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Abstract

This paper discussed the impact of Internet celebrity e-commerce live broadcast on consumers’
purchase decision-making and the role of consumers’ attitudes between them. Methods: 166 con-
sumers with Internet celebrity e-commerce live broadcast consumption experience were investi-
gated by using the Internet Celebrity e-Commerce Live Broadcast Characteristic Questionnaire,
Consumer Attitude Questionnaire and Purchase Decision Scale. Results: In the live broadcast of
Internet celebrity e-commerce, personal charm of Internet celebrity positively predicted consum-
ers’ purchase decisions (§ = 0.65, p < 0.001); the medium and high interactivity of Internet celebr-
ity e-commerce live broadcast significantly positively predicted consumers’ purchase decision (8
= 0.63, p < 0.001); Internet celebrity e-commerce live broadcast significantly positively predicted
consumers’ attitudes (f = 0.79, p < 0.001), consumers’ attitudes significantly positively predicted
consumers’ purchase decision (f§ = 0.79, p < 0.001); consumers’ attitudes played a partial inter-
mediary role between Internet celebrity e-commerce live broadcast and consumers’ purchase de-
cision-making, and the intermediary effect accounted for 67.71%. Conclusion: Internet celebrity
e-commerce live broadcast can affect consumers’ purchase decisions through consumers’ attitudes.
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1. 518

HECPIR EIEN 3.0 WA DL “MIL LB K KR bR &R . WMLLET 18 M 28 AMALE I
A G, WL H S ECE AT G R 5 R LA A A2 B, SR — 58 IS I YR TE >k
SRV G 26 ) DI AR R (CE T s, 2016). M4 ERR/E B MN(E ERARA WA i 5 P g R, Hik
HL AR N B ) — i 32 B X, @i B ) O & O 2 B 7 =X, Fodh s iz S s s B
SO M EIBRIEYFZ R R H B . TR CER T 52 i 2 2 78 X 21 R v 4 P W S He SR TR R 25 %
TIF 93 o 35 T AT 9 B IR S S

) S e S5 2 T B R VR S — T S R, IR A O O e B, S BRI A T S
P A 1947 9 (Hawkins et al., 1989). i 934 i H I SE R SR N 52 31 4 78 75 225 A ME R T 2 8 R (22457
2019). ATERR SR P i bt A M FE K, AMERIEAE R P AR RISk BA hsh e . A
P BRI A SERT I, AE LG B R b 2 a2 e i A 4 S L) T AR RO R 3R
FEZAEIR, W 9% I SEAT 9 2 2R AT B A s P 2 (1 535, 2018). JRBRIE 447 N BA
T H R H BEAEE R EtE, SRR H S5 (Valence et al., 1988). WEN I AT Ry —Fh TR
B GIN B E AT HRIGYAT 9, T HEA —E KB A A B R 2 (Weinberg & Gottwald, 1982). [Al
IG5 R B PR 2 SV B 0 B 5 A L P R R AT L

DR AT FRL R LR A2 2 8 E R BRI AR I FE S8 W SEAT 9 o TE AL L3 S5 8 22 B3 it fE e,
RELERVH P ATt 7A@ 77, RIS T LLREAE( ] 9535, 2018). LTS REAEAAONVH 2 A0
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55 4 7 AR T [ 00 33 T 1 ) 5 e Y 9% T S R R (A U5, 2017) 0 AE ELRE IS AR o LA Dy 3 D0 A5 T LA RE
WAVH PR F R B B0, RALWIE T EMAT N(Valente & Pumpuang, 2007). 1fi HLIMZL AT 2 A
(A5 BRI VY 23 B 26 7= AR R 2 3 B 3 PR TH 2R e S N (75245, 2018).

TEHRE 5 N, T P B EL B MR 2 A5 B B IR M52 0A, AT IE [ 52 00 ¥ 9% 5 $ 3K (Chu &
Yuan, 2013). ML A SURT AT B AR FE R LD Nk 0 B3R ) e EL BN X ¥ 9 2 2 P RN 2 bk
FEXAG B, R A B A i L8 v] DA — P A PR

BEEAZNNE, ST AEREFRMHEER, & —MIE008mn (6 LS, %5, 2017). H%
B ASPE SRR P E M I ok R o X 7 o B 45 S AR B 1O B S B R (R 4K 0L, 2005) ABC 75 A
b, BEAEINE. TR &A= (Rosenberg & Hovland, 1960). RIZLAS Ak 1A H 30 LR 1 7]
SN O NN FE, SR RISy 2 35 (1 19 IS BE (2 HE 4, 2019), R A FEAR ARV 9 3 (1 SR
] o LA KB SRR 78 38 B 2 25 B 10 m) s e v 2 (D SR 3k o V8 2 8 DL DX 20 FL ) LA 380 i
) STk S TR EL IR QB AT 2 5 AT N T AR L AISAS,, BIVE R 4l 38R T3 43 (5K 3, 2007),
BV 2 v B B 2 R LA, DRI ) Nk g B T AR T T XS B it e A B, PR LR Y v L
BRFPERS B AR AR R S B, AN P2 AR M SR SRAT Oy, TE SERRASE 7 i 5 78 BLRR T3 h o A R 2 .

CUA R FC R S A B o B P 2555 7 THURT LR LA 5590 9l 3 W SR SR 2 TR ) R REAT T L. AR
UK FARDT LD BRI 5 ST, B Nk 77, DR B AR & BAA 1 s BBl MR AE 5
WHESIE . WLRIFZ IR R

WK S-O-R BRHHTHIIL, A AR A N 32 2 O N IS R 008 4k, E T 5 80k
5E 147 H(Donovan & Rossiter, 1982). RPFREERIBANMAE, S EAMAAHEARE KA, A= 4%
AT B BRI SR ASHIE TR X LL ELRRAE AR R 36, W8 9 3 B S5 BGS B R R B, R
UEAT N B S SR A R AR B AT SR 7E o DR AR B 1 ¥ B o S FEAE W4T P B 5 T S s 2
AR ERI(HL), AR LR 1.
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Figure 1. Intermediary effect model diagram
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2. MREFHE
2.1 MK

IS G R TBAELR R A, R B0 . BT 3L AL 204 fr&5R, HP a4 166 4, (St
81.3%. Fi, PEAI L, S 75 N, b 45.2%, Zctk 91 A, Lk 54.8%; R I, K 18 ¥ 6 A,
Hi Ltk 3.61%, 18~26 % 149 A, 5tk 89.76%, 27~35 % 9 A, [t 5.42%, 35 % LA E2 A, HE 1.2%;
HArszEeN b, {%F 1000 76 23 A, (5L 13.86%, 1000~2000 7of) 91 A, 5Lt 54.82%, 2000~3000
JeHI 26 A, 5Lk 15.66%, 3000 JGLA LfF 26 N, Lk 15.66%.
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22. THA

2.2.1. ML EBHENE

% AT (17T, 2019)558 Ndmilil, BARBAERILIAN N 77 s st A 4ERE, 3L 6 M H .
FoA i H 7~9 JUR A NI 4ERE, 10~12 U s I PE4ERE, JoRInidsr. AR 5 Atidsr, M1
“CHEEAFR” B 5 “AEWRIR” , B0 S U S0 A F) 2T R B R 2R IE . TSR X
)5 H A RIS . AR Z IS —BUEE I o RECN 0.83, AR o R4 0.81. 0.88.

222, HBESEEE

Z BB E, 2012)% Agnitl, 5k 6 WHH, N 12~18 M, KRMILS. MAEFRM 5 &
W, M1 “GERAER” 25 “dEFER” , o0 U 2 SR ERN A . o 7iR X
HHA RIS . AR Zn G — 5 EEE o REC8 0.90.

223, HBRERKRER

%R W Zeithaml 55 A (Zeithaml et al., 1996)%wii|, &R IEHH, K 19~21 &, T/xIANcsr. &
FRA 5 L, AL “AEEARER” 5 “HER R, A HobE U 2 R T R E G P L0 B
FoI e fif ) S PR B TR B R B R 5 R0 A T i R — BUEAS E o REC 0.86.

2.3. Gt

KA SPSS26.0 HEATHEALEE . BAR A B AN T -

12 F] SPSS26.0 i 54 B AT IR Ik A3 BT RIAR S AT, LA B AR B L R BB 2t 1) A RN AR B8 T ¥
Vo W AR 4% =D BRI AT (LG IBESE , 2004), 3530, TH R S K SR X 21 L s LR 11 00 U5 R 3, 28 00,
TR P A WAL BRI I E R A, 25 =00, IMRAEES TR AR RN S E R, W
SRS 2T BRI RV R H o 38 43 J2 (81 VA 23 B SR SR E Y 28 255 25 B AE X 21 AL B LA S5 2 s 2 [
(oL P Tt

3. ARGR
3.1. XS

FHR AT RZ W (I 1), P NIE A7 5 v ELAD T T B AR E L W) S pR S 7 2 ) S 38 D AH OG5
ELAVE S A NIE ST T RE S WSR2 (8835 IR Tl 28 S A NI
LB TSR P 2 B 2 RS T SK RS S AL NI T R ELBE . T 38 P L 18]
WFIEMR.

Table 1. Correlation analysis results among variables (N = 166)

F 1. ETEZEEXITERN = 166)

CEAROIN '] = BB HRERE T S R 5
EEAROYN 'l —
e LA 0.629™" —
HRESE 0.726™ 0.706™" —
W SE PR 0.652"" 0.632™" 0.789™" —

¥ TTRIRP <0001, FIAE
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3.2. HBRESENPIYNKRE

FIEEI WL BN P AR E A WA, AR WA NE” 5 “mustt” o N7
D7 fEAE 3 )2 A S A 208, HO B ARSI EE I W35 RS, HAHSGMER T 0.6, TR 1, ek
HAR R AN SN MO ERE” RN H R R AT L .

TER—Drh, T P M S PO I 2T R LR 1 [R1 U9 R 408 0.710 (P < 0.001), t FF{EINEZE, F
DA AR 2 (8] (1) (R AR Y BT s 7658 20 b, Y8 2 25 0T I 4 L v L4 1 [0 V3 R 4500 0.792 (P < 0.001),
tERT F B, BT AP AR & 2 (] A RN BE R Sy s 7R 28 =k, i 238 W S p S50t I 21 L v B 1 [R]
HRHCH 0.229 (P < 0.01), /NF 55— I RIE R EL, I I 238 1 K e Seont 1 9 S FE IO 11 E R %Ch 0.607
(P <0.001), t{HFIFAEBRE. )2 A5 Hr 4 R 2,

Table 2. Hierarchical regression analysis results-mediation effect test (N = 166)

F 2. SEREVASHEER - PN = 166)

TH 9 D S TR SR
R A & HRESE | ;
A EEAN=RTS 0.792"" (16.634) 0.710™" (12.919) 0.229™ (2.982)
AR HRESRE 0.607"" (7.894)
R? 0.628 0.504 0.641
WG R 0.626 0.501 0.637
F 276.705"" 166.906"" 145.812"

FE: THROR P <0.0L: 55 REUE NI R B0 A

CE b, WO A FEAE AL BN B T S R SR R s (R AR TR T AR, IR ERE TR
Hl. JERHHE, sRAR0N 5 A R0N 1(0.792*0.607)/0.710%100% = 67.71%.

4. g
4.1, MLIBEFEBE HEEWLRRAF M

AHFFLERFRI, T ENTG X LT R 7 B AR R DR T ) A N s 7 5 35 T 1 9000 944 9% 2 1 g I 1k
H, XEHTABE A RAFT (LR, 2018). 43 9% # WA PO L0 R BRI, LT fr B AR o ik ) 554
NIRRT P H 26 SRR AR 7R BRI o 3 = A AR S 3

T P E AL W 21 H B R A 11 v L 2 M S 5 I 1 T B I SR, X 5 T T
FEER—F(Chu & Yuan, 2013), H{iHFRHE A MO EIZN, BEFEH, H3hRFIK. SRS %150
DR ity LS LI T R AT, AT (2 9 B AU R I S R
42. HRESENPNER

AWFICLERFRI,  WLL LR BB 2 5T 2 3 OIS BB LA B 155 T B o T s v Y 2 5 P e ST
WA B, ML B LA Nk 68065 R B B AT B AU R F5 22, b sema vy 9 %
IR SIS R, X 581 AW —F(Valente & Pumpuang, 2007). RYZLHL B 4% 5 0 = BE Pk
BRI B R AT T, RARORIEO AR TR SR, HE I S Y 2 KA R SIS RS R, X ST AW
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WFFE—8(Chu & Yuan, 2013). FZLHL RS ELARIE AL A 1 20 N 7745 e sl PR 5 R B K
FEINIRVE, kT S5 25 1 ) 2 2t 2 25

HR, 3 A L RE R 35 IR R T 9 (I SK o, XS R0 NIRRT L — Bt 7r, 2019). T2
NS B SE S S R, iR ABC SEEHE, T P# M 55BN E AL
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5. fARAFEERE

A FOLAAE L RIRYE: Hoe, AW RBE T ML B LA NI S 5 e Bl P A4
JE, R T HE YR AT REAT R A AS LA X FUAS R, A2 AR R FC i m] DO it — DR R s HK,
AT ARG 166 0y, FEEHTRAERE, FEAREBUNHESES, ATREX0ial Rk
IR BRJE, AR T P A AR L RS ELRR A P e SR L A ER 1%
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