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Abstract	
Real	 time	 information	 interaction	 is	 a	 key	 advantage	 of	 livestreaming.	 In	 order	 to	
promote	 the	 healthy	 and	 sustainable	 development	 of	 live	 e‐commerce,	 it	 is	 of	 great	
significance	to	explore	the	impact	mechanism	of	network	celebrities’	livestreaming	on	
consumers'	purchase	intentions	from	the	perspective	of	information	interaction.	Taking	
SOR	model	 as	 the	 research	 framework,	 this	 paper	 constructs	 the	 impact	model	 of	
tripartite	 information	 interaction	 on	 users'	 purchase	 intentions.	 848	 valid	
questionnaires	were	 collected,	and	 the	hypothesis	was	 tested	by	 structural	 equation	
model.	The	results	show	that	tripartite	information	interaction	has	a	significant	positive	
impact	on	users'	purchase	intentions	through	perceived	utilitarian	and	hedonic	value;	
In	addition	 to	product	display	and	promotion,	 responsiveness,	mutuality	and	 virtual	
haptics	have	no	significant	effect	on	reducing	users'	perceived	risks,	and	the	negative	
impact	of	perceived	 risk	on	users'	purchase	 intentions	 is	not	 significant.	This	paper	
introduces	 multi‐dimensional	 real‐time	 information	 interaction	 and	 explores	 its	
mechanism	 on	 users'	 purchase	 intentions,	which	 enriches	 the	 relevant	 research	 on	
users'	purchase	intentions	under	the	livestreaming	scenario.	
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1. Introduction	

In	March	2016,	Mogujie,	a	famous	Chinese	social	e‐commerce	platform,	was	the	first	to	launch	
a	livestreaming	function	on	its	APP.	Since	then,	a	new	e‐commerce	marketing	model	‐	"live	e‐
commerce"	came	into	being.	It	allows	anchors	to	display	the	relevant	information	of	products	
in	 a	 scenario‐based	 approach.	 Meanwhile,	 anchors	 can	 also	 realize	 two‐way	 and	 real‐time	
dynamic	interaction	with	consumers	by	means	of	barrage,	so	as	to	ultimately	achieve	the	goal	
of	increasing	product	sales[1].	According	to	the	“2020	livestraming	sales	trend	report”,	the	total	
sales	performance	of	the	top	100	anchors	in	the	second	half	of	last	year	was	close	to	113	billion	
yuan.	It	can	be	seen	that	the	network	celebrities'	livestreaming	has	become	a	key	component	of	
live	 e‐commerce,	 as	 a	 new	 network	 business	model,	 it	 has	 also	 been	widely	 concerned	 by	
practitioners	and	scholars.	
The	key	to	the	success	of	live	e‐commerce	lies	in	the	fact	that	anchors	and	potential	consumers	
can	conduct	 real‐time	 information	 interaction	 in	a	way	close	 to	 face‐to‐face	 communication	
through	the	livestreaming	platform[2],	such	a	two‐way	communication	process	can	meet	the	
product	 information	 needs	 of	 consumers	 to	 a	 great	 extent.	 As	 for	 the	 concept	 of	 online	
interaction,	 McMillan	 and	 Hwang[3]	 (2002)	 pointed	 out	 that	 it	 includes	 three	 dimensions:	
technical	characteristics,	user	perception	and	process	methods,	but	most	of	the	existing	studies	
are	carried	out	 in	the	first	two	dimensions.	Specifically,	some	scholars	tend	to	regard	online	
interaction	 as	 a	 technical	 feature	 and	mainly	 emphasize	 human‐computer	 interaction[4‐8],	
while	others	focus	on	the	interpersonal	interaction	between	individuals	and	groups	from	the	
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perspective	of	users’	subjective	perception[9‐12].	However,	few	scholars	explore	the	forms	of	
interaction	 between	 different	 subjects	 from	 the	 perspective	 of	 process	 method,	 including	
seller‐consumer	 interaction	 and	 consumer‐consumer	 interaction.	 Tajvidi	 et	 al.[13]	 (2021)	
pointed	out	that	in	the	social	e‐commerce	platform,	these	two	types	of	interaction	can	have	a	
positive	 impact	on	 the	users’	brand	value	cocreation	 intentions	 through	social	 support.	The	
research	of	Chen	Yingxin	et	al.[14]	(2021)	showed	that	the	three‐party	 interaction	in	 live	e‐
commerce	(seller‐consumer,	consumer‐	consumer,	website‐consumer)	is	of	great	significance	
to	the	construction	of	users'	telepresence	and	social	presence,	and	can	further	improve	the	level	
of	mutual	trust	between	buyers	and	sellers.	Xue	et	al.[1]	(2020)	and	Wei	Hua	et	al.[2]	(2021)	
both	 measured	 the	 information	 interaction	 in	 live	 e‐commerce	 through	 four	 dimensions:	
personalization,	 responsiveness,	 entertainment	 and	 mutuality,	 and	 then	 explored	 their	
influence	mechanism	on	user	participation	behavior.	 It	can	be	seen	that	 the	existing	studies	
generally	discuss	the	types	of	interaction	between	different	subjects,	or	emphasize	the	impact	
of	different	dimensions	of	interpersonal	interaction	on	participation	behavior.	However,	few	
scholars	have	studied	how	the	real‐time	interaction	between	anchors	and	consumers	as	well	as	
between	 consumers	 affects	 the	 purchase	 intention	 in	 live	 e‐commerce,	 especially	 in	 the	
situation	of	network	celebrities'	livestreaming.	
In	 the	 process	 of	 information	 interaction,	 users	 usually	 form	 subjective	 psychological	
experience	and	feelings,	which	are	the	combination	of	specific	situations	and	users’	 internal	
state,	and	will	ultimately	affect	the	results	of	interaction[1].	The	unique	real‐time	interaction	of	
livestreaming	enables	it	to	effectively	make	up	for	three	outstanding	problems	that	have	not	
been	 solved	 in	 the	 traditional	 e‐commerce	model:	 firstly,	 the	 traditional	 online	 shopping	 is	
impersonal,	which	leads	to	the	lack	of	pleasant	experience	for	users;	Secondly,	the	interaction	
between	merchants	and	consumers	is	poor,	which	increases	users'	awareness	of	product	risks;	
Finally,	 insufficient	 display	 of	 product	 information	 and	 excessive	 beautification	 of	 product	
pictures[2].	 Therefore,	 this	 paper	 conceptualizes	 the	 three	 typical	 characteristics	 of	 live	 e‐
commerce	superior	to	traditional	e‐commerce	into	perceived	hedonic	value,	perceived	risk	and	
perceived	utilitarian	value,	and	these	three	psychological	states	may	further	affect	consumers'	
purchase	behavior.	In	general,	from	the	perspective	of	real‐time	information	interaction,	this	
paper	discusses	 the	 internal	mechanism	of	multi‐dimensional	 interaction	between	different	
subjects	on	consumers'	purchase	intentions,	hoping	to	enrich	the	research	in	the	field	of	live	e‐
commerce	and	provide	some	practical	guidance	for	the	construction	of	relevant	platforms.	

2. Literature	Review	

2.1. Information	Interaction	
Interactivity	refers	 to	"the	degree	to	which	two	or	more	communicating	parties	act	on	each	
other's	communication	media	and	transmitted	 information,	and	to	what	extent	 this	effect	 is	
synchronous".	The	academic	discussion	on	information	interaction	is	carried	out	in	depth	from	
the	following	two	different	angles.	
On	the	one	hand,	some	scholars	who	pay	attention	to	technical	characteristics	tend	to	define	it	
as	 human‐computer	 interaction.	 Yim	 et	 al.[7]	 (2017)	 believed	 that	 interactivity	 essentially	
means	 that	users	 can	 change	 the	output	 content	 and	 form	of	 social	media	by	 controlling	 it.	
These	scholars	focus	on	how	to	improve	technology	to	enhance	users'	sense	of	participation	
and	control	over	the	 information	content	they	receive.	For	example,	 the	research	of	Cano	et	
al.[6]	 (2017)	 showed	 that	 interactive	 image	 technology	 can	 significantly	 improve	 user	
participation.	 At	 the	 same	 time,	 the	 high	 level	 of	 interactive	 performance	 produced	 by	
technological	progress	also	further	strengthens	the	user's	sense	of	control	over	the	information	
content	in	the	platform.	For	example,	when	using	mobile	electronic	devices	for	online	shopping,	
consumers	can	enlarge	or	shrink	the	commodity	pictures	displayed	by	the	seller	through	the	
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touch	 screen.	 This	 technical	 feature	 can	 enable	 users	 to	 experience	 a	 stronger	 sense	 of	
manipulation.	 On	 the	 social	 e‐commerce	 applications,	 users	 can	 not	 only	 manipulate	 the	
information	contained	in	the	platform	itself,	but	also	create	the	content	they	want,	which	can	
effectively	help	them	to	obtain	a	higher	degree	of	control[8].	
On	the	other	hand,	some	scholars	define	it	as	interpersonal	interaction	from	the	standpoint	of	
users,	and	mainly	focus	on	exploring	the	subjective	perceived	utility	brought	by	the	interaction	
between	individuals	and	groups	in	virtual	space.	For	example,	the	research	of	Zhang	et	al.[10]	
(2014)	 showed	 that	 the	 interaction	 process	 in	 the	 social	 e‐commerce	 environment	 can	
effectively	strengthen	users'	perception	of	information	value	and	emotional	value,	and	further	
promote	their	information	sharing	behavior.	In	addition,	interpersonal	interaction	also	has	a	
positive	impact	on	social	support	and	users'	flow	experience.	Kang	et	al.[11]	(2015)	found	that	
in	 the	 process	 of	 using	mobile	 location‐based	 retail	 apps,	 the	 existence	 of	 interactivity	 can	
significantly	improve	users'	emotional	and	cognitive	investment.	Yim	et	al.[7]	(2017)	pointed	
out	 that	 interpersonal	 interaction	 can	 promote	 the	 formation	 of	 users'	 subjective	 decision‐
making	participation.	
It	 can	 be	 seen	 that	 the	 current	 research	 on	 interactivity	mainly	 focuses	 on	 the	 interaction	
between	 users	 and	 technology	 in	 the	 traditional	 e‐commerce	 environment,	 as	 well	 as	 the	
interpersonal	 interaction	 between	 individuals	 and	 organizations.	 However,	 with	 the	
continuous	change	of	e‐commerce	technology,	the	appearance	of	live	shopping	mode	changes	
the	interactive	environment,	product	information	type,	participants,	frequency	and	form	to	a	
certain	extent[1].	In	terms	of	participants,	the	focus	of	interpersonal	interaction	has	gradually	
shifted	 to	 the	 interaction	between	anchor‐consumer	and	consumer‐consumer.	Among	them,	
the	former	includes	the	forms	such	as	anchor's	comprehensive	display	of	products	through	live	
media,	real‐time	answers	to	the	questions	raised	by	consumers	in	the	barrage,	etc;	while	the	
latter	mainly	refers	to	that	consumers	receive	or	share	each	other's	shopping	experience	and	
views	on	products	in	real	time	by	viewing	or	sending	barrages.	In	essence,	these	two	key	real‐
time	interaction	types	can	not	only	meet	the	information	needs	of	potential	consumers,	but	also	
effectively	eliminate	their	uncertainty	about	products,	and	may	further	affect	their	purchase	
behavior.	However,	the	existing	literature	on	the	relevant	issues	is	still	very	scarce.	Therefore,	
in	the	 live	e‐commerce	scenario,	 it	 is	quite	necessary	to	explore	the	mechanism	of	real‐time	
information	interaction	on	consumers'	purchase	intentions.	
Based	on	the	views	of	the	above	scholars,	and	combined	with	the	relevant	characteristics	of	the	
live	 shopping	 environment.	 This	 paper	 divides	 the	 information	 interaction	 in	 the	 live	 e‐
commerce	into	three	types:	anchor‐consumer	interaction,	consumer‐consumer	interaction	and	
live	technology‐consumer	interaction.	

2.2. Relevant	Research	on	Livestreaming	
Livestreaming,	as	a	social	way	of	video	streaming	that	allows	real‐time	 interaction	between	
anchors	and	viewers,	has	been	widely	used	in	many	fields,	such	as	gaming,	entertainment	and	
shopping.	 The	 current	 academic	 research	 related	 to	 livestreaming	 mainly	 focuses	 on	 the	
following	four	aspects:	(1)	Factors	influencing	users'	willingness	to	 live	broadcast,	 including	
social	distancing,	challenge	stressors	and	obstacle	stressors	[21].		(2)	Factors	affecting	users'	
viewing	intention,	also	include	repeated	viewing	or	addictive	behavior.	For	example,	Chen	et	
al.[17]	 (2018)	believed	 that	 flow	experience,	 entertainment,	 social	 interaction	and	celebrity	
endorsement	are	the	key	factors	affecting	users'	viewing	intention.	Hu	(2017)	et	al.[16]	Based	
on	the	social	identity	theory,	constructed	a	dual	identity	framework	of	anchors	and	viewers	in	
the	 livestreaming	 platform.	 The	 empirical	 analysis	 results	 showed	 that	 users'	 identity	with	
anchors	 and	other	 viewers	would	have	 a	 significant	 positive	 impact	 on	 their	willingness	 to	
continue	 watching.	 Lim	 et	 al.[19]	 (2020)	 carried	 out	 research	 based	 on	 Bandura's	 mass	
communication	social	cognition	theory	and	Giles's	parasocial	relationship	development	model.	
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The	 results	 showed	 that	 the	 audience's	 expectation	 recognition	 for	 the	 game	 anchor	 and	
emotional	participation	with	other	viewers	can	have	an	indirect	impact	on	continuous	viewing	
behavior	 through	 parasocial	 relationship.	 Singh	 et	 al.[20]	 (2021)	 pointed	 out	 that	 effort	
expectation,	performance	expectation,	convenience	value,	money	value,	emotional	value	and	
social	value	are	the	decisive	factors	leading	to	users'	viewing	addiction	behavior.	In	addition,	
the	factors	affecting	users'	viewing	intention	also	include	entertainment,	social	interaction[17],	
interactivity,	 humor	 attraction	 and	 gender	 attraction[18].	 (3)	 Factors	 affecting	 users’	
participation	behavior.	For	example,	Wongkitrungrueng	and	Assarut[22]	(2020)	pointed	out	
that	users'	perceived	value	(symbols,	utilitarian	and	hedonic	value)	is	able	to	have	a	direct	or	
indirect	impact	on	engagement	behaviour	through	trust	(trust	in	the	product	/	seller).	Using	an	
eight‐factor	social	motivation	model	based	on	usage	and	gratification	theory,	Hilvert‐Bruce[23]	
(2018)	 identified	 six	 factors	 that	 could	 help	 explain	 users'	 participate	 motivation:	 social	
interaction,	sense	of	community,	meeting	new	people,	entertainment,	information	seeking	and	
lack	 of	 external	 support	 in	 real	 life.	 Kang	 et	 al.[24]	 (2021)	 revealed	 the	 dynamic	 effects	 of	
interactivity	on	users’	 engagement	behavior	by	quantitatively	building	on	real‐time	barrage	
data,	and	also	indicated	the	mediating	role	of	relationship	strength.	In	addition,	Xue	et	al.[1]	
(2020)	 and	 Wei	 hua	 et	 al.[2]	 (2021)	 both	 conducted	 research	 from	 the	 perspective	 of	
information	 interaction,	 and	 the	 results	 showed	 that	 the	 four	 interaction	 factors	
(personalization,	responsiveness,	entertainment	and	mutuality)	are	able	to	further	influence	
users'	 participation	 behavior	 through	 perceived	 usefulness,	 perceived	 risk,	 psychological	
distance,	 social	 presence,	 as	 well	 as	 perceived	 trust.	 (4)	 Factors	 affecting	 users'	 purchase	
intention.	 From	 the	 perspective	 of	 IT	 affordance,	 Sun	 et	 al.[25]	 (2019)	 demonstrated	 that	
visibility,	responsiveness,	and	shopping	guidance	can	further	influence	the	purchase	intention	
of	 users	 through	 engagement	 (immersion,	 presence).	 Based	 on	 the	 ELM	 model	 and	 trust	
transfer	 theory,	 Chen	 et	 al.[26]	 (2020)	 explored	 the	 different	 establishing	 mechanisms	 of	
consumer	 trust	 by	 the	 central	 route	 (perceived	 product	 quality,	 brand	 awareness)	 and	 the	
marginal	 route	 (perceived	 product	 knowledge,	 other	 members'	 recognition	 and	 value	
similarity),	 and	 the	 subsequent	 effect	 on	purchase	 intention.	 Park	 and	Lin[27]	 (2020)	 used	
research	related	to	celebrity	endorsement	and	congruence	hypothesis	to	explore	the	positive	
impact	of	three	types	of	congruence	(Internet	celebrity‐product,	live	content–product	and	self‐
product)	on	consumers'	purchase	intention.	Ma[28]	(2021)	integrated	usage	and	gratification	
theory	with	 studies	related	 to	 perceived	 network	 size,	 perception	 of	 digital	 celebrities,	 and	
experience‐centered	 shopping	 orientation.	The	 empirical	 results	 showed	 that	 the	 perceived	
network	 size	 can	 further	 affect	 users'	 purchase	 intention	 through	 perceived	 enjoyment,	
perceived	social	interaction,	social	presence,	perceived	utility	and	self‐presentation.		
Thus,	it	can	be	seen	that	the	current	research	on	livestreaming	mainly	focuses	on	the	above	four	
aspects.	In	terms	of	purchase	intention,	although	some	scholars	have	conducted	researches,	it	
is	still	unclear	how	real‐time	information	interaction	affects	users’	purchase	intentions	and	the	
psychological	mechanism	of	them	in	this	process.	Therefore,	further	discussion	is	necessary.	

3. Theoretical	Model	and	Research	Hypotheses	

3.1. Theoretical	Model	
The	theoretical	model	is	shown	in	Figure	1.	
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Figure	1.	Research	model	

3.2. Research	Hypotheses	
3.2.1. Product	Display	
Unlike	the	 information	display	 format	of	 traditional	e‐commerce	platforms,	 in	 livestreaming	
room,	 the	 anchor	 does	 not	 simply	 shelf	 products,	 but	 provides	 further	 explanation	 of	 its	
associated	 attributes,	 including	 appearance,	 use	methods	 and	matters	 needing	 attention.	 In	
general,	 anchors	 have	 more	 product	 knowledge	 than	 ordinary	 people.	 Therefore,	 such	 a	
professional‐led	information	acquisition	method	can	help	consumers	avoid	the	cognitive	load	
caused	by	their	insufficient	information	processing	capacity,	and	also	facilitate	them	to	quickly	
find	reliable	product	information	that	is	conducive	to	making	high‐quality	purchase	decisions.	
At	the	same	time,	the	more	comprehensive	the	information	presented	by	the	anchors,	the	more	
beneficial	 it	 is	 for	 consumers	 to	 better	 understand	 the	 products,	 and	 thus	 reduce	 the	
uncertainty	in	their	decision‐making	process.	
In	addition,	the	information	presentation	quality	of	the	anchors	also	directly	affects	consumers'	
hedonic	 purchasing	 experiences.	With	 the	 continuous	 improvement	 of	 information	 quality,	
users	will	 get	more	pleasure.	Hsu	 and	Tsou[39]	 (2011)	pointed	 out	 that	 reliable	microblog	
content	can	significantly	enhance	the	positive	emotions	of	browsers.	Chen	et	al.[40]	(2014)	also	
explored	microblogs,	and	the	results	showed	that	content	 in	 line	with	users'	hobbies	would	
enhance	 their	perceived	pleasure.	Hur	et	al.[41]	(2017)	 found	that	 the	quality	of	reviews	 in	
social	 media	 platforms	 directly	 affects	 the	 hedonic	 motivation	 and	 information	 seeking	
behavior	of	browsers.	Therefore,	during	 live	shopping,	 the	high‐quality	product	 information	
resulting	from	the	full	range	of	display	presented	by	the	anchor	allows	consumers	to	enjoy	their	
viewing	 process.	 Conversely,	 lower	 quality	 information	 (e.g.,	 incomplete	 presentation,	 too	
much	irrelevant	content,	etc.)	may	make	consumers	feel	uncomfortable	and	choose	to	abandon	
viewing	ultimately.	
Based	on	the	above	analysis,	the	following	hypotheses	are	proposed:	
H1a	Product	display	has	a	positive	impact	on	consumers'	perceived	utilitarian	value.	
H1b	Product	display	has	a	positive	impact	on	consumers'	perceived	hedonic	value.	
H1c	Product	display	has	a	negative	impact	on	consumers'	perceived	risk.	
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3.2.2. Promotion	
According	 to	 the	 customer	 transfer	 value	 theory,	 transfer	 value	 is	 equal	 to	 the	 difference	
between	total	value	and	total	cost.	In	other	words,	when	the	transfer	value	is	constant,	the	lower	
the	price	of	the	product	or	service,	the	higher	the	total	value	received	by	the	consumer.	That	is,	
the	preferential	price	of	products	has	a	positive	impact	on	consumers'	perceived	value,	which	
has	been	confirmed	by	Wang	Zongshui	et	al.[43]	(2016).	When	 it	comes	 to	choosing	among	
similar	products,	the	large	discount	offered	by	the	anchor	can	give	consumers	psychological	
satisfaction	and	facilitates	them	to	a	pleasant	shopping	experience.	At	the	same	time,	 it	also	
eliminates	the	needs	for	consumers	to	reprocess	the	massive	amount	of	similar	information,	
thus	 further	 simplifying	 their	 decision‐making	 process,	 and	 enable	 them	 to	 reach	 their	
purchase	goals	more	efficiently.	In	addition,	when	the	price	of	the	products	or	services	in	the	
livestreaming	 room	 is	 far	 lower	 than	 consumers'	 expectations,	 the	 huge	 incentive	 will	
effectively	reduce	their	perception	of	product	expectation	risk,	money	loss	risk	and	after‐sales	
service	risk.	
Based	on	the	above	analysis,	the	following	hypotheses	are	proposed:	
H2a	Promotion	has	a	positive	impact	on	consumers'	perceived	utilitarian	value.	
H2b	promotion	has	a	positive	impact	on	consumers'	perceived	hedonic	value.	
H2c	promotion	has	a	negative	impact	on	consumers'	perceived	risk.	
3.2.3. Responsiveness	
As	for	the	concept	of	responsiveness,	Zhao	Hongxia	et	al.[31]	(2015)	proposed	that	it	refers	to	
the	degree	to	which	consumers	can	get	rapid	and	effective	response	from	the	customer	service	
or	the	retailer	of	the	website.	While	in	the	live	shopping	scenario,	the	anchor	is	the	main	body	
to	meet	 consumers'	 information	needs.	Thus,	 responsiveness	 is	defined	 in	 this	paper	as	 the	
degree	to	which	the	anchor	gives	timely	feedback	to	questions	raised	by	the	user	in	the	barrage	
during	 live	 broadcasting.	 Compared	 with	 traditional	 online	 retail	 environment,	 during	 live	
shopping,	the	communication	between	consumers	and	anchors,	which	is	close	to	"face‐to‐face",	
can	 effectively	 eliminate	 the	 communication	 obstacles	 caused	 by	 the	 lack	 of	 interpersonal	
communication	cues	(e.g.,:	facial	expressions,	eye	contact,	and	limb	language,	etc.).	Therefore,	
in	 contrast,	 livestreaming	 is	 a	 better	 media	 for	 conveying	 rich	 information	 and	 also	 more	
helpful	for	consumers	to	make	purchase	decisions.	
In	 the	 live	 e‐commerce	 platform,	 the	 anchor	 can	 give	 instant	 and	 quick	 feedback	 on	 the	
inquiries	or	requests	sent	by	consumers	through	the	barrage,	including	trial	wearing	or	eating,	
further	display	of	product	details,	and	so	on.	Such	a	real‐time	response	mechanism	enables	the	
anchor	to	provide	valuable	product‐related	information	to	consumers	 in	a	targeted	manner.	
And	this	can	not	only	effectively	eliminate	consumers'	concerns	and	perceived	risks	about	the	
product,	but	also	help	them	learn	as	much	about	the	useful	product	knowledge	as	possible	and	
further	 promote	 the	 achievement	 of	 their	 decision‐making	 goals.	 At	 the	 same	 time,	 the	
immediate	response	during	the	livestreaming	may	allow	consumers	to	feel	that	their	urgent	
information	needs	have	been	highly	valued	by	the	anchor,	this	kind	of	interpersonal	warmth	is	
able	 to	 provide	 great	 satisfaction	 to	 the	 consumers,	 and	 resulting	 in	 a	 pleasant	 shopping	
experience.	
Based	on	the	above	analysis,	the	following	hypotheses	are	proposed:	
H3a	Responsiveness	has	a	positive	impact	on	consumers'	perceived	utilitarian	value.	
H3b	Responsiveness	has	a	positive	impact	on	consumers'	perceived	hedonic	value.	
H3c	Responsiveness	has	a	negative	impact	on	consumers'	perceived	risk.	
3.2.4. Mutility	
Zhao	Hongxia	et	al.[31]	(2015)	defined	mutuality	as	the	extent	to	which	consumers	can	receive	
help,	advice,	or	information	from	other	consumers	in	terms	of	product	knowledge	and	purchase	
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experience	in	an	online	purchasing	platform.	Cui	et	al.[32]	(2010)	have	indicated	that	in	online	
shopping	websites,	other	consumers'	information	is	able	to	provide	a	certain	degree	of	external	
cues,	which	can	help	current	browsers	reduce	their	uncertainty	or	risk	in	the	decision‐making	
process.	While	during	live	shopping,	consumers	can	view	the	insights	expressed	by	other	users	
in	real	time	through	the	barrage.	Such	a	real‐time	interaction	would	make	consumers	feel	that	
they	are	engaging	in	close	to	face‐to‐face	communication	with	others.	The	effective	access	to	
other	 users'	 product	 knowledge	 and	 experience	 would	 also	 help	 to	 reduce	 information	
asymmetry	and	uncertainty	faced	by	consumers	in	their	own	purchase	decisions,	thus	further	
reducing	perceived	risks.	At	the	same	time,	interpersonal	interaction	is	actually	the	main	way	
for	consumers	to	obtain	product‐related	information	in	the	livestreaming	room,	so	the	opinions	
shared	by	other	users	are	another	major	source	of	information	besides	anchors.	In	the	process	
of	 communicating	 with	 those	 users	 who	 have	 extensive	 product	 knowledge	 and	 purchase	
experience,	 consumers	can	get	more	product‐	 related	 information,	which	 facilitates	 them	to	
make	high‐quality	purchase	decisions,	and	 finally	 resulting	 in	an	enhancement	of	utilitarian	
experience.	
In	 addition,	 the	 high	 level	 of	 social	 presence	 brought	 by	 real‐time	 information	 interaction	
between	consumers	during	live	shopping	may	arouse	users'	emotional	comfort	and	pleasure.	A	
study	by	Wolfinbarger	and	Gilly[33]	(2001)	has	shown	that	consumers	 find	it	 interesting	to	
read	comments	or	communicate	with	others	while	browsing	online.	Arnold	and	Reynolds[34]	
(2003)	 pointed	 out	 that	 consumers	 tend	 to	 view	 shopping	 with	 others	 as	 a	 way	 of	
entertainment	and	experience	a	strong	sense	of	satisfaction	in	the	process.	It	can	be	concluded	
that	 the	presence	of	 others	 is	 able	 to	 significantly	 enhance	 the	 interest	 and	pleasure	of	 the	
shopping	process	under	the	traditional	shopping	environment.	Similarly,	real‐time	information	
exchange	between	consumers	and	others	during	live	shopping	can	also	gradually	instill	a	sense	
of	 warmth	 and	 social	 friendliness	 of	 human	 nature,	 and	 create	 a	 strong	 social	 presence	
atmosphere.	 With	 the	 continuous	 improvement	 of	 the	 perception	 level	 of	 social	 presence,	
consumers	 would	 experience	 a	 feeling	 of	 shopping	 with	 others,	 and	 this	 psychological	
experience	with	warm,	interpersonal	and	social	characteristics	would	make	them	feel	relaxed	
and	pleasant[35].	
Based	on	the	above	analysis,	the	following	hypotheses	are	proposed:	
H4a	Mutuality	has	a	positive	impact	on	consumers'	perceived	utilitarian	value.	
H4b	Mutuality	has	a	positive	impact	on	consumers'	perceived	hedonic	value.	
H4c	Mutuality	has	a	negative	impact	on	consumers'	perceived	risk.	
3.2.5. Virtual	Haptics	
While	 watching	 the	 live	 streaming,	 although	 consumers	 cannot	 really	 touch	 the	 products	
displayed	by	the	anchors,	multiple	perceptions	of	visual	and	auditory	cues	are	able	to	prompt	
the	 tactile	 information	 base	 in	 their	 brains	 to	 be	 effectively	 mobilized.	 In	 this	 process,	
consumers	can	feel	a	tactile	experience	that	is	close	to	the	real	situation	according	to	the	haptic	
memory	information	accumulated	in	the	past,	namely	virtual	haptics[29].	Compared	with	the	
product	information	presentation	forms	such	as	static	pictures	and	short	videos	in	traditional	
e‐commerce	platforms,	the	real‐time	dynamic	pictures	supported	by	live	technology	are	more	
stereo	and	vivid,	and	can	provide	more	abundant	visual	and	auditory	cues.	The	richer	the	visual	
cues,	the	more	beneficial	it	is	for	consumers	to	carry	out	perceptual	processing,	and	thus	the	
virtual	haptics	experience	is	more	easily	evoked.	
Facing	the	high	level	of	virtual	haptics	afforded	by	live	technology,	consumers	are	prone	to	blur	
the	spatial	boundaries	between	their	own	actual	environment	and	the	web	environment[30],	
and	feeling	an	experience	close	to	shopping	in	a	real	shop.	Therefore,	the	high	level	of	virtual	
haptics	experience	enables	consumers	to	more	truly	observe	the	products	they	are	interested	
in	through	the	environment	created	by	anchors	in	the	livestreaming	room.	This	kind	of	"visible	
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and	tangible"	buying	experience	could	help	the	customers	understand	the	relevant	properties	
of	the	products	more	intuitively,	which	could	reduce	a	large	amount	of	cognitive	and	time	costs	
in	the	process	of	 information	searching	and	processing,	so	they	could	achieve	their	decision	
goals	more	 effectively.	Kim	and	Lennon[74]	 (2010)	have	pointed	out	 through	 experimental	
research	that	the	more	information	and	the	higher	quality	consumers	perceive,	the	lower	the	
perceived	risk	will	be.	The	unique	real	and	three‐dimensional	dynamic	frame	of	livestreaming,	
and	the	virtual	haptics	experience	created	by	it,	largely	compensate	for	the	lack	of	information	
caused	by	the	traditional	e‐commerce	excessive	reliance	on	flat	information	display	forms	such	
as	 text	and	pictures.	 Supported	by	 live	 technology,	 consumers	are	able	 to	 see	 the	product's	
interpretation	by	the	anchor	more	clearly	and	also	feel	the	relevant	details	of	the	product	more	
intuitively.	During	this	period,	with	the	increasing	amount	of	information	obtained,	consumers	
will	have	a	clearer	understanding	of	product	performance,	quality,	and	so	on,	and	the	perceived	
risk	will	be	significantly	reduced.	In	addition,	the	immersive	shopping	experience	brought	by	
virtual	touch	can	temporarily	free	consumers	from	all	kinds	of	troubles	and	unhappy	moods	
facing	the	real	world	and	feel	in	a	pleasant	atmosphere,	which	will	help	them	to	enhance	their	
perception	of	the	hedonic	value.	
Based	on	the	above	analysis,	the	following	hypotheses	are	proposed:	
H5a	Virtual	haptics	has	a	positive	impact	on	consumers'	perceived	utilitarian	value.	
H5b	Virtual	haptics	has	a	positive	impact	on	consumers'	perceived	hedonic	value.	
H5c	Virtual	haptics	has	a	negative	impact	on	consumers'	perceived	risk.	
3.2.6. The	Impact	of	Perceived	Value		
Eggert	and	Ulaga[44]	(2002)	once	pointed	out	that	perceived	value	is	the	most	critical	driver	
among	the	many	factors	that	affect	consumers'	purchasing	intentions.	Many	existing	academic	
researches	 have	 confirmed	 the	 promoting	 effect	 of	 perceived	 value[45].	 This	 study	 defines	
perceived	 utility	 value	 as	 the	 degree	 to	 which	 consumers	 perceive	 useful	 product‐related	
information	brought	about	by	three‐party	information	interaction	during	live	shopping	to	help	
them	make	better	purchase	decisions.	The	"visible	and	touch"	sensory	experience	based	on	live	
technology	and	the	close	to	“face‐to‐face”	communication	process	with	the	anchor	and	other	
users	enable	consumers	to	fully	understand	the	product	information	in	the	livestreaming	room,	
thus	feeling	a	higher	level	of	utilitarian	purchasing	experience.		
Another	 dimension	 is	 the	 perceived	 hedonic	 value,	 which	 focuses	 on	 the	 degree	 of	mental	
pleasure	consumers	experience	during	live	shopping.	In	the	online	shopping	environment,	a	
relaxed	and	pleasant	browsing	experience	can	lead	to	the	occurrence	of	consumer	purchasing	
behavior[46].	The	authenticity	and	strong	social	presence	created	in	the	live	broadcaster	can	
bring	users	a	good	immersive	shopping	experience	and	help	them	temporarily	get	rid	of	the	
negative	 feelings	 in	 the	 real	 world.	 Based	 on	 these	 characteristics,	 live	 shopping	 is	 more	
attractive	and	interesting	to	consumers	than	traditional	shopping,	and	the	satisfaction	of	such	
enjoyment	demand	will	further	stimulate	their	desire	to	purchase.	
At	the	same	time,	the	three‐party	information	exchange	of	live	e‐commerce	platform	effectively	
compensates	 for	 the	 risk	perception	brought	by	 the	poor	 interaction	between	business	and	
consumers	 in	 traditional	 e‐commerce.	 This	 study	 defines	 perceived	 risk	 as	 a	 feeling	 of	
uncertainty	among	consumers	due	to	the	inability	to	estimate	the	strengths	and	weaknesses	of	
live	 shopping	 results	 and	 the	 resulting	 consequences.	 From	 the	 existing	 empirical	 studies,	
different	scholars	largely	agree	on	the	issue	of	the	relationship	between	perceived	risk	as	well	
as	consumers'	purchase	intention,	that	is,	as	the	level	of	consumers'	perceived	risk	increases,	
their	purchase	desire	for	the	relevant	product	or	service	diminishes[48].	
Based	on	the	above	analysis,	the	following	hypotheses	are	proposed:	
H6a	perceived	utilitarian	value	has	a	positive	impact	on	purchase	intention.	
H6b	Perceived	hedonic	value	has	a	positive	effect	on	purchase	intention.	
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H6c	Perceived	risk	has	a	negative	effect	on	purchase	intention.	

4. Research	Design	

4.1. Data	Collection	
Using	 "Wen	 Juan	 Xing"	 (www.wjx.cn)	 as	 the	 research	 platform,	 and	 widely	 distributing	
questionnaires	links	through	social	media	such	as	WeChat,	QQ,	Weibo,	etc.	finally,	a	total	of	950	
questionnaires	were	collected.	After	eliminating	invalid	questionnaires	with	the	same	choice	or	
obvious	irregularity,	848	valid	questionnaires	were	recovered.	The	response	rate	of	effective	
questionnaires	reached	89.3%.	According	to	the	demographic	information,	the	proportion	of	
males	 and	 females	 in	 the	 survey	 sample	 is	 24.2%	 and	 75.7%	 respectively,	 and	 female	
respondents	occupy	the	majority.	In	terms	of	age,	the	majority	of	young	people	are	20‐24	years	
old,	 accounting	 for	 75.8%,	which	 is	 in	 line	with	 the	main	 audience	 distribution	 of	 network	
celebrities’	livestreaming.	In	terms	of	educational	level,	81.4%	of	the	students	have	a	bachelor's	
degree	and	11.4%	have	a	master's	degree.	In	terms	of	shopping	experience	and	frequency,	67%	
of	the	respondents	have	been	shopping	for	one	year	through	network	celebrities’	livestreaming,	
and	the	frequency	is	1‐3	times	a	month,	accounting	for	64.5%.	

5. Empirical	Analysis	and	Results	

5.1. Reliability	and	Validity	Testing	
In	this	study,	PLS‐SEM	(structural	equation	model	based	on	partial	least	squares)	was	used	for	
data	analysis.	In	terms	of	reliability	test,	Cronbach's	α	and	construct	reliability	(CR)	were	used	
as	measurement	indexes.	Generally,	the	Cronbach's	α	and	CR	value	of	the	questionnaire	with	
good	reliability	should	reach	the	standard	threshold	of	0.7.	According	to	the	results	in	this	study,	
Cronbach's	α	and	CR	of	each	construct	were	greater	than	0.7,	indicating	an	adequate	level	of	
reliability.	In	terms	of	validity	tests,	it	mainly	includes	content	and	constructs	validity.	Firstly,	
since	the	constructs	and	items	involved	in	this	study	were	all	from	the	existing	literature,	it	can	
be	 considered	 as	 having	 content	 validity.	 Secondly,	 construct	 validity	 can	 be	 divided	 into	
convergent	 and	 discriminant	 validity.	 Generally,	 the	 square	 root	 of	 AVE	 for	 each	 construct	
should	be	greater	than	the	correlations	between	constructs,	also,	the	loading	of	each	item	under	
a	construct	should	be	greater	 than	the	standard	threshold	of	0.5	and	higher	 than	the	cross‐
loading	factor	between	the	construct	and	other	items.	

5.2. The	Direct	Effect	Test	
In	 this	 study,	 the	 standardization	 coefficient	 and	 R²	 value	 of	 each	 path	 in	 the	model	 were	
calculated	 through	 the	 PLS	 algorithm	 first;	 then,	 bootstrapping	 algorithm	 was	 used	 to	
repeatedly	sample	the	original	data	with	the	number	of	subsamples	of	5000;	finally,	applying	
those	 calculation	 results	 above	 to	 evaluate	 the	 significance	 level	 of	 each	 path	 coefficient.	
According	 to	 the	calculation	results	 in	Table	1,	 the	 five	 information	 interaction	 factors	have	
significant	positive	effects	on	users'	perceived	utilitarian	and	hedonic	value,	thus	H1a,	b,	H2a,	
b,	H3a,	b,	H4a,	b	and	H5a,b	are	all	supported.	However,	for	the	perceived	risk	of	users,	except	
for	 the	 significant	 negative	 impact	 of	 product	 display	 and	 promotion,	 the	 effects	 of	
responsiveness,	mutualilty	and	virtual	haptics	are	not	significant.	Therefore,	H1c	and	H2c	are	
supported,	 but	H3c‐H5c	 are	 not.	 In	 addition,	 users'	 perceived	 utilitarian	 and	 hedonic	 value	
during	 watching	 the	 livestreaming	 have	 a	 significant	 positive	 impact	 on	 their	 subsequent	
purchase	intention,	while	the	negative	effect	of	perceived	risk	is	not	significant.	Therefore,	H6a, 
b	are	supported,	H6c	is	not.	
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Table	1.	Direct	effect	test	results	
Hypothesis	 Estimates	 P‐value	 Result	

H1a	Product	display→Perceived	utilitarian	value	 0.236***	 0.000	 Supported	
H1b	Product	display→Perceived	hedonic	value	
H1c	Product	display→Perceived	risk	
H2a	Promotion→Perceived	utilitarian	value	
H2b	Promotion→Perceived	hedonic	value	
H2c	Promotion→Perceived	risk	
H3a	Responsiveness→Perceived	utilitarian	value	
H3b	Responsiveness→Perceived	hedonic	value	
H3c	Responsiveness→Perceived	risk	
H4a	Mutuality→Perceived	utilitarian	value	
H4b	Mutuality→Perceived	hedonic	value	
H4c	Mutuality→Perceived	risk	
H5a	Virtual	haptics→Perceived	utilitarian	value	
H5b	Virtual	haptics→Perceived	hedonic	value	
H5c	Virtual	haptics→Perceived	risk	
H6a	Perceived	utilitarian	value→Purchase	intention	
H6b	Perceived	hedonic	value→Purchase	intention	
H6c	Perceived	risk→Purchase	intention	

0.216***	
‐0.193***	
0.125***	
0.118*	
‐0.111*	
0.157***	
0.170**	
0.117	
0.242***	
0.096*	
0.039	
0.287***	
0.253***	
‐0.026	
0.427***	
0.260***	
0.029	

0.000	
0.000	
0.000	
0.026	
0.023	
0.000	
0.001	
0.060	
0.000	
0.047	
0.537	
0.000	
0.000	
0.627	
0.000	
0.000	
0.317	

Supported	
Supported	
Supported	
Supported	
Supported	
Supported	
Supported	
Unsupported	
Supported	
Supported	
Unsupported	
Supported	
Supported	
Unsupported	
Supported	
Supported	
Unsupported	

Note:	*,	*	*,	and	*	*	*	respectively	represent	P	<	0.05,	P	<	0.01	and	P	<	0.001.		

6. Conclusion	

Based	 on	 the	 SOR	 model,	 this	 paper	 explains	 the	 influence	 mechanism	 of	 the	 three‐party	
information	interaction	between	anchor‐consumer,	consumer‐consumer	and	live	technology‐	
consumer	on	the	users’	purchase	intentions	in	the	scenario	of	livestreaming.		
(1)	 The	 three‐party	 information	 interaction	 has	 a	 significant	 positive	 impact	 on	 users'	
perceived	utilitarian	and	hedonic	value.	In	the	live	shopping	scenario,	high‐quality	information	
interaction	processes	can	effectively	help	users	to	have	a	deeper	understanding	of	the	product,	
and	enable	them	to	obtain	information,	experience	and	suggestions	that	are	beneficial	to	their	
purchase	 decision	 from	 various	 parties,	 thus	 ultimately	 improving	 their	 perceived	 level	 of	
utilitarian	value.	At	the	same	time,	the	diverse	interactive	forms	of	live	e‐commerce	also	bring	
mental	pleasure	and	enjoyment	to	users.	From	the	empirical	results,	 it	is	known	that	virtual	
haptics,	 which	 is	 the	 unique	 advantage	 that	 the	 livestreaming	 distinguishes	 itself	 from	
traditional	media	 forms	such	as	 text,	pictures,	or	short	videos,	has	 the	most	obvious	role	 in	
elevating	 the	 level	 of	 users’	 perceived	 hedonic	 value	 relative	 to	 the	 other	 4	 information	
interactors.	
	In	 addition,	 regarding	 to	 the	 influence	 of	 the	 three‐party	 information	 interaction	 on	 users’	
perceived	risk,	both	product	display	and	promotion	have	a	significant	negative	impact,	but	the	
effect	of	responsiveness,	mutuality	and	virtual	haptics	is	not	significant.	The	possible	reasons	
for	this	result	are	as	follows:	firstly,	responsiveness	can	generally	be	regarded	as	one‐to‐one	
interaction	between	the	anchor	and	users,	while	the	livestreaming	room	of	network	celebrity	
often	has	a	large	number	of	viewers.	In	the	face	of	a	large	number	of	problems	and	requirements	
sent	by	different	users	through	the	barrage,	it	is	difficult	for	the	anchor	to	give	rapid	feedback	
to	meet	the	information	needs	of	all	users,	but	this	may	aggravate	the	uncertainty	of	users	to	a	
certain	extent.	Secondly,	the	realization	of	mutuality	between	users	takes	the	barrage	as	the	
main	 carrier.	 Users	 can	 obtain	 supplementary	 information	 by	 viewing	 the	 barrage	 sent	 by	
others.	However,	the	main	content	of	these	barrages	during	live	shopping	is	usually	to	ask	the	
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anchor	questions,	make	requests	(e.g.	asking	to	try	on	or	showing	product	details,	etc.)	or	give	
feedback	to	the	anchor's	inquiries.	So	whether	the	information	acquisition	process	based	on	
barrage	can	be	effectively	realized	still	strongly	depends	on	the	anchor,	when	he/she	is	unable	
to	respond	timely,	the	amount	of	information	obtained	by	users	from	the	barrage	would	greatly	
discounted,	thus	increasing	the	uncertainty.	Therefore,	the	realism	brought	by	virtual	haptics	
cannot	effectively	reduce	the	user's	anxiety	about	product	quality.	
(2)	Users'	perceived	utilitarian	and	hedonic	value	 in	 the	process	of	 three‐party	 information	
interaction	 can	 promote	 their	 purchase	 intention.	 As	 a	 consumer,	 users	want	 to	 be	 able	 to	
master	as	much	product	information	as	possible	to	reach	the	optimal	purchase	decision,	and	
the	 live	e‐commerce	provides	a	good	environment	for	this.	 Information	 interaction	with	the	
anchor,	other	users	and	live	technology	can	effectively	help	users	understand	product	details	
more	fully	and	experience	a	high	level	of	perceived	utilitarian	value,	which	will	ultimately	lead	
to	an	increase	in	purchase	intention.	At	the	same	time,	the	warmth	and	social	feeling	brought	
by	 interpersonal	 interaction	 and	 the	 telepresence	 brought	 by	 human‐computer	 interaction	
during	live	shopping	can	enable	users	to	immerse	in	a	relaxed	and	pleasant	atmosphere	and	
experience	a	high	level	of	perceived	hedonic	value,	which	will	also	lead	to	the	improvement	of	
purchase	 intention.	However,	 inconsistent	with	 the	 hypothesis	 presented	 in	 this	 paper,	 the	
negative	impact	of	perceived	risk	is	not	significant.	Although	previous	studies	have	pointed	out	
that	there	is	a	negative	correlation	between	consumers'	perceived	risk	and	their	subsequent	
purchase	intention,	most	of	them	are	based	on	traditional	e‐commerce	environment.	In	the	live	
e‐commerce	 environment,	 consumers'	 purchasing	 decision‐making	 behavior	 may	 have	
changed	to	some	extent.	
This	study	believes	that	the	possible	reasons	for	this	result	include	two	aspects:	on	the	one	hand,	
low	price	stimulation	may	weaken	the	negative	 impact	of	perceived	risk	on	users'	purchase	
intention.	According	to	the	data	of	the	"online	survey	report	on	consumer	satisfaction	with	live	
e‐commerce	shopping",	the	reason	why	consumers	choose	live	shopping	mainly	because	of	the	
cost	performance	of	products	 (accounting	 for	60.1%)	and	price	concessions	 (accounting	 for	
53.9%).	While	all	the	time,	the	"lowest	price	in	the	whole	network"	and	"lowest	price	in	history"	
have	always	been	the	marketing	selling	points	of	the	network	celebrities’	livestreaming.	The	
strong	sense	of	satisfaction	brought	by	low	prices	may	make	consumers	no	longer	care	about	
the	 economic	 losses	 caused	 by	wrong	 decisions,	 so	 the	 negative	 effect	 of	 perceived	 risk	 is	
weakened.	On	the	other	hand,	in	the	livestreaming	room,	users	can	not	only	view	the	feedback	
sent	by	other	users	in	the	barrage,	but	also	observe	the	purchase	situation	of	them	in	real	time	
(e.g.,	the	interface	shows	that	some	users	are	on	the	way	to	buy	or	the	anchor	introduces	the	
sales	volume	of	a	product).	In	such	a	social	atmosphere,	users	may	feel	that	they	are	not	acting	
alone,	but	making	purchase	decisions	with	everyone's	participation,	so	the	negative	impact	of	
risk	perception	greatly	reduced.	Obviously,	this	interesting	research	result	provides	ideas	for	
us	to	better	understand	users'	purchase	behavior	under	the	live	shopping	scenario.	
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