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Abstract

With the evolution of live-streaming e-commerce into a deep operational stage centered on brand
self-streaming, the entry of corporate CEOs into live-streaming rooms has become a strategic com-
munication practice. This study aims to move beyond the focus on short-term sales conversion, delv-
ing deeply into the impact mechanism of CEO streamer traits on a key indicator for building long-term
customer relationships—customer engagement. By integrating marketing communication theory,
emotions as social information (EASI) theory, and customer engagement theory, a moderated dual-
mediation model is constructed. Through a questionnaire survey of 442 consumers with real experi-
ence watching CEO live streams, the study finds that the attractiveness, expertise, and trustworthi-
ness traits of CEO streamers all significantly and positively promote customer engagement. Emo-
tional contagion and perceived information quality play parallel mediating roles in the aforemen-
tioned relationship, representing the affective reaction and cognitive inference pathways, respec-
tively. Consumers’ need for cognition is a crucial moderating variable, systematically determining
the relative weight of the dual pathways. The research conclusions provide theoretical basis and
practical guidance for brands to implement precise CEO live-streaming communication strategies
based on audience cognitive characteristics.
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Figure 1. Model hypothesis diagram
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