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A Study on the Formation Mechanism of Parasocial Relationships
Between Chinese Generation Z Consumers and Al Shopping Assistants
-Focusing on the Mediating Effect of Trust-
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Abstract

As consumers’ expectations for product quality and service experience continue to rise, the use of
GenAl in e-commerce has become an irreversible trend. In the consumption context, Al shopping assistants
are evolving beyond tools for improving efficiency into “shopping partners” that provide recommendations,
understand preferences, respond to emotions, and support decision-making. Accordingly, interest in human-Al
parasocial relationships is also increasing. Based on self-determination theory, this study analyzes the
mechanism through which Chinese Generation Z users form parasocial relationships with Al shopping
assistants. The PLS-SEM results show that perceived relatedness and perceived anthropomorphism have
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A Study on the Formation Mechanism of Parasocial Relationships Between Chinese Generation Z Consumers and Al Shopping Assistants

significant positive effects on parasocial relationships. Trust was also found to mediate the relationships

between perceived competence, perceived relatedness, perceived autonomy, and parasocial relationships. This
study expands the understanding of parasocial relationship formation in the context of Al shopping

assistants and provides implications for human-Al relationships, interaction design, and personalized service

improvement.

Keyword : Al shopping assistant, Parasocial Relationship, Self-Determination Theory, Generation Z
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[Table 2] Demographic Characteristics of Respondents
g= He WEE(%)
|.
o = 124 48.437
o 132 51.563
18-22 M| 96 37.500
Ay 2226 M| 79 30.860
26-29 M| 81 31.640
. EtQHIR 121 47.266
71 Rt 0|8SH= = P 29297
MAAA Sz _c° :
e 60 23.437
2 13| OJ2t 23 8.984
Al & OA|ARHE ARE 2 1-39 92 35.938
Bl ZF1-23 86 33.594
= 33| o4 55 21.484
4. 4597 A
AEEM A M= SEM 7|HS M3t SmartPLS 4.0 2ZEQ S AIRSIQULCE 2 AR
o| H|Oo|H&= HHAEIE %’8% HA7] W20, XAtz 2 JHY0| IA 2ESHK| RoHME &
AY A™EES 22T 4+ U= PLS-SEMO| 7HY Motst 2Muttioz Tt AL
41 HEE U EEE 2y
E-HRYHO| ME|TQt EtEEE AFSH Zlt= [E 3]0 MA[SIYICE 24 Z1f ZE FYESL9
QOIEMX|7L 0.7 O] = LIEHL} X[H ME[E7) ZEE(RACH EBH Cronbach’s alpha= 0.806~0.886,
TAINE ME[Z(CR)E 0.837~0.93022 B& AHE 7|FEX|Q 072 AE[sl0] LIX LabAnt A
g MEZ| =T 2RI QUCE B ELAFEUAVE) FAl 0.632~08152 ZF 7|EX[Ql 05 0|42 BF
5t0] MBEIYE7t SEE Ho= LIERC M2t 2 Ao FEEY2 ME|ZQt FFEIYEE
D& OESE Ao 2 mEhEICE
[E 3] M2 9 EtEE 24
[Table 3] Reliability and Validity Analysis
T& HS Loading a CR AVE
PC1 0.899
X4E Fe4 PC2 0.877 0.861 0915 0.782
PC3 0.876
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PRI 0.891
X122 2A1S PR2 0.885 0.736 0.842 0.640
PR3 0.876
PAl 0.762
INEAECIPN =) PAZ 0.815 0.806 0.837 0.632
PA3 0.798
PA4 0.803
PANTI 0.909
X|ZHEl ofQlst PANT2 0.890 0.886 0.930 0.815
PANT3 0.910
TR1 0.891
WNE] TR2 0.894 0.866 0918 0.788
TR3 0.879
PSRI 0.836
TAIR|H 2 PSR2 0.817 0.829 0.887 0.662
PSR3 0.833
PSR4 0.767

A1t [E 410] MAISHYC} Fornell-Larcker 7|30 et
Ha 2 78iMg 78 AatA =9t Hlust 2ot BE AVE ME2 o0 &ALt 3A Lt
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081322 HY 7|ZX[Q 08520 RA LtEFGtCE M2t & 79 HPRY2 HEEYES 5
7.

(B 4] THHEIEE AT

[Table 4] Discriminant Validity Assessment

Fornell - Larcker Criterion
PA PANT PC PR PSR TR
PA 0.795
PANT 0.428 0.903
PC 0.289 0.434 0.884
PR 0.424 0.644 0.312 0.800
PSR 0.514 0.467 0.337 0.377 0.814
TR 0.358 0.582 0.269 0.732 0.331 0.888
Heterotrait-monotrait ratio
PA
PANT 0.504
PC 0.346 0.500
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0.340

VIF
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t-value
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0.255
3.952
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2433
17.272
4302
0.023
TR
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Coefficient
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[Table 5] Structural Model Assessment Results
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