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Abstract

Star live streaming e-commerce has become a common phenomenon in the development of live e-
commerce, and the characteristics of star anchors in the process of live streaming e-commerce have
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an impact on the purchase intention of college students. This paper constructs a model of the influ-
ence of characteristics of star anchors on college students’ purchase intention, and divides star
characteristics into four categories: popularity, professionalism, interactivity, and credibility. It col-
lects data through questionnaires (N = 123), and analyzes them with SPSS software to verify the
model. The results of the study show that the interactivity and credibility of stars have a significant
positive effect on college students’ purchase intention, in which the effect of credibility is more sig-
nificant. This means that the more a star can make college students feel trusted, the more it can stimu-
late their positive purchase intention.
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Figure 1. Impact mechanism model of star anchors’ characteristics on
college students’ purchase intention
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Table 2. Operational definitions of research variables
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Table 4. Descriptive statistical analysis of valid samples
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