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Abstract

The rapid advancement of generative artificial intelligence has transformed digital
marketing through Al-generated voice-overs in short-form video content. However,
empirical understanding of how voice anthropomorphism influences consumer
behavior remains limited. This study investigates the impact of short video content
characteristics and Al voice anthropomorphism on purchase intention, with cognitive
trust as a mediating variable. A quantitative approach was employed, surveying 384
Indonesian social media users exposed to Al-generated voice content. Data were
analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM).
Results indicate that content characteristics (usefulness, ease of use, entertainment)
and all four anthropomorphism dimensions (appearance, behavioral, cognitive,
emotional) significantly and positively influence cognitive trust and purchase
intention. Emotional anthropomorphism emerged as the strongest predictor of
cognitive trust. Cognitive trust significantly mediates the relationships between
independent variables and purchase intention. These findings highlight the critical role
of human-like vocal traits and rational trust evaluation in driving consumer purchase
decisions, offering actionable insights for optimizing Al-driven marketing strategies
in short-video ecosystems.
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INTRODUCTION

The proliferation of short-form video platforms such as TikTok, Instagram Reels, and
YouTube Shorts has fundamentally reshaped digital marketing communication. These
platforms prioritize rapid, snackable content that captures declining user attention spans
through multimodal stimuli, including dynamic visuals and engaging audio. Concurrently,
the emergence of generative artificial intelligence (GAI) has enabled the mass production of
high-quality, human-like synthetic voice-overs, significantly reducing production costs and
scaling content creation. Despite rapid industry adoption, academic research on the
psychological impact of Al-generated voices remains scarce. Most existing studies focus on
visual anthropomorphism in virtual influencers or text-based chatbots, leaving a critical gap
in understanding how auditory human-likeness (voice anthropomorphism) shapes consumer
responses in short-video ecosystems.

To address this gap, this study examines how the characteristics of short video content
and the anthropomorphic qualities of Al-generated voices influence purchase intention.
Drawing on the Stimulus-Organism-Response (S-O-R) framework, we position cognitive
trust as a key psychological mediator. Cognitive trust reflects consumers' rational evaluation
of the competence, reliability, and credibility of the Al voice as an information source before
forming purchase intentions. This research integrates insights from technology acceptance
models and anthropomorphism theory to empirically test whether human-like vocal traits,
combined with functional and entertaining content attributes, can foster trust and drive
purchasing behavior. The findings aim to contribute theoretically to digital marketing
literature and provide practical guidelines for marketers leveraging Al voice technologies in
short-video campaigns.

REVIEW OF LITERATURE

Anthropomorphism refers to the attribution of human characteristics, emotions, or
intentions to non-human entities (Epley et al., 2007). In digital marketing, anthropomorphism
enhances social presence and emotional engagement, particularly when Al systems exhibit
human-like behaviors. Within the context of Al-generated voice, anthropomorphism is
operationalized through four dimensions: appearance (auditory human-likeness and natural
vocal quality), behavioral (natural intonation, pacing, and contextual adaptability), cognitive
(perceived logical reasoning, creativity, and information processing), and emotional
(expression of empathy, enthusiasm, and affective resonance) (Li & Huang, 2024; Dabiran
et al., 2024). Although appearance anthropomorphism traditionally relates to visual cues, in
voice-based interfaces it translates to the perceived acoustic realism and human-like tonal
qualities of synthetic speech (Schreibelmayr & Mara, 2022).

Short video content characteristics serve as external stimuli that shape consumer
perceptions. Usefulness reflects the extent to which video content provides practical,
product-related information that aids decision-making (Luo et al., 2025). Ease of use pertains
to the clarity, pacing, and intuitive accessibility of the content, minimizing cognitive load
during rapid consumption (Davis, 1989). Entertainment captures the content's ability to
engage, delight, and create an immersive viewing experience, which reduces defensive
attitudes toward promotional messages (Luo et al., 2025).
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Cognitive trust is defined as a rational, competence-based assessment of a source's
reliability, expertise, and consistency (McAllister, 1995). In Al-mediated communication,
consumers evaluate whether synthetic voices demonstrate sufficient credibility and logical
coherence before accepting marketing messages. Prior research confirms that
anthropomorphic cues and content utility significantly enhance cognitive trust, which
subsequently drives behavioral intentions (Li & Huang, 2024; Luo et al., 2025). Purchase
intention, the dependent variable, represents the consumer's willingness and likelihood to
acquire a promoted product, serving as a proximal indicator of actual buying behavior (Ajzen
& Fishbein, 1969). Within the S-O-R paradigm, short video attributes and voice
anthropomorphism act as stimuli, cognitive trust functions as the organism's internal
processing, and purchase intention emerges as the behavioral response.

RESEARCH METHOD

This study employs a quantitative, explanatory research design to test the proposed
theoretical model. The target population consists of Indonesian social media users aged 18
and above who have been exposed to short-form video content featuring Al-generated voice-
overs within the past three months. A total of 384 valid responses were obtained through
purposive sampling, meeting the minimum sample size requirements for PLS-SEM analysis
(Hair et al., 2021). Data were collected via an online questionnaire distributed through social
media platforms and targeted advertisements.

The research instrument utilized a seven-point Likert scale (1 = Strongly Disagree to
7 = Strongly Agree) to measure all constructs. Independent variables included usefulness,
ease of use, entertainment, and the four dimensions of voice anthropomorphism (appearance,
behavioral, cognitive, emotional). Cognitive trust served as the mediating variable, while
purchase intention was the dependent variable. Prior to main data collection, a wording test
and pretest (n=30) were conducted to ensure clarity, content validity, and internal
consistency. Confirmatory factor analysis (CFA) and reliability testing confirmed that all
indicators met standard thresholds (factor loading > 0.50; Cronbach’s Alpha > 0.60).

Data analysis was performed using Partial Least Squares Structural Equation
Modeling (PLS-SEM) via SmartPLS 4. The analytical procedure followed a two-stage
approach: evaluation of the measurement model (outer model) for convergent and
discriminant validity, and assessment of the structural model (inner model) for path
coefficients, R-squared values, effect sizes (f*), and predictive relevance (Q?). Hypotheses
were tested using bootstrapping with 5,000 subsamples, applying a one-tailed significance
threshold of p < 0.05 and t-statistics > 1.645. Mediation effects were examined through
specific indirect effect analysis.

RESULTS AND DISCUSSION

The measurement model demonstrated strong psychometric properties. All outer
loadings exceeded 0.70, Average Variance Extracted (AVE) values ranged from 0.746 to
0.869 (exceeding the 0.50 threshold), and discriminant validity was confirmed via the
Fornell-Larcker criterion and HTMT ratios (< 0.90). Composite reliability and Cronbach’s
Alpha values for all constructs surpassed 0.70, indicating high internal consistency. The
structural model showed substantial explanatory power, with R? values of 0.659 for cognitive
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trust and 0.789 for purchase intention. Predictive relevance was confirmed (Q? > 0 for both
endogenous constructs), and model fit indices (SRMR = 0.032; NFI = 0.899) indicated good
overall fit.
Table 1.
Hypothesis Testing Results and Path Coefficients

Hypothesis  Path Original T-Statistics  P-Value Conclusion
Relationship Sample (B)

Hla Usefulness — 0.138 2.499 0.012  Accepted
Cognitive
Trust

Hlb Ease of Use 0.157 3.115 0.002  Accepted
— Cognitive
Trust

Hlc Entertainment 0.169 3.195 0.001  Accepted
— Cognitive
Trust

H2a  Appearance 0.123 3.440 0.001  Accepted
Anthropomor
phism —
Cognitive
Trust

H2b Behavioral 0.147 3.339 0.001  Accepted
Anthropomor
phism —
Cognitive
Trust

H2c Cognitive 0.122 2.660 0.008  Accepted
Anthropomor
phism —
Cognitive
Trust
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H2d  Emotional 0.193 3.998 0.000  Accepted
Anthropomor
phism —
Cognitive
Trust

H3 Cognitive 0.221 3.738 0.000  Accepted
Trust —
Purchase
Intention

H4a-c Content 0.105-0.113  2.568-2.655  0.008-0.010  Accepted
Characteristic
s — Purchase
Intention

H5a-d Anthropomor 0.099-0.218  2.496-5.829  0.000-0.013  Accepted
phism
Dimensions
— Purchase
Intention

Source: Author's Analysis (2026)

All hypothesized direct effects were statistically significant and positive. Emotional
anthropomorphism exerted the strongest influence on cognitive trust (p = 0.193, p <0.001),
indicating that vocal expressions of empathy, enthusiasm, and affective resonance are critical
for establishing rational trust in Al voices. Cognitive trust, in turn, strongly predicted
purchase intention ( = 0.221, p < 0.001). Furthermore, indirect effect analysis confirmed
that cognitive trust significantly mediates the relationships between all independent variables
and purchase intention (p < 0.05), supporting a partial mediation model.

These findings align with and extend the S-O-R framework and technology
acceptance literature. The results demonstrate that Al-generated voices are not merely
functional tools but social stimuli that trigger cognitive evaluations. When synthetic voices
exhibit human-like emotional and behavioral cues, consumers perceive them as more
credible and competent, reducing skepticism toward Al-mediated marketing. The dominance
of emotional anthropomorphism corroborates recent studies on affective Al design, which
emphasize that vocal prosody and emotional authenticity significantly enhance user
engagement and trust (Efthymiou & Hildebrand, 2024; Thimm et al., 2024). Practically,
marketers should prioritize Al voice configurations that balance informational clarity with
emotional expressiveness, leveraging text-to-speech platforms that allow fine-tuning of
pitch, pacing, and affective tone. Integrating entertaining and easily digestible content further
amplifies trust formation, ultimately converting viewer attention into purchase intent.
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CONCLUSION

This study empirically demonstrates that voice anthropomorphism in Generative Al-
based short video content significantly influences consumer purchase intention, with
cognitive trust acting as a crucial mediating mechanism. Content characteristics (usefulness,
ease of use, entertainment) and all four anthropomorphism dimensions (appearance,
behavioral, cognitive, emotional) positively shape cognitive trust, which subsequently drives
purchase decisions. Emotional anthropomorphism emerged as the most powerful predictor,
underscoring the importance of affective vocal design in Al marketing. Theoretical
contributions include extending the S-O-R framework into auditory Al contexts and
validating cognitive trust as a rational evaluation pathway in human-Al commercial
interactions. Practically, the findings advise digital marketers to optimize Al voice
parameters for emotional expressiveness, logical coherence, and content entertainment value
to enhance credibility and conversion rates.

Limitations include the predominance of young, digitally active respondents, reliance
on self-reported quantitative data, absence of direct comparisons between Al and human
voices, and lack of product-category or platform-specific segmentation. Future research
should employ mixed-method designs, incorporate affective trust and perceived risk
variables, conduct experimental comparisons across voice types, and examine category-
specific or platform-specific moderating effects to deepen understanding of consumer-Al
voice dynamics in digital commerce.
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