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Abstract

Hosts in live e-commerce often use sense-based language to describe goods and user experience,
but how it affects consumer participation behavior is still unclear. Based on the theory of infor-
mation overload and from the perspective of “negative effect”, this paper explores the influence
mechanism of high-frequency sensory language of anchors on consumers’ participation behaviors
(purchase, comment and attention), and introduces the number of anchor fans as a moderating var-
iable to reveal the differences between individual trust and information processing in the influence
path. In this study, 755 live broadcast recording slice data of 92 anchors on TikTok live broadcast
platform were collected, and extracted the anchor language text through the voice transcription
technology of iFLYTEK and calculated the sensory word frequency with LIWC, a text analysis tool,
and constructed a negative binary regression model with the live broadcast room real-time data.
The results show that the frequent use of sensory language by anchors can significantly inhibit con-
sumers’ purchase, comment and attention behaviors, which verifies the negative impact of sensory
language under information overload. The number of followers has a negative moderating effect on
the negative effects in the path of purchase and attention, indicating that high-impact anchors can
stimulate viewers to have higher tolerance for their content. However, the moderating effect of the
number of followers in the review path is not significant, indicating that consumers focus more on
the language content itself rather than the influence of hosts when expressing their review willing-
ness. The conclusion enriches the theory of information overload and the research content of con-
sumer participation behavior in the context of live broadcasting, and provides certain practical en-
lightenment to many parties in the live broadcasting industry.
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1. 5|

AR, ELAR AR IR AP SERPEAMESE MR UL SR 2 T B I, R XA
b DXBUR B Al T, Bk R OO R B SR B R SR e CTRERNL + B2
JS27 A4S ELAR R AN L TR S R AN T IAY), AR R A MR IR A E ) AT A 5
LTI R A MECL LI AL . X1, TRk R WA A, RN R R SR
REERIRIRZ —[1]. AW T s R BRI R th A B3R Tl . ANRAE N MESET T, sh=Z 0 4k
s 5 RAB MR AT [2] . FIRA AR Z R LA AL 51 W5 AU AR AR (1 25 30 [3], 115 5 A2
R ARG TR E RN A BT BRIV ERRR A V8, A XURS MR IR SRS AR R
PHE DGR Yk 2R TN IR AN S ok SR Pkt 2 5C B E IR R[4 W FCRIIE IR T E A A
B ERIETT A SR 9 E AR RGBT MmN, MBS SESL T EY, BEEsaaL LEw
[51; Ak ACHEAAE G A5 201 FT CASR A DM (EL AN SR BE 6] Mo 5 v R G AR 1 PT DA fie 9
B WG AR 7 SA R I BRARDBEEE S, TR e SRR 7] T B R BN (. BhaS I, WAL

DOI: 10.12677/ecl.2025.1482528 352 HLF 7 55 Ve


https://doi.org/10.12677/ecl.2025.1482528
http://creativecommons.org/licenses/by/4.0/

Bk, HERS:

5 B A 33 7 FCAR AU ARAE A ARG E B I 8] A A% 336 11 5 A AU AT 9 ol TR, RSP 7 E 4
(i 55 AR Ty AT R O AR S 5 AT N RAT RO

TEERFE T RE 7 :0rh, B S (sensory language) IS I T WIS . BEE 5 2480 1 i AL
WroE. WRSE. R SEAN i e 7 T IR, DLSUR 52006 7 i R IR AEL, S R iV 9 5 TR,
AIREE 82 518]. B, TIRMESASMo™ S, HAH] Lk 0 NEFR RN, U
FOWAR R ARG SR MOAEHE) (A2 iy, AL “BRIGERT 07 “ SR it il 2
WM. H AT S POESSAEA SRR B PARERCR, W E AN ML A
B BE G TN, RESE A HE) T RS AL i DL SR B S K SO SEE MATTT A SR 9 AL
BN A RIS (WS m % PPIRSE) [9]. 2RI, AHEE TS ACE B, B O e B 0 EL Bl B
FREEPERE A, — i, T BRI BRE, FEAME S AT AN A, RIS AR ik Bk R AR 52
WABAAR O SEMARTENIL; 55— Jrm, R IR d RS e s R 2 Bbn e, THRAE
AEE R AEREZE S, B2 7RSS BUE S S KM R . AEXRNARAE R, T AR
FRR S F I H S, I EE IR REREL AT EEEE . Bl S i R
B RARKBE IR ST, 2RI CR AR i B 75 2l — 2P R

Bk, ASCULREE Bk GO0, kT Bk R RS B s LR 26 5 B i K SO 2 AN
LIWC 3X—3CA M TR, SRITESR 5 L8 e B E S DT a2 510 8. 5
b, 25 RSB ARG T AT N SR B ES A AR I [10], ASCGERIRY 1 EHk 22 B AE ERR R E 1 5 A
THRES 5T R R Z R R R -

2. 3CEKEm
2.1. BHEEEFEHBEITANEXHMR

E AR A B BT P IR I K KRBT KLy N ARTE S R A SR A AR S R
PEC EREAE S IUCHLEE . AN PRI Jy 55 . G Bt A [ 113 0 e M e AR AL S TV, A I
L ERRRTL DAL WL 3R, B R PR AT N — SO e A RCHCAOU AR PR DA TR T B2 T 2
WL e e, B ML R ISR AN LBl R T Bl 2 4 R W S AT O Y e R
Pho Lu B[22 TAE S B, il 60 2 20 A a6 1 WAk 55 3 4 B AR AIE AR ABLEE A4 (UL )+ AUX
JEEK 9 W SRR B EL I . Guo S5 [13]HR 4 245 RL AR MR ELIRE L, R I 7 5500 (1 750 4%
R 51 WAL L 43 A ) I 7= i P B L DR 3R 22— o Park A Liin [14]43 30 2% %% 1 1 43 RV EL 46 1A 25 0 72 il
(RIVG HE JEE XS Y1 B 8 W AT N RN . Todd S5 [15]0 T 998 473 1) 45 1 & A B A M FRAE A S AL AR 45
fEMt. BLAh, TR LR RIBREST VI8 5 3 BL R R (AR DG A K A0 2 0 5 R AR B
4 Liao A1 Chen [16]3E T~ 407 473 2% il 2 5 H 2 4 T2 1va) )90 388 77 i 2o 1 fia 532 0 WL AR IR SR A
M2 S XS VY 2 W SEAT P A BGEE A, IR T 3 L A RS R g B AR R . R R AR AR [17] 3
TG YRS, He T B A S S B MM SR SR IR UE S T 2 8 1O U 15 2 0 A7 SR 90 2 T K e B
{8 U BSCR . J5 SRS [10]2E T35 Bk HSC SR 90 TIE 1 3k 15 AR IO 1 2 38 W AT N R 8] U BRE
Wi, FFAE ] T R TR O B RUBAT W IR 1R S DA S R S KR AR . Siah, IR
SE[18]5F M S IRIEA MR FRHEA T, ST HIHZMEBR, WIE 7 ERRUAEN 1F 1w, iE
T B M SAT R U BEOGR

HIBEAT L, ERR A2 AR A R X0 TR S i o0, A TR RIE MR R H B E S S
TN . ST, ERRHARTE F R RO S, 1S DR QT e 9% 5 AT N EAR DRI
BEAh, KR 73 Bk LR R T 9% AT O SU A B AR SEAT N R T, T s S 5 AR L 105 s A
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R, BAEWSE. PRIR. SRUE. RIPESESE.
22. BREEEMROMEXMAR

JEE T B T SON T DABOR I S8 R R B (9], Aokt £ b R it T RO X 7 ok it i 5 75 T
RS, EE S Kb LRRERRE W MR, BT TR E S, W) B R
TCER WG P WA AW SK[19]. H RTX FEE T S B AU AR TR, Rizzo SF[9FER TTAL
SR R I LR ST R 1 S AT RS B S S M SE N, R R RO
&, T ARE S IR AR T Instagram A1 TikTok A SEEGR L, &I i ARA0 FHEE BY 38 5 1A
TRPREZNSEE, FFEETAT NS 1 R0 (i ECE 1 5 2l i 58 0 97 4 R 3 Se ik AT
PERSERITTRE, R A E A R R 2, BEE SRR E N R . JR S R AR TR
NREHEMAENEWHE MR EIE S IARYCR . BAokY, B HE RO e & EH LA
BT S EAPAE G, BN AL NS BE 1A W AZE[20]. 4 Hu A1 Ma [21]5:F
=AY, RYIEANERMEMNEEIE S 2 FEOH 2 E WSS B FRG, IXRH AR w2 drid S ih 5 3
LRI, POINLES NSEr EIEAE ARG ™ i, T8 20 FLRCE U S I RIR AR RE, T AR R
AT AR A2t N SR I AN N R RERE P2 I, B 5 IO B2 TR EE A2 9 B - Zhou 25 [22]
WRIGAAAT LR, ABICIRL LR R T EH, B GIE 1T & s flR (5. W, RS EAE B
AR S 1% 320 S J ik (L B A ) R UL 500 385 AT (R OR RIS 2 2R A0 A EL G L 7o 1
BN, Liu SR[20R 53800 dh 1R R S 0 17 i 5 AR R IR A N BETE ST N, N Z
FAEREAR B VRIS S, A B TR T 9 (K AN PR, AT S = 40 PO A B S5

LREPTE, FHENALMFEMEE T REESAEEHERTIPREN . F£EFEEEET, ¥4
138 3 5 L RO 1 AN 28 3 3 Aok Y 1 5 R RGeS 2 39k PR SRR 1 5 4 SE 9 ]
{8 o HIZAUIE T P 0 BRSO B RE AR ERHA R 27, IR B0A 5 18 2 B L R vh i LB K 26 A
N HRFFE, ER MG 5 2 ST RE LT 2 ORIF R S B 7 B it — DR

2.3. EREHEL

{5 Bd #w i1 Jacoby $EH[23], K E XOUAE B H I R A5 B B H DA RN e T A AR
ARG . REBTIUIESE, (5 2 8O0V 9 A BRI . AT DR SR BT 5 A AT 0 — S VIS T A 432
RN BB R IEAK. AEEL AN, YRR R TRE[24]. 5B A A hE & 1T
RIFEWRA W . —J7 1, 5 R 3 R 93 (TR R 2 W o FOX — i O ELBE[25], 53
—J7 T, BN A B E BB, AT RO B 0 SR e AR R . e — TR T
X BE T 8 MRS, FREH], B2 0™ S SN T RE SRR, AIREAR T
kRO, IS BT R SEERE[26]. T T 1396 ARV BHE BT Y, 5 B
AT DAL vtV Bl ) S R B, (LA AT DI o 1 9% A6 SRR XU SR TR 4 P IR A S R B [27] 0 A FRL RS
THET, BRI E R 5 M e I SE ) U B R, (R (5 B AN 25 25 Al AT 9 2 1
SRR, TP A SR L PR A5 B R BT DU RO B R 5 AR A SE B2 [28] -

BARE N BNz 5 SR BEM G, A RO IS 2 380nT DA A (5 B i A, fie f
5 I HO PE N 2 o, HIXAE PR FE AR B B A A TR I HAR R 8 B 4 9
HARAVEFENE T PRI A5 AR AR AR T A 28 DL AT D TR SR A0 S T B2 i S vl g G, ToBE 2 VH 28 5 5
SEHESG. BTFURY, EREEEEET, 5 BRI AR 57 I BRI R, AT FRIR T
XF 7 b E AL AN R, TR 452 7 HAE TG B m ah,  Hoa RV AL AR T O RERE ) PR S Bk % (M]3
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BEAh, Bk TR R IS B I BORAE T IR 53 5 e b i PG R8I — 15 B AR 4 2 45 B 5 2 AL B [29] .
WA T A8 = 478 PNy 22 K5 R EL R 1R 25 SR R W R (OS2 g, v S ) 2 39 T CAAE AT 18] P9 36 v
FEX P S BT, B ATRAT MR SR[30]. Ik, ASCHETE B e, 3R F i mii
o R R A TNV B E S 5 R AR T ARG DA R T R R 24 5 B T R I A R RN

3. REESER

BB R EIW, ASCHMEREREEE T, ERs B 5 S W R e, R,
KIEAT NP . AR AT S BT [17], R BRI LR A B T . BRI s
AR ERMH G EE. BRI EE N E N R E S 5T NNEE W, SN R,
UbAh, ARSCEH RS T TR 2 B AE % m U E 18 SO0 B S SRR AR R R RN, F AR
Wik 1R,

L
| ERBEET | v

7R R

Figure 1. Research model
B 1 RRE

31 ERREFESMHERESSENXMW

Jackson VA4 1 EUE B HI R RAMIMER R3], WENREZSHGE LR, OHELRE,
FRACHERE I AVE B AL [A] . {5 SRR A USRS R T S R R, WG R, 5
BB R RerE e . (5 AR I IR T AWt A7 A B AL B R, R e A28 T KNk Re /1 i —Fp
[31], KWK HREECIZ T H I FEAFAE R (R o ERRAEFIR — R S, ANTTE S 3 S 2 A e
ik, W TR RERECE, B S K T B R DR AR IO R A S I R, T B
AIAE—ER B AR TS SRR, Wt Ui fE S A B (e T mE, 5 S 8uE Bid 8.
SMER R SEE B H, GiRERENE. FERES. ERERAFE R, EEMAER2]. LA
FERERE S ok R USSR, I T B A A R AHE S . L H R A MOl AT
ISR AL EA, HERR SR R R T A EUAEE EHR IR 1 S5 LU A
FHIRG, FRELRENAR 5, XA TEEGEE, FFEENER S SIS A LR FRK[33]
{5 B RS B T 9 TR AR 3], 5 BN NRME SAL B RE /0, HOE R EA FIA
FRAME S L, DUARAEERNTE —PF4P et 7 A T RO, T Bk — B R R B AT

BRIy A EIRES, 53— T T A R 3 [34] o AT B4R 5 B G R IRST . K
B, FRISSEMIE NS4 O BEENRMGIESE, J5 1B B B B E AT ORI FUR R
B H A 05 S G50 2 (5 R B R, AT R A X A R 5 (4 203 [25] - 5485 00 A e 8 5 11 T
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o PR B B R AL AR [35] - 15 I B0 2 51 AT 3 (N O BEGTIE AR AT, BRI 2 i RR
RER[34]. B RE EXHE R E AL AW AE L R[36]. Bk, HEREsEE. miE
IRETEF I, TH 9 TOVR RN ) Y B 45 S N A B, AT FRARAT Bh T SRR . U R
B AL EERAGBOURNER, WAXECLRBCE FIE S, 7 R0 57 AR5 S i 1 28, 2 1M IR
B, HESBEEAT . Wik, A RS

HL: F R i 0 o 5 i ) 2 i 25 3 D S AT D 7 AR AR S

H2: AR i 0 o 5 i ) 2 i 2 3 PR AT D AR T AR

H3:  FE R S 0 SRR B 1 5 T 2 0V 8 2 SRR AT O AR T

3.2. EBBLENENBER

Jackson 7E U4 S EUE B BRI 52 HE SRUEAT LASZ 0T AR R A AME KR, R 2 55
FRABAIFENA[31]. 2 P T I S SO AR, AR SR RN 2 R (W5 BRI L AT R
Wi F7)AKARBI AL BEAE 2, FIWHE SRS RE[37]. BT, TR A RIE B ZE Rk
PR TRy 22 B BRI ) i B R BL[13], mikr 4 B E B RA st . BORAE . B
LAGAE AN 2RI FE[38] . BUA U I, M5 B Rm RN, 5 B IRMBUE A E kA B T3 3
WBRME RS2, FRAREFEARRE[39]. T B S A RA S Bk, RS EES
BN 2005 2o 3, 9 B AT RE R T R R SE BB A KRB B A SRR RS AR AT R P AR
BNAL, gikalE BACHE 1], U AIFIEREM L 4k, ABUB R ORI, I SR S 1 AT BE[40] -
R R, BURERG TGRS SRR, R BRI CELE (B A
BEHOR), HAb R SR A B RIEREE, BRI S, “MILE R IERAM T R M
L R 70 RS R A DA S E BE E RAAT TR SR FEREAE, T S e M ek 22 R X £ R AR AN
HETAATTR ™ SR [41] o BT TTRMT, Rk 225 SRR 2 R S R B ELRR I AR, 9 AR N LA I ) S o
2 T N TR 52 [42], S S2M . AT 2096 ) S 0 2 O S 1 A% 0 PO BR O A7 28 0 AR 17 2 (0 AR
WM, ELAF SR R A, WA R 20 32 UGl (1 4k B [43]. ah, EHER BN EREEE ST E
TR AR W ARAT K A AT B (IR 1 AE [0

il ASCI N LR LR, SRR AR 7 ARS8 B0 FER B, WA ] e R
MR SEAS R, B S RO S 1 [44], N RVBONME AR E AL AR 15 S AL B A2, (5 2
ACPRI Ao BRI, RAA R EE Tl i FE S MRS BRI et R EKRIE, PO T
U E T P R A0S BT PUIBUEYE, Zeoh 1 R BURCE T S R IS B BOHE 8 S 5 AR
SO . HEF UL, ARSCAE AT R

H4: 80 22 SoAE R 1 5 0 9038 W SRAT N I RE M Aol S m R A, B ok 22 E0iiss 1
it DR B T 5 N B A AT O R RO

H5: =8k 22 BAE RO 1 5 0HE B R AT M RS S R A, B ek 22 R T
o i PR B T O B PR AT N IR SR

H6: 3K 22 B AE T H I 1 5 0 338 AT S I SE M ke S R A, B ok 22 RS 1
6 v UV S T S SIEAT R OO

4. WrsREt
4.1. BIRKIR
X ERRREG TR AR 22 Bt AT 70 2 BEN LI B 75 i DAARS & ELARAT b pofs R LI AS
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[FHp ez @ R4y “ kB SR . RE” MbrdE. b, “SkIEERET A 2 & KT 1000
JiIERE, “JBEER” LM 2T 100 F{EH/NT 1000 R ERE, B ER SR T 105
fH/NT 100 AR, “REEER” e BUhT 10 HERE. ASCGRIT 30 RN&EZREHRE
1 B) £ BE AN 48 B A 5 48 S AT & LB (https://www.chanmama.com/industryTrends/flowMarket/), # Bt A
F BB AT /NG St sl 7R T 6 92 4 RN 92 AN BRI, BRI 1T
INe SRS, XTI SIS T S O F AR G H, AR SCHE S R AR AR & GO ERRREAR I L E, IR iR
H N EFEREARP A AR, LM TR 134, Bl ERE 37 4, BEHERE 304, ESSER 12
%, WERFEAE BEE AR — R R b, g R R M o R, A G DA ECHE R R [R]AS 5] 7 >k
PR 2, B BELARRT 38 TR 1 si3) 3 m, HBkd AR, e H. “X—” %nhg
SN 45 SRR RIS (B B . ZE RS S SR T TR, SRR i R AR RO A 2 e, EL i R
BIEXH. Bk, BiE (2024 B BRTE NSRS gt EaE SR H, e ik
W RN N AS . S k. R, BRE TR NS EE, DB G/ AR i 28 ) vT Re A R B9
A

Table 1. Descriptive statistics of the live broadcast samples

* 1 ERRREA ST

AR & FEARRGAK) YR
>1000 /3 13 116
100 /3~1000 /5 37 360
VAR
10 73~100 73 30 201
MNF10 B 12 78

4.2. YIRAESTENE

(1) FHEEIESWER: H5%, ZIRET EM T ML BEh %R B S 800 I KA 30 4040
() AR LR LA o Ay 3l S 1) 0 45 SR P AR IR, AR SOKS A 8B FEL R S A D) s BN )
R 6 438, LR E] 755 AN ELRE SR HIAL D) EdE . R IUARFERE IR R OB SR, B
PRPRIL (TR Ik 98%, % SR e PSR P e ALK I IE S IR A, K S 0 LR R S5
AR R (TG A I 150 I SCAREHE . IR, SUARBIRA KBRFEIR A AN IEffbR . W)
B BUEE R FE M, SRR, ERHOREMR S SORE R R, AT . B,
ASCAEF Linguistic Inquiry and Word Count (LIWC) SCA 234 T2 SRR A & = FR7E FLAFH MREIE S
i) #L % % LIWC2015 Dictionary-Chinese (Simplified) (v1.5). SGRT 2% 158 ] LIWC 8E3T “BE” 1l&E
[9], BAFILEs 80 #fid, AT RMMGETH AN HA R E & X 8] . Horh, SR W
CERTLOCWTT CST SRECEENE; CBRAT . CaTmr . “E SRE AT R 4334 5
MR, BT RIEEEE MR E RS, LIWC THEARE LB SCAR ik, ZHok
A REEAN G 5 e SR SOEEAT R LG, RO B 2RO A, TR R 2R AR AR, DL
MWEFREEIES.

(2) WHRHEZ ST ANERE: BERAEEEET, WhELELgE. 1R, KiE. dBEIT S
. AR R EBIERS G “RHAA T A B an” SR )R BRI e R AR . A
T AE S ANRLEE R I ) ROBE B PPl E IR TR S R E S SR, BRI IR T R A
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ANULA IR R dh s R PRI R A R, DI S 2 5 T ETE bR . BT aERIER
R B o0 Bk e, OB S

() LML RKER: TR LEA TR AN % EZ 517 VK EAR R R WA RN
[10], ASCRI RO ER S XHMEFEE T SN RES EEZHIRAR, I HARESCATH AR AW 6
P TS T R AU B S N S 5T A AUROR[9]. Bk, ASCEIR T ERREEE S AR LB IR
BRI 2 H S 5N, R AR AR, SRR RS T G4 1A R R 2 AU I
L,

(4) FEHIARR: v 7 A RO IR SR BT HERR W RE RO A AN T IRER 3R, AR IR S SCik vh i I
M2 G, AR AL R R R AT 1A ARE BRI IR 2 Fros.

Table 2. Variable measurement description
F2 TEMNEHA

AR AR, BRI AR YL
HACE BEES SL FANRUIY) A A TR U T B TR R T AR
Az & [GPS P SNSRI Ry IS T A LR 1] 75 o 1 B RO B
a7 C SNSRI RIS TR] A LR (] 5 R R O T
KIE S SNSRI A S 18] A by 22 B ) 3
AR kit kg F ERERORY 22 52
EHRE RO WOM LR BT AP S)
LR ACU FASHUIRED) P i TR] P9 LR (] AP # E 26 A\ 3
E iy AOV A3 LR YRR T T S i )
531 G T AR
FEE IA AR R N RS 2 T

5. &R Hh
5.1. fmidtMEgit

BRI ARIEG T T 8 R I 3. T B R WA BN AR B AR M B R ERER, N T
TRUESE R AT SENE, ASCRHAT T z-score Bl 7775008 Bk DK A2 B S ) P A A2 12 BEAT Hn AL DAZE /N Bl B4
ZE5t . ASCRABAYIR I 18 A RS G . BRSO B Rt L2 B R R R A Y
TS RN, 8T AR EE FARE SR S, R T RO A s 4. TR
BRI 2im Kk T, HidBsueit O M4 i R T 1.96, AT BRI BB g, Wl Hl 1~
EPEE S E=pi

5.2. &M

4 B TR BACE ., RS R AR AR (AR S A A R AL ZR MRS W A R SEREUR,
BRI IAZ B2 8] A A R B A /N T 0.6, BANZERITT Z K 7 (VIF)#N T4 B {E 5, &
WA B (W) ANAE A o BEAR S LK% 2 B ARk ) [10], B2 I S il o B HEfg
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Table 3. Results of descriptive statistical analysis of variables

3. BEHAMFRIT OISR

A AL R N R/ME >IN FIME Pk %
HRZE
REES 755 0.76 9.71 3.900 1.404
HE
M 3% 755 0 4750 379.626 663.091
a7 755 3 10735 765.866 998.717
KE 755 0 3589 125.567 284.221
WHRE
ket & 755 17,000 43,456,000 4781352.318 7986613.583
BRI E
g mp 755 4.3 5.0 4.824 0.147
“PIEL 755 89 67356 7334.536 10438.049
EaiX iy 755 16.84 1424.56 374.094 342.945
5 755 0 1 0.248 0.381
BER=E 755 946 2553 1726.273 257.914
R 755 237 2920,000 199815.672 456393.993
Table 4. Correlation analysis and collinearity diagnosis
= 4. XML MEISE
VIF SL F WOM AUC AOV G IA
SL 1.018 1
F 2.204 -0.104™ 1
WOM  1.072 0.043 —0.210™" 1
ACU 2121 —0.067 0.208™ -0.214™ 1
AOV  1.094 0.056 -0.188™ 0.088" -0.135™ 1
G 1.051 0.045 0.165™" -0.082" 0.077 -0.075" 1
IA 1.138 —0.036 0.125™" 0.068 —0.063 —0.228"™ 0.125™" 1
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Table 5. The negative second-order regression result of the impact of the host’s sensory language on consumers’ purchasing

behavior
F 5 FBREEEMNEBREMNIIT AN A REEALER

A H AR M1 M2
BRE
SL —0.086" (—2.122) —0.261""" (-5.843)
WHRE
F —0.064 (—1.149) ~1.153"" (-9.635)
ZHI
SLxF 1.089™"" (10.555)
BHZE
WOM 0.035 (0.913) 0.058 (1.533)
ACU 0.757"*" (7.388) 0.979""" (9.647)
AOV —0.513"*" (~13.146) —0.493"" (~12.604)
G —0.222™* (-5.908) —0.245™" (-6.512)
IA -0.111™ (-2.826) —0.066 (—1.694)
HHR 5.604""" (153.457) 5.556™" (152.222)
R A R
—2"Log-likelihood 9963.108 9904.087
McFadden R? 0.048 0.055
2 501.633™ 576.074™"
AIC 9983.108 9924.087
BIC —2617.402 —2699.058
N 755 755

Vi BASEE = 3 "p<0.05, “p<0.0l, ~p<0.001 §E S BN 2 .
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Figure 2. The moderating effect of the number of fans of a host on the host’s sensory language and the purchasing behavior

of consumers
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Table 6. The negative second-order regression result of the impact of the host’s sensory language on consumers’ reviewing

behavior
F 6. FBREEEMNEBHTIT AN A REALER

AR M3 M4
BRE
SL —0.096" (—2.543) -0.101" (-2.254)
WRE
F —0.446"" (-8.079) —0.467"" (-3.900)
T HB
SLxF 0.021 (0.199)
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Table 7. The negative second-order regression result of the impact of the host’s sensory language on consumers’ following

behavior
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