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Abstract

With the rapid development of the internet and the widespread application of e-commerce, the
e-commerce live streaming has become a new type of shopping channel. With its advantages of
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good real-time and high interactivity, it has increasingly gained widespread recognition from
consumers and continuously generated economic and social benefits. In e-commerce live stream-
ing, opinion leaders play a crucial role by introducing and showcasing products to consumers
through live streaming, guiding their purchasing behavior. This article analyzes the influence of
opinion leaders on consumer purchase intention in e-commerce live streaming, and analyzes the
relevant theories of opinion leaders and consumer purchase intention in e-commerce live streaming,
as well as the main reasons for the influence of opinion leaders on consumer purchase intention. It
proposes countermeasures and suggestions for the influence of opinion leaders on consumer
purchase intention in e-commerce live streaming, in order to promote the healthy development of
e-commerce live streaming.
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