E-Commerce Letters F3-T Rj25i¥iL, 2025, 14(10), 1325-1331 Hans X0
Published Online October 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14103274

B EEEHIER I HEE M RRR
SRR

otk
P ERML RS N SCHBR B, L5 R

Weks H i 20254F9 HsH; A HBE: 20254F9H19H; KA HB: 20254F10H17H

R

MEE LBMEARN CERRE, AREREHENMFNIEHERR, IERE S H R E a8
AT RFLTRE . AL EERAR I EFE HRANE RE WL RRRN. 5%, WHRERE
BRE FRERBIRETHR; HR, SERERTRERE L. SREXYHER; RE, &
REW A EHFEHEPRREREWLISRNRRER, AF~RER. ZHER. E4ER. F65
BRIFURMETE OE; &5, RHERFTNEEREH DIEE WL ISR R EE TR,
BIATEETT %, AR ERRE 8 RSB R BB SR A SRS B

XK ia

HEEREH, HREWLSR, EHEE, GESHR

Research on the Impact of E-Commerce
Live Streaming Marketing Model on
Consumers’ Purchase Decisions

Jiagian Xu

School of Humanities and Social Sciences, Nanjing Forestry University, Nanjing Jiangsu

Received: September 5, 2025; accepted: September 19, 2025; published: October 17, 2025

Abstract

With the rapid development of Internet technology, e-commerce live marketing, as an emerging mar-
keting model, is gradually changing consumers’ shopping habits and purchase decision-making pro-
cess. The purpose of this paper is to explore the impact of e-commerce live streaming marketing model
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on consumers’ purchase decisions. Firstly, the definition, characteristics and development status of
e-commerce live streaming marketing are summarized. Secondly, the definition, process and influenc-
ing factors of consumers’ purchase decisions were analyzed. Then, the key factors influencing consum-
ers’ purchase decisions in e-commerce live streaming marketing are discussed, including product fac-
tors, anchor factors, marketing strategies, platform and technical support, and consumer psychology.
Finally, a strategy to improve consumers’ purchase decisions in online live streaming marketing is
proposed. Through literature research, case analysis and other methods, this paper provides theoret-
ical support and strategic suggestions for the practice of e-commerce live broadcast marketing.
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