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Abstract. Anchors construct consumer decision-making paths through profes-

sionalism, interactivity, and personality appeal.Among them, the rational cogni-

tive pathway improves conversion rates by shortening decision-making time by 

40%, the emotional resonance pathway relies on real stories to trigger sympa-

thetic purchases, and the social identity pathway strengthens purchase motivation 

through group feedback. The product type has a regulatory effect: functional 

products need to focus on professional comparative evaluation, while hedonic 

products rely more on scenario based demonstrations. In addition, the popularity 

of the anchor expands its influence through social effects, and the relative sense 

of deprivation and online belonging play a mediating role in this process. Future 

research can further explore the impact mechanisms of emerging scenarios such 

as virtual anchors and personalized demand matching. 

Keywords: E-commerce Live Streaming, Host Traits, Purchase Intention 

1 Introduction 

According to the latest data from the Ministry of Commerce in 2023, the size of China's 

live streaming E-commerce market has exceeded 4.9 trillion yuan, accounting for 

28.5% of the total online retail sales. According to incomplete statistics, over 70% of 

consumers in live streaming E-commerce do not have a clear purchase plan, but happen 

to visit a certain live streaming room, be attracted and recommended by the host, and 

develop a desire to purchase. This phenomenon is sufficient to demonstrate that live 

streaming E-commerce not only has enormous commercial value, but also hosts play a 

crucial role between live streaming and consumers. Their professional product 

knowledge, excellent sales ability, and skills all inadvertently influence consumers' pur-

chasing behavior[1]. Although we all know the importance of online live streaming in 

promoting economic development, the academic community lacks corresponding re-

search on the specific characteristics of live streamers and the diverse impact mecha -
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nisms of live streamers on consumers. This undoubtedly poses challenges for enter-
prises to effectively operate live streamers and increase live streaming revenue[2]. 
Based on this, this article aims to establish a three-dimensional analytical framework 
from three aspects: rationality, emotion, and social identity, in order to systematically 
demonstrate the impact mechanism of anchor characteristics on consumer purchase in-
tention. In terms of theoretical value, this study fills the gap in existing literature by 
innovatively analyzing the synergistic mechanism and conditions for the effectiveness 
of live streamers from three perspectives: professional credibility, personality attrac-
tiveness, and interactive efficacy. In terms of practical value, this study provides strong 
reference for optimizing the anchor training system and designing differentiated mar-
keting strategies for live streaming platforms. 

2 Core Impact Dimension 

This article believes that in the E-commerce live streaming ecosystem, the core element 
of anchor characteristics that drives consumer purchase intention can be specifically 
divided into three levels: professional credibility, personality attractiveness, and inter-
active effectiveness.These three factors complement each other, influencing consumers' 
purchasing decisions from different perspectives and becoming the key to the success 
of e-commerce live streaming. 

Professional credibility is the cornerstone for anchors to win the trust and favor of 
consumers. Professionalism is not only about mastering product knowledge, but also 
about sincerely explaining related risks during live broadcasts. If beauty anchors can 
honestly interpret the ingredients, such as carefully analyzing the concentration of ni-
acinamide, it can greatly enhance consumer trust and recognition. Many responsible 
anchors will proactively reveal product issues: digital anchors explain shortcomings 
such as insufficient battery life and low pixel count; The clothing anchor informs con-
sumers of fabric shrinkage rate, color fading rate, etc., allowing them to make decisions 
based on their needs and acceptance. This kind of honesty can actually enhance trust in 
brands and hosts, and increase user stickiness. However, excessive specialization may 
backfire, and broadcasters need to grasp the boundaries[3]. Excessive use of profes-
sional terminology and obscure knowledge in the fast-paced era of live streaming not 
only fails to highlight professionalism, but may also lead consumers to withdraw from 
the live streaming room and even dislike the brand. In a live broadcast of a certain 
brand's technology product, the anchor listed complex parameters, resulting in a small 
number of viewers in the live room and a 27% decrease in conversion rate.Therefore, 
when anchors output professional knowledge, they need to grasp the scale and ensure 
that the information is professional and easy to understand, which is the key to enhanc-
ing credibility. 

Personality appeal can bring broadcasters and consumers closer together, break 
down screen barriers, and make communication as intimate as face-to-face interac-
tion.Among them, emotional resonance, as the core manifestation of personality attrac-
tion, plays a particularly significant role[4].In a live broadcast of maternal and child 
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products, the anchor shared her parenting experience as a mother: from various diffi-
culties and solutions encountered in the parenting process, to successful experiences 
and inner insights, the sincere narration triggered strong resonance among the mothers 
in the live broadcast room. The conversion rate of maternal and child categories in this 
live broadcast directly increased by 35%. On characteristic platforms such as Kwai, 
when the anchor brings local agricultural products, a sentence of authentic dialect can 
awaken the local complex of consumers. The terms "old railway" and "family mem-
bers" are more likely to stimulate the purchase impulse, making consumers willing to 
help their hometown and pay for nostalgia. In fashion live streaming, if the host's outfit 
matches the product received by the consumer, it can significantly increase the brand's 
repurchase rate and even drive people around the consumer to purchase together. 

The element of interactive efficiency will affect consumers' active participation and 
purchasing enthusiasm in the live broadcast room[5]. Some anchors will provide real-
time feedback based on consumers' messages, and this interaction plays a crucial role. 
Often, with a patient answer from the anchor, consumers' inner hesitation will disappear 
directly. A study has found that if a host responds to a question within 5 seconds, it not 
only increases engagement but also prolongs consumers' stay in the live room by 2.1 
times, even if they do not need the product. Furthermore, personalized interaction will 
also enrich the consumer experience. If the anchor can remember the consumer's nick-
name and affectionately address them during the live broadcast, it will create a sense of 
familiarity among consumers, doubling their sense of closeness and trust in the anchor. 

3 Core Impact Path 

3.1 Rational Cognitive Pathway 

In E-commerce live streaming, when faced with various products in the live broadcast 
room, consumers will undoubtedly be picky. The rational cognitive path has become 
the key for consumers to grasp product information, which directly determines whether 
consumers will make a purchase. Faced with a diverse range of products, consumers no 
longer need to spend a lot of effort carefully screening and evaluating them after re-
ceiving explanations from the host.As a link between consumers and products, anchors, 
with their profound professional knowledge and rich experience, can provide consum-
ers with accurate and valuable information guidance. Taking beauty live streaming as 
an example, ordinary consumers cannot intuitively see the specific color of each lipstick 
and whether they are suitable for their skin tone through their mobile phone screens. 
Renowned anchor Li Jiaqi has established a "mouth red number language system" to 
professionally interpret lipstick and conduct physical examinations of different prod-
ucts for different consumers. Consumers have a clear understanding of lipstick and can 
better judge whether the product meets their needs. This information acquisition 
method based on rational cognition makes consumers more confident and decisive in 
the purchasing decision-making process, reducing consumer decision-making time by 
about 40%. 
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3.2 Emotional Resonance Pathway 

Emotional resonance is the process of mutual understanding, sharing, and identification 
between people emotionally, and is an important psychological phenomenon. There is 
also emotional resonance during live streaming. Some anchors will tell real stories, 
convey the most sincere emotions, establish emotional connections with consumers, 
and thus stimulate consumer purchasing behavior. In some agricultural product live 
streaming rooms, hosts will share stories of local farmers who persist in planting green 
and organic agricultural products despite harsh natural environments and backward liv-
ing conditions. They overcome various difficulties to grow clean and healthy agricul-
tural products, but do not have suitable sales channels. These simple and true stories 
have aroused sympathy and support from consumers. Under the influence of this emo-
tion, consumers purchase agricultural products not only to meet their own dietary needs, 
but also to help, recognize, and support hardworking farmers. 

3.3 Social Identity Pathway 

Social identity refers to an individual's sense of identification and belonging to the so-
cial group they belong to.In the emerging shopping method of E-commerce live stream-
ing, the path of social identity quietly plays its unique role. The live streaming room is 
an illusory yet vibrant space where hosts and consumers can interact, communicate, 
and share experiences with each other. In Xiaomi live streaming rooms, many consum-
ers often gather together.Loyal fans of Xiaomi are called "Rice noodles", and many 
Rice noodles share their experience of using Xiaomi brand products in the live broad-
cast room.These positive feedbacks from the group are like an invisible force quietly 
influencing new consumers. They began to believe that choosing products from this 
brand was a common choice among everyone, and that buying from a large number of 
people would naturally not lead to mistakes. According to incomplete statistics, the 
repurchase rate of products in Xiaomi's live streaming room exceeds the industry aver-
age by 2.3 times[6]. 

4 Key Regulatory Factors 

Table 1. Comparison of the effects of product type differences 

Product Cat-
egory 

Core Elements Consumer attention Typical strategy  

Functional Professional depth 72% 
Product comparison and eval-
uation 

hedonism emotional experience 68% Scenario based demonstration 

The functional products we often refer to, in simple terms, are those that have clear 
practical functions or are technically complex. Consumers pay more attention to 
whether the product itself can meet their needs when purchasing such products, there-
fore, they are more concerned about the professional depth of the product. Taking the 
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purchase of electronic products as an example in Table 1, consumers often focus on 
professional issues such as whether the phone's processor is advanced enough, whether 
the camera pixel is high enough, and whether the battery life is strong when choosing 
a smartphone. These professional parameters directly determine the future user experi-
ence and functional effects of mobile phones. Consumers can only judge whether the 
product can meet their needs in work, entertainment, and other aspects after understand-
ing these professional information. The most effective and direct marketing strategy for 
this type of functional product is to conduct comparative evaluations of the product. If 
the anchor can compare different brands and models of products in detail, showcasing 
their strengths and weaknesses, it can help consumers have a clearer understanding of 
the differences between products. For example, in some live streaming rooms, when 
comparing two laptops, the host will analyze from multiple dimensions such as proces-
sor performance, memory size, graphics card performance, cooling system, and price. 
This way, consumers can quickly make choices based on their needs and budget. This 
strategy meets consumers' demand for professional information, enhances their trust in 
the product, and thus increases their willingness to purchase. 

Enjoyment products are actually products that can meet people's emotional needs, 
bring spiritual enjoyment and pleasure, and focus more on satisfying consumers' emo-
tional level rather than simple technical functions.Products such as cosmetics and fash-
ion apparel are not only purchased by consumers for basic functionality, but also for 
the pursuit of emotional satisfaction. Taking cosmetics as an example, when consumers 
choose lipstick, they not only pay attention to basic color, durability, and other func-
tions, but also pay great attention to whether the effect of lipstick application meets 
their aesthetic taste, as well as the emotional value brought by the use process.Usually, 
in the marketing of hedonic products, the anchor's use of scenario based demonstrations 
is more effective in attracting consumers. The anchor can showcase the product's per-
formance in different usage scenarios, such as daily commuting makeup, date makeup, 
dinner makeup, etc. This way, consumers can more intuitively feel the emotional expe-
rience that the product can bring to themselves and imagine what they will look like 
after using the product. For example, when showing a eye shadow plate, the anchor 
demonstrated how to use the eye shadow plate to create different styles of eye makeup 
in different occasions, so that consumers can see the diversity and practicality of prod-
ucts, thus stimulating consumers' desire to buy. 

5 Practical Insights 

5.1 Anchor Training 

In E-commerce live streaming, the anchor is the only way to communicate with con-
sumers, so the anchor's ability is also the most critical element, which directly deter-
mines the effectiveness of the live streaming and consumers' purchase intention.In or-
der to establish a connection with consumers, the unique language system and rhetoric 
of anchors often enhance the purchasing effect. The most commonly used ones are pro-
fessional knowledge+experience sharing+limited time interaction. Simply put, during 
a live broadcast, the host will first provide a detailed introduction to the product and 
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personal experience after use, allowing consumers to have a preliminary understanding 
and feeling of the product. When consumers hesitate, they can set up attractive limited 
time discount activities or highlight less inventory, thereby increasing consumers' pur-
chasing impulse and further enhancing the profit of the live broadcast. 

Research has found that influencers with infectious power often lead to better sales 
results. The most basic way to demonstrate infectiousness is through micro expression 
management.In some beauty live streams, when the anchor tries out a lipstick, they can 
convey their recognition of the lipstick effect to the audience through micro expressions 
such as slightly upturned corners of the mouth and satisfied eyes. This intuitive emo-
tional expression, more than language, can make the audience more easily feel the 
charm of the product, as if they can also perform so well after using it, thereby stimu-
lating their desire to purchase.At the same time, positive micro expressions can also 
demonstrate the host's affinity, bring them closer to the audience, and enhance the au-
dience's goodwill and trust in the host. 

5.2 Scene Optimization 

Background music is indispensable in every live streaming room, as it can indirectly 
influence consumers' emotions and purchasing behavior. Fashion and beauty live 
broadcasts often choose popular and catchy pop music as background music. Familiar 
beats and dynamic melodies can create a fashionable and energetic atmosphere, per-
fectly matching the trend pursued by beauty products, making it easier for consumers 
to be attracted. In some live streaming rooms for health products, there are usually 
soothing and peaceful classical music, such as guzheng music, piano music, etc.These 
gentle music can create a peaceful and healthy atmosphere, immersing consumers and 
stimulating their desire to purchase. Live streaming sales not only require the attrac-
tiveness of the product itself, but also the creation of an atmosphere that can penetrate 
into consumers' hearts, as well as carefully selected background music, which is an 
indispensable part. 

Camera distance, in simple terms, refers to the distance between the live streaming 
device and the live streaming scene. The choice of lens distance is equally crucial, con-
sidering not only the capabilities of the device itself, but also the characteristics of the 
product. The use of a mid-range camera for food live streaming has a better effect. 
When cooking food live, the mid-range camera can fully display the processing of in-
gredients, cooking steps, and the status of the finished product. The audience can not 
only see the freshness of the ingredients, but also learn cooking techniques and feel the 
tempting appearance of the food when it is cooked. Jewelry products are suitable for 
close-up shots, which can highlight the exquisite craftsmanship of the product, attract 
consumers' attention to product details, and understand its value. Clothing products are 
suitable for panoramic lenses, which can display the overall style and dressing effect of 
clothing, helping consumers judge whether it is suitable for themselves. 
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6 Conclusion 

On a theoretical level, this article focuses on the three major characteristics of anchors: 
professional credibility, personality attractiveness, and interactive effectiveness. It clar-
ifies the core dimensions of their impact on consumers and further constructs a three-
dimensional model of rational cognition, emotional resonance, and social identity, re-
vealing the core path through which anchor characteristics affect purchase intention. At 
the same time, by combining the characteristics of different product types and adapting 
marketing strategies, the impact dimensions and paths are supplemented and refined. 

On a practical level, this article focuses on analyzing the key points of cultivating 
anchor abilities and optimizing live streaming room scenes: anchors need to convey 
effective information based on professional knowledge, enhance affinity through lan-
guage expressions, and stimulate purchasing interest through reasonable interaction and 
scene design; At the same time, we need to be vigilant about the risks of excessive 
marketing, avoid causing consumer backlash, and damage the anchor and industry ecol-
ogy. 

Looking ahead to the future, the E-commerce live streaming industry will face new 
opportunities and challenges as technology advances and consumer demand changes. 
On the one hand, technologies such as virtual reality, augmented reality, and virtual 
anchors may reconstruct shopping patterns, changing the connotation and mode of op-
eration of anchor characteristics;On the other hand, consumers' pursuit of personaliza-
tion and quality continues to upgrade, requiring broadcasters to constantly improve 
their abilities to accurately meet their needs. Subsequent research can focus on these 
changes and provide more forward-looking theoretical and practical support for the 
sustainable development of the industry. 
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