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Abstract. This study constructs a theoretical framework for the influence of ce-
lebrity effect in live streaming on consumers’ purchase intention in a fully 
quantitative way. The data analysis of the questionnaire results was carried out 
by means of a questionnaire survey with the help of SPSS software, and the 
three dimensions of trustworthiness, expertise and interactivity of celebrity in-
formation sources in live streaming were used to study consumers’ purchase in-
tentions. Using the credibility of product and quality perceived of products as 
intermediate variables, validating the impact of the characteristics of celebrity 
information sources in live streaming on credibility and quality perceived of 
products, and thus on consumers’ purchase intentions. 
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1 Introduction 

The development of e-commerce has become more and more mature in recent years, 
and since 2015, live streaming has been among the mobile internet windfall, more and 
more platforms with resources have started to favour live streaming [1]. With the rise 
of more new media platforms, the live streaming of products is becoming increasingly 
popular and trusted by consumers. More vivid presentations, a wider variety of prod-
ucts and lower purchase prices than e-commerce platforms are attracting consumers to 
start buying quality products through live streaming, especially in daily necessities 
and skin care products. According to information, the data of live streaming in Tik-
Tok broke 100 million in the year 2020 and 2021 from March to July, and this year 
the data increases four times which compared to last year's in the same period. The 
branded live streaming rooms that are being strongly supported, the celebrity live 
streaming rooms that are becoming more and more perfect, those made the TikTok e-
commerce become more mature and rich. Nowadays, the mode of selling goods is not 
only limited to online merchants, but more often brands invite celebrities to their live 
streaming rooms to sell goods. Sometimes some celebrities are not familiar with the 
products can also lead to changes in consumers' trust in the products, thus affecting 
the willingness to buy. 
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2 Literature review 

2.1 Features of the Celebrity Information Source 

Meng (2020) [2] found that live webcasters stimulated consumers' willingness to buy 
through the information source characteristics of expertise, interactivity and attrac-
tiveness. Fengjun Liu (2020) [3] mentions four characteristics of information sources 
that can influence their persuasive effect on audiences in terms of credibility, exper-
tise, attractiveness and interactivity. The attractiveness of an information source is the 
power to guide people in a certain direction. The interactivity of information source 
refers to the various forms of real-time communication between the information 
source and the audience, online or offline, which makes the audience feel a sense of 
social presence. This research considers that the characteristics of celebrity infor-
mation sources are similar to those of online celebrities, and therefore defines the 
characteristics of celebrity information sources from three perspectives, namely cred-
ibility, expertise and interactivity.  

2.2 Credibility in Product and Quality Perceived 

The study by Mahmud (2013) [4] mentions that trust forms when one party has confi-
dence in an exchange partner’s reliability and integrity, a trust violation would create 
a negative image of the online store. Xuemei Bi’s (2004) [5] research found that cus-
tomers perceive quality is very subjective, mainly through sight, hearing, feeling and 
through the analysis and judgement of the information they understand to evaluate the 
quality of the product. Espejel (2007) [6] argue that service quality as a perceived 
judgment, resulting from an evaluation process. The study of Elena (2019) [7] indi-
cates that an individual’s perception of quality will differ depending on a number of 
factors such as the moment in which they acquire the information or data defining the 
characteristics of the product, or the place where the purchase is made, or the goods 
consumed. This research concludes that both credibility in product and quality per-
ceived of product are subjective in nature, that is to say consumers form their own 
perceptions through external information and data, thus generating trust and quality 
perceptions of products. The trust and quality perceptions that consumers form sub-
jectively can play a decisive role in determining purchase intentions. 

3 Research Framework and Hypotheses 

3.1 Research Framework 

Based on all the theories above, this research presents the research framework in Fig-
ure 1. Although some studies have shown that the expertise and interactivity charac-
teristics of live webcasters affect consumers' willingness to purchase products, they 
have only studied the influence of webcasters' expertise and consumers' willingness to 
purchase, not in terms of webcasters' expertise and perception of products. Therefore, 
with all theories above, this paper finds that there are similarities between the charac-
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teristics of webcaster and celebrity, and then combines the uniqueness of celebrity and 
consumers' perceptions of products to build a corresponding research framework. As 
shown in Figure 1, it is hypothesised that the credibility, expertise and interactivity of 
the celebrity in the live streaming will influence consumers' trust and quality per-
ceived of the product, and thus affect consumers' willingness to purchase the product. 

 

Fig. 1. Research Framework. (Source: self-made.) 

3.2 Hypotheses 

3.2.1 The influence of celebrity information source characteristics on credibility 
and quality perceived of product.  

From a marketing perspective, according to this theory, when consumers are stimu-
lated by more credible information, such as a highly credible celebrity who lives in 
live streaming, the more they will transfer their feelings about this information to the 
corresponding product or service, resulting in a sense of credibility of product. Simi-
larly, highly credible celebrities are perceived by consumers as experts. Some re-
search has highlighted that the celebrities are people who enjoy public recognition 
and mostly they are the experts of their respective fields, these celebrities bring relia-
bility and trust in the brand and above all, they help in increasing the sales revenues 
[8]. Therefore, consumers develop a perception that the brand or product is of high 
quality and reliability. This research proposes hypotheses: 

H1a: Celebrity’s trustworthiness in live streaming positively influences consumers’ 
credibility of product. 

H1b: Celebrity’s trustworthiness in live streaming positively influences consumers’ 
quality perceived of product. 

According to the expertise of celebrity sources, some studies mentioned that exper-
tise derives from an actor's ability to provide information to others because of his 
experience, education, or competence [9]. According to the theory mentioned by 
Kelman (1961) [10], when an individual adopts behavior derived from another person 
or a group. These conclude that the celebrity expresses and recommends the product 
to the consumer through professional recommendations and with real-life experience 
of using the product, and the consumer thus develops a satisfactory self-perception, 
which leads to a sense of trust and awareness of the product. Accordingly, the hy-
potheses are formulated: 

H2a: Celebrity’s expertise in live streaming positively influences consumer’s cred-
ibility of product. 

H2b: Celebrity’s expertise in live streaming positively influences consumer’s qual-
ity perceived of product. 
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According to the interactivity of information sources, Tong (2017) [11] conducted 
a study on consumer purchase intentions in a live streaming environment, which 
showed that the interactive feature of webcast positively affects customers’ trust. 
Therefore, according to this theory, the interactivity of celebrity in live streaming 
affects consumers' trust in the product. And also according to the SOR model, a celeb-
rity gives a specific interactive stimuli during live streaming can drive online custom-
ers' perception of the quality of the product. This research proposes the following 
hypotheses: 

H3a: Celebrity’s interactivity in live streaming positively influences consumer’s 
credibility of product. 

H3b: Celebrity’s interactivity in live streaming positively influences consumers’ 
quality perceived of product. 

3.2.2 The influence of credibility of product and quality perceived of product on 
consumers' purchase intention.  

Everard and Galletta (2005) [12] studied individuals' willingness to buy in an 
online environment, present that when trust is present, individuals are more likely to 
engage in cooperative behaviors and are more inclined to engage in emotional or fi-
nancial transactions. This study draws an analogy between this theory and the fact 
that consumers will be more likely to buy a product when they have a sense of trust in 
it. Kempf (1998) [13] and others have also highlighted through experiments on con-
sumer perceptions that the perception of diagnosticity strengthens consumer’s confi-
dence in purchasing a product. Specifically, if consumers receive more information 
through online interactions with celebrity, they will develop a perception of product 
quality so that their purchase intention will be more firm. Based on the theories 
above, the research present the hypotheses: 

H4a: Consumer’s credibility of product positively influences the purchase inten-
tions. 

H4b: Consumer’s quality perceived of product positively influences the purchase 
intentions. 

4 Method 

4.1 Samples and data collection 

The resaerch was conducted using a 5-point Likert scale, where 1 means ‘totally disa-
gree’ and 5 means ‘totally agree’, and use a scenario-based questionnaire, where re-
spondents were asked to read the scenario before filling in the questionnaire. This 
questionnaire is used for chinese consumers between the ages of 18 and 50. The sce-
nario introduction section required respondents to read the following context: “You 
are planning to buy daily and skincare products, but you have looked at many shop-
ping platforms but have not found anything satisfactory, at that moment you happen 
to see a live streaming where celebrities such as Zitao Huang, Yi Sun and Nana 
Ouyang are invited by a brand sellers to perform a live streaming.” Respondents will 
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begin filling out the questionnaire after reading the scenario and will begin with the 
screening question: “Have you ever purchased goods through the live streams of Zitao 
Huang, Yi Sun, Nana Ouyang, etc.?” This questionnaire was collected through the 
Questionnaire Star Platform by filling in questionnaires from each other, the platform, 
and WeChat. 300 questionnaires were put out, and 220 questionnaires were returned, 
of which 108 were filled in from each other, 68 from the platform, and 44 from 
WeChat. After excluding the questionnaires due to screening questions, 157 question-
naires were valid, with an efficiency rate of 72%. The descriptive information of the 
samples is shown in Table 1. This research conducted a Harman One-Way Test on the 
data and the results showed that when all items were combined into a single factor, 
the common variance shown was 33.6%, which was less than 50%, so there was no 
significant common method bias in the data. [14] Also in this research, in order to 
provide a more intuitive and clear response to the above theories, the following meas-
urement variables will be shown, as shown in Figure 2, the consumer’s credibility of 
product will be measured in terms of consistency between the actual product and the 
product in live streaming, and consumer’s quality perceived of product will be meas-
ured in terms of product materials, product design and product quality. 

 
Fig. 2. Variable measurement questionnaire. (Source: self-made.) 
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Table 1. Respondents’ demographic profile. 

Profile Characteristic Frequency Percent 

Gender Male 41 26.1% 

Female 116 73.9% 

Age 18-25 years 33 21.0% 

26-30 years 51 32.5% 

31-40 years 34 21.7% 

41-50 years 39 24.8% 

Education Undergraduate 21 13.4% 

Graduate 111 70.7% 

Postgraduate 20 12.7% 

Others 5 3.2% 

Income/ 
Month 

Up to 3000￥ 27 17.2% 

3001-5000￥ 37 23.6% 

5001-8000￥ 37 23.6% 

8001-10000￥ 37 23.6% 

Above 10001￥ 19 12.1% 

Source: self-made. 

4.2 Analysis of data 

4.2.1 Reliability and validity analysis.  
To ensure the reliability and validity of the questionnaire, this research used more 

established scales. The celebrity information source characteristics and purchase in-
tention draw on the scale of OHANIAN [15] and Fengjun Liu. Adapting the 
webcasters’ characteristics to the celebrities’ characteristics. The questions include 
three items of credibility, three items of expertise, three items of interactivity and 
three items of purchase intention. The credibility of product reference is modified 
from Apiradee’s [16] research, which included three items. The quality perceived of 
product was informed by the study of Suttikun [17] and included three items. In this 
study, reliability analysis was conducted for six variables, and after the analysis, the 
Cronbach's α are 0.792, 0.792, 0.724, 0.793, 0.743 and 0.763, all the results were 
more than 0.7, while CR were approximately 0.7 and AVE were more than 0.5. 
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Therefore, there was some reliability between the variables. The specific data are 
shown in Table 2. 

Table 2. Cronbach’s Alpha, Composite Reliability and Average Variance Extracted of con-
structs. 

Construct Cronbach Alpha Composite Reliabil-
ity 

Average Variance 
Extracted 

Trustworthiness 0.792 0.707 0.879 
Expertise 0.792 0.707 0.879 

Interactivity 0.724 0.650 0.848 

Credibility in Prod-
uct 

0.793 0.708 0.879 

Quality Perceived 0.743 0.662 0.855 

Purchase Intention 0.763 0.683 0.866 

Source: self-made. 

4.2.2 Results of testing.  
The effect of celebrity’s trustworthiness on credibility of product was highly sig-

nificant (β= 0.489, p < 0.001) and the effect of celebrity’s trustworthiness on quality 
perceived of product was highly significant (β= 0.365, p < 0.001). Celebrity’s exper-
tise had a significant effect on credibility of product (β= 0.190, p < 0.01) and celebri-
ty’s expertise had a highly significant effect on quality perceived of product (β= 
0.294, p < 0.001). Celebrity’s interactivity had a significant effect on credibility of 
product (β= 0.193, p < 0.01) and celebrity’s interactivity had a highly significant ef-
fect on quality perceived of product (β= 0.260, p < 0.001). Similarly, the credibility of 
product had a significant effect on consumers’ purchase intentions (β= 0.489, p < 
0.001) and the quality perceived of product had a significant effect on consumers’ 
purchase intentions (β= 0.410, p < 0.001). All the relevant data can be found in Table 
3. Based on the results of the above analysis, H1a, H1b, H2a, H2b, H3a, H3b, H4a, 
H4b were all failed to reject to some extent. 
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Table 3. Results of hypothesis testing. 

Hyp
. 

Path β t Result 

H1a Trustworthiness → Credibility 0.489 6.575*** Fail to reject 

H1b Trustworthiness → Quality Perceived 0.365 5.209*** Fail to reject 

H2a Expertise → Credibility 0.190 2.704** Fail to reject 

H2b Expertise → Quality Perceived 0.294 4.430*** Fail to reject 

H3a Interactivity → Credibility 0.193 2.663** Fail to reject 

H3b Interactivity → Quality Perceived 0.260 3.796*** Fail to reject 

H4a Credibility → Purchase Intention 0.489 7.720*** Fail to reject 

H4b Quality Perceived → Purchase Intention 0.410 6.476*** Fail to reject 

Notes: * p < 0.05; ** p < 0.01; ***p < .001. 
Source: self-made. 

5 Conclusion 

The following conclusions were shown from this research: 1. The trustworthiness, 
expertise and interactivity of celebrity in live streaming positively influence consum-
ers’ credibility of product and the quality perceived of product. 2. On the other hand, 
consumers’ credibility and the quality perceived of product positively influence their 
purchase intentions. On the theoretical side, this paper adopts a fully quantitative 
approach in its research methodology and extends the research related to the influence 
of celebrity effect on consumer perception, purchase intention and product sales in the 
e-commerce environment by taking the characteristics of celebrity information 
sources in live streaming as the research object. The similarities between the charac-
teristics of celebrity information sources and the webcaster information sources in live 
streaming are also found. In reality, consumers nowadays no longer seek to buy prod-
ucts in physical shops in a direct way, but prefer to learn more about cost-effective 
products through the trusted celebrity in the form of live streaming purchases, and 
they focus more on the pleasant shopping experience brought by the merchants during 
the purchase process. Different celebrities are not only recommenders but also users 
of products in the live streaming process. They have more direct access to the actual 
products than consumers, so their expertise and trustworthiness will directly influence 
consumers’ judgement of the value of the products in the live streaming. The appro-
priate interaction between the celebrity and the consumer during the live streaming 
will, to a certain extent, increase the consumer’s pleasant shopping experience in the 
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live streaming, and they will develop a deeper sense of self-identification and percep-
tion, which will in turn act on the perception of the quality of the product, thus in-
creasing their purchasing confidence and therefore positively influencing the consum-
er’s purchasing behaviour. 

There are also some limitations to this study: 1. The generalizability of the study 
may be affected by the use of a specific situational survey format that restricts the 
specific product types and celebrities, but according to the current state of consumer 
behaviour, most of the purchasers of daily and skincare products through live stream-
ing are young people and women. 2. Although this study suggests that the interactivi-
ty of celebrity during live streaming will positively affects consumers’ trust and per-
ception of the product, it is not yet known whether the form of interaction and the 
number of interactions will negatively affect consumers’ trust and perception of the 
product. 3. Many factors in the shopping environment can influence consumers’ per-
ceptions of products, not only the characteristics of the celebrities, but also their own 
consumption preferences and needs, which can affect their purchasing behaviour to a 
certain extent. Therefore, the next step could be to conduct a more in-depth study of 
consumer buying behaviour in terms of the influence of the celebrity effect on con-
sumer buying preferences and needs in live streaming.  
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