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Abstract

As an emerging industry, live streaming e-commerce is still in the early stage of development, and
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it is faced with challenges such as imperfect industry standards, fierce market competition, serious
homogeneity, and uneven product quality. In the market pattern, the leading enterprises occupy
the majority of the share, and many businesses miss the development opportunities in the fierce
market competition due to the lack of clear positioning and characteristic strategy. This research
comprehensively uses scientific methods such as questionnaire survey and empirical analysis to
deeply analyze the unique attributes of e-commerce live broadcasting, and constructs a new theo-
retical model of purchase intention. Based on the research found, this paper puts forward a series
of strategic suggestions, aims to improve the host professionalism, optimize the live platform of
user experience and interactive, ensure the quality of information and transparency, effectively
promote the healthy and rapid development of live electricity industry, help businesses stand out
in the competition, achieve sustainable development.

Keywords

Live Streaming E-Commerce, Consumer Purchase Intention, Influencing Factor

Copyright © 2024 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. BB RMRRBR
11 REgE

AT EFR, HRUEHEEAIT “ANIH7” =DEER. £ 2016 “FHINE, “HEE” B
HRPER A, BRI KIETERRE 2, ZD AL “08” Jyrutad R “ N7 Jydt, iR
TP N EA LG o AR [ P SR EAT STIRAT FT R L, AR S1 0 ELRE AR A L2 1 DR 3l ) 22
GRS B I S AR ORI, s T S L2 MR B AR e, R T AFRIR
SOMEAE I B 752 9 O BRI R AR A 2 o X RS [21E R M A SR R BRI BT, A T 2% EL AR
Wy e (R AN TRDRFALE 27 A2 30 35 T () SR o AR SCHE S o ) i A 5] 52 K O SCR Bk X BT A B B RHEEAT

MR DT RGE, REAEETHE LR =SEMEE.
T A vV T v L HERE
| I — | |
N ST | V[ e | [ 2mee |
| 1 - |
| | 1 - 1 | 1
e |0 [ | 0 [l |
: 4 S p— L o
c[mae |0 [ | v [ |
| 1 |
| l | 1 |

Figure 1. Research model
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Table 1. The Cronbach’s a coefficient table

%= 1. Cronbach’s o &%

Cronbach’s o &%k FrHEALIY) Cronbach’s a 2%k T FEAEL
0.864 0.831 16 221
222 YESh
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Table 2. The KMO test and the Bartlett-test results
5% 2. KMO #34F0 Bartlett #3845 %

KMO #: 56 #1 Bartlett {4556

KMO {8 0.865
bl (Ve i 1601.085
Bartlett BT A 50 df 120.000
P 0.000"*
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Table 3. Respondent basic information description analysis
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H i 3K B
2000~4000 7T 44 19.9%
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Table 4. Statistical analysis table of each dimension affecting the purchase intention

4 HMELBREHEERITITER

SRS S ONI BMA FHE bRtz %
H1 221 5 1 3.041 1.641 2.694
H2 221 5 1 3.014 1.494 2.232
H3 221 5 1 2.833 1.393 1.940
H4 221 5 1 2,941 1.446 2.092
H5 221 5 1 2.787 1.463 2.142
H6 221 5 1 2.869 1.367 1.868
H7 221 5 1 2.878 1.480 2.190
H8 221 5 1 2,977 1.478 2.186
H9 221 5 1 2.932 1.549 2.400
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Table 5. Statistical results of the frequency of watching e-commerce live broadcast every week
= 5. BANEREHEBNIUAGITESR

B JA UL FRL R LA RO

& H B/
g 3 GH B/ BEE
5 5 (5.5%) 8 (8.8%) 45 (49.5%) 33 (36.3%)
PE5
s 5 (3.8%) 23 (17.7%) 84 (64.6%) 18 (13.8%)
18 AN 0 (0.0%) 0 (0.0%) 1 (100.0%) 0 (0.0%)
- 18~25 % 7 (3.5%) 26 (12.9%) 121 (59.9%) 48 (23.8%)
(154
26~30 ¥ 2 (25.0%) 1 (12.5%) 4 (50.0%) 1 (12.5%)
30 Ll k 1 (10.0%) 4 (40.0%) 3 (30.0%) 2 (20.0%)
dYe 3 (42.9%) 2 (28.6%) 1 (14.3%) 1 (14.3%)
£
K% 0 (0.0%) 3 (20.0%) 11 (73.3%) 1 (6.7%)
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Table 6. Correlation analysis of each dimension
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P51 GRS =i JERGEE & W AR
P51 1.000 (0.000™)
RS 0.081 (0.232) 1.000 (0.000)
=i 0.015 (0.820) 0.180 (0.007***)  1.000 (0.000™)
JERGE & —0.011 (0.865) 0.062 (0.357) 0.128 (0.058) 1.000 (0.000™*")
W SIR 0.189 (0.005™)  —0.078 (0.247) —0.063 (0.351) -0.007 (0.919)  1.000 (0.000™)
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Table 7. The regression analysis of consumers’ purchase intention by network experts
F= 7. MEIEASHEEENZEENEYI S

IR LR TT1E P{H AIC 18 BIC 1&
X1 706.049 0.000™ 726.049 760.031
X2 685.094 0.000™ 705.094 739.075
X3 682.905 0.000™ 702.905 736.886

de LT IR 1%, 5%, 10%0) 2 E K.
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Table 8. Regression analysis of website design on consumers’ purchase intention
7 8. MuhigitxiE&EE NI EEMNEYI SR

IR LR TT1E P{H AIC 18 BIC f&
X4 682.488 0.000™ 702.488 736.469
X5 678.683 0.000™ 698.683 732.665
X6 753.929 0.158 773.929 807.911
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Table 9. Regression analysis of live broadcast content on consumers’ purchase intention
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X7 695.45 0.000™ 715.450 749.432
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X9 709.058 0.000™ 729.058 763.040
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Table 10. Summary of the results of each hypothesis test
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