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Abstract 
More and more consumers choose to make shopping decisions by watching the live 
broadcast at home, and live streaming has also become an important tool for businesses 
to attract customers.However, the rapid development of the e-commerce mode of "live 
commerce" has also led to the low traffic conversion rate of most anchors 'live broadcast 
rooms, and the effect of selling goods is not ideal. In the situation of live streaming e-
commerce, it is of great significance to study the influencing factors affecting consumers' 
purchase intention to improve the marketing effect of live streaming e-commerce. 
Through reading the domestic and foreign literature, this paper reviews the previous 
researches from the perspective of individual internal factors and external direct 
stimulus factors.Individual internal factors are selected from the perspectives of 
perceived value and flow experience, while the external direct stimulation factors 
combine the characteristics of livestream e-commerce shopping to analyze and 
summarize from three aspects: products, anchors and audience..Finally, the paper points 
out the shortcomings of the existing research and the prospect of the future research 
direction, hoping to provide reference for the future empirical research. 
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1. Introduction 

Livestream e-commerce is a new business model with real-time information flow and real-time 
social interaction. It is a social business activity that promotes commodity sales through all-
round display of commodities and real-time interaction with consumers [1]. after Taobao, 
Jingdong and other traditional shopping websites opened live broadcast zones on their clients 
in 2016, live broadcast e-commerce has made a leap in development, reshaping the pattern of 
e-commerce industry. At present, the scale of live broadcast e-commerce industry has exceeded 
100 billion, and a stable head effect has been formed in the industry. According to the report of 
the Iresearch, 97.2% of consumers have a clear consumption purpose when watching the live 
broadcast, which indicates that watching the live broadcast has become an important means to 
help consumers make shopping decisions. 
Academic circles have also conducted research on such a new marketing method as livestream 
e-commerce. Yuli Tan (2017) proposed that live streaming is a new media, which can change 
the traditional e-commerce from product navigation to content navigation, and is a brand-new 
marketing method. Guoming Yu and Jiayi Yang(2020) proposed that livestream e-commerce 
can strengthen the irrational factors in interpersonal relationships and promote consumption 
realization through convenient and authentic scenes [2]. Tyson Ang and Shuqin Wei (2018) 
found that compared with pre-recorded strategies, the inherent social influence cues (social 
presence and synchronicity) in live broadcast strategies can induce more authentic consumer 
viewing experience, thus increasing consumers' willingness to search and subscribe [3]. 
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Although the livestream e-commerce industry is developing rapidly, and the industry scale, 
employees and sales volume are also growing, this barbaric expansion and development has 
also caused the problems of low traffic conversion rate and small volume of sales orders in most 
anchor studios. At the same time, merchants and brand parties also lack an overall 
understanding of how livestream e-commerce, a new marketing method, can improve product 
sales volume and performance, and are unable to formulate a reasonable livestream e-
commerce marketing plan, thus increasing the marketing cost. 
Identifying the factors that affect consumers' psychology and purchase intention in live 
streaming e-commerce is of great significance in improving traffic conversion rate and 
stimulating economic growth. In view of the domestic and foreign scholars' studies on the 
factors influencing consumers' purchase intention in the live streaming e-commerce, this paper 
sorts out their research results. Based on the two perspectives of perceived value and flow 
experience, and combined with the characteristics of livestream e-commerce, the stimulus 
factors affecting consumers' purchase intention are summarized from three aspects: product, 
anchor and audience. Based on the summary and analysis of the research results, this paper 
further looks forward to the future research direction, hoping to provide reference for the 
relevant theoretical and practical development in the field of live streaming e-commerce. 

2. Research Status of Individual Inherent Factors 

2.1. Research Status of Perceived Value 
From the perspective of psychology, Zeithaml(1988) defines customer perceived value as an 
overall assessment of the utility of a product or service after comparing one's own gains and 
efforts. This definition is generally accepted by the academic community. Therefore, perceived 
value can be divided into two dimensions: perceived benefits and perceived risks. The 
perceived value of customers in live streaming e-commerce can be regarded as a trade-off 
between perceived benefits and perceived risks. 
In the scene of live-streaming e-commerce shopping, many scholars conducted research on 
consumers' purchase intention from the perspective of customers' perceived value. Yan Dong, 
Guang Shi and Yutian Shi(2020) found that online marketing has a significant positive impact 
on consumers' perceived value. At the same time, consumers' perceived value also acts as an 
intermediary between online marketing and online consumers' purchase behavior [4]. When 
the goods are introduced to consumers through livestream, the perceived value of consumers 
will be significantly improved and the purchase intention will be enhanced. Man Ji and Xiangzhi 
Zhuo(2020) found that product features and situational features in livestream e-commerce 
would positively affect consumers' purchase intention by influencing perceived value. Yijun 
Huang and Yichun Zhang (2019) think that the perceived value in the live broadcast is actually 
the consumer's evaluation of the goods he/she will purchase. If the evaluation result indicates 
that it is profitable, the consumer will generate the purchase intention [5]. Xiaohan Tian and 
Ruiliang Guo (2021) from the perspective of perceived risk, found that in the live broadcast of 
clothing on Taobao, perceived risk negatively affected consumers' purchase intention. Mei 
Luo(2018) also found that in live broadcast, the greater the perceived risk of consumers, the 
lower their willingness to purchase. Baosheng Zhang, Qingpu Zhang and Chenguang Zhao (2021) 
believe that perceived value plays a partial intermediary role between the characteristics of live 
streaming and consumers' purchase willingness. Zaijuan Xu (2020) proved that the greater the 
perceived value of customers, the better they will be able to make consumption decisions in the 
consumption process when analyzing consumer decisions under e-commerce scenarios [6]. Jia 
Liu and Yunjie Zou (2021) used the structural equation model to prove that perceived value has 
a positive impact on purchase intention and acts as an intermediary in the impact of perceived 
service quality on purchase intention [7]. Jing Ye and Cuilan Hu (2021) used SOR model to prove 
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that perceived value plays a complete mediating role in the influence of anchor's trust and live 
promotion price on purchase behavior. 
Therefore, based on perceived value, scholars mainly study the influence of consumers' 
purchase intention in the context of live streaming e-commerce from the two dimensions of 
perceived income and perceived risk. These studies have shown that consumers' perceived 
value will affect their purchase intention, and the greater the perceived risk, the lower the 
perceived revenue and the lower the purchase intention. Moreover, perceived value often acts 
as an intermediate variable when influencing purchase intention. 

2.2. Research Status of Flow Experience 
The flow experience has been happening all the time. Its concept was originally proposed by 
the Hungarian psychologist Mihaly Csikszentmihalyi: when people are engaged in things they 
like, they can devote their whole body and mind without any reward, forget the surrounding 
environment and have no idea of time. He called this state of people the flow experience. As for 
the division of the dimensions of flow experience, because flow experience usually appears as 
one element in real life, the initial research regards flow experience as a one-dimensional 
construct, which is used to indicate that people lose the sense of time when they are engaged in 
one thing,namely concentration, also known as "immersion experience". Sihao Huang, Fumin 
Deng and Jincen Xiao (2021) used the refined processing possibility model to prove that in the 
live  broadcast scene, the live feature under the central path will promote the immersive 
experience of consumers, resulting in consumers' impulsive purchase intention [8]. Later, more 
and more scholars realized that the one-dimensional construction of flow experience was not 
sufficiently explained, and began to divide the constituent dimensions of flow experience into 
two dimensions: concentration and pleasure. Hudson et al(2019) and Lefa Teng, Yuanyuan Wu 
and Feng Li (2020) have distinguished the difference between "immersion experience" and 
"flow experience ". First, immersion experience can change to different degrees, and flow 
experience is the best time in the immersion process. Second, flow experience always 
corresponds to positive emotion valence [9], while immersion experience is not always based 
on positive emotion, which also provides a basis for insufficient explanation of one-dimensional 
construct of flow experience. In live streaming e-commerce, scholars' research on the flow 
experience that affects consumers' purchase intention can be divided into concentration and 
pleasure. 
Jie Chen, Fang Cong and Feng Kang (2009) first analyzed the influencing factors of online 
consumers' purchase behavior from the perspective of flow experience, and found that website 
design dimension, performance dimension, consumer dimension and website content 
dimension will significantly affect the online consumer flow experience, which led to 
consumers' increasing the number of unplanned purchase and increasing willingness to repeat 
purchases. Korzaan(2003) also directly proves the positive impact of flow experience on 
consumer purchase attitude in his research. Research by Huihuang Zhu and Junyu Ke (2019) 
found that consumers can have a flow experience under the situation of synchronous 
communication. Because the communication between the anchor and the consumer is 
synchronous in real time under the situation of live streaming e-commerce, consumers will 
have a flow experience when watching live streaming e-commerce. Xiaoxiao Gong, Zuoliang Ye 
and Yuping Wu (2019) conducted a survey of 681 live webcast consumers. The study found 
that flow experience has a significant positive effect on impulsive consumption intention, and 
flow experience plays an intermediary role between atmosphere clues and impulsive 
consumption intention. Kai Sun, Luchuan Liu and Chenglin Liu (2022) found that consumers 
with high pleasure have higher purchase intention, and external stimulus factors such as 
promotion intensity and live studio activity can enhance consumers' pleasure [10]. Man Ji and 
Xiangzhi Zhuo (2020) believe that product characteristics and situational characteristics will 
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have an impact on consumers' perceived pleasure, and this pleasure will have a significant 
positive impact on consumers' purchase intention. Xing Zheng (2020) discovered from the 
perspective of an e-commerce anchor that the interaction between the anchor and the 
consumer will generate concentration and pleasure, and this flow of experience will generate 
the purchase intention of the consumer. Therefore, researchers found that compared with 
traditional online shopping, live streaming e-commerce which is a real-time social interaction 
shopping environment will make consumers have a flow experience, which will greatly 
improve consumers' willingness to purchase. 

3. Research Status of External Direct Stimulants 

After combing the previous researches on perceived value and flow experience, we found that 
perceived value and flow experience often act as intermediary variables and internal factors of 
consumers in the impact on consumers' purchase intention. Therefore, In combination with the 
characteristics of livestreaming e-commerce shopping, this paper sorts out the direct stimulus 
factors affecting consumers' purchase intention in livestreaming e-commerce from the aspects 
of products, anchors and audiences. 

3.1. Product Factors 
Similar to online shopping, consumers' perception of product quality in live streaming e-
commerce is also based on previous buyers' comments on products and price information of 
products. Consumer comments have a high reference value for customers to perceive product 
quality. Xiaopan Wang, Junpeng Guo and Yi Wu (2020) found that consumer comments are 
becoming an important information source to reduce information asymmetry in e-commerce, 
so as to help customers make purchase decisions [11]. Huihuang Zhu and Wei Gao (2020) found 
through an effective questionnaire survey that online reviews can effectively improve the 
perceived value of customers, and thus affect the purchase intention of consumers. Yijun Huang 
and Yichun Zhang (2020) believe that online comments in live broadcast will positively affect 
consumers' purchasing behavior [5]. Zhoumin Shi, Caiyun Zhang and Liangyu Wu (2020) 
proved through eye tracking experiment that consumers pay more attention to negative 
evaluation than positive evaluation [12]. In addition, Xuemei Dui and Yawei Wu found that 
negative online comments have significant negative impact on consumers' purchase intention. 
It can be seen that in the live streaming e-commerce, the more the audience comments on the 
product, the less negative comments, and the stronger the purchase intention of consumers. 
In the live streaming e-commerce, the influence of product price factors on consumers' 
purchase intention is mainly the preferential level of product price, and the preferential 
commodity price in the live broadcast room is an important driving force for consumers to 
choose to shop in the live broadcast room. Mingyao Hu(2020) found that economic ties (price 
discounts and preferential incentives) can increase consumer participation in live streaming e-
commerce. Mei Luo(2018) believes that product price has the most direct impact on consumers 
and has a strong correlation with consumers' purchase intention. Carol Yirong Lu(2020) uses 
the MEC model to find that product price is the most important factor for consumers in live 
streaming e-commerce, which can enable customers to obtain important value perception and 
stimulate their purchase intention. Xiang Qianyi(2020) found that product discount rate has a 
positive impact on consumers' purchase intention, and providing appropriate discount will 
stimulate consumers to purchase. Jing Ye and Cuilan Hu (2020) believe that the price discount 
of goods in live broadcast will affect consumers' perception of the value of goods and make 
them feel that buying goods is worthwhile, thus generating purchase intention. He Xu and 
Hongjian Qu (2021) also found through a questionnaire survey that the price discount of 
products in the studio would have a significant positive impact on consumers' purchase 
intention. 
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3.2. Anchor Factors 
In live streaming e-commerce, The content attraction of the anchor to the product introduction 
will directly affect the consumer's viewing experience and purchase intention. Accurate and 
interesting product demos in live streaming e-commerce will stimulate consumers' willingness 
to buy (Carol Yirong Lu,2020), and the vividness of the information in the live broadcasts will 
help establish a fast relationship between consumers and anchors, thus improving consumers' 
willingness to buy (Min Zhang and Lin Sun,2020). The content attraction of the product 
introduction in the studio mainly comes from the professionalism of the anchor and the 
authenticity of the content. Zuanhui Lin (2021) believes that the professionalism and 
authenticity of the information that consumers get from the studio will have a positive impact 
on their purchasing behavior [13]. Min Qian(2020) used the method of questionnaire to found 
that the higher the product involvement and professionalism of the anchor, the stronger the 
consumers' willingness to buy for the first time. Dawei Zhao and Jiaxin Feng (2021) use 
Bootstrap analysis technology to prove that professionalism improves consumers' purchase 
intention by reducing consumers' perceived risks. Therefore, the more attractive the content 
introduced by the anchor in the live streaming e-commerce is to the consumers, the stronger 
the consumers' purchase intention will be. 
Due to the particularity of real-time interaction of live streaming e-commerce, some 
researchers found that interaction helps to improve the audience's positive attitude towards 
live broadcast and increase their intention to watch live broadcast. Jinhua Tong(2017) found 
through empirical analysis that the interactivity and authenticity of live video improves 
consumers' purchase intention by influencing consumers' sense of immediacy and trust. Based 
on social exchange theory, Min Zhang and Lin Sun(2020) found that there was a positive 
correlation between real-time interaction and fast relationship, and it would affect customers' 
willingness to buy online. Min Qian(2020) found that low interactivity has a negative 
moderating effect on purchase intention. Baosheng Zhang and Qingpu Zhang (2021) found that 
the interactivity in the live broadcast would have a positive impact on consumers' purchase 
intention by influencing perceived trust and perceived usefulness. Fengjun Liu and Lu Meng 
(2020) captured the barrage of live broadcast room in online celebrity through big data Python 
crawler technology, which confirmed that the interaction between the anchor and consumers 
in live broadcast room had a positive effect on consumers' purchase intention [14]. 
Some scholars have also found that anchors in live streaming e-commerce will also affect 
consumers' purchase intention. High-profile anchors tend to have a higher popularity and a 
wider fan base. In the process of their live broadcast, they can often bring in more favorable 
discounts. Consumers will also have a higher degree of participation in the live studio and are 
more likely to generate purchase intention (Xiuxia Yan, Youheng Dong, 2021). Baoguo Zhao and 
Gengfeng Wang (2021) found that high-profile anchors are more likely to win the trust of 
consumers, and thus promote their purchase intention. Fangfang Hou et al. (2019) also found 
that the social status display of the anchor had a significant impact on the viewers' intention of 
live broadcast, and the high social status display enhanced consumers' purchase intention. 

3.3. Audience Factors 
Live streaming e-commerce is a new business model that can conduct real-time social 
interaction. Such interactions are not only between consumers and anchors, but also between 
consumers and consumers. This real-time interaction will make consumers influence each 
other, resulting in the phenomenon of conformity, that is, consumers' conformity purchase. 
Most directly, the real-time trading volume of products can stimulate consumers' purchasing 
intention, and then make consumers have impulsive buying behavior. Yongming Zhu and Jiaxin 
Huang (2020) have found that conformity behavior in live streaming will have a significant 
impact on consumers' purchase intention. When the real-time trading volume of goods in the 
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direct broadcasting room is more, consumers will feel that other people share their shopping 
risks, and then have purchase intention (Man Ji, Xiangzhi Zhuo, 2020). Lei Liu and Guoliang Cai 
(2017) believe that displaying product sales volume information will reduce consumers' 
sensitivity to prices [15]. Xiaoyu Wan (2018) found that product sales volume has a significant 
positive impact on consumers' attention [16]. Yongfu He(2017) proved through experiments 
that high sales volume will further stimulate sales, and merchants can induce and influence 
consumers' choices through sales volume information [17]. Zongwei Li, Yanhui Zhang  
confirmed from the analysis samples of 1347603 items on Taobao that the sales volume in the 
past 30 days has a positive impact on consumers' purchase intention [18]. 

4. Evaluation and Research Prospect 

As an emerging marketing method of live streaming e-commerce, researchers at home and 
abroad are paying more attention to the factors that affect consumers' purchase willingness in 
live streaming e-commerce. Although fruitful research results have been achieved, there are 
still some deficiencies. First of all, in the choice of research model, most scholars have chosen 
to use stimulus-organism-response (SOR) model to study the purchase intention of consumers 
in the live broadcast room. The research model is single and homogeneous. In the future 
research, scholars can apply more mature theoretical models to the research on the influencing 
factors of consumers' purchase intention in the live streaming e-commerce, such as adjustment 
orientation theoretical model, technology acceptance model, planning behavior theoretical 
model, etc. 
The existing research, regardless of from the perceived value, or flow experience, are inclined 
to from the psychological level, and customer trust is also belongs to the factors of the 
psychological level, but few scholars from the perspective of customer trust research on 
consumer purchase intention. As a new highlight of the e-commerce industry in recent years, 
live streaming e-commerce has undergone rapid and brutal development. However, this rapid 
development has also led to the emergence of some live streaming chaos, such as false data in 
the live streaming studio. These chaos also lead to the doubts and criticism of live streaming e-
commerce in the society. Some consumers only have negative impressions of live streaming, 
such as exaggeration and acting, and lose their trust in live streaming e-commerce. Future 
scholars can introduce customer trust into the research model and analyze how to obtain 
customer trust to improve consumers' purchase intention. 
When domestic and foreign scholars study the impact of external incentives on consumers' 
purchase intention, most of them focus on the scene factors in the live streaming, without 
considering the impact of factors such as live streaming platform and live streaming type on 
consumers' purchase intention. For example, for live streaming platform, different live 
streaming platforms (such as Taobao, Tik Tok )have different consumer groups, and the 
purchasing power of consumer groups is different, so even when facing the same commodity, 
consumers' purchase intention will be different. In addition, for the products, anchors and 
audiences that have already obtained rich research results, further refined research can be 
carried out in the future. For example, in terms of product factors, future researchers can 
consider the impact of product types on consumers' purchase intentions. The different impact 
of experience-based products and search-based products on consumers' purchase intentions 
under the live e-commerce scenario is worth exploring, because consumers' perception of 
online reviews is different between experience-based products and search-based products [19]. 
The type of products will also affect the choice of anchors by merchants. Movie stars for search-
based products and Internet celebrities for experience-based products. Consumers' purchase 
intention will be stronger. ( Zhao Han, Gang Du, etc., 2022). In addition, in the anchor factor, the 
anchor's gender and sexual attraction to consumers' purchase intention can also be a direction 



Volume 3 Issue 4, 2022 

DOI: 10.6981/FEM.202204_3(4).0026 

193 

Frontiers in Economics and Management 

ISSN: 2692-7608 

of future research, because Gender and sexual attraction have a significant impact on the 
audience's behavior in live streaming(Fangfang Hou, 2019). 
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