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Abstract

With the rapid development of the Internet, sales methods have become diverse, and major web-
casting platforms have begun to be applied to conduct sales, and live e-commerce has emerged. In
this paper, we use the S-0-R model (stimulus-organism-response model) to analyze the influence
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of opinion leaders on consumer purchase behavior in the live e-commerce context with the cha-
racteristics of opinion leaders and the characteristics of the recommendation information of opi-
nion leaders as independent variables and the perceived value of consumers as mediating va-
riables. The results show that the characteristics of opinion leaders (professionalism, popularity
and interactivity) and the characteristics of recommendation messages of opinion leaders (form of
recommendation messages, consistency of recommendation messages of different opinion leaders
and timeliness of recommendation messages of opinion leaders) in the live e-commerce context
have significant positive effects on consumers’ purchase behavior, while perceived value plays a
mediating role and is verified to be fully mediated.
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Figure 1. Theoretical model Figure
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1) fEMEM A, DLt 16 114 MREFEARY, LA 84 N, I 73.68%. DL L4
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5) FEMCN T T, AN RSB AR INAFAE « XA X R 2 HONFAEH 5, 5000 76 LA T N EE
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32. REXE

1) TS B LS
e 1 a5, LR Cronbach’s Alpha {54 0.968, =T 0.9, FRHZHF A EHE BG B &K
BFE.

Table 1. Professionalism reliability test results

# 1 Bl EERIEER

B BEIEWUS T AR (CITC) BRI o 22 Cronbach o &%k
fibu /it B A&k e 0.913 0.960
At A I BB R 7 il U A AR 0.912 0.960
b/ AR 7 it AT AT A 2 0.880 0.965 0.968
fib /52 55 M f N 5 0.945 0.955
b A 7 i SR — E AU 0.900 0.962

Fr#EAk. Cronbach o Z%1: 0.969.

2) FN%4 PRI
H# 2 a5, 28504 R Cronbach’s Alpha {54 0.935, =T 0.9, RHZHF A EWE BE® &K
(1

Table 2. Results of reliability test for popularity
=2 MEERBRER

SR KIETUS AR EE(CITC) SR K o B3 Cronbach o %3
il B — 5 RIS 1) 0.880 0.923
e & B — RO E b, 0.935
A 0912 0.934

k4L Cronbach o & %: 0.936.
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3) HIANME(EEAK
i 3 A, A5 H 3% Cronbach’s Alpha f& 4 0.965, &1 0.9, F W7 E0E A B a5 .

Table 3. Results of interactivity reliability test
= 3. HatEERINER

R BIETUR AR 4 (CITC) BRI o R 5L Cronbach o &%

i 8 AT 1 o R At B

HAE B R 1 R 0.924 0.950
i/l 2 28 3 3 o A R R L A BB

BB S B 0.902 0.957 o
I BB B # 2 R A 0.903 0,956 '
I R 5 Ho A IR % .3 ' '
4 RE R S S 48 0.922 0.951
24114

Fr#E4k Cronbach a Z%L: 0.965.

4) HEFEF TR S E AL
e 4 w50, A EHEFE M Cronbach’s Alpha 54 0.961, =T 0.9, F£HZWF 7 ¥dE B A K
e A

Table 4. Recommended product form reliability test results
F 4. HEFGEANGEEREER

2R BIETUS A ME(CITC)  EMIBRE o 2% Cronbach o 231
e (1S BAEVER . MEU 7 U8 0.930 0.942
A (S BATERE. A E AU 0.904 0.950
f b AR %Eﬁi;}tﬂ%\ SIS AT 0.846 0.966 0.961

i/ Bﬁ?ﬁﬁ%;f%ﬁiiigﬁff% LIRSS 0.941 0,939

Fr#E4k Cronbach « Z%L: 0.962,

5) I T AT 27 ) — B 3 R B
W 5 AT A8 ORI L R 0 ECHE R Cronbachs Alpha i) 0,982, #F 09, 2
R AT R 0 (5

Table 5. Results of consistency reliability tests for products recommended by different opinion leaders

5. TRBERIHHEE RN —HMEEERRER

B KIEBUS A SCEE(CITC)  CMRT o B3 Cronbach o &%}
TEWSEF= 2 1, e R Z A Bk E 0.874 0.924
2 A B R T I N, 32 5 A 0.932
(RIS %7 0874 0.932

Fr#EAk. Cronbach o £&%1: 0.933.
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6) = LA AT (S B I RS A IS
MAE 6 AR AR AT (S 2K R Y Cronbach’s Alpha 18 0.964, =T 0.9, FBiZHF
FEE BA RS IME .

Table 6. Results of consistency reliability tests for products recommended by different opinion leaders

7 6. BN GHEEE BN EEREER

B KIESUR A SCEE(CITC)  CMRT o B3 Cronbach o &%}
s A S APV A A B AT
R IR 0.947 0.941
b/t R HE RS S AR AR SR 0.859 0.967 0064
/b 4 245 JEL B8 % B B 0.933 0.945 '
At P RS S A 7 E AT 0 i 0.908 0.953

W, RERS 51U

Fr#EAk Cronbach « Z%L: 0.964.

7) BRI R R P A g
MR 7 R AR AR HESE (5 B R P ) Cronbach’s Alpha {E 4 0.964, = 0.9, KB
AR LA B IS

Table 7. Perceived value measure question reliability test results
F= 7. BRANMENEFDEERIER

B FIETUR THAH IR (CITC) BRI o 3L Cronbach o %%
o b HE L R RS 0 BT 0.948 0.950
il B 7 1 R P 0.916 0.959
FRAN A S 75 T AT 2 1 7 e P 0.968
e 0.895 0.965
/e 7 A B TR AR AR A SN AT 0.928 0.956

Fr#E4k Cronbach « Z%L: 0.964.,
8) M Bl W SEAT A R A FEE A U6

M 8 TR A AN [F] LA FE 7 S K — 2 Cronbach’s Alpha {54 0.972, &+ 0.9, £
M TR B B S B

Table 8. Perceived value measure question reliability test results
7 8. HBEMEITHNEBTEERIER

2 KIETUS A IE(CITC) SMMERK o B3 Cronbach o &%k
Ao/ P B R R A T SR A ) T SE AR 0.966 0.978
S N 0.972
At/ ) AR AL IRAS B B 3 AR S 0.966 0.978

7 B AR BRI S 2 Y

Fr#E4k Cronbach a Z%: 0.972,

Z
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2 LA RAT R A 1T, FASEx— LR W 2% BRI A N AT N B 2 B 3EAT 1 DR AN &
XTI e IR RS H AT R SRR E I WA — BT T 0. IR A8 IR et A
(I B AT, A S INAT S T R, MR A SO P ST R

2) RIRUE

SRR B TN TR IR LR 720, ARSCRA KMO {E AT Bartlett BRI 5577 1% . KMO 4t
THEAE 0~1 2 (8], KMO Zit&/hT 0.5, FRBF o R AH, KMO il 0.7 Bl S &t 17
To3HT, T KMO (BRI T 1, WAIARRZ [ RAEERINH N, B o ius TR masR. B2 s
IR TAHEASL R TS, AN RESE B A R 7, [ BRI 0 5 i (AN RERIZ T - Bartlett BRI G062 %
X AR DCHEAT R 6, BE S AR S K 15 D AL R A R I, AT 3 AT 8 AR B 2 Tl R AT . 2 Sig.
< 0.05 (R p f6<0.05)iF, wILAEZE R B, W] e 2 H BA MR, & BT fbniE. A
SO AR BRI S AR R S R BEAT RS, M RE A RN T R PR

Table 9. Validity test results
0. WERWER

KMO B 1 & % 0.890

CELRF IR BT FE A 56 AR TT 4599.845
H 378

2N 0.000

i1 9 SPSS i 4 R Eon, ER LN KMO {H4 0.890, T 1, BRI T o MRCRIREF . £
A AR Bartlett BREAS I, W MEKSE = 0.000 < 0.05, Ui BIAHCREAZ BAIRE, T 2 K120 4T 1)
FAF, BA RIFRIRUEKT

3.4. ZLEYASHT

XTGBT, A BI E L ASUARRAE . R LA HE TR (S SARAE . AN I P S AT
NIXJUANE A B B 4 BIBCF M, 2516 SPSS Bt b ER 5 B 34T L R 404, 153
58N s

1) EAEBIMERRER T, BARRE . 5 0 HE 25 S ARE 5 7 9% 5 W AT NI 9% &

B7 10 AP, FEEA BAINEME AP BEREN T, RIWSHRE . & WS BARHE S T
PeF W SAT NIRRT LR ME TR y =0.773x, +0.221x, +2.374 Fork, v i WLAT A AR 00 125 D0 A5 Al
A5 BARHIE M S E VESS 9 0, /T 0.05, 156 B 35 35 fie . 35 PR 52 i 9% 3 I SKAT . S5 4, DW {E )y 1.855,
kT 2, UL A R R A B . VIFAEA 1.023, UiHAAR & 2 (A A EE L2k

2) BAME S R AR AE 5 L AT 2 R ARRAE (26 &

H7e 11 AN, BRAIM S R AT AR A R UL AT A 9 A R R AE 0 2% R AT R O R
y = 0.042x, +0.226x, +1.208 37K, F o WAl 4R FIE R S DL AT A HE (5 SRR R 250 B35 14 35 /T 0.05,
W 3 Y R S R T 2 T AT A

3) ARAMMEMIEGL T, BIRIE, & AR (5 BARE 5 7 203 T AT IR &

B35 12 WA, (EA B EAE AR AR B ST, I 38 W AT N B DU AR AIE 7 L A A 4
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i BAFIE . BRANIME R R AT MG FE:  y =0.0761x, +0.286x, +0.29m +2.724 F7x, Horha WAT 4
R E AN AT A 1 R AE R B B 38 M3 KT 0.05, AN, T8 2 35 M4 0.005, /T 0.05,
RERE .

Table 10. No mediating variables, relationship between independent and dependent variables
F10. TPNTE, HEESHATENXR

e KA R B PRAEL R B LR
B FRAfEiRE Beta t BEM B VIF
i 2.374 1.009 2.353 0.025
I UHRAE 0.773 0.372 0.340 2.075 0.000 0.978 1.023
HEFAS BRI 0.221 0.428 0.085 0.515 0.000 0.978 1.023

a AR WFEATH

Table 11. The relationship between intermediate variables and independent variables
F 1. PNEESETENXR

- RbRHEL R EL (ARG LR
B Pt iR 22 Beta t 2EN K VIF
o 1.208 0.985 1.226 0.229
AR AIE 0.042 0.364 0.020 1.157 0.019 0.978 1.023
HEFRAS BRI 0.226 0.418 0.095 1.540 0.000 0.978 1.023

a AR E: WFATH

Table 12. With mediating variables, the relationship between the independent and dependent variables

F 12 BHNELE, BXESHATENXR

g AKbriE i R PrAEL R AL LR
B FRAfE iR ZE Beta t BEM BE VIF
i 2.724 1.005 2.710 0.011
I UHRAE 0.761 0.363 0.335 2.050 0.440 0.977 1.023
HEFAS ERHE 0.286 0.419 0.110 0.683 0.499 0.969 1.023
BANE 0.290 0.174 0.265 2.667 0.005 0.991 1.023

a AR WIEATH

EREFIAR, BAMERANUNEE, HANSEEHIT.
MR UL LA, AHT T R A R B0 T

Table 13. Hypothesis testing results
F 13, BRI ER

B R A & BHIESE R
Hla LA PR AR T R AU ) A TS i B R B AL
H1b LA LR IV 58S TR AL A ) R 4 B8 LE R IR I 2R R I AN B AL
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Continued
Hic L H TR AR A5 T A DL A P 3 T e Y 2R R AN B AL
H2a ELAR R BT T R SRR 7 i (0 T S IE SR 2 1R iR AN A 1. AL
H2b FELAR LR 7 58 AN [ i L U 0 7 — Bk IR 2 2 3 I AT
H2c LA PR PE R S e AL AU 7 o 1 I A TE R R Y Bl 2 BRI B AT
H3 BRI BT IR B RS B I AT JAL
H4 B R BT IR 0 O B R LA ATV 2 AT A R A E A P

4. &g

41. FEMRRER

AL VAR - HLAAR - [BL(S-O-R)EI LAY A LA, DAL F RS 13 15 N 1O 238 T SEAT R i AR &2,
ISR, B 13 WIE, A RAIEGL, KL, SRR AR

1) TR PRI 1 2 DL ATUAH PR R 51 9 3 ) SEAT N JE 3 1A IE TR RS

SEUE 3 AT AR T8 LA R A | g4 BE L B YRS B T AT I SR BREE £33 0.919. 0.899.
0.919 F1 0.919, p {E#MIK T 0.05, i B WA LA_E = ANRF SO0 238 47 v B IETHVE R . 1
T P RN ) 527 30 AT R P ) IR TR I, 3 D0 ARl P P . e 4 0 L Bl Mk 5 i o 3 B
WA 2 (8] B 437 0.829. 0.765 1 0.865, p {EARMIKT 0.05, AN A 55 9% 3 I AT 2 [H]
PR KK R

2) BELFFHEIEE T S WA ES BARRAE R 9% #0 SEAT A 22 1 AE ] §2

EAR IO 25 T rT k0, LA HETE(S BT, A LA HE (S B0 — B R = AT HERE (S 21
IR 508 B 2 W SEAT N R AR e 1t 2 8023 71 )9 0.875. 0.883 A110.888, X M) p B4/ T 0.05, & WA
MHEREAS S IR = IURRIE ) 3 IR 1) s e v 2 W SEAT . [ER, W S R EVE TP AR &,
52 AR 5 RARFAE R IE A s, S LSRR A5 SRR 2 SR L A 5 B R — S A s
STUAHAE SR A JE. BRI R 5 9 2o ) SEAT A BAH S 43 J0ll )y 0657 0.894 11 0.783, XN p {34/ 0.05,
RSB 5 2 M SEAT RO S PE R BN 0.921, SUHE— BRI B W SLAT N B B35 1E [ 5.

4.2. i

1) WLRIER, 375 Rtk

FEEARRRE A, AERMMAES T, H A S MREARIREEN, 357 A S SR
A, RBEZWRIEFER, RN LRSS . ME% A R 4 28 ELRR Pl ok TR
TP FENLE, Kk, DA DR B B, R BRI E N T, R = 7 i R R

2) WIHf HARAER, BRI A

MU LR 2 FTLA BRSO I ERUE B BN R. o, BT
fth, AT FRR P i BT A H QR R TS . Xl 5 2R AR A B B I TR 2 AT
DBAAE TR R, —RERNZS S, AEKBIETRNSS, A A CRGEE. XH=E
HL R LR > )R R T b T R B L, DA s T TR b 3R B kA e, AT HY B 27
L2 G A J

3) filr e, RmEANT I

B DA ARG, RS EF, HHROERRIML, SR MK WA
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