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Abstract

Against the backdrop of the rapid development of the digital economy, live-stream e-commerce as
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a new business model, has become an important force driving consumption upgrading. This study
takes Xiangcheng District, Xiangyang City, Hubei Province as a case study, focusing on the influenc-
ing factors of live-stream e-commerce users’ continuous purchase intention. Using a questionnaire
survey method, the study systematically analyzes the mechanisms through which key variables
such as consumption level, live-stream content, and anchor characteristics affect user behavior. The
findings reveal certain limitations in users’ consumption capacity, content appeal, and anchor pro-
fessionalism in the region, which hinder the formation of continuous purchase intention. In re-
sponse to these issues, this paper proposes strategies such as optimizing pricing strategies, improv-
ing content quality, strengthening anchor training, and enhancing platform experience, aiming to
provide practical references for the sustainable development of live-stream e-commerce in third-
tier cities and to promote the optimization and upgrading of the regional live-stream e-commerce
ecosystem.
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Figure 1. Average monthly expenditure on online shopping

1. B AR TMEMYIEF19iE RS HAMUE BRI

V2 BRI B3 B R B B B ARIRAAE . 5 A WLE BRI 1-3 IR o B ey
N 34.08%, FLUGRMWEKECH 4-6 I P EE 22.1%, B 400 F P 8 H R BB TGP 1 3L
AN 6 . ML N, WA RECH 10 KA ERESH LS 17.23%. FE5a R s kD,
RN DB AORE R AT DU 22 A A R X B S 0, SRR Y B E 0 LU B
SERIAATTR AT S ACSON FIBR AT o

1R E MARWE
17.23%

1-33%
34.08%

7-9R
24.72%

4-6)%
22.10%

Figure 2. Average monthly frequency of watching live-stream shopping
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Figure 3. The influence of consumption habits on purchase decisions in live-streaming
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Figure 4. Evaluation of live-stream content quality
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Figure 5. If the richness and diversity of live-stream content attracts you to continue watching and purchasing

5. EENENEEMMNS IR TR CHENE H 0T

V2 ELAR A BAETE B LU RO BL, b AP B SR Z R PR AT SR, R SRR S R T B
Ao [, ARTBE—-SELEREAFAMP L TR &FERRRIERRZ, 2 MR5 M7
FplEEE 1 10%, ZXFIEEGI A REPR & FEH P RER KD 25 BHEINRERC, R4
M LS . WKHIRE , WA AT R ik P 6 B RBIEAR 55, FRIREIAR, &+
LA PR SR BT R A R AR AR E AR

4.3. FBBE NSNS

4.3.1. TR HLRE
2 BH T 22 30 X B FR R T B R, ERES P T SE SR A RS S AR B B RBR . 1 6 K,

DOI: 10.12677/ecl.2026.156707 893 HLF R 5 TR


https://doi.org/10.12677/ecl.2026.156707

INAF AN NI S LR “5omi” R P B 29.96%,  “AEH M KIS 25.47%, PiE A
55.43%, Wi, X —%dE 580 #5566 T E B B A MR 5] 7752w F P Oy 56 i iF 9T 4518 — 3.
MAHFEFREE “—&” B P G E27.72%, “AKEm” M “ZaAN0m 7 155 5 10.11%H 6.74%.
XA SR S W 3 R AE SR X P e B R B AR, WISk RAE, ot R 2 B
AT ERREA — e /g, A @ EEA T R0 ) P Lu g2 G BRIV, (B AA AR AR 24 e A i) o5
TR TR FE

TETW ___
3'5%"%2"[6] 74% Z:Xifu[a]

25.47% 10.11%

27.72%

=210

29.96%

Figure 6. The influence of anchor’s personal charm on purchase decisions
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Figure 7. The influence of anchor’s professional competence on purchase decisions
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