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Objetivo do estudo

O objetivo foi compreender a propensdo de os consumidores interagirem com humanos digitais com o
intuito de verificar essa relagdo sob uma perspectiva de auxilio para que as marcas possam superar
obstéacul os de comunicag&o.

Relevancia/originalidade

Os aspectos caracteristicos de cada construto destacam que as avaliages dos consumidores possuem
conseguéncias potencia mente importantes para as formas de interacdo com o cliente As descobertas
apontam uma correlagdo positiva para a propensao de interacdo em diferentes niveis.

M etodologia/abor dagem

Foram aplicados questiondrios estruturados com afirmativas a serem avaliadas por meio de escala
likert envolvendo 5 construtos: propensdo de interagdo, poder de especialista, satisfacdo social,
confianga e intengdes de compra e posteriormente medida a correlagdo entre as variavels.

Principais resultados
As descobertas apontam a probabilidade e propenséo de os consumidores interagirem com humanos
digitais pela compatibilidade entre as variaveis representadas pelas correl agdes positivas.

Contribuictes tedricas/metodol 6gicas

Com o aumento das mudangas de mercado e a necessidade de tomada de deciséo alinhada a uma
estratégia voltada para o investimento em solucdes, as descobertas podem contribuir com a
compreensdo de questdes urgentes no contexto de inovagao.

Contribuicbes sociaig/para a gestéo

Os aspectos caracteristicos de cada construto destacam que as avaliagdes dos consumidores possuem
consequéncias potencialmente importantes para as formas de interagdo e podem contribuir na tomada
de decisdo alinhada a estratégias voltadas para solucfes digitais.
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Study purpose

The goal was to understand the propensity of consumers to interact with digital humans in order to
verify this relationship from a perspective of help so that brands can overcome communication
obstacles.

Relevance/ originality

Characteristic aspects of each construct highlight that consumers' assessments have potentially
important consequences for forms of interaction with the client. The findings point to a positive
correlation for the propensity to interact at different levels.

Methodology / approach

Structured questionnaires were applied with statements to be evaluated by means of a Likert scale
involving 5 constructs: propensity to interact, expert power, social satisfaction, trust and purchase
intentions and subsequently measured the correlation between variables.

Main results
The findings point to the probability and propensity of consumers interacting with digital humans by
the compatibility between the variables represented by the positive correlations.

Theoretical / methodological contributions

With the increase in market changes and the need for decision making aligned with a strategy focused
on investment in solutions, the findings can contribute to the understanding of pressing issuesin the
context of innovation.

Social / management contributions
The characteristic aspects of each construct highlight that consumer evaluations have potentially
important consequences for forms of interaction and can contribute to decision-making aligned with
strategies focused on digital solutions.

Keywords: Digital transformation, Digital humans, Interaction propensity

Anais do XI SINGEP-CIK —UNINOVE — Séo Paulo — SP — Brasil — 25 a 27/10/2023



