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The Mediating Role of Interaction in the Relationship between
IWOM and Purchase Intention E-commerce Live Broadcast

ChangYun ZouT, Chee-Yong Kim'"

ABSTRACT

In China, E-commerce live broadcast has emerged as the most popular and innovative online shop-
ping form for today’s consumers, and its "real-time interactive” feature can compensate for the com-
munication delays of general online shopping. Based on the author’s previous research it has been dem—
onstrated that, in the E-commerce live broadcast environment, Internet Word of Mouth (IWOM) has
become an important reference for consumers when making purchases. In this paper, we reconstructed
the "TWOM-Purchase Intentions” model and use interaction (Auchor-Audience and Audience-Audience)
as a mediating variable to empirically investigate the impact of IWOM on purchase intentions in
E-commerce live broadcast. The data were collected through a questionnaire survey of individuals who
had experience in E-commerce live broadcast and 250 valid data were obtained and analyzed by
SPSS21.0. The results show that: the interaction (Auchor-Audience) acts as a mediator between IWOM
(strength of relationship; word-of-mouth quality and word-of-mouth timeliness) and purchase in—
tention; And the interaction (Audience-Audience) acts as a mediator between word-of-mouth time-
liness on purchase intention, but has no significant mediation on the impact on the strength of relation-
ship and word-of-mouth quality to purchase intention. On this basis, recommendations are made for
the implementation of IWOM marketing strategies for E-commerce live broadcast platforms and
anchors.

Key words: Internet Word of Mouth Information, Purchase Intention, Interaction, E-Commerce Live
Broadcast
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Fig. 1. Previous research model,
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Table 1. Operational definition of variables,
variable Operational definition of variables source

Anchor-Audience: In traditional E-commerce, the interaction between consumers YL Tan
and merchants is weak. The emergence of E-commerce live streaming has '['12]
improved the interaction between merchants and consumers. That is the 2017)
interaction between the anchor and the audience.

Interactive Audience-Audience: Taking mutual assistance as a variable to measure the 7X. Lian
characteristics of online interaction, he conducted an empirical analysis on this ' '[2] €
and found that the mutual assistance between customers positively affects (2019)
consumers’ online purchases.
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Table 2. Descriptive statistics (N=204).
Division Frequency (N) Percent
Male 80 32%
Gender
Female 170 68%
10-19 years 20 8%
20-29 years 190 76%
Age 30-39 years 30 12%
40-49 years 5 2%
50-59 years 2%
Less than once a month 95 22%
Frequency of watching 1~3 times a month 70 28
e—commerce live 1~2 times a week 15 6%
broadcast More than 3 times a week 55 22%
Uncertain 55 22
Less than 10 minutes 125 50%
The duration of each 10~30 minutes 4 18%
watch e-commerce 30~60 minutes 25 10%
live broadcast More than 60 minutes 25 10%
Uncertain 30 12%
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Table 3. Reliability statisttics (Cronbach alpha).

Items CITC Cronbach alpha if items deleted Cronbach’s a
strength of relationship 0.744 0.918
Word of mouth quality 0.845 0.905
Word of mouth timeliness 0.782 0.911
Interactive: Anchor—Audience 0.864 0.901 0924
Interactive: Audience-Audience 0.843 0.902
Purchase intention 0.674 0.927
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Table 4, KMO and Bartlett's test,

KMO value 0.858
Bartlett’s Approximate chi-square 1344.031
sphericity df 15
test p value 0.000
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variable Strength of Word of mouth | Word of mouth Interactive: Interactive:

relationship quality timeliness Anchor—Audience | Audience-Audience
Purchase 0.608 % 0.571 %% 0.498%* 0.698 0.604+
intention
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Table 6. Intermediary inspection summary,
c axb a*b a*b a*b a*b c'
Items | (Total a b (Mediating | (Boot | (Z (P (95% (Direct Test results
effect) effect value)| SE) | value) | value) | BootCI) | effect)
Hla | 0589+ | 0561+ | 0624+ | 0350 | 0005 | 75356 | 0,000 | “2307 | o290 |  FPartial
0.516 intermediary
Hib | 0.580% | 0.642%% | 0.030 0019 | 0.004 | 4431 | 0000 | %14 | (990 | Mediation is not
0.159 significant
H2a | 0.752#* | 0.833** | 0.686%x* 0.571 0.005 |105.772| 0.000 002(753(; 0.067 fully mediated
H2b | 0.752+% | 0906+ | 0125 | 0113 | 0005 |21.931 | 0000 | 081 | gop7 | Mediation is not
0.237 significant
H3a | 0.565%x | 0.695%* | 0.761%x* 0.529 0.005 | 99.172 | 0.000 003((,;;; -0.112 fully mediated
-0.027~ .
H3b | 0.565%* | 0.763%% | 0.193#* 0.147 0.005 | 29.696 | 0.000 02810 -0.112 fully mediated
* p<0.05 ** p<0.01
Table 7. Intermediary inspection summary.
axb
c .. c Effect
Ttems Test results (Total effect) (Mediating (Direct effect) proportion
effect)
Hla Partial intermediary 0.589 0.350 0.220 59.403%
Hilb Mediation is not significant 0.589 0.019 0.220 0%
H2a Fully mediated 0.752 0.571 0.067 100%
H2b Mediation is not significant 0.752 0.113 0.067 0%
H3a Fully mediated 0.565 0.529 -0.112 100%
H3b Fully mediated 0.565 0.147 -0.112 100%
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