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A Study on the Impact of Live Commerce Interaction on Consumer
Emotional Responses and Behavioral Intentions
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Abstract

With the development of e-commerce, live streaming e-commerce, as an emerging marketing method,
is on the rise. It integrates various ways of information delivery, providing consumers with unprecedented
shopping experiences, particularly through its interactive nature, which can increase audience engagement
and immersion.

This study delves into how interactive elements in live streaming e-commerce influence consumer emotions
and purchase intentions. By employing literature review and empirical analysis methods, we analyzed various
interactive factors in the live streaming e-commerce environment and revealed the process through which
these factors stimulate audience emotions and lead to specific purchasing behaviors. The results confirm
that the interactive appeal of live streaming e-commerce significantly influences consumers’ positive emotional
responses, consequently enhancing purchase intentions.

This study aims to explore the relationship between the interactive features of live streaming e-commerce
and consumer emotional responses and purchase intentions, thereby filling theoretical gaps in the field
of live streaming e-commerce and proposing new marketing theories. Additionally, by analyzing how interactive
features stimulate consumers, optimal live content strategies can be proposed for live streaming e-commerce
platforms and hosts, thus aiding in the improvement of marketing strategies and sales effectiveness.
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<Figure 1) The Scale of China’s Live e-commerce Market
from 2019 to 2026
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Table 1> Reliability Analysi & Factor Analysis

2.653, GFI = 918, &3 Pﬁ‘#[Bagozm and Yi, 1988].
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%%‘E}%‘ré
A E} -
Oow

o

‘lN' o °-I~ L
wy S AR

Variables Factor loading Cronbach's a
Consumer- ql 0.885
Platform q2 0.796 0.857
Interaction a3 0.781
o q4 0.886
onsumer-
Seller Interaction a 0.755 0.843
a6 0.789
Consumer- q7 0.874
Consumer q8 0.759 0.819
Interaction q9 0.759
Perceived ql0 0.883
ereeve qll 0.748 0.842
Pleasure
ql2 0.758
ql3 0.904
Purchase ql4 0.788
Intention qlh 0.756 0.883
ql6 0.773
eigen-value 2.384 2.33 2.265 2.297 2.993
Variance described (%) 14.901 14.561 14.158 14.356 18.705
(Table 2> Confirmatory Factor Analysis
Variables Estimate AVE CR
Consumer - ql 0.832
Platform a2 0.814 0.664 0.856
Interaction a3 0.811
Consumer - q4 0.844
Seller ab 0.795 0.651 0.848
Interaction ab 0.781
a q7 0.793
onsumer-
Consumer Interaction a8 0.768 0.604 0.820
a9 0.771
ql0 0.799
Perceived Pleasure qll 0.861 0.642 0.843
ql2 0.74
ql3 0.845
) . ql4 0.807
Purchase Intention o5 0771 0.658 0.885
ql6 0.821

CMIN/DF = 2.653, GFI = 918, AGFI =

881, NFI= 912, TLI=.927, CFI=.943, RMSEA=.073
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A BT 0.5 oS Aslste] wRlEAdS Ealslel CFI=.931, RMSEA= 0792 vehyrh H3tes= gt

oh AN b egAd-E ko] 4 e il 230 2 el dubg o g niE s p5

AVEZ = 74 Ad7re] iAo Algits v as) 27 Iedsiolri(Bagozzi and Yi, 1988). 7Hd A4

o AVEZke] AatA| o] #lgrgkell vlste] 225 2l Ake o} (Table 4)9F 2},

aksict. #9138 A3} (Table 3)3 ko] AVEZte] AHt

FHAE] Akl vlgte] 2 7o R vl shEElAd S 5 &8

gHelslgich. (Table 3)- 7t FA37d7ke] A3t e}

A 4k FEgkel ek AnkE A A sk ek, 5.1 9T 2t X AMA

422 017 D EA 9 J4A 7= ZD} B Aol Anatel FURE ] A, &

H]zke} gz} 7ke] Abs A Am|akel 4|t 7he

2 dellAs e AlE s Eol7] Slsl 747 A3 AgA o] AnAke] S A ztel FAA S
= HrEaR FAsslen, ol At iE A3 x| 2 o] 3 A Ag-E o o mel FA Al o

Flol TR RS AT dFREE T &g 1AE At =20

A3 A3} wdo] Aukzel A3t Chi-square = A, 2o H A2 ZPE oA AFEEE mjAls 7]

283.344, CMIN=283.344 CMIN/DF=2.921, & A2He] dstoln | o] = ZE] AME A8 75 A

GFI=.906, AGFI= 868, NFI=.900, TLI=.915, Aok z01}e] 2ol B uks XA AR 2 oJape Fr}.

Table 3> Correlation Analysis Results & AVE

Correlation
Variables Consumer - Consumerf Consumer- Perceived Purchase
Platform Seller Consumer .
. . . Pleasure Intention
Interaction Interaction Interaction
Consumer - Elatform 1.000
Interaction
Consumer - Seller 0.503 1.000
Interaction
Consumer - C.onsumer 0.491 0.490 1.000
Interaction
Perceived Pleasure 0.540 0.538 0.576 1.000
Purchase Intention 0.507 0.476 0.498 0.514 1.000
AVE 0.664 0.651 0.604 0.642 0.658
(Table 4 Results of Hypothesis Test
Hypothesis Estimate C.R P Ao 5
H1. Consumer - Platform Interaction— Perceived Pleasure 0.285 3.549 e A
H2. Consumer-Seller Interaction — Perceived Pleasure 0.287 3.499 e A
H3. Consumer-Consumer Interaction — Perceived Pleasure 0.409 4.476 . A=
H4. Perceived Pleasure — Purchase Intention 0.180 2.340 0.019 A€
H5. Consumer-Platform Interaction — Purchase Intention 0.239 3.034 0.002 A€
H6. Consumer-Seller Interaction — Purchase Intention 0.178 2.226 0.026 A=
H7. Consumer-Consumer Interaction —Purchase Intention 0.232 2.543 0.011 A=

p<d, Tp<05, Tp< 0L
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A ARE B4 Aol AEeT 4= vy fluence”, Journal of Digital Contents
FAR Q18 A2 It 23 7ol AldkE Society, Vol. 24, No.7, 2023, pp. 1423-
olor g Hept Ao g #3444 gl 1434.
29 BE5E w7d), &FF Aol o3 22 A (6) Hwang, 1. H., "The effect of sense of com-
=5 MAE A Agkai, munity of live-commerce on purchase in-
AR, AFE s #A-stste] Ao dubdat A4 tention: Focused on the role of suscepti-
Ve g A7 AT AR S8 WS s bility to informational influence and seller
o] QA9 AS 7HHE FAFAA Aok characteristics’, The e-Business Studies,
A, RS o o)A whed] el gAlE) Vol. 24, No. 5, 2023, pp. 231-252.
3 Fufske Xl NSk Fr R £ HEHE (7) Hwang, I. H., "The influence of seller’s
Z1317) A&t o 2 glo)B Aun| A a¥AY source credibility in live commerce: Role

of B A1 AT she Aol wa s

+
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