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Abstract 
The evolution and evolution of media is changing with each passing day. In just a few 
decades, the market share of traditional mass media represented by TV, radio and 
newspapers has been shrinking. At the same time, media with social functions has 
become more and more popular in various Internet platforms. Sprout. Pan-
entertainment live broadcast is a combination of media technology and grass-roots 
culture. The anchor obtains "rewards" from users through semi-performative emotional 
labour and brings goods through live broadcast. The process of live broadcast delivery 
hides the struggle of multi-dimensional social comparison. Parallel comparison enables 
users to confirm that their consumption concepts and behaviours are in line with the 
trend, and upward comparison encourages them to produce a self-affirming assimilation 
effect, overestimate their own spending power, and make irrational behaviours. Based 
on this research background, the paper adopts social comparison theory to analyse the 
behaviour of carrying goods in live e-commerce. 
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1. Introduction 

In recent years, due to the rapid development of the times and the continuous improvement of 
the level of science and technology, smart devices such as smartphones and tablet computers 
have gradually become an indispensable part of people's lives. Moreover, due to the coverage 
of 4G wireless networks, it is also the development of video has created more favourable 
conditions [1]. Since 2013, the speed of short video development has been getting faster and 
faster, and the form of media communication has been updated to a large extent, realizing the 
leap from the era of pictures and texts to the era of short videos. Under the new situation, the 
emergence and development of short videos and live broadcasts not only changes the way of 
information dissemination, but also closely links people with information. Webcasting is a 
product of the development of the modern Internet, and with the rise and development of 
webcasting and short videos, more and more people have joined the ranks of recorded videos 
and live broadcasts. Therefore, before you know it, the era of live broadcast and video has 
quietly arrived, which has changed people's life style to a large extent [2]. At present, the e-
commerce promotion mode based on live broadcast and short video is deeply loved and 
accepted by people because of its strong authenticity and interaction. Therefore, in order to 
further promote the overall development process of e-commerce, in the specific development 
process, innovating the communication channels of e-commerce, whether it is to improve the 
overall popularity of the product or to broaden the audience of the product, it has very obvious 
advantages [3]. 
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Through a series of technical iterations, the e-commerce live broadcast has upgraded the 
traditional "goods-to-person" sales model to a warmer "person-to-person" model, allowing 
merchants and users to achieve "face-to-face chat" across geographical limitations, which can 
accurately answer questions, full-scale demos, and a rush-buying atmosphere create amazing 
sales conversion figures. This paper compares and analyses the similarities and differences 
between the audience of mass media and the users of social media. 

2. Overview of Social Comparison Theory 

The social comparison theory has experienced a generalization process from the comparison 
of opinions and status, to the comparison of emotions, and then to the comparison of various 
factors of social interaction. In 1954, American social psychologist Festinger put forward the 
concept of "social comparison" and made a classic interpretation. In his view, individuals have 
an internal drive to evaluate their own opinions and abilities [4]. When there is no direct 
objective standard, individuals will evaluate themselves by comparing with others, and 
determine their position and value in the environment (Figure 1 for social Comparative Theory, 
pictured in 5 Social Comparison: Motives, Standards, and Mechanisms). Later, Schachter 
extended this theory to the emotional level, proposing that people can evaluate themselves or 
chaotic or unfamiliar emotional states by comparison. At the end of the 20th century, some 
scholars no longer emphasized the premise of whether there are objective standards, and 
believed that social comparison is spontaneous and universal, and whether it is opinions, 
emotions, physical conditions, or interpersonal relationships can become the dimensions of 
social comparison, thus pushing the theory to wider scope of application. During the operation 
of social comparison psychology, different mechanisms of different dimensions will be 
produced according to the time and situation, including parallel comparison, upward 
comparison and downward comparison. Parallel comparison refers to the comparison with an 
object in a similar situation to oneself, in order to predict the result of one's own cognition, 
attitude, right or wrong, or action [5]. 
 

 
Figure 1. Social Comparison Theory Framework 
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3. Research Method Design 

This study mainly adopts a combination of empirical research and theoretical research. First of 
all, in the literature review and research part, this paper adopts the theoretical research method, 
analyses and summarizes the research objects and research results of the relevant research, 
analyses the shortcomings of the relevant research, puts forward research hypotheses and 
further builds the research model. In the stages of questionnaire survey, information collection 
and data analysis and processing, empirical research methods are used to draw empirical 
conclusions. 

3.1. Theoretical Model 
Based on the social comparison theory, this paper takes the live broadcast mode of e-commerce 
as a stimulus, consumers' emotional and cognitive changes as organisms, and consumers' 
wishes and behaviours as responses. 

3.2. Research Hypothesis 
Based on the combination of theoretical basis and this research, this paper makes the following 
assumptions: H1: Consumers’ cognition and emotional changes play a mediating role in the 
relationship between the entertainment mode of e-commerce live broadcast and consumers’ 
willingness or behaviour.  H2: Consumer cognition and emotional changes are related to 
consumption in e-commerce live broadcast discounts. It plays a mediating role in the 
relationship between consumers' purchase intention or behaviour [6]. The theoretical model 
constructed based on the above assumptions is shown in Figure 2 below (Figure 2 is quoted in 
to shop or not: Understanding Chinese consumers' live-stream shopping intentions from the 
perspectives of uses and gratifications, perceived network size, perceptions of digital 
celebrities, and shopping orientations). 
 

 
Figure 2. Theoretical model 
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3.3. Sample Data Collection 
This research mainly focuses on the relationship between e-commerce live broadcast mode and 
consumer attitudes, as well as the relationship between consumer attitudes and consumer 
behaviours. Therefore, effective respondents should have viewed experience in live broadcast 
situations. Questionnaires were distributed online in this study. A total of 247 questionnaires 
were distributed, and after removing the questionnaires that did not meet the requirements, 
the number of valid questionnaires was 129, and the effective rate was 52.23% [7]. Since live 
shopping is still in the early stage of development in China, many consumers have not been 
exposed to live shopping, and it is difficult to achieve a high questionnaire efficiency. From 
Table 1, it can be seen that all the respondents have shopping experience in live broadcast, 69.9% 
shop occasionally, 30.1% shop often; more than 50% of the participants often watch, and the 
vast majority of the respondents have used the Internet for more than 3 years’ experience, 
indicating that they are familiar with live broadcasting and Internet use; in terms of gender, 
income, age, and educational background, the sample of respondents has a high coverage rate 
of netizens, which better guarantees the quality of questionnaire responses (data quoted in 
Impulsive purchase intention of live e-commerce consumers from an emotional perspective). 
 

Table 1. Descriptive statistics of the study sample 
Sample features 

 
Classification criteria 

 
sample 

n % 
gender 

 
male 179 43.1 

Female 236 56.9 

Income/yuan 
 

0 37 8.9 
<3000 35 8.4 

3001~6000 103 24.8 
6001~9000 138 33.3 

>9000 102 24.6 

age 
 

18~25 120 28.9 
26~30 111 26.7 
31~40 142 34.2 
41~50 29 7 
51~60 9 2.2 

>60 2 0.5 

education level 
 

below university 34 8.2 
University 340 81.9 

master 33 8 
PhD 8 1.9 

Net age 
 

<3 10 2.4 
3~5 73 17.6 
6~8 111 26.7 
>8 221 53.3 

Watch lives with goods 
occasionally 207 49.9 

often 196 47.2 
everyday 12 2.9 

Live shopping 
occasionally 290 69.9 
often have 125 30.1 
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3.4. Reliability and Validity Test 
We used SPSS26.0 to perform KMO and Bartlett sphericity tests on the scale to judge whether 
it is suitable for factor analysis. The test results are shown in Table 2 (Table 2 refers to the 
influence of online live broadcast characteristics on consumers' purchase intention in the e-
commerce live broadcast mode), the KMO value is 0.958, greater than 0.5 [8], the correlation is 
high, and the Bartlett spherical significance test, suitable for factor analysis. AMOS was used to 
analyse the standardized factor loadings of the observed variables, and the combined reliability 
and convergent validity were calculated. The standardized factor loadings of all items were 
more than 0.6 and were significant at the 0.001 level. The mean variance extracted (AVE) were 
all greater than 0.5, which was in line with the recommendations for AVE thresholds proposed 
by Furnell et al. The combined reliability (C.R.) is greater than 0.7, which is in line with the C.R. 
threshold suggested by Hair et al. The scale has good convergent validity and combined 
reliability. 
 

Table 2. KMO and Bartlett tests 
KMO Sampling Suitability Quantity 0.958 

Bartlett's sphericity test 
approximate chi-square 5716.952 

degrees of freedom 378 
salience 0 

 

Table 3. Scale reliability and validity tests 

facet 
 

item 

Significance Estimation 
of Parameters 

Factor 
loadings 
(StdFC) 

Factor 
reliability 

(SMC) 

Combined 
reliability 

(C.R.) 

Average 
Variance 

Extraction 
(AVE) Unstd S.E. T 

visibility 
 

1.1 1   0.965 0.849 
0.945 0.648 1.2 0.935 0.069 13.846 0.899 0.638 

1.3 0.992 0.068 13.143 0.845 0.555 

interactivity 
 

2.1 1   0.95 0.823 
0.93 0.622 2.2 0.96 0.084 12.949 0.92 0.682 

2.3 0.966 0.084 11.865 0.698 0.482 

authenticity 
 

3.1 1   0.81 0.504 

0.909 0.515 
3.2 0.932 0.091 10.219 0.699 0.485 
3.3 1.039 0.1 10.394 0.804 0.496 
3.4 1.039 0.095 10.949 0.865 0.595 

entertainment 
4.1 1   0.865 0.595 

0.925 0.618 4.2 0.999 0.09 11.181 0.649 0.42 
4.3 1.29 0.108 12.059 0.919 0.945 

perceived trust 
 

5.1 1   0.829 0.53 
0.86 0.518 5.2 1.099 0.121 9.991 0.902 0.643 

5.3 0.994 0.101 9.940 0.614 0.388 

perceived 
usefulness 

 

6.1 1   0.881 0.594 

0.94 0.569 
6.2 0.98 0.086 12.899 0.884 0.599 
6.3 0.99 0.086 13.008 0.892 0.628 
6.4 0.918 0.083 11.194 0.683 0.453 

Purchase 
Intention 

8.1 1   0.885 0.601 

0.949 0.593 
8.2 1.031 0.091 12.849 0.863 0.592 
8.3 0.914 0.083 12.591 0.852 0.566 
8.4 0.933 0.083 12.838 0.862 0.591 
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It can be seen from the test results that after adding cognitive and emotional changes, the 
interaction, entertainment, and preference of e-commerce live broadcasts are no longer 
significantly related to consumers' willingness or behaviour. It can be seen that cognitive and 
emotional Changes play a complete mediating role in the relationship between the interactivity, 
entertainment, and preference of e-commerce live broadcasts and consumers' willingness and 
behaviour. Therefore, it is assumed that H8, H1, and H2 are established. 

4. Conclusion 

This research focuses on the question of why consumers buy impulse purchases in e-commerce 
live broadcasts. Based on the impulsive buying model of emotion-led consumers, this study 
uses questionnaire survey and structural equation model methods to find out the strength of 
promotion, the characteristics of anchors (credible Stimuli such as sexuality, professionalism, 
attractiveness, and interactivity) and live-streaming activity can increase consumers’ perceived 
pleasure and perceived arousal, leading to a higher willingness to buy impulse buys. 
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