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Abstract

With the increasing popularity of live shopping models, consumers can save time and cost while
obtaining cost-effective products. However, due to the lack of direct access to physical goods, con-
sumers’ perception of products mainly relies on the recommendations, professional explanations
and personal reputation of e-commerce anchors. It can be seen that the personal characteristics of
opinion leaders directly affect consumers’ willingness to buy to a certain extent. Based on this, this
study takes Taobao Live as the research object to explore the internal mechanism of opinion leader
characteristics on consumers’ purchase intention, systematically analyzes the main reasons for the
influence of opinion leaders on consumers’ purchase intention, and puts forward relevant sugges-
tions for live broadcast platforms and opinion leaders, in order to bring better development of e-
commerce platforms.
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Figure 1. Research theoretical models

1. FRIB IR

3.2. IR
EEFERSEER TS ENERFAST, BN iGN RIS, &35 5HY

DOI: 10.12677/ecl.2026.154458 816 1T 5508


https://doi.org/10.12677/ecl.2026.154458

R, HE

KR BT, AWFFCHR I LT R

EBE 1. FE R SRR AR A PR R AR O R, T S T S i ) e B AR

B 2. HUR R RN RO RS DU, OB S S A

BBe 3. R BRI AR LB S O T A 2l T S i 1) R el i 5

R 4. HLR LR AR R RO DL T, OB e 1R AT

ik 5. AR LRI A RE J TR AT DU T, 1 2 WA S il B R A i 5

5L 6. HLF LRI RE R IO, mUBRTE P (5 AT

BB 7. T E SR, SRR B .

NV RE FEL PR B SR, ASIT FUOREIR N B AT 5 L AT R 12 5 1 9% AR S TRV FR) AL FE SRIBG, AT g SR s
SE PR RLR S SRR

4. B EN LR ER WA R
4.1. [)EET

EARMF, KT HBEERTERRESYE . ST AU EY: MAEE = AR
P, HREEEULIELER . BRI T

4.1.1. EXER

Ty EEA T UCEM R, R, HEEE SRS AN DGR E, X ERAT BT IR R A L
¥ HLREBETHIIE FE A HERF P
4.1.2. =AM

AR FAET BRI . Tk K HEh SR R, B AT R IR Dy 3 AT ) S & 1k
P I 2 1 Frs .

Table 1. Opinion leader characteristic scale question design
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Table 2. Consumer trust mediation scale question design
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Table 3. The design of the scale of consumer purchase intention
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Table 4. Data descriptive statistics
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Table 5. Mean, standard deviation and correlation coefficient between variables
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Table 7. KMO and Bartley spheroidism test
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Figure 2. Structural equation model
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Table 8. Degree of structural fit
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