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摘 要 

直播電商是一種新型電商形態，以直播為行銷管道，是數位化時代直播與

電商雙向融合的產物。中國直播行業于 2003年起源，2016年被普遍認為是中國

直播電商元年。有資料顯示，截至 2023 年，我國全網註冊的網路直播使用者規

模達到了 7.51 億，職業主播超過 1500 萬人，直播電商的總體市場規模約為 4.9

萬億元，MCN機構數量突破 4.7萬家，中國直播行業僅 2021年全年的投融資金

額就達到了 559.6 億元。中國直播電商在使用者規模、營收規模、行業企業發

展、投融資等方面呈現出蓬勃發展之勢，成為數字經濟中最受關注的熱點之一。

隨著直播行業的發展，主播成為產品推廣和銷售的重要力量，拉動整個“直播經

濟”的快速增長。 

鑒於主播業績能夠影響企業最終的商業價值，因此，對主播業績影響因素

的研究顯得十分必要。文獻梳理發現，當前對於主播業績影響前因的研究，主

要圍繞主播個人特徵和主播—產品契合度兩個方面展開，鮮有學者關注企業社

會責任對主播業績產生的影響。然而，在直播行業發展過程中，產品供應商的

角色地位日益凸顯，其社會責任（包括產品供應商社會責任感和環境責任感）

逐漸成為影響整個直播商業生態的重要因素，受消費者的關注度不斷提高，對

與其合作主播的業績產生著深遠的影響。 

針對以上實踐現狀和研究不足，通過對相關研究和理論的回顧，本文以信

號理論為基礎，構建產品供應商社會責任感和環境責任感以及主播業績之間的

理論框架，並引入產品價格和主播話術作為調節變數，在此基礎上提出了相關

研究假設。經過現場實驗獲取資料進行檢驗，結果顯示，大部分假設得到支援。

具體而言，本研究得到以下研究結論：第一，產品供應商社會責任感對主播業

績影響顯著；第二，產品供應商環境責任感對主播業績影響顯著；第三，產品

價格方面，產品價格的調節效應穩健，符合趨勢，即相比較于高價格產品，低

價格產品會增強產品供應商社會責任感對主播業績的正向影響；最後，主播話

術方面，情感話術能夠加強產品供應商社會責任感對主播業績的正向影響。 
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本文在理論上的貢獻在於：第一，本文的研究聚焦于產品供應商企業社會

責任對主播業績的影響，填補了當前對主播業績影響前因的文獻中鮮有考慮企

業社會責任的研究不足，豐富對於主播業績影響前因的研究。第二，本文的研

究同時考慮了產品價格和主播話術兩種因素，探究其在產品供應商企業社會責

任影響主播業績的過程中可能存在的調節作用，有助於進一步拓展直播行銷的

相關研究。第三，當前對於企業社會責任雖然已經有了較為廣泛的研究，然而，

將其納入到直播情境下的研究仍相對較少。本研究將企業社會責任納入直播情

境，探討其對於主播業績的影響，從而將企業社會責任的研究引至新的實踐情

境中，拓展了關於企業社會責任的研究邊界。 

關鍵字：社會責任感；環境責任感；主播業績；主播話術；產品價格 
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ABSTRACT 

Live streaming e-commerce is a new form of e-commerce that achieves marketing 

purposes through live streaming, and is the product of the two-way integration of live 

streaming and e-commerce under the background of the digital era. China's live 

streaming industry originated in 2003, and 2016 is generally considered to be the first 

year of China's live streaming e-commerce. Data show that as of 2023, China's network 

live broadcast users reached 751 million, more than 15 million professional anchors, 

live broadcast e-commerce market size of about 4.9 trillion yuan, the number of MCN 

institutions exceeded 47,000, only in 2021 China's live broadcast industry annual 

investment and financing amount of 55.96 billion yuan. China's live streaming e-

commerce has shown a booming trend in terms of user scale, revenue scale, industry 

enterprise development, investment and financing, and has become one of the most 

concerned hotspots in the digital economy. With the development of the live broadcast 

industry, anchors have become an important force for product promotion and sales, 

driving the rapid growth of the entire "live broadcast economy".  

In view of the fact that anchor performance can affect the final business value of 

enterprises, it is necessary to study the influencing factors of anchor performance. 

Literature review finds that current studies on the anthems affecting anchors' 

performance mainly focus on the personal characteristics of anchors and streamer-

product fit, while few scholars pay attention to the impact of corporate social 

responsibility on anchors' performance. However, in the process of the development of 

live broadcasting industry, the role of product suppliers has become increasingly 

prominent, and their social responsibility (including the social responsibility and 

environmental responsibility of product suppliers) has gradually become an important 

factor affecting the entire live broadcasting business ecology. With the increasing 

attention of consumers, it has a profound impact on the performance of co-anchors. 

In view of the above practical status and research deficiencies, by reviewing 

relevant studies and theories, this paper builds a theoretical framework between 

product suppliers' social responsibility and environmental responsibility and anchor 

performance based on signal theory, and introduces product price and anchor speech 

as moderating variables. On this basis, relevant research hypotheses are proposed. The 
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data obtained from field experiments are tested, and the results show that most of the 

hypotheses are supported. Specifically, this study draws the following conclusions: 

First, the social responsibility of product suppliers has a significant impact on anchor 

performance; Second, the environmental responsibility of product suppliers has a 

significant impact on the performance of anchors; Third, in terms of product prices, the 

adjustment effect of product prices is robust and in line with the trend, that is, compared 

with high-price products, low-price products will enhance the positive impact of 

product suppliers' social responsibility on the performance of anchors. Finally, in terms 

of anchor speech, emotional speech can strengthen the positive impact of product 

suppliers' social responsibility on anchor performance. 

The theoretical contributions of this paper are as follows: First, the study on the 

impact of CSR of product suppliers on anchor performance fills in the lack of studies 

on the anthems of anchor performance that consider CSR in the current literature, and 

enriches the study on the anthems of anchor performance. Second, this study also 

considers the two factors of anchor speech and product price, which may have a 

regulating effect on the influence of product suppliers' corporate social responsibility 

on anchor performance, which is helpful to further expand the relevant research on live 

broadcast marketing. Third, the current research on corporate social responsibility is 

relatively extensive, but there are still relatively few studies that incorporate corporate 

social responsibility into live broadcast situations. This study incorporated corporate 

social responsibility (CSR) into the live broadcast context, explored its impact on the 

performance of anchors, introduced the research of CSR into a new practice context, 

and expanded the research boundary of CSR. 

Key words: sense of social responsibility； environmental responsibility；

anchor performance；anchor characteristics；product characteristics 
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