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Abstract. With the rapid development of e-commerce live streaming platforms,
network anchors have more and more obvious advantages in E-marketing. Based
on the live streaming and perceived value theory, this paper explores the influence
mechanism of network anchor characteristics on consumer purchasing behavior.
The mediation effect of perceived value is verified through empirical analysis,
which provides theoretical basis for subsequent research and feasible marketing
suggestions for live streaming e-commerce platforms.
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1 Introduction

With the progress of Internet technology and the growth of diversified consumers’
demand, the e-commerce live streaming industry is rising rapidly. The China Internet
Network Information Center (CNNIC) released the 51st Statistical Report on Internet
Development in China on March 2 [1]. The report said that as of December 2022, the
number of live streaming users inChina reached 751million, accounting for 70.3%of the
total netizens. Among them, the number of live streaming users of e-commerce reached
515 million, an increase of 51.05 million compared with December 2021. In recent
years, the development of live streaming industry is mainly reflected in three aspects:
the increasinglymature format of online live broadcasting, the popularity of professional
public welfare content, and the closer integration with emerging technologies.

Due to the low entry threshold of the early live streaming market, many e-commerce
platforms have gradually shifted their focus to the field of online live broadcast, and
anchors also affect the psychology and behavior of consumers in the process of live
streaming [2, 3]. Friendly attitude and humorous language are used to liven up the atmo-
sphere of live broadcast, shorten the distance with consumers and improve their purchase
intention [4, 5]. Based on the theory of perceived value, combined with consumer buying
behavior model and relationship marketing theory, this paper explores the influence of
anchor characteristics on consumer buying behavior.
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2 Literature Review

2.1 Perceived Value Theory

Zaithaml proposed the theory of perceived value in 1988 [6]. She believed that con-
sumers would obtain subjective evaluation of the utility of products by comparing the
cost of acquiring products with the perceived benefits of products. The perceived value
of consumers is a kind of subjective cognitive feeling, the core is the balance between
perceived benefits and perceived sacrifices. Jiang L constructed an impact model of con-
sumer purchasing behavior based on the background of e-commerce live broadcasting,
and found through empirical research that consumers’ sense of presence has an important
impact on purchasing behavior [7].

2.2 Consumer Purchasing Behavior Theory

Before purchasing products on e-commerce live streaming platforms, consumers will
proactively collect product information and decide whether to purchase after evalua-
tion. After the purchase of products and service quality evaluation, consumers will share
with friends and relatives. The influence of e-commerce anchors on consumer purchas-
ing behavior is reflected in that when consumers perceive the evaluation suggestion of
anchors, they will affect their own purchasing attitude [8]. Liu Yang based on relevant
theories and from the perspective of interactivity, vision and perception, found that these
factors have a significant impact on consumers’ purchasing emotions and perceived trust
[9].

2.3 Relationship Marketing Theory

Berry L L believes that relationship marketing is a process in which enterprises attract,
maintain and enhance customer relationships, with the ultimate goal of satisfying the
goals of enterprises and stakeholders [10]. Based on the theory of relationshipmarketing,
Gong X found that live streaming platforms can improve consumers’ perceived value
by improving the interactive mechanism, thus affecting consumers’ trust level [11].

2.4 E-commerce Live Streaming Research

At present, the business model of e-commerce live streaming takes “anchors, goods
and broadcasting rooms” as the core elements, and focuses on constructing the com-
munication form of platform, anchor and consumers. Hilvert believes that e-commerce
live streaming replaces traditional online trading and enhances the interaction between
consumers and sellers [12]. Martin believes that the development of technology has low-
ered the industry threshold, and the live broadcasting industry has achieved remarkable
results in information dissemination [13]. Liu P focused on the topic of live streaming
platforms, found that there were three stages inwhich anchors influence fans’ purchasing
[14]. In the attention stage, the personal charm of anchors will greatly promote fans’
consumption.
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3 Model Construction and Research Hypothesis

(1) Professionalism.The information receiver obtains the product information by feeling
the information spreader’s familiarity with the product and relevant professional
knowledge. Yang N found in her research that the professional degree of anchors
will affect consumers’ purchase and have a significant impact on brand publicity,
which can improve consumers’ stickiness [15].

(2) Product involvement. When consumers have the need to buy products or services,
they will take the initiative to collect relevant product information. The higher
product involvement of anchors, the more interested consumers will be in product.

(3) Popularity. The objective criterion for evaluating organizational reputation is the
breadth and depth of e-commerce anchors’ influence on the public. Zhao B found
the popularity of e-commerce anchors has a positive impact on consumers’ perceived
value [16].

(4) Visuality. Some images, videos, text introductions and other communication means
used by anchors to describe or evaluate commodities and services. In the live stream-
ing situation, the richer the visual perception of consumers, the more stimulated the
purchase desire.

(5) Perceived value. When consumers realize the advantages of a product, they will
ignore the cost of the product. This is the subjective perception of consumers.

This paper proposes the following hypotheses and constructs the model as shown in
Fig. 1.

H1a: The professionalism of e-commerce anchors positively affects consumer purchas-
ing behavior.
H1b: The professionalism of e-commerce anchors positively affects perceived value.
H2a: The product involvement of e-commerce anchors positively affects consumer
purchasing behavior.
H2b: The product involvement of e-commerce anchors positively affects perceived value.
H3a: The popularity of e-commerce anchors positively affects consumer purchasing
behavior.
H3b: The popularity of e-commerce anchors positively affects perceived value.
H4a: The visuality of e-commerce anchors positively affects consumer purchasing
behavior.
H4b: The visuality of e-commerce anchors positively affects perceived value.
H5: Perceived value plays a mediating role in the relationship between e-commerce
anchors characteristics and consumer purchasing behavior.
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Fig. 1. Research model

4 Data Analysis

Themethodof randomsamplingwas adopted to conduct the survey, and the questionnaire
was distributed through the formof electronic questionnaire. In this paper, SPSS software
was used to analyze 205 sample data to verify the correctness of the hypothesis.

4.1 Reliability and Validity Analysis

The reliability coefficient of the overall scale was 0.914, and the KMO value was 0.923.
It indicates that the reliability of the questionnaire scale is good. Five common factors
were obtained from the characteristics of e-commerce anchors, and the explanation of
independent variables reached 70.16%.

4.2 Correlation Analysis

As shown in Table 1, through the correlation analysis of e-commerce anchors’ charac-
teristics, perceived value, purchasing behavior and other variables, the results show that
there is a significant positive correlation between the variables.

4.3 Regression Analysis

In the process of statistical processing, the mediating effect is realized by sequential
regression. When exploring the influence of independent variable X on dependent vari-
able Y, if X affects Y through variable M, then M is the intermediary variable, as shown
in Fig. 2. After the variable is transformed centrally, the following formulas and model
are obtained [17].

Y = cX + e1 (1)
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Table 1. Correlation analysis

Professionalism Product
involvement

Popularity Visuality Perceived
value

Consumer
purchasing
behavior

Professionalism 1

Product
involvement

.691**a 1

Popularity .455** .630** 1

Visuality .577** .713** .703** 1

Perceived value .638** .694** .560** .740** 1

Consumer
purchasing
behavior

.489** .664** .624** .673** .726** 1

a**Is significantly correlated at the .01 level (both sides)

Fig. 2. Mediation effect model

M = aX + e2 (2)

Y = c
′
X + bM + e3 (3)

In the above formulas, c is the total effect of X on Y, a and b are the intermediate
effect, and c’ is the direct effect.

(1) Regression analysis of anchor characteristics, perceived value and consumer
purchasing behavior.

Firstly, the anchor characteristics are taken as independent variables and the con-
sumer purchasing behavior as dependent variables for regression analysis, and the
hypothesis is verified. Secondly, the regression analysis is carried out with anchor
characteristics as independent variable and perceived value as dependent variable.

(2) The mediating effect of perceived value on anchor characteristics and consumer
purchasing behavior.

As shown in Table 2, through empirical analysis, hypotheses are verified.
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Table 2. Regression coefficients of perceived value mediating effect

B Standard error Trial version t Sig.

1 (constant) .521 .257 2.023 .045

Professionalism .003 .080 .003 .033 .004

Product involvement .311 .092 .316 3.374 .001

Popularity .208 .077 .218 2.700 .008

Visuality .290 .090 .293 3.226 .002

2 (constant) .296 .240 1.232 .220

Professionalism .103 .076 .100 1.354 .178

Product involvement .220 .086 .223 2.543 .012

Popularity .206 .071 .217 2.922 .004

Visuality .086 .091 .087 .948 .034

Perceived value .476 .089 .449 5.360 .000

5 Conclusions

Research shows that anchors have a significant impact on consumers. E-commerce
platforms should give full play to the advantages of anchors, establish good customer
relations, and improve consumer satisfaction.

(1) Improve the professional ability of anchors. E-commerce platforms need to focus on
cultivating anchors’ professional abilities, and anchors also need to produce more
quality content to attract consumers.

(2) Guide consumers correctly. Anchors play a very important role in the process of
live broadcasting, which can directly affect consumers’ purchasing behavior. E-
commerce platforms and anchors have the obligation to correctly guide consumers
to rational consumption and give full play to the positive role of live streaming
e-commerce.

(3) Attach importance to young consumer groups. Young consumer groups are easy to
accept new things and are more active on live streaming platforms, so they are more
susceptible to the influence of network marketing.

Acknowledgments. This work was sponsored by Qing Lan Project and the project of Jiangsu
Provincial Six Talent Peaks (XYDXX-257).



436 Y. Wen et al.

References

1. China Internet Network Information Center. The 51st Statistical Report on Internet Devel-
opment in China. Retrieved March 3, 2023, from https://cnnic.cn/n4/2023/0302/c199-10755.
html

2. Fei, H., Zhou, C. (2021) Anchor types, brand attitudes and purchase Intention: An Experi-
mental study based on online live broadcast shopping Scenarios. Journal of Henan Normal
University (Philosophy andSocial Sciences), 03:80–89. https://doi.org/10.16366/j.cnki.1000-
2359.2021.03.11

3. Feng, J., Lu, M. (2020) Empirical study on impulsive purchase intention of live broadcast
marketing in the era of mobile Internet. Soft Science, 12:128–133+144. https://doi.org/10.
13956/j.ss.1001-8409.2020.12.20

4. Zhang, W., Yang, T., Zhang, W. (2020) A study on the influence mechanism of situational
factors of mobile shopping on impulse purchase intention.Management Review, 02:174–183.
https://doi.org/10.14120/j.cnki.cn11-5057/f.2020.02.014

5. Jie, C., Wohn, D. (2019) Live Streaming commerce: Uses and gratifications approach to
understanding consumers’ motivations. In: International Conference on System Sciences.
Hawaii. https://www.researchgate.net/publication/331024408

6. Zeithaml, V. A., Berry, L. L., Parasuraman, A. (1988) Communication and control processes
in the delivery of service quality. Journal of Marketing, 52:35–48. https://doi.org/10.1177/
002224298805200203

7. Jiang, L., Wang, Y. (2022) Study on the influence of presence perception of e-commerce
live broadcast consumers on Purchasing behavior: Based on the mediating effect of con-
sumer stickiness and the moderating effect of live broadcast mode. Price Theory and Practice,
03:139–142. https://doi.org/10.19851/j.cnki.cn11-1010/f.2022.03.113

8. Bayley, G., Nancarrow, C. (1998) Impulse purchasing: a qualitative exploration of the phe-
nomenon. Qualitative Market Research, 1:99–114. https://doi.org/10.1108/135227598102
14271

9. Liu, Y., Li, Q., Yin, M. (2020) Study on the influence of online broadcast shopping character-
istics on consumer purchasing behavior. Soft Science, 06:108–114. https://doi.org/10.13956/
j.ss.1001-8409.2020.06.17

10. Berry, L. L., Parasuraman, A., Zeithaml, V. A. (1988) The service-quality puzzle. Business
Horizons, 31:35–43. https://doi.org/10.1016/0007-6813(88)90053-5

11. Gong, X. (2021) A live consumer impulsive buying influence factors in the business research
(Ph.D. Dissertation, Southwestern University of Finance and Economics). https://kns.cnki.
net/KCMS/detail/detail.aspx?dbname=CDFDLAST2022&filename=1022425473.nh

12. Hilvert-Bruce, Z., Neill, J. T., Sjblom, M., Hamari, J. (2018) Social motivations of live-
streaming viewer engagement on twitch. Computers in Human Behavior, 84. https://doi.org/
10.1016/j.chb.2018.02.013

13. Álvarez, M.V. (2017) The Future of Video-Journalism: Mobiles. Advances in intelligent
systems and computing, 503:463–469. https://doi.org/10.1007/978-3-319-46068-0_61

14. Liu, P., Shi, Y. (2020) The influence mechanism of live streaming delivery marketing mode
on consumers’ purchasing decisions. China Circulation Economy, 10:38–47. https://doi.org/
10.14089/j.cnki.cn11-3664/f.2020.10.004

15. Yang, N. (2021) Research on the influence mechanism of online celebrity live streaming on
consumers’ brand attitudes. Journal of central university of finance and economics, 02:118–
128. https://doi.org/10.19681/j.cnki.jcufe.2021.02.009

https://cnnic.cn/n4/2023/0302/c199-10755.html
https://doi.org/10.16366/j.cnki.1000-2359.2021.03.11
https://doi.org/10.13956/j.ss.1001-8409.2020.12.20
https://doi.org/10.14120/j.cnki.cn11-5057/f.2020.02.014
https://www.researchgate.net/publication/331024408
https://doi.org/10.1177/002224298805200203
https://doi.org/10.19851/j.cnki.cn11-1010/f.2022.03.113
https://doi.org/10.1108/13522759810214271
https://doi.org/10.13956/j.ss.1001-8409.2020.06.17
https://doi.org/10.1016/0007-6813(88)90053-5
https://kns.cnki.net/KCMS/detail/detail.aspx?dbname=CDFDLAST2022&filename=1022425473.nh
https://doi.org/10.1016/j.chb.2018.02.013
https://doi.org/10.1007/978-3-319-46068-0_61
https://doi.org/10.14089/j.cnki.cn11-3664/f.2020.10.004
https://doi.org/10.19681/j.cnki.jcufe.2021.02.009


Anchor Characteristics and Consumer Purchasing Behavior 437

16. Zhao, B., Wang, Y. (2021) The influence of e-commerce anchor characteristics on con-
sumers’ purchase intention. Business research, 01:1–6. https://doi.org/10.13902/j.cnki.syyj.
2021.01.001

17. Fang, J.,Wen, Z., Zhang,M. (2017)Mediation effect analysis of class variables. Psychological
Science, 02:471–477. https://doi.org/10.16719/j.cnki.1671-6981.20170233

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter’s Creative
Commons license, unless indicated otherwise in a credit line to the material. If material is not
included in the chapter’s Creative Commons license and your intended use is not permitted by
statutory regulation or exceeds the permitted use, you will need to obtain permission directly from
the copyright holder.

https://doi.org/10.13902/j.cnki.syyj.2021.01.001
https://doi.org/10.16719/j.cnki.1671-6981.20170233
http://creativecommons.org/licenses/by-nc/4.0/

	Anchor Characteristics and Consumer Purchasing Behavior: Based on Perceived Value Theory
	1 Introduction
	2 Literature Review
	2.1 Perceived Value Theory
	2.2 Consumer Purchasing Behavior Theory
	2.3 Relationship Marketing Theory
	2.4 E-commerce Live Streaming Research

	3 Model Construction and Research Hypothesis
	4 Data Analysis
	4.1 Reliability and Validity Analysis
	4.2 Correlation Analysis
	4.3 Regression Analysis

	5 Conclusions
	References




