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Abstract

Live commerce is a marketing model launched by e-commerce enterprise platforms to improve
consumers’ shopping experience. This research combines SOR theory and experience value struc-
ture dimension model to construct the influence relationship model between anchor characteris-
tics, product characteristics, live broadcast characteristics and purchase intention, and embeds
three dimensions of experience value as intermediary variables, namely functional experience value,
emotional experience value and social experience value. Hierarchical regression methods demon-
strate research hypotheses. The results show that the influence degree of purchase intention is
ranked in descending order: professional attribute, entertainment attribute, attractive attribute, in-
stant interaction attribute, real attribute, preferential attribute and brand attribute; functional,
emotional and social experiential value all promote purchase intention; the mediating effect of
functional experiential value and social experiential value is significant, but the mediating effect of
emotional experiential value has not been confirmed.
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Figure 1. The formation mechanism of customers’ purchase intention under the mode of live broadcasting with goods
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Table 1. Validity test results of predictive variables
=1 NTEWNERINLER

KMO 1# 0.975
TR 9990.416
Bartlett’s
R R 3 df 496
pH 0.000
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Table 2. Descriptive statistical analysis
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1 1

2 0736 1

3 0.746"  0.664" 1

4 0.702" 0.703" 0.721" 1

5  0.708" 0695" 0686  0.806" 1

6 0742 0.674™ 07917 07297 0.776" 1

7 0721 0.733" 0.721" 0.730" 0.758" 0.767" 1

8 0794 0740 08417 07757 07677 0.828" 0.790” 1

9 06767 0.648" 0.718" 0.721 0.7477 0.824™ 0.856" 0.807" 1

10 0694 0668 0728 0733 07417 08357 08137 0.8297 0.884" 1

11 0778 0.703™ 0739 0.7197 0.708" 0.744™ 0760 0.845" 0755~ 0.793" 1

vE: n=364, **FKIRTME0.01 KFTEE.
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Table 3. Hierarchical regression results of live broadcast shopping mode and intermediary variables
=3 EEMYEXSRNTENEREIFIER

A 1 2 3 4 5 6 7 R? F

M1  0.854™ 0.630  616.616
Y M2 0.795™ 0.546  437.261
fi M3 0.730™ 0.708  877.506
o M4 0.767" 0.600  542.790
?g M5 0.767" 0.588  516.576
{ER VTS 0.747" 0.686  791.825

M7 0.797"  0.624  602.030

M8  0.790” 0.457  305.244
pE M9 0.756" 0420  261.655
? M10 0.676" 0.515  384.103
o M1l 0.775" 0520  391.873
?}Li: M12 08117 0.558  456.133
H mi3 0.806™ 0679  764.706

M14 09377 0733  991.701

M15  0.814™ 0.481 335432
3 Mi6 0.784” 0.447  292.442
ii M17 0.689™ 0.530  408.969
& M18 0.792" 0.538  421.085
%% M19 0.808™ 0.548  439.536
1 m20 0.821" 0697  834.068

M21 0.894™  0.660  704.224

e *FORTE 0.01 KN R
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Table 4. Test results of indirect effects of functional value, affective value and social value
=4 THEEMEME. BRENE. SN ENEIERNEIEER

A A2 Effect Boot SE Boot LLCI Boot ULCI
L@t Dh Rt — I KSR 0.326 0.063 0.205 0.451
Ll 1 R T SE R 0.022 0.051 -0.081 0.121
LAl E SRR 0.173 0.057 0.064 0.288
W51 77 @ tE— ThRe i — I T 0.380 0.059 0.263 0.499
W51 7 i e — 1 R — i S 2 R 0.025 0.049 —0.069 0.126
5| Rttt et R R IR 0.168 0.055 0.063 0.276
vt TR A — T B 1 — 1 3K M 0.370 0.057 0.258 0.481
v R 1 — T S — T S R 0.024 0.045 -0.063 0.112
B s e | A=Y i 0.157 0.048 0.063 0.252
2t — T e v — e S R 0.389 0.059 0.276 0.505
e 2 M — 15 TR — 0 ST R R 0.021 0.052 -0.082 0.122
BBt P LR 0.170 0.054 0.061 0.270
TR DRI TR IE 0.401 0.058 0.285 0.513
HEEER RS RE 0.018 0.056 -0.095 0.125
R R i (S D 9 0.178 0.057 0.060 0.288
H R DRI — I K 0.416 0.055 0.305 0.523
BB 1E R K R 0.035 0.053 -0.070 0.142
HEBHE S L E R 0.191 0.060 0.074 0.309
TR JE 1t — D et — 1 S 2R 0.409 0.058 0.293 0.521
0% 5 JB 1t — 17 S — T ST 7 R -0.039 0.066 -0.166 0.092
R Bt 2 LR R 0.188 0.063 0.063 0.314
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