP-2: Watching the virtual anchor’s tourism livestreaming
made me forget where I was. 0.911

TP-3: After watching the virtual anchor’s tourism
livestreaming, I felt like I came back to the “real world”

after a journey.
0.905

Inspiration (INS)

INS1: The virtual anchor’s tourism livestreaming
represented the destination in an appealing way. 0.882

INS2: The virtual anchor’s tourism livestreaming helped
me to be imaginative about the destination. 0.898

INS3: The virtual anchor’s tourism livestreaming inspired
me to visit the destination. 0.913

Travel Intention (TI)

TI-1: I predict that I will visit the destination introduced by
the AI-based virtual anchor in the travel livestreaming in

the future.
0.893

TI-2: I would visit a destination introduced by the AI-based
virtual anchor in the travel livestreaming rather than other

tourism destinations.
0.896

TI-3: If everything goes as I think, I will plan to visit the
destination introduced by the AI-based virtual anchor in

the travel livestreaming in the future.
0.904

Table 3. Reliability and validity of the model.

Cronbach’s Alpha CR AVE INS PA PP TE TI

INS 0.879 0.926 0.806 0.898
PA 0.844 0.895 0.681 0.677 0.825
PP 0.894 0.926 0.758 0.841 0.758 0.871
TE 0.900 0.938 0.834 0.686 0.713 0.744 0.913
TI 0.880 0.926 0.806 0.828 0.671 0.787 0.725 0.898

4.3. Hypothesis Testing

To evaluate the potential for common method bias, this study adopted the approach
recommended by scholars for PLS-SEM models (e.g., Ji et al. [63]). This involved introduc-
ing a randomly generated variable (with values between 0 and 1) as a dependent variable.
The subsequent PLS analysis indicated that all inner variance inflation factor (VIF) values
were below 3. This finding suggests that common method bias was not detected [63] and,
therefore, it is unlikely to affect the conclusions of this study. To evaluate the conclusion of
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the current model, this study adopted Bootstrapping with 5000 samples for data analysis.
The research found that, except for perceived anthropomorphism having no significant
effect on inspiration (0.093 ns) and travel intention (0.048 ns), and playfulness having no sig-
nificant effect on travel intention (0.147 ns), all other research hypotheses were significantly
valid. Perceived anthropomorphism positively influences telepresence (0.350 ***). Playful-
ness positively influences telepresence (0.479 ***) and inspiration (0.771 ***). Telepresence
and inspiration positively influence travel intention (0.229 ** and 0.515 ***). Table 4 and
Figure 2 present the results of the PLS-SEM hypothesis analysis.

Table 4. Results of hypothesis development.

Path Coefficient T Statistics p Values Results

PA -> INS 0.093 ns 1.618 0.106 Rejected
PA -> TE 0.350 *** 5.546 0.000 Accepted
PA -> TI 0.048 ns 0.89 0.373 Rejected

PP -> INS 0.771 *** 15.28 0.000 Accepted
PP -> TE 0.479 *** 7.029 0.000 Accepted
PP -> TI 0.147 ns 1.545 0.123 Rejected
TE -> TI 0.229 ** 2.84 0.005 Accepted
INS -> TI 0.515 *** 6.965 0.000 Accepted

Note: *** p < 0.001; ** p < 0.01; * p < 0.05; ns = not significant.

Figure 2. Results of PLS-SEM. Notes: PA = perceived anthropomorphism; PP = perceived playfulness;
TE = telepresence; INS = inspiration; TI = travel intention.

4.4. Mediating Role Testing

To evaluate the mediating role of telepresence and inspiration, bootstrapping with
5000 samples was used for analysis. The study found that except for inspiration, there was
no significant mediating role between perceived anthropomorphism and travel intention
(Table 5). All other mediated hypotheses hold true. For example, telepresence positively
mediates perceived anthropomorphism, playfulness, and travel intention. Inspiration
positively mediates playfulness and travel intention.
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Table 5. Mediating roles of telepresence and inspiration.

Indirect Effect T Statistics p Values

PA -> INS -> TI 0.048 ns 1.604 0.109
PP -> INS -> TI 0.397 *** 6.198 0.000
PA -> TE -> TI 0.080 * 2.341 0.019
PP -> TE -> TI 0.110 ** 2.844 0.004

Note: *** p < 0.001; ** p < 0.01; * p < 0.05; ns = not significant.

5. Discussion and Conclusions
5.1. Discussion

This study explores the relationship between perceived anthropomorphism, perceived
playfulness, and telepresence through SEM analysis. Research has found that both per-
ceived anthropomorphism and perceived playfulness have a positive impact on telepres-
ence. Telepresence describes a psychological state in which an individual feels as if they are
existing in a mediating environment, thereby achieving an immersive perception [37,64]. In
the context of livestreaming by virtual anchors, visitors can immerse themselves in this dig-
ital technology, with perceived anthropomorphism emphasizing the degree of perception
of users in the experience of non-human entities [11]. Virtual anchors, although products of
virtual technology, still possess human characteristics. Therefore, this anthropomorphism
can also help immerse consumers in livestreaming, which might explain why anthropomor-
phism positively influences consumers’ telepresence. Furthermore, when consumers are
immersed in the presentation of virtual anchors, the interactivity and the degree of interest
will further affect the consumers’ playfulness experience. This is because, in the context of
virtual livestreaming, the virtual anchor can enhance the telepresence of visitors through
gamified interaction, vibrant visual effects, and interesting storytelling [65]. Therefore, this
may help explain why playfulness positively affects tourists’ perception of telepresence.

Secondly, this study explored the relationship between perceived anthropomorphism,
perceived playfulness, and inspiration. The results show that perceived anthropomorphism
has no positive impact on tourists’ inspiration, but perceived playfulness has a positive
impact on tourists’ inspiration. In the context of virtual anchors’ livestreaming, inspiration
is understood as consumers’ emotional responses to the interaction and experience pro-
cess with AI anchors. In virtual livestreaming, virtual anchors can enhance users’ travel
suggestions through innovative and personalized recommendations [49]. However, with
the development of technology, consumers may have easier access to more AI products
than ever before. Therefore, excessive experience with AI products may lead to potential
problems of product homogenization, which in turn may affect consumers’ interest. Most
importantly, the construction and update of AI corpora require continuous investment of
funds and time. This is because virtual anchors can generate personalized perceptions
by imitating the actions and expressions of real anchors, mainly based on the live content
generated by the corpus. However, the quality of anthropomorphism depends on the
nature of different AI corpora. The content presented by AI anchors of different technical
levels varies, presenting a potential problem of product homogeneity, which may help
explain why there is no significant connection between perceived anthropomorphism and
tourists’ inspiration.

Thirdly, this study also evaluated the mediating role of telepresence. This study
found that although perceived anthropomorphism has no significant impact on tourists’
travel intentions, Telepresence plays a very significant mediating role between them. In
the livestreaming of virtual anchors, although AI is the basis of virtual anchors, from the
anthropomorphic perspective, it is still imitating human appearance, body movements,
and language styles [11]. Telepresence emphasizes an immersive perception when tourists
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are completely attracted and immersed in this virtual livestreaming environment. AI
virtual humans have similarities to real-life anchors, meaning that tourists can obtain
immersive perception through realistic behaviors [22]. When consumers have sufficient
telepresence, telepresence can also significantly enhance tourists’ travel intention. Therefore,
telepresence plays an important mediating role between perceived anthropomorphism and
travel intention.

Fourth, the research found that telepresence significantly mediates playfulness and
tourists’ travel intention. In the context of virtual livestreaming, Hsu et al. argued that
key components of playfulness include curiosity, high concentration, and an enjoyable
experience [26]. In virtual livestreaming, visitors can perceive a strong sense of playfulness.
Therefore, the telepresence of visitors significantly increases after they gain playfulness.
However, not every consumer can sense the playfulness in virtual experiences. For ex-
ample, some playfulness may be favored by young consumers, but not older consumers.
Therefore, the results indicate that although these interesting elements can affect consumers’
telepresence perception, they do not necessarily directly influence their travel intention,
although telepresence positively mediates playfulness and travel intentions.

Finally, the research found that inspiration has no significant mediating effect between
perceived anthropomorphism and travel intention, but it does have a mediating effect
between perceived playfulness and travel intention. As noted above, although AI corpora
can constantly update the anthropomorphic perception of livestreaming anchors, the
anthropomorphic perception of livestreaming anchors does not necessarily always arouse
the interest of consumers. Previous research has shown that perceived anthropomorphism
gestures, facial expressions, and human personality traits can evoke emotional resonance
and imaginative audience engagement [11]. However, in this study, the age groups of
consumers were different, and the extent to which they gained inspiration also varied.
Therefore, this might explain why inspiration does not play an important mediating role in
perceiving anthropomorphism and travel intentions. However, unlike the anthropomorphic
characteristics of perception, the playfulness aspect may attract consumers’ interest due to
the interesting visuals and the rich and diverse forms of expression, thereby influencing
inspiration. Ultimately, when consumers gain positive inspiration, it prompts their travel
intentions to change positively. Therefore, inspiration has a significant mediating effect
between playfulness and travel intention.

5.2. Theoretical Contributions

This study offers some theoretical contributions for future research to consider and en-
rich work on AI virtual anchors and TLS. Firstly, this study has expanded the application of
perceived anthropomorphism in AI-based livestreaming. Previous research has argued that
perceived anthropomorphism is an important variable to connect consumers’ evaluations
and preferences, and guide consumers’ emotional participation, ultimately influencing con-
sumers’ travel decisions [23,24]. However, these studies are different from those conducted
in a virtual environment, especially when virtual anchors are used for marketing. Although
virtual anchors may seem very similar to humans, they are not exactly like them, and their
nuanced differences may affect consumers’ purchasing decisions. This study expands the
development of this concept in virtual tourism livestreaming by exploring the influence of
perceived anthropomorphism on tourists’ inspiration, telepresence, and travel intention.

Secondly, this research has expanded the application of playfulness in virtual travel
livestreaming. Playfulness is regarded as a key factor for understanding human relation-
ships with emerging technologies [26]. Previous work suggests that when consumers
obtain a high degree of perceived playfulness, this will positively affect consumers’ inter-
action with non-human entities [27]. In virtual tourism livestreaming, the findings of this
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study show that when consumers see virtual anchor’s livestreaming tourism products, they
become interested in the performance of the anchor due to the rich forms of expression.
This finding provides a foundation for future scholars to explore the value that playfulness
plays in tourism livestreaming.

Thirdly, this study expands the application of the telepresence concept in tourism
livestreaming. Research has suggested that telepresence is a key factor for understanding
tourists’ travel intentions in the virtual environment [30], especially when tourists gain
immersive perceptions in these virtual contexts [15]. Therefore, when tourists perceive
telepresence, they tend to provide positive feedback, such as the intention to continue trav-
eling [32]. Considering the gradual development of virtual anchors based on AI technology,
this study provides a valuable theoretical basis for future research on telepresence theory
in virtual livestreaming.

Finally, this study also expands the development of inspiration in AI-based livestream-
ing. Previous studies have pointed out that when external stimuli evoke emotional satis-
faction, individuals tend to receive sufficient inspiration [16]. Research on human anchor-
based livestreaming suggests that tourists’ positive emotion is stimulated when they are
exposed to video content with visual appeal, immersion, further enhancing their interactive
experience and arousing travel intention [34,36]. However, it is unclear whether consumers
will still be so influenced by external stimuli when the anchor is a virtual person. There-
fore, this study explored inspiration in the context of virtual anchors to provide a better
understanding of the relationship between external stimuli and tourist behavior.

5.3. Practical Contributions

This study provides certain practical inspirations for tourism livestreaming operators.
Firstly, this study has found that perceived anthropomorphism positively affects tourists’
telepresence but has no significant impact on tourists’ inspiration. Therefore, the anthro-
pomorphism feature construction of virtual anchors needs to be enhanced. For instance,
by leveraging high-definition and intelligent databases, the authenticity and experience
of virtual anchors can be updated in a timely manner, thereby enhancing their real-time
performance, giving people a sense of reality, and ultimately improving the perception of
anthropomorphism and telepresence.

Secondly, although anthropomorphism has no impact on inspiration, livestreaming
operators can consider using more realistic video and livestreaming production machines
to make the livestreams of virtual anchors more authentic, thereby enhancing tourists’
inspiration. To enhance tourists’ perception of inspiration, it is recommended to incorporate
a large amount of corpus during virtual human livestreaming to enrich virtual anchor
content, making the presentation more vivid, allowing tourists to feel that the presentation
is more like that of a real person, and ultimately inspiring consumers’ behavior.

Third, this research has found that the AI playfulness of virtual anchors can signif-
icantly enhance tourists’ telepresence and inspiration. This insight may encourage new
ways of engendering interest in virtual anchors and travel livestreaming by, for instance,
encouraging a greater degree of interaction with virtual anchors. This interaction has
also been confirmed by previous studies to significantly enhance tourists’ perception of
telepresence [31]. Therefore, livestreaming managers should consider collaborating with
destination partners to better present the stories of some locations in the travel destination
through virtual anchors, allowing the audience to immerse themselves and gain further
inspiration. For instance, using a professional animation production company to provide
different perspectives as to how virtual anchors can make the presentation of scenes more
direct and realistic.
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Finally, this research found that perceived anthropomorphism and playfulness do not
directly affect tourists’ travel intentions; they both need to be accomplished through telep-
resence. Therefore, enterprises should consider improving the quality of presentation by
working with professional media, AI companies, and destination marketing organizations
to make the perception of AI virtual anchors more immersive and richer, as well as to better
express the history and culture of local tourist destinations. For many tourist destinations,
a good AI virtual anchor should be integrated into the local culture and history. Virtual
anchors who can convincingly convey local history and culture can make consumers feel
that they are not just listening to the anchor’s sales, but more importantly, they know the
history and culture of the destination. These methods can significantly enhance consumers’
telepresence and ultimately influence their consumption behavior.

5.4. Limitations and Future Studies

The current research has some limitations for future studies to consider. Firstly, the
current research only explores the influence of virtual anchors on tourists’ travel intentions
and does not compare it with human anchors. Therefore, future research can consider using
comparative experimental designs to evaluate the different influences of virtual anchors
and human anchors on tourists’ travel intentions. Second, from the perspective of sample
selection, the current participants are still mainly young consumers. Future research can
explore the attitudes of consumers of different age groups towards AI virtual livestreaming.
Finally, this research only focuses on Chinese tourists. Future studies can adopt the current
research model to test the attitudes of tourists from other cultural backgrounds towards AI
virtual anchors.
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