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Abstract

Live broadcast marketing is an important marketing model under the network environment and
has become one of the important marketing models for enterprises to obtain sales revenue. At
present, most researches on live broadcast marketing focus on the impact of consumers’ per-
ceived value and motivation on consumer behavior, neglecting the subjective feelings of consum-
ers in the process of live broadcast marketing. Therefore, based on the SOR theory, this research
constructed a research model of user experience and purchase intention of live broadcast mar-
keting. Through the questionnaire survey, it is found that the user experience of live broadcast
marketing has a direct impact on customer trust and purchase intention, and customer trust plays
a partial intermediary role between the user experience of live broadcast marketing and consum-
er purchase intention. This research has enriched the research in the field of user experience of
live broadcast marketing and put forward methods to improve the user experience of live broad-
cast marketing, which has a certain guiding significance for the development of live broadcast
marketing activities of enterprises.

Keywords

Live Marketing, User Experience, Customer Trust, Purchase Intention

Copyright © 2022 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 51§

HREE S LR IAE AL W E L E R, ERBE BT & Ll S
56y N R FEoR i R S, IR 9 1 SR R (AR A, 2019) 0 AR HH [ ELIE R 2845 2 A O
A EE, 2020 45 3 HF 6 H f s B - B in 7 4430 75, #1EF] 2020 4F 6 H 1 [EH 3.09 /L E
TR P A2, fEIX B QuestMobile (112 R, KT AAIER A (Bh 55) IR °F- 3505 B i A %A 2 10%.
N LA e R B BT 6 A BELETH 2838 L ? A 20 B E B T O AT, R R B
A2 5 ASSSE KR FH P AR B AN 8 1 22 ) ™ B s ) LR BT B I R (D 20, skt de, 2020). ART, A
LIRS A I 7T 1 SRR 28 2 B9 EhML(Cai et al., 2018) AR A& (Wongkitrungrueng & Assarut, 2018)
XS VH BB AT M HIRENE DA LR LR A SN ) E (A, 2020), 2L TE S E AR ELAR E A IR B
17 FH P ARS8 0T Y 2 ) SE R BRI s . (R, ANBI T 3 AR B E A F P RS (R R R A 5 9 2
HIEBIBZ IR R, VLI LENLH] .

B E AR TG00, 6 R ST T SER B Thae, Aot 7 —fh Sk
BEffyiens, RN AE 7R IR, A T 9 I SE B AT NI K AE . SOR BRI SRR AT
TRRAENHIFEEI G2 —, B2 RSO 234 Mehrabian 1 Russell (1974)#2Hi /). SOR Higik
DNAMATE 52 B SN 0 PR 2R (RN, e Y IR ES DR AR OB A A s, T s e A 1O BRI T S
RBEe R, ASCPAMCAERRARYR, M ELRRE S RIS LA R, R IT B E R0 0V o
e ST IR ) N TE SR o 7E ELRR IR, BT T 203 WA AT A R AR R DG R (s oy, i, 2018). 7E
UEBER b, A FUHR H A AT o] AR BLIR S B FH P A58 X0 Y 2l o D S IR S R A N E FRT o B [
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BEASLI SRR TUI R, ELRRE A AR 553 2 A S T S TR A ) P AE AR I PLA R AR

AW TR SR AT, W B A BEA S8 T LA E B P R8I T S P R i B EL AL FE L
i, DA B A b SRR RIS i 3 o B B P P AR OR, i il B B B B IUR T SR —
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2. EIREASHRBRK
21 EFEHAFPER

FRYE ) Daniel (2000)f05E S, P AREG 2 48 ANATTG IEAE A F B AR EAE 0= 5 . RSB R G P
ARNRZ AT GRS B . FET I, A SO EE SR R SCNEEREHIRETH T S
TR AU TR T el BB AR R G EMESZ . BIE AL, BRI B R A S 1)
PRk, FEA VRO T =M T EEAFRATRI . WSCERIRESRE, KEATLA NHIZE, —22E M
AL SRR K, Pine Al Gilmore (1998) M 76 B2 (RIS #2 th &, A RIS L7 i 2400 . IR AR AA
B, EHHAIG M E AL, RN OHE AN K, Schmitt (1999)7E#h4x 02 EAR b, K H 4k
B NI E RS . TSRS . AT NARS . RIBARIG AL ARLG . 25 52 EH(2018) B T F oY, W R bR [X
FURLS S NS BRSBTS . ELANRIG AN T BRI LS .

T B85 HA LG WA BT ASE, B 1 SO0 T S B )y, ik P AT DURKSZ 2130
FRGIRS:, P 748 BRI a3 VB W) BRI, BT3RS A8 K 2 R ILAE W K R 18 7 T
TEEFEE R, P3N B IR0 0 5 2 H R % SRchs, DAk 2 AR BRI a1 N TE 7R
SRR, 2017), BRI SCIR B B S0/E  ELRE B8 P R IR (R R 2 — s AL TR G4k A,
=R AR R 25 3 S SR AR A R i, P ROR B RN S AT S R, LR 9 B B TG
Y, IR — PR RE R, FULA SO IG 7 BRIy B E A P RN 72 —. 74, B
WER T, FRHEH e LOE R SR F S T S B, TR T AR
T EARIECAEAR R AL XGPS, 2020), FrCLELARE I A R IE 0 HE Bk . 25 1, RHE
ZRBMPAERL L, 6 EREWIEE S, M ERERH S ERRRI S =AY BEAL . HEhk
B0 AN 7 ARG o

22. EREHRAPEREMIES

T ST B A B 0 T2 7 B R RIS L, P4 B BT 3R A FH TR BRG  ) SI A 17 (Burrke et al.
1985). Dodds (1991)447H 2% M S — 7 i B AT BEdE € SONW SRR, X — € AR T AN R 2
WNTT o A SRV 9 6T Bl I A P PR 7 1 T o A S TS D PR 56 559 52 P I 21 8 P B DR A 175 A5 4 ok
SE MK/ IR, 2021) 0 338 07 Sl A A% B R B R P sy, FLOW SR SR OB B (R 2 7S, SRR,
2019). Zi b, WSKEE RN R A B SR AR 585 BRAMB RO E S .

BEE AR, 2 E I AN R R A TR s e, S 2 AR SRTE T R v 3RS Y
RIS E . RLAF I PR A B I 2 8 R AT MR 2R, RISt BE SR THI 228 %) Aol s s PR A5 4
TETAT B TH B 08 B RO S R B (PP IR 21, 2018)0 A 2738 LS 85 P R R AU AL X BIE TR B, SUERI T4
B FE P AR 0 o 9 o ) S R SR LR (B 76, 2018 7E ELAR IR, 455 71 2l 2 e 400X 18I  SI2h B,
REA RO S 98 RS, ORI 8 IR IR IR SR AR Gl 7, R I %k, 2019). SOR BRIEEE
WIS Bt e 52 BN R, WAEIRAS 2 R A AR, IR 2 2 1RO BRI D97 AR5 o FLA% (8],
TP B B PRI AR 9 — R BRI, #E— B RE R _ERma S S R A, T LAASE 7 di
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H1: BELRRE A A6 2 W SR A 35 IR T R
Hila: 18 RARGE X 9 8 I S e 8 035 R AU

Hib: HAGPRINT I 9% 4 W K A 2 25 11 (A 5

Hilc: Iadz @Bt i 2 3 W K 3 e AT 8.3 IR A1 52

23. EFEHAPFREREREE

{EAT AR NLAE R EIN AR TR IR B SR b AR E AT 1 5E SCA AN A B A
FEALE T EAEA G B ARG =M. HUE R 7 KA, Morgan F1 Hunt (1994)7E X Ak 45 G HS 1)
B 58 R AR Y BRI SIS 4 RS R OB RS AT . B AIES AT IR A, B AT B4R S 43 Dy B g AN
ZUERE, PAYERE AR RN A R Hassanein Al Head (2007), 2488 DL 4RI i s, AREMESE
& Mullor (1982), Al BiEASAT A AN AERE RIS AT ASAFLELE R AN R R T 535 A 1 B 7 1
S5 H AR . AHE TR IR E AT 28 I 2s & BN, BT DA A T 0 7015 5o R B 1,
PLA TR R AT #/E 1, SR Hassanein Al Head (2007)%3 5 AF4ERE (0120 W0 i, K B A5 AT A0 B B — 4
HEAT N .

TEREPL B (], A LU AR v AN T 2l 3 e AR I S SR SR DR 2 — 9 9 6] T 9 % T (] L
At PR 2R PRI AT BV T VI 9% 85 ) S S BE 2 777 A S ) (W B 25, 2020), JGHAE 5 S5 IR 254545 B DR B 1) B [1)
{EAE AT BE L T 238 T SRS o A TR B 5 DX 2% T 476 11 0 STk R o A0 BB i 0 9% 3 IS AT R
T 9 3 BT AT = AR R (VRS 2020) . 75 X148 BLRR RIS R 238 NI 28 B0k B 5 HAS AT
FERGIELE, FTCAAS HAR S, W SAT AR S = A (LY, 2020). EAEERIH, £ 3EE 70 i A
SR AR I H B T P SRR R S, IR EE T R B G SRR AR B R, s T
WHENMEE. Fik, K4 SOR g, TEHMEE MRS, WHRFIREIH A EIIE N —FREEFE R, 6
e 5 P N RS R AR, RIS R S A R B AT AR B P2 Ao, T LAASHE 784 H A8 4% -

H2: BRSSP RS0 5 (5 A 3 1F M 2

H2a: B BRG] 0% A5 AT A 2 3 1E 7] 520 5

H2b:  FL B A0 % A5 AT AT . 35 1 [ 520

H2c: I B AR LS 0T B % 5 AR 23 1E ] 820

24. BEEESWUXED

FLAEAHMEZEH], 5AT 2538 1RV B 5 W28 G SEAT N RO e e BAE AR AL R R 32 2 — (MR ik 4%, 2021) o
MU AR AR IR 2R IS L8 RN I 268 5 TR ) B B2 2% A1 (9K 5555, 2020) 0 S8 ATHB A D DR T 9% 3 2 DAY
T A B RN B PR A5 AR A P EL R RS 7 i B 55 RN T FE R R, il A8 UV 2 (B A sy,
Gy HENA S AN AT NI R e JEHRAE B 28 B, ¥ 938 I AT 0 R R — € 1Y
WIS AN ENE, BT SRR A 5 R P EAR M A TS S T AT o A R e AR Bk, fEEHE
B REIIAE T, 8 23 0] R RS A2 FL W SEAT ™ A K S B SR R ((E gy, e, 2018), HARSS E8E T
A AR it B PR A SR, BT AAR I 38 e A 4t «

H3: B A5 AR T 9 W K R A 35 I [ R

25 BEEEHHMNER

FLAREHA e LR EEE M, X BRI E A BRI PO I EER R — (G
Fr, 2020). EAEEMHIERES, TREAH EARE “mxs 7 KOes, B T 2 E # AT s R T Rg
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VAR = 2 B A W QP e s T e e P I 2 o s 25 M4 = e s
I P AL IS (EHE S, XIT, 2019), fRBEE 30 EHREHTE UK S FAE. RYE SOR BHig,
W BRI BRI N, BB R RO EES R, W RS, T, TR A
LA [E) A5 (R AR 6 09 B 5 D SR I P A 2 (), RS ARE R T E A . Bk, EREFE LR
T B AR B RS LR RS R B B W EARRERE, TR MY 9k A SR I A, T BAAT
T BB

Ha: B A5 A A2 B S B P R0 5 1 98 W SRR i Te ke A A

EREPNIR, ASCRERIRT U QA 1.

H

WEHM RS
T AT
Bk
i3 AR

N —

Figure 1. Research model
E 1. iR

3. IR SLIEDH
31 EHBRITSEENE

AR BN ER . HRARKREERSE Leung (2003)ER, LMK ERSHEFH 7
J3%(2006) F1 55 75 772 (2009) B %, IRkiiA1AL & FS% Mannering 25 A (1995) A1 Hassanein 1 Head (2007)
FIER, MEELAERSH Gefen 25 (2003)ER, WELEIEMERSSH Dodds (1991)F1 Gill (1998)H
B, HEAHBEHEEBSEERYIG RS, £ ERFEEZAT, KT 60 4 BT TiEE, kX
fb EABE T B ER S, BT RARRE NS, A NS E TR —NEE, EERN
AP N ;. —REEET, A SR TE Bl 2 WA I ) 2 B R s e T 28 B A% 0 St
Frhh SRMAEEEAGLR, WA RSN E, RAZS R A s RS T E.

3.2. ¥R ESHEARER

AH TR A AR LA RSO A ) 1 7 sk AT, i e s R R, SRR 358 My inl s, Zeidin]
LI 5B, REBEERIAE R 300 iy, SRH Ry 83.8%. AT EM T EAFE B
AT o8 VH B e SE R R IR MR, AR ORI A (0 2 R I T EL R I N . B 55 Ml Le A 43 )
& 39.33%F01 60.67%, 5 Lb A FLAIMT; R R 18-35 5, (HFEAK) 87%; HAE L EEES
TEARRLET, HERIE 74.66%, FF6 G RFAES S AN FELEHTE 5000 7T &L, 5 81%:;
PEIE BLARHIR, 2~4 K — IR ANBURZ , 5 HE 41.33%; WA BRI E B4 T /E 1/ DA, 5 EE 81.34%.

3.3. REMME S

B E A S RIS R = ANERE ) Cronbach’s Alpha Z%4r %14 0.844. 0.738. 0.730. JEA5IEM)
Cronbach’s Alpha Z ¥4 0.839. 3L J& ) Cronbach’s Alpha ) £%1°4 0.808. LA _I- &% Cronbach’s Alpha
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REIIRT 0.7, WHBEBREER S . 5L ET 8T, L8 KMO H5KT 0.7, Bartlett’s
¥ 56 5 2 VEMEZ 9 0.000, /N T EFH /K 0.001, 368 B3 R BT @& S R 40T

3.4. EXRMESH

EAEE A RR I = A LRI AR . Ha R BRIV SR LR IS 4E 0.01
P B ISR 1 PR, SRS HL A1 H2 fS 2100, TEAT (B9 730 A sk 4k B A2 & 55 TR 28
1w (- 2P NANI B

Table 1. Correlation analysis between variables

* 1 BLEENEXMESH

o ARG ks Rk BEEE SR

B2 /RIS 1 0.485™ 0.442™ 0.461™ 0.539™
1 BRI
BEECUR) 0.000 0.000 0.000 0.000
R RIS 0.485™ 1 0.441™ 0.560™ 0.490™
ERIN;
% EE(UR) 0.000 0.000 0.000 0.000
R RIS 0.442™ 0.441™ 1 0.492™ 0.507™
I 37 AR 56
BEHCWE) 0.000 0.000 0.000 0.000
N BRI A 0.461" 0.560" 0.492” 1 0.627"
B ASAT N
BFEECUR) 0.000 0.000 0.000 0.000
— F SR IIME S 0.539" 0.490™ 0.507™ 0.627™ 1
SKIES
B NR) 0.000 0.000 0.000 0.000

** 1E 0.01 ZA(WUE), AHRMEREE; b, BF N =300.

3.5. B354

BRSSP AR RS AL . Baiikl . InaihilfoyB2cE, WLy A3t AT 7
M, BRI 2. 1S RRIG N A SRS I O SR AL, WA RIS IR, LB AR I S R
/e B EACT I SRR A AR ARG 5 R ARG, DA, BB HL AT H2
05 v

Table 2. Regression analysis of live marketing user experience and purchase intention
2. EREHA AN EEENEYE S

RARUELL R EL PriEf R EL
TR B PRk Rz Beta t BEM
(=) 0.050 0.258 0.194 0.847
T EN: A 0.320 0.054 0.313 5.884 0.000
. RN LN 0.293 0.071 0.218 4.110 0.000
(LN 0.077 0.015 0.272 5.246 0.000

a. NEE: WEEE.
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Table 3. Regression analysis of customer trust and purchase intention
3. MEEENMEERENEYISHT

FbrEll R PrAEL R B
T B FrifE iR 2 Beta t BEME
(H &) 1.107 0.176 6.284 0.000
[ ASAT: 0.684 0.049 0.627 13.886 0.000

a. ’}5% )”’Q%%ﬂ & o

3.6. MEFENPNABAKLE

K F Hayes ) PROCESS F2J3 % il &A% AT (1 HH A 8 BLEAT RS 56, R Al Bootstrap 77154 Hr /i ZU8E )
S E AT RIS o 5 A0 ] 2 P, SR BT ELRRE B P A e 0t T S e IR R Y2 3 IR R 520 (B = 0.93, 95%C. 1
= (0.80, 1.05), SE = 0.06, t = 14.50, p < 0.001), EL#&7E 45 FH AR5 XS B %5 T 2 A 3% 1E [ 52m9(B = 0.83,
95%C.| = (0.71, 0.94), SE = 0.06, t = 13.83, p < 0.001), Jii %15 T %} ) 3K & J EL A 535 1 [\ 54 (B = 0.40,
95%C.I = (0.29, 0.52), SE = 0.06, t = 6.9957, p < 0.001), [FIf, EL#EE 4 RS X 1 S 2 IR O 2 75 4R
#(B = 0.59, 95%C.| = (0.45, 0.74), SE = 0.08, t = 7.82, p < 0.001), H[ A5 (175 B4 45 F AR5 55 0 K
MIEZ B A 1E F (0.59 < 0.93).

0.83 AR 0.40

Y -
o| Wz
P 40 Wk

0.59 (0.93)

Figure 2. The path coefficient diagram of the intermediary effect test of
customer trust

2. EEENTFNYEREHEERLE

4. b ERR
4.1. RGER

ARSI T B A P R oY 0 S R SR SR (B SO R, i ST A 7 SRR
VTR, 25 SR B A T O (I A L B P RN 37 S A ) o 425 £ o W S 7 B L A
BB IE R, Frh BRI S 2 RO B N 53, LA VI A5 AT 1 B AR T 1 Ak B
FG S A A FR Sk — 2, {5 A0 B T S 25 R A 5 TR s B A1 B 4 P P 1k
s I B W SRR R WRIRR R A AV P . L RBE B P Ak A T DA 3 A M i e 3 W S 7% R T LA
S P A B A AT I B B S 2 T S R R
4.2. W TTEk

ARSOR T EARE A AR IR S W KRS R R AW R MBI E S, B EEE
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PRI B R AR AR, B MR AR IS I = AN e L A LS TSR R R, A BT B A E R X T A
DT M PR I TSR 3 T AR B R AT 9 P9 AR Lo B R SR AR A SR

43. BB

ASCE B R R BUED S AN B, R EEARRE AR S A A R 5T DR
—2T5 3, ST BRI B A ELAR I R R B, R SR T AT AR, R AT BT SR T B
FEKER. B, IRERER LS, BRSO L. ELRRIE R 2 ) R A TR B e e
Xt B BE I R S, R S RIER, JFH, RSt SRR AR R s I N AT
R, EANFUREGE, U R AR 2, ek R B EL R (] SRR B R, R A B Y
SHALR AR ELF T HR, BB AN, MSRBUE AR, EREE B R T B B 5 I T
HHZHE, RN E IR RS B AR RS A, TR R S BRI R, SR, A
MRS, S 2. BRRE MR 9 2 2L g R A ek 4 H I AR 56, 240
PLRETE B RE 2 ELAR RV 908 2 5 IBIE, AT 308 B G I — RS B SE i 2355, 9 9mii 9 1
% ORI A AL B

4.4. RRBRSRKHAZAE

ATIICRAIBL, FAIRERPEMT AL, AR A HTE I 7T B4 PRl ST £ AT
MR, LR TEIEA I ATE R B LS R AR A 2 ORI LA,
Tl 2 R (2 AT 9058 0 SR B MO . RO T T BMRAR 45 07 43 T 196
56 PSSR SR R, 42T DLAR L 25 B 07 0 7 il s T 1
RSB WIIH B2 (009 SR KT BLOUEL P (3 S R S AR, 0T BRI S 2
SRR 15 R A P R 0 T TR R T . RIS T LA RS20 770
FRTFRE, AT,
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