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Research on Live—broadcast Social Presence:

Scale Development and Validity Test

Xie Ying Gao Peng Li Chunqging

Abstract: Dimensions of social presence differ among different situations. Existing research and measurements
of social presence do not take live broadcast marketing into account, which involves high real-time multidimensional
interactions. This paper constructs and tests the composition of Live—broadcast Social Presence (LBSP), and develops
the measurement scale of Live—broadcast Social Presence. In study 1, we screened and confirmed the formal scale by
item analysis, exploratory factor analysis and other methods. It is verified that the live—broadcast social presence scale
is a three—dimension construct, including coexistent presence, communicational presence, and emotional presence.
Coexistence presence refers to the degree to which an individual perceives the physical presence and accompaniment
of others in live—broadcast. Communicational presence refers to the degree to which an individual feels that others are
communicating smoothly in real-time during the live-broadcast. Emotional presence refers to the degree to which an
individual’ s emotional relationship with others is salient during live—broadcast. Confirmatory factor analysis and AVE
results demonstrate the scale has ideal construct validity. In study 2, the law validity of LBSP scale is verified in law
network. Group cohesion, perceived enjoyment and trust in E—Commerce are selected as calibration variables in the
law network for there are many literatures proving that group cohesion has a positive effect on social presence in tele-
communications, and the improvement of social presence can increase individuals’ perceived enjoyment and trust in
E-Commerce. Structural equation model analysis indicates ideal law validity. In study 3, concurrent validity is tested
by examining the correlation between the live—broadcast social presence scale and other scales about presence. PSP
scale and PP scale are selected as calibration standards to test the concurrent validity of LBSP scale. The results show
ideal concurrent validity. In general, this study provides an effective measurement tool for future studies on commer-
cial and academic issues related to social presence in the condition of live—broadcast.

Key words : live—broadcast social presence (LBSP); scale; construct validity; law validity; concurrent validity
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