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Abstract

E-commerce live streaming is an online marketing activity that combines real-
time live streaming technology and e-commerce on internet platforms. During the
live streaming process, the host showcases, recommends, and sells products, aiming
to promote sales and enhance the shopping experience through interactive
engagement with the audience. Nowadays, e-commerce live streaming has become
a popular and important sales channel. For many brands and merchants, e-
commerce live streaming allows them to visually showcase and promote their
products, attract more target consumers, and engage with them in real-time. The
widespread prevalence of e-commerce live streaming has also garnered attention
from scholars.

This study reviews and summarizes the research in the field of e-commerce
live streaming and identifies the following research gaps regarding consumer
purchasing behavior in this context: Firstly, existing research rarely explores the
impact of live streaming hosts and viewers on consumer purchasing behavior from
the perspective of interpersonal interaction in e-commerce live streaming. Secondly,
existing research lacks in-depth analysis of the sub-dimensions of social presence
in e-commerce live streaming and the mechanisms through which it affects
consumer purchasing behavior. Therefore, this study aims to address these gaps by
conducting four sub-studies to complement existing research in the field.

Firstly, Sub-study one and Sub-study two are based on objective factual data
from live-streaming rooms. They select feature variables and construct
corresponding econometric models to investigate the impact of the social presence
of live-streaming anchors and the social presence of co-present viewers on
consumer purchasing behavior. The findings confirm that audience participation,
audience preference, anchor marketing interaction, and social interaction all
significantly influence the volume of transactions in live-streaming rooms.
Therefore, it is necessary to further extract and delineate the factors that affect the
social presence of anchors and co-present viewers.

Sub-study three focuses on the core issues of consumer concerns and conducts
interviews with typical consumers. Through grounded theory, the study constructs

a mechanism for the impact of social presence in e-commerce live streaming on
il



consumer purchasing behavior.

Finally, in sub-study four, this research collects questionnaire data from 382
consumers with e-commerce live streaming purchasing experience to test the
proposed hypotheses and conduct path analysis on the proposed mechanism. The
research results indicate that perceive pleasure and perceive value is a key factor
influencing consumer purchasing behavior. Audience engagement, host’s
professionalism, attractiveness, and interactivity have a significant positive impact
on consumer pleasure, while the host’s popularity does not significantly impact
consumer pleasure. Audience perceive pleasure has positive impact on perceive
value. And it is also shown to play a significant mediating role in the impact of
perceived social presence of co-viewers and the host’s social presence on consumer
purchasing behavior, with a confidence level of 95%.

The findings of this study have significant research implications, enriching the
understanding of consumer purchasing behavior in the context of e-commerce live
streaming and expanding the social presence theory and the application of the dual-
system theory in this context. Moreover, it provides practical guidance for e-
commerce live streaming businesses and hosts on enhancing consumer purchasing
behavior in live streaming rooms

Key words : E-commerce live streaming; Anchor’s social presence;

Audience’s social presence; Interpersonal interaction
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