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Abstract	
The	 topic	of	 this	paper	 is	How	does	 the	 live	streaming	 features	of	E‐commerce	affect	
consumers.	 The	 paper	 mainly	 explores	 the	 influence	 of	 various	 elements	 of	 live	
broadcast	 on	 consumers.	 The	 author	 also	 conducts	 a	 questionnaire	 survey.	 The	
influencing	factors	are	as	follows:	communication	mode,	form	of	presentation,	anchors,	
the	studio,	users’	interaction,	and	anchors	or	brands’	influences.	In	order	to	realize	the	
commercial	value	of	E‐commerce	platforms,	more	studies	on	 live‐streaming	elements	
are	needed.	
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1. Preface	

At	present,	 the	 live	broadcast	 industry	 is	a	new	 industry,	and	 there	 is	a	 lack	of	 research	on	
consumer	 behavior	 under	 the	 situation	 of	 E‐commerce	 live	 broadcast.	 In	 order	 to	 better	
promote	 E‐commerce	 platform	 enterprises	 to	 use	 marketing	 strategies	 and	 realize	 the	
commercial	 value	 of	 the	 platform,	 it	 is	 essential	 to	 understand	 the	 characteristics	 of	 live	
broadcast.	There	are	many	factors	that	influence	whether	a	live	broadcast	product	is	bought	or	
not.	 In	recent	years,	major	enterprises	are	constantly	 talking	about	 it	 in	order	to	seek	more	
consumers'	 purchasing	 tendency.	 Specifically,	 how	 do	 these	 seemingly	 small	 but	 powerful	
features	affect	consumers	themselves?	If	we	link	live	broadcasting	with	behavioral	economics,	
and	give	full	play	to	the	charm	of	the	characteristics	of	live	broadcasting,	it	is	equivalent	to	the	
"coincidence"	between	city	broadcasters	and	consumers.		

2. About	E‐commerce	Live	Streaming	and	its	Elements	

2.1. The	Development	of	E‐commerce	Live	Streaming	
The	development	of	E‐commerce	live	broadcast	is	a	new	industry.	At	present,	live	broadcast	
platforms	can	be	divided	 into	 three	 categories:	 show	 live	broadcast,	pan‐entertainment	 live	
broadcast	and	vertical	platform	[1].	E‐commerce+live	broadcast	is	a	new	type	of	vertical	live	
broadcast	mode	at	present,	which	is	considered	by	the	industry	as	the	next	E‐commerce	outlet	
[2].	 E‐commerce	 live	 broadcast	 is	 invaluable.	 Some	 people	 think	 that	 E‐commerce	 live	
broadcast	provides	users	with	more	comprehensive	information	on	E‐commerce	products	and	
services	by	means	of	live	broadcast	system	[3].	Compared	with	the	traditional	one‐way	product	
presentation	of	pictures	and	micro‐videos,	E‐commerce	live	broadcast	provides	users	with	a	
more	 intuitive	 and	 interactive	 service	 experience	 by	 using	 real‐time	 streaming	 media	
technology	[4].	More	and	more	enterprises	have	decided	to	develop	the	E‐commerce	industry,	
and	many	successful	cases	have	been	brought	out.	For	example,	 the	 typical	practice	of	 "live	
broadcast+E‐commerce"	in	China	is	the	cross‐border	cooperation	with	DouYu	during	the	618‐
promotion	period	in	JD.COM	in	2018.	The	live	broadcast	marketing	helped	the	sales	volume	of	
JD.COM	fresh	self‐operated	products	to	increase	several	times	compared	with	the	same	period	
of	last	year	[5].	Therefore,	it	is	not	difficult	to	see	the	rapid	development	of	E‐commerce	live	
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broadcast,	which	is	in	line	with	the	characteristics	of	seeking	new	shopping	methods	in	today's	
era.	 Characteristics	 of	 E‐commerce	 live	 broadcast:	 Several	 elements	 of	 E‐commerce	 live	
broadcast	include	anchor/goods/live	broadcast	room.	Consumers	can	watch	the	live	broadcast	
directly	in	front	of	the	screen	and	watch	the	anchor	introduce	various	products.	This	is	a	way	
of	 two‐way	 communication.	 In	 the	 traditional	 selling	 industry,	 consumers	 usually	 choose	
products.	But	now,	through	the	live	broadcast	room,	users	can	choose	live	broadcasts	according	
to	 their	 own	 interests	 and	 hobbies,	 and	 anchors	 can	 interact	 with	 consumers,	 introduce	
different	types	of	products,	and	promote	consumers'	purchasing	tendency.		

2.2. Features	of	E‐commerce	Live	Streaming	
2.2.1. Communication	Mode	
Several	 elements	 of	 E‐commerce	 live	 broadcast	 include	 anchor/goods/live	 broadcast	 room.	
Consumers	can	watch	the	live	broadcast	directly	in	front	of	the	screen	and	watch	the	anchor	
introduce	various	products.	This	is	a	way	of	two‐way	communication.	In	the	traditional	selling	
industry,	consumers	usually	choose	products.	But	now,	through	the	live	broadcast	room,	users	
can	 choose	 live	 broadcasts	 according	 to	 their	 own	 interests	 and	 hobbies,	 and	 anchors	 can	
interact	 with	 consumers,	 introduce	 different	 types	 of	 products,	 and	 promote	 consumers'	
purchasing	tendency.		
Table	1	shows	the	user's	views	on	communicating	with	the	anchor.	According	to	table	1,	we	can	
easily	know	that	only	a	small	number	of	people	do	not	like	talking	with	the	anchor	in	the	room.		
Question	1:	Suppose	you	are	visiting	an	E‐commerce	live	room,	would	you	like	to	communicate	
directly	with	the	anchor?		

Table	1.	Willingness	to	communicate	with	anchors	
Consumer	attitude Subtotal(number	of	people) proportion
Like	very	much	 34 20.48%

Just	so	so	 95 57.23%
Not	really	like	 37 22.29%

The	number	of	valid	fill	in	this	question:	166

2.2.2. Form	of	Presentation	
In	addition,	because	the	anchor	will	use	the	product	on	site	when	introducing	it,	it	will	be	more	
attractive	to	consumers,	because	it	can	feel	the	practicality	of	the	product	more	intuitively.	In	
the	presentation	Table,	the	visual	presentation	effect	of	E‐commerce	live	broadcast	 is	three‐
dimensional	and	vivid,	which	restores	the	true	appearance	of	products	to	the	greatest	extent.	
Compared	with	the	graphic	Table,	it	is	more	infectious	and	can	improve	the	user	experience	[6].		
Table	 2	 shows	 the	 survey	 of	 consumers'	 attitudes	 towards	 visual	 presentation	 products.	
According	to	table	2,	most	of	people	wish	anchors	to	use	products	in	the	room.		
Question	2:	Do	you	like	anchors	using	products	in	live	broadcast	rooms?		

Table	2.	Willingness	to	let	anchors	use	products	in	rooms	
Consumer	attitude Subtotal(number	of	people) proportion

I	feel	good	 103 62.05%
Just	so	so	 46 27.71%
Bad	idea	 17 10.24%

The	number	of	valid	fill	in	this	question:	166

2.2.3. The	Anchor	(Host)	
As	 the	 role	 of	 introducing	 products,	 the	 anchor	 himself	 will	 also	 have	 a	 great	 impact	 on	
consumers.	If	the	anchor	is	well‐known,	for	example,	a	famous	beauty	blogger	or	TV	host,	they	
will	have	a	certain	scale	of	initial	fans,	and	when	fans	see	their	idol	being	broadcast	live,	they	
will	have	a	better	chance	to	join	the	live	room.	This	is	called	fan	economy.	Of	course,	this	also	
requires	 the	anchor	 itself	 to	have	certain	credibility	 [7].	 In	addition,	 if	 the	popularity	of	 the	
anchor	 itself	 is	not	high,	 it	 also	needs	 some	"hard	core"	ability	 to	ensure	 the	 success	of	 the	
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delivery.	Such	as	persuasive	eloquence	or	clear	enough	pronunciation.	Therefore,	the	charm	of	
the	anchor	will	attract	enough	consumers	even	if	there	is	no	huge	fan	scale.		
Table	3	shows	the	user's	attention	to	the	popularity	of	the	anchor/Table	4	shows	the	user's	
attention	to	the	eloquence	of	the	anchor/Table	5	shows	the	user's	attention	to	the	exterior	of	
the	anchor.	The	table	3,	table	4,	and	table	5	show	that	in	fact,	most	of	people	take	more	care	
about	anchors’	popularity,	eloquence,	and	appearance.		
Question	3:	Do	you	care	about	the	popularity	of	the	anchor?		
	

Table	3.	Degree	of	care	about	popularity	of	anchors	
Consumer	attitude	 Subtotal (number	of	people) proportion

Care	a	lot	 64 38.55%
General	care	 56 33.73%
No	care	 46 27.71%

The	number	of	valid	fill	in	this	question:	166
 

Question	4:	Do	you	care	about	the	eloquence	of	the	anchor?		
Table	4.	Degree	of	care	about	eloquence	of	anchors	

Consumer	attitude	 Subtotal (number	of	people) proportion
Care	a	lot	 87 52.41%

General	care	 63 37.95%
No	care	 16 9.64%

The	number	of	valid	fill	in	this	question:	166
 

Question	5:	Do	you	care	about	the	appearance	of	the	anchor?	
Table	5.	Degree	of	care	about	appearance	of	anchors	

Consumer	attitude	 Subtotal (number	of	people) proportion
Care	a	lot	 65 39.16%

General	care	 84 50.60%
No	care	 17 10.24%

The	number	of	valid	fill	in	this	question:	166

2.2.4. The	Studio	
The	layout	of	the	live	broadcast	room	itself	will	also	partially	affect	consumers.	For	example,	
the	live	room	can	be	a	bright	and	warm	environment,	which	is	fresh	and	artistic.	At	the	same	
time,	it	can	also	be	a	trend	style	full	of	scientific	and	technological	elements	and	full	of	new	and	
new	youth.	However,	if	you	want	to	elaborate,	the	layout	of	the	live	broadcast	room	can	also	
complement	the	product	 itself.	 If	the	anchor	recommends	a	headset	or	keyboard,	users	may	
prefer	the	latter	live	room	environment.	If	a	recommended	home	decoration	is	retro,	a	classical	
layout	environment	will	be	more	suitable	for	the	product	itself.	If	the	live	broadcast	room	is	
effectively	arranged,	the	details	reveal	constant	attraction,	which	will	attract	more	consumers	
before	you	know	it.		
Table	6	shows	users'	attitudes	towards	the	layout	of	the	live	broadcast	room.	According	to	table	
6,	most	of	people	prefer	the	room	that	can	echo	the	recommended	products.		
Question	6:	Do	you	care	whether	the	layout	of	the	live	broadcast	room	can	echo	the	product	
itself?	(Can	bring	people	a	better	sense	of	substitution)	
	

Table	6.	Degree	of	care	about	whether	the	room	layout	can	echo	the	product	itself	
Consumer	attitude	 Subtotal (number	of	people) proportion

Care	a	lot	 96 57.83%
General	care	 50 30.12%
No	care	 20 12.05%

The	number	of	valid	fill	in	this	question:	166
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2.2.5. Users’	Interaction	
Some	studies	believe	 that	 there	 is	 strong	 interaction	between	anchors	and	users,	 and	weak	
interaction	between	users	[8].	Although	there	is	little	communication	between	users,	the	user	
behavior	displayed	in	the	middle	of	the	live	screen	can	make	users	understand	the	product	in	
the	 room	 and	 purchase	 trend,	 and	 it	 is	 also	 an	 effective	 interactive	 way	 to	 obtain	 more	
purchasing	 chances	 [9].	 If	 a	user	 is	 indecisive	 about	whether	 to	buy	 the	product,	 it	may	be	
displayed	at	the	bottom	of	the	screen	that	other	users	have	already	bought	the	product	or	are	
paying	for	it,	which	will	directly	promote	more	users	to	buy	it	to	a	certain	extent.		
Table	7	shows	the	user's	attitude	towards	their	interaction	with	other	users.	According	to	table	
7,	most	of	people	investigated	prefer	different	messages	or	comments	under	the	room’s	screen.		
Question	7:	Do	you	care	about	the	messages/comments/thoughts	of	other	consumers	under	
the	screen	of	the	live	room?		
	

Table	7.	Degree	of	care	about	information	under	the	live	room’s	screen	
Consumer	attitude	 Subtotal (number	of	people) proportion

Care	a	lot	 115 69.28%
General	care	 27 16.27%
No	care	 24 14.46%

The	number	of	valid	fill	in	this	question:	166

2.2.6. Anchor/Brand’s	Influence	
Many	E‐commerce	platform	enterprises	will	choose	daily	store	broadcasting,	but	daily	store	
broadcasting	is	usually	operated	by	E‐commerce	anchors	or	staff.	Compared	with	professional	
anchors,	they	have	a	small	fan	base,	but	they	are	more	professional	enough	to	introduce	the	
characteristics	 of	 products	 in	 detail	 and	 publicize	 the	 brand	 concept.	 Professional	 anchors	
usually	highlight	and	rely	on	the	personal	influence	of	anchors,	while	daily	store	broadcasting	
is	to	strengthen	consumers'	awareness	of	brands	and	enhance	brand	influence	[10].	Therefore,	
even	unknown	brands	will	be	tried	by	consumers.		
Table	8	shows	how	much	users	care	about	product	brands.	It	can	be	seen	from	the	table	8	that	
it	is	necessary	for	anchors	to	enhance	brand	influence	and	consumers'	awareness	of	brands.		
Question	8:	Do	you	care	about	the	brand	of	products	in	the	live	broadcast	room?	
	

Table	8.	Degree	of	care	about	anchors	and	brands’	influences	
Consumer	attitude	 Subtotal (number	of	people) proportion

Care	a	lot	 117 70.48%
General	care	 32 19.28%
No	care	 17 10.24%

The	number	of	valid	fill	in	this	question:	166

3. Conclusion	

The	above	full	text	states	the	necessity	of	understanding	the	characteristics	of	live	broadcast	
and	 several	 factors	 affecting	 consumers.	 The	 development	 prospect	 of	 E‐commerce	 live	
broadcast	 is	 bright,	 and	 more	 people	 will	 help	 to	 develop	 new	 industries,	 explore	 the	
commercial	value	and	promote	the	great	transformation	of	social	industries.		
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