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Abstract: At the end of 2019, the novel coronavirus pneumonia "COVID-19" broke out, and the sudden 
outbreak has greatly changed people's lifestyle. The spread of the “COVID-19” has restricted offline 
activities, and the way of shopping has been transformed into online shopping. Under this social 
background, the new shopping method online live-streaming shopping has entered people’s life and has 
been quickly accepted by the public. The rapid development of internet technology makes the iterative 
updating of things more frequent, at this time, live-streaming shopping developed rapidly, and more and 
more people are willing to focus on live-streaming shopping rather than traditional shopping methods. 
However, the factors affect online shopping remain to be researched. 
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1. Research hypothesis 

Live streaming realizes bidirectional communication between streamers and consumers in a real-time 
interactive way, thus providing consumers with an immersive shopping experience and an emotional 
value in interpersonal interactions (Wohn et al., 2018). Nowadays, because of the characteristics of real-
time interaction, the technology of live streaming has been widely applied to online marketing by 
enterprises to create higher conversion rate and better sales (Hu and Chaudhry, 2020). However, although 
many studies have investigated the influencing mechanism of live-streaming shopping on consumers' 
purchase intention (Wongkitrungrueng and Assarut, 2018; Sun et al., 2019; Park and Lin, 2020; Xue et 
al., 2020; Ma, 2021a,b), only a few of them involve the unique feature of live streaming e-commerce 
(i.e., interactions), making it unclear how live streaming interactions promote consumers' purchase 
intentions. In live-streaming rooms, streamers can display product information in diversified forms, 
including but not limited to offering product close-ups, model displays, and promotions, which reduce 
the uncertainty of consumers (Kozlenkova et al., 2017). In particular, streamers' opinions eliminate 
consumers' concerns and confidence in them. At the same time, consumers improve their social presence 
through real-time interaction with streamers and other viewers, thus gaining pleasant emotional 
experiences (Chen and Lin, 2018). 

Among the above influencing factors, their own factors include gender, age, income, education level, 
time spent watching live shopping, and the degree of demand for products by watching live streaming 
shopping; live streamer factors include live streamer appearance, live streamer specialty, live streamer 
advertising; commodity factors include product exhibition, product price, product quality and whether it 
is a brand; platform factors include platform influence[1-3]. 

Consumers' own factors affect their purchasing behaviour when watching online live 
broadcasts for shopping. 

① The relationship between gender and purchase behaviour when watching online live shopping for 
the first time. In order to study whether gender plays a role in the purchase behaviour of online shopping 
for the first time, we plan to incorporate gender into the questionnaire, and set male as 1 and female as 
2. Here, we propose the following research hypotheses: 

H1a: Consumers’ gender positivity affects their purchasing behaviours while watching online 
shopping. 

② The relationship between age and purchase behaviour when watching online live shopping for the 
first time. In order to study whether age plays a role in the purchase behaviour of online shopping for the 
first time, we plan to incorporate age into the questionnaire, and set the age of 18-25 as 1, the age of 26-
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40 as 2, and the age of 41-60 as 2. 3, 4 for 60 years and older. Here, we propose the following research 
hypotheses: 

H1b: Consumers' age positively affects their purchasing behaviours when watching online live 
shopping. 

③  The relationship between income and purchase behaviour when watching the online live 
broadcast for the first time. In order to study whether the income plays a role in the purchase behaviour 
when watching the online live broadcast for the first time, we plan to include the income in the 
questionnaire, and set the income below 1,000 yuan as 1, 1,000-5,000 yuan as 2, and 5,000-20,000 yuan 
as 3, 4 for more than 20,000 yuan. Here, we propose the following research hypotheses: 

H1c: Consumers' income level positively affects their purchasing behaviour when watching online 
live shopping. 

④ The relationship between education level and purchasing behaviour when watching online live 
shopping for the first time. In order to study whether education level plays a role in the purchase 
behaviour of online shopping for the first time, we plan to incorporate education level into the 
questionnaire, and set junior high school and below as 1, high school as 2, university as 3, and master's 
degree as 1 and above is 4. Here, we propose the following research hypotheses: 

H1d: Consumers' educational level positively affects their purchasing behaviour when watching 
online live shopping. 

⑤ The relationship between the time spent watching live streaming shopping and the purchase 
behaviour when watching the online live shopping for the first time. In order to study whether the time 
spent watching live streaming shopping plays a role in the purchase behaviour, we plan to include the 
time spent watching live streaming shopping in the questionnaire, and set 5 minutes as 1; 5-30 minutes 
as 2 and more than 30 minutes as 3. Here, we propose the following research hypotheses: 

H1e: The length of time consumers watch live shopping has a positive impact on their purchasing 
behaviour when watching live streaming shopping. 

⑥ The relationship between the degree of demand for the product and the purchase behaviour when 
watching the live streaming shopping for the first time. In order to study whether the degree of demand 
for products plays a role in the purchase behaviour of live streaming shopping for the first time, we plan 
to include the degree of demand for products in the questionnaire, and set the low as 1, the middle as 2, 
and the high as 3. Here, we propose the following research hypotheses: 

H1f: Consumers' demand for products positively affects their purchasing behaviours when watching 
online live shopping. 

When consumers watch live streaming shopping, the live streamer factor affects their 
purchasing behavior: 

⑦  The relationship between the image of the live streamer and the purchase behaviour when 
watching the live streaming shopping for the first time buyers. In order to study whether the image of the 
live streamer plays a role in the purchase behaviour when watching the live streaming shopping for the 
first time, we plan to include the influence of the image of the live streamer on whether or not to buy into 
the questionnaire, and set the low as 1, the middle as 2, and the high as 3. Here, we propose the following 
research hypotheses: 

H2a: The image of live streamers positively affects their purchasing behaviours when watching online 
live broadcasts for shopping. 

⑧ The relationship between the professionalism of the live streamer and the purchase behaviour 
when watching the live streaming shopping for the first time. In order to study whether the 
professionalism of the live streamer plays a role in the purchase behaviour when watching the live 
streaming shopping for the first time, we plan to include the influence of the professionalism of the host 
on whether or not to buy into the questionnaire, and set low as 1, medium as 2, high as 3. Here, we 
propose the following research hypotheses: 

H2b: The professionalism of live streamers positively affects their purchasing behaviours when 
watching online live broadcasts for shopping. 

⑨ The relationship between the advertising effect of the live streamer and the purchase behaviour 
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when watching the live streaming shopping for the first time. In order to study whether the advertising 
effect of the live streamer plays a role in the purchase behaviour when watching the live streaming 
shopping for the first time, we plan to include the influence of the advertising effect of the live streamer 
on whether or not to buy into the questionnaire, and set the low as 1, the medium as 2 and the height as 
3. Here, we propose the following research hypotheses: 

H2c: The advertising effect of live streamers positively affects their purchasing behaviours when 
watching live streaming shopping for shopping. 

The commodity factors affect consumers’ purchasing behaviour when they watch live 
streaming shopping: 

⑩The relationship between product quality and purchase behaviour when watching live streaming 
shopping for the first time. In order to study whether product quality plays a role in purchasing behaviour 
when watching live streaming shopping for the first time, we plan to include the influence of product 
quality on whether or not to buy into the questionnaire, and set low as 1, medium as 2, and high as 3. 
Here, we propose the following research hypotheses: 

H3a: Product quality positively affects their purchase behaviour when watching live streaming 
shopping. 

⑪ The relationship between product price and purchase behaviour when watching live streaming 
shopping for the first time. In order to study whether the product price plays a role in the purchase 
behaviour when watching the live streaming shopping for the first time, we plan to include the influence 
of the product price on whether or not to buy into the questionnaire, and set the low as 1, the middle as 
2 and the high as 3. Here, we propose the following research hypotheses: 

H3b: Product price positively affects their purchase behaviour when watching live streaming 
shopping. 

⑫ The relationship between product display and purchase behaviour when watching live streaming 
shopping for the first time. In order to study whether the product display degree plays a role in the 
purchase behaviour when watching the live streaming shopping for the first time, we plan to include the 
influence degree of product display on whether or not to buy into the questionnaire, and set low as 1, 
medium as 2 and high is 3. Here, we propose the following research hypotheses: 

H3c: Product visibility positively affects their purchase behaviour when watching live streaming 
shopping. 

⑬ The relationship between whether the product is a more famous brand and the purchase behaviour 
when watching the live streaming shopping for the first time. In order to study whether the brand of the 
product plays a role in the purchase behaviour when watching the live streaming shopping for the first 
time, we plan to include the influence of the brand of the product on whether or not to buy into the 
questionnaire, and set low as 1, medium as 2 and high as 3. Here, we propose the following research 
hypotheses: 

H3d: Whether a product is a more famous brand affect or not affects its purchase behaviour when 
watching a live streaming shopping. 

⑭ Platform affect consumers’ purchasing behaviour when they watch live streaming shopping. In 
order to study whether the platform plays a role in the purchase behaviour when watching the live 
streaming shopping for the first time, we plan to include the influence of the platform factor on whether 
or not to shop into the questionnaire, and set the low as 1, the middle as 2 and the high as 3. Here, we 
propose the following research hypotheses: 

H4a: Platform factors positively affect the purchase behaviour when watching live streaming 
shopping. 

2. Model Construction 

We use the first-time buyer to represents the early stage customers. Based on whether consumers 
place an order when they watch live streaming shopping for the first time, we put the customers will have 
or not place an order as a dependent variable, which represented as Y; the factors investigated in the 
questionnaire are gender, age, income, education level, the time of watching live streaming shopping for 
the first time, the customer demand for products when watching live streaming shopping for the first 



Academic Journal of Business & Management 
ISSN 2616-5902 Vol. 6, Issue 3: 218-228, DOI: 10.25236/AJBM.2024.060327 

Published by Francis Academic Press, UK 
-221- 

time, the influence of the live streamer image on whether to place an order or not, the influence of live 
streamer professionalism on whether to place an order (live streamer specialty), the influence of the 
advertisement effect of the live streamer on the order (live streamer advertising), the influence of the 
product display on whether to place an order (product exhibition), the influence of product price on 
whether to place an order (product price), the influence of product quality on whether to place an order 
(product quality), and the influence of seller branding on whether to place an order (brand) as independent 
variables. Set "Purchase order = 1, purchase without order = 0", therefore, this is a binary variable, using 
a binary classification logistic regression model, the function form as follows: 

Y(P)=Log(p/1)=b0+b1X1+ b2X2+ b3X3+…+ bpXp. 

Among them, Xp represents 14 independent variables, and p is the probability of event occurrence. 
Occurrence ratio = frequency of occurrence of events/frequency of non-occurrence of events, that is p/1-
p. When the occurrence ratio is greater than 1, it indicates that the independent variable has a positive 
effect on the occurrence rate of event p, or the occurrence probability of the event is high; When the ratio 
is less than 1, it indicates that the independent variable has a negative effect on the occurrence rate of 
event p, or the occurrence probability of the event is low[4-7]. 

3. Empirical research 

In total 200 questionnaires were distributed to eligible consumers, a total of 193 valid questionnaires 
were collected, of which 85 purchased and 108 did not purchase. After all factors were included in the 
logistic regression analysis model through stata software, it was found that gender, income, education 
level, time spent on watching live streaming shopping for the first time, demand for products when 
watching live streaming shopping for the first time (requirement), influence of the live streamer image 
on whether or not to place an order (live streamer appearance), the influence of the live streamer’s live 
broadcast professionalism on whether to place an order (live streamer specialty), the influence of the live 
streamer’s advertising effect on the order (live streamer advertising), the influence of the product display 
on whether to place an order (product exhibition) , the influence of product price on whether to place an 
order (product price), the influence of product quality on whether to place an order (product quality), the 
influence of branding on whether to place an order (brand) is positively correlated with the order and 
purchase, age (age) is negatively correlated with ordering and purchasing. (Table 1). 

Table 1: The influencing factors of whether consumers place an order when watching live shopping for 
the first time, and all the factors are logistic regression. 

 
In order to further analyze the more significant influencing factors, set P<=0.05, the influence of the 

live streamer advertising effect on the order (live streamer advertising), the influence of the live streamer 
specialty on whether to place an order (live streamer specialty), the influence of quality on whether to 
place an order (product quality), the influence of product price on whether to place an order (product 
price), and the time spent watching live shopping (time) are included in the model (Table 2). 
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Table 2: Factors influencing whether consumers place orders when watching live streaming for 
the first time. When P<=0.05, five factors are included in the model. 

 
The five influencing factors are further calculated, including the influence of the live streamer 

advertising effect on the order (live streamer advertising), the influence of the live broadcast 
professionalism of the live streamer on whether to place an order (live streamer specialty), and the 
influence of the product quality on whether to place an order (product quality), the influence of product 
price on whether to place an order (product price), and the influence of watching live streaming shopping 
(time) on whether or not to place an order. The advertising effect of the live streamer has the most obvious 
influence on the consumers' first viewing of live streaming shopping, and the OR value reaches 18.60; 
the live streamer specialty’s OR value reached 12.90; the OR value of the product quality influence on 
consumers' first viewing of live streaming shopping is 4.85; the OR value of the viewing time is 3.80; 
The OR value of the influence of product price on consumers' first viewing of live streaming shopping 
and placing an order is 2.12. Therefore, the probability that consumers place an order after watching live 
shopping for the first time can be obtained: P=1/{1+exp[ -(2.923316* live streamer advertising + 
2.557454* live streamer specialty + 1.578138* product quality + 1.335112*time – 20.51381) ] 

Table 3: The most significant influencing factors of whether consumers place orders when watching 
live streaming for the first time.  

 
Table 4: The OR value calculated for the most significant influencing factor of whether consumers 

place an order when watching live streaming for the first time. 

 
In order to further analyze the more significant influencing factors, when P<=0.001 is set, only the 

influence of the live streamer advertising effect on buying behaviors (live streamer advertising) and the 
influence of the live streamer professionalism on whether to place an order (live streamer specialty) 2 
factors went into the model (Table 3), and we obtained its OR value (Table 4), the results show that the 
influence of the live streamer's advertising effect on whether consumers place an order after watching 
the live streaming shopping for the first time is very obvious, and the OR value reaches 19.99. The 
influence of liver streamer specialty is also very obvious, with an OR value of 17.05. The above results 
show that the most significant factor affecting consumers’ first time live streaming shopping is the 
advertising effect and the professionalism of the live streamer, which far exceeds the influence of product 
quality and product price on customer behavious[8-10]. 

When P<=0.001, only the influence of the live streamer advertising effect on the order (live streamer 
advertising) and the influence of the live streamer professional degree on whether to place an order (live 
streamer specialty) are included in the model. The results show that the advertising effect of the live 
streamer has a significant influence on whether consumers place an order after watching the live 
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streaming shopping for the first time, and the OR value reached 19.99. 

 
Figure 1: Factors that affect consumer behaviors for the initial stage 

4. Summary 

Factors that influence whether consumers place an order after watching a live streaming shopping in 
the initial stage include the advertising effect of the live streamer, the professionalism of the live streamer, 
the quality of the product, the length of watching the live streaming shopping, the price of the product 
and the quality of the product. Whether or not to place an order, among all the factors, the one with most 
significant influence is the advertising effect of the live streamer and the professionalism of the live 
streamer. The above conclusions also explain that the initial consumers may be influenced by the live 
streamers to buy some products that they do not need (Figure 1). 

5. Factors Affecting Consumers' Continuous Online Shopping Behaviors 

5.1 Influencing factors 

According to the above hypothetical model, in the previous online shopping questionnaire, the factors 
we investigated include gender, age, income, education, and the number of people who watched the live 
streaming shopping.  

5.2 Research hypothesis 

Among the above influencing factors, factors include gender (gender), age (age), income (income), 
education level (education), the time spent watching live streaming shopping (time), and the degree of 
demand for products by watching live streaming shopping (requirement); live streamer factors include 
live streamer appearance, live streamer specialty, live streamer advertising; commodity factors include 
product exhibition, product price, product quality and whether it is a more famous brand; platform factors 
includes platform influence. 

Consumers’ own factors affect their purchasing behavior when watching online live broadcasts 
for shopping: 

① The relationship between gender and the purchase behavior of live streaming shopping. In order 
to study whether gender plays a role in the purchase behavior of live streaming shopping, we intend to 
incorporate gender into the questionnaire, and assign male as 1 and female as 2. Here, we propose the 
following research hypotheses: 

H5a: Consumers’ gender affects their purchasing behaviors while watching live streaming shopping. 

② The relationship between age and purchase behavior of live streaming shopping. In order to study 
whether age plays a role in the purchase behavior of live streaming shopping, we plan to incorporate age 
into the questionnaire, and set 18-25 years old as 1, 26-40 years old as 2, and 41-60 years as 3, 60 years 
old and older as 4. Here, we propose the following research hypotheses: 

H5b: Consumers' age affects their purchase behavior of live streaming shopping 

③ The relationship between income and the purchase behavior of live streaming shopping. In order 
to study whether the income plays a role in the purchase behavior of live streaming shopping, we plan to 
include the income in the questionnaire, and set the income below 1,000 RMB as 1, 1,000-5,000 RMB 
as 2, 5,000-20,000 RMB as 3 and RMB 20,000 and above as 4. Here, we propose the following research 
hypotheses: 
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H5c: Consumers' income level affects their purchase behavior of live streaming shopping 

④ The relationship between the educational level and the purchase behaviour of live streaming 
shopping. In order to study whether the educational level plays a role in the purchase behavior of live 
streaming shopping, we plan to include the educational level into the questionnaire, and assign the level 
of education includes 1 for junior school and below, 2 for high school, 3 for university, and 4 for master's 
degree and above. Here, we propose the following research hypotheses: 

H5d: Consumers' education level affects their purchase behaviour of live streaming shopping. 

⑤ The relationship between the time spent on watching live streaming shopping and the purchase 
behaviour of live streaming shopping. In order to study whether the length of watching time plays a role 
in the purchase behaviour of live streaming shopping, we plan to include the time of watching live 
streaming shopping in the questionnaire, and set the time, set 1 for watching less than 5 minutes, and 2 
for 5-30 minutes, 3 for more than 30 minutes. Here, we propose the following research hypotheses: 

H5e: The time consumers spend on watching live streaming shopping has a positive impact on their 
purchase behaviour of live streaming shopping. 

⑥ The relationship between the demand for the product and the purchase behaviour of live streaming 
shopping. In order to study whether the demand for products plays a role in the purchase behaviour of 
live streaming shopping, we plan to include the demand for products in the questionnaire, and set the low 
as 1, the middle as 2, and the high as 3. Here, we propose the following research hypotheses: 

H5f: Consumers' demand for products positively affects their purchase behaviour of live streaming 
shopping 

When consumers watch live streaming shopping, the live streamer factor affects their 
purchasing behavior 

⑦ The relationship between the image of the live streamer and the purchase behaviour of live 
streaming shopping. In order to study whether the live streamer image plays a role in the purchase 
behaviour of live streaming shopping, we plan to include the influence of live streamer image on whether 
or not to buy into the questionnaire, and set the low as 1, the middle as 2, and the high as 3. Here, we 
propose the following research hypotheses: 

H6a: The image of live streamers positively affects their purchase behaviour of live streaming 
shopping 

⑧ The relationship between the professionalism of the live streamer and the purchase behaviour of 
live streaming shopping. In order to study whether the professionalism of the live streamer plays a role 
in the purchase behaviour of live streaming shopping, we plan to include the influence of the 
professionalism of the live streamer on whether or not to buy into the questionnaire, and set the low as 
1, the medium as 2, and the high as 3. Here, we propose the following research hypotheses: 

H6b: The professionalism of live streamers positively affects their purchase behaviour of live 
streaming shopping. 

⑨The relationship between the advertising effect of the live streamer and the purchase behaviour of 
live streaming shopping. In order to study whether the advertising effect of the live streamer plays a role 
in the purchase behaviour of live streaming shopping, we plan to include the influence of the advertising 
effect of the live streamer on whether or not to buy into the questionnaire, and set the low as 1, the 
medium as 2 and the high as 3. Here, we propose the following research hypotheses: 

H6c: The advertising effect of live streamers positively affects their purchase behaviour of live 
streaming shopping. 

Commodity factors affect consumers’ purchasing behavior when they watch live streaming 
shopping 

⑩ The relationship between product quality and purchase behaviour of live streaming shopping. In 
order to study whether product quality plays a role in continuous purchase behavior, we plan to include 
the influence of product quality on whether or not to purchase into the questionnaire, and set low as 1, 
medium as 2, and high as 3. Here, we propose the following research hypotheses: 

H7a: Product quality positively affects their purchase behaviour of live streaming shopping. 
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⑪ The relationship between the product price and the purchase behaviour of live streaming shopping. 
In order to study whether the product price plays a role in the continuous purchase behavior, we plan to 
include the influence of the product price on whether or not to purchase into the questionnaire, and set 
the low price as 1, the middle price as 2, and the high price as 3. Here, we propose the following research 
hypotheses: 

H7b: Product price positively affects their purchase behaviour of live streaming shopping. 

⑫ The relationship between product visibility and the purchase behaviour of live streaming shopping. 
In order to study whether product visibility plays a role in continues purchase behaviour of live streaming 
shopping, we plan to include the impact of product visibility on whether or not to purchase into the 
questionnaire, and set low as 1, medium as 2, and high as 3. Here, we propose the following research 
hypotheses: 

H7c: Product visibility positively affects customers’ purchase behaviour of live streaming shopping 

⑬ The relationship between whether the product is a famous brand and the purchase behaviour of 
live streaming shopping. In order to study whether the brand of the product plays a role in the continuous 
purchase behaviour of live streaming shopping, we plan to include the influence of the brand of the 
product on whether or not to purchase into the questionnaire, and set the low as 1, the middle as 2, and 
the high as 3. Here, we propose the following research hypotheses: 

H7d: Whether a product is a more famous brand positively affects purchase behaviour of live 
streaming shopping 

⑭ Platform factors affect consumers’ purchase behaviour of live streaming shopping. In order to 
study whether the platform factor plays a role in the continuous purchase behaviour of live streaming 
shopping, we plan to include the influence of the platform factor on the purchase behaviors into the 
questionnaire, and set the low as 1, the middle as 2, and the high as 3. Here, we propose the following 
research hypotheses: 

H8a: Platform factors positively affect customers’ purchase behaviour of live streaming shopping.  

5.3 Model Construction  

We use the 1) buying behaviors lasts more than 3 months 2) bought some goods through live 
streaming shopping customers, to represents the customer type of continuous buying customers. This 
article will use whether to place an order to purchase a product as a dependent variable, which is 
represented by Y; the factors investigated in the questionnaire are gender, age, income, education level, 
product requirements (requirement), the influence of the live streamer on whether to place an order ( live 
streamer appearance), the influence of the professionalism of live streamer on whether to place an order 
(live streamer specialty), the influence of the advertising effect of the whether to place an order (live 
streamer advertising), the influence of product display on whether to place an order (product exhibition), 
the influence of product price on whether to place an order (product price), the influence of product 
quality on whether to place an order (product quality), and the influence of branding on whether to place 
an order (brand) are used as independent variables. Set "Purchase order = 1, no order = 0", therefore, this 
is a binary variable, using a binary classification Logistic regression model, and its function form is as 
follows: 

Y(P)=Log(p/1)=b0+b1X1+ b2X2+ b3X3+…+ bpXp. 

Among them, Xp represents 14 independent variables, and p is the probability of event occurrence. 
Occurrence ratio = frequency of occurrence of events/frequency of non-occurrence of events, that is, p/1-
p. When the occurrence ratio is greater than 1, it indicates that the independent variable has a positive 
effect on the occurrence rate of event p, or the occurrence probability of the event is high; When the ratio 
is less than 1, it indicates that the independent variable has a negative effect on the occurrence rate of 
event p, or the occurrence probability of the event is low. 

5.4 Empirical research  

Taking consumers who have more than three months of live streaming shopping experience and the 
purchase behavior as a sample, after distributing the questionnaire to eligible consumers, we conducted 
a total of 200 questionnaires to analysis the latest live streaming shopping experience, the obtained data 
will be analyzed by stata 15 software, and a logistic regression model will be constructed. Within 200 



Academic Journal of Business & Management 
ISSN 2616-5902 Vol. 6, Issue 3: 218-228, DOI: 10.25236/AJBM.2024.060327 

Published by Francis Academic Press, UK 
-226- 

questionnaires, 197 valid questionnaires were collected, among the 197 questionnaires, 89 purchased and 
108 did not purchase. After incorporating all factors into the logistic regression analysis model through 
stata software, it was found that the last time they watched a live streaming shopping, product demand, 
live streamer appearance, live streamer specialty, product exhibition, product price, product quality is 
positively correlated with order purchase, age (age), gender (gender), income (income), education level 
(education), the influence of the live streamer's advertising effect on the order (live streamer), platform 
influence (platform influence) is negatively correlated with order purchases (Table 5). 

Table 5: The influencing factors of whether consumers place an order when they watch live 
streaming shopping for the first time, and perform logistic regression on all factors 

 
Seven factors, including product price, income, time spent watching live streaming shopping, and 

education level were included in the model (Table 6). 

Table 6: Influencing factors of whether consumers place an order during the last viewing of live 
streaming shopping 

 
There are 7 factors included in the model, including: the degree of demand for the live broadcast 

products to watch (requirement), the quality of the product (product quality), the degree of product 
exhibition (product exhibition), the level of product price (product price), and the income (income), the 
time of watch live streaming shopping (time) and education level of the customers who watch live 
streaming shopping (education). 

Further calculate the OR value of the above seven influencing factors on whether to place an order, 
and the result is shown in Table 9. With an OR value of 8.52  (Table 7), the demand of products bring 
the most obvious impact on consumers' live streaming shopping purchase behaviors; product prices also 
have a significant impact on consumers' live streaming shopping purchase behaviors with an OR value 
of 7.05; The impact of product quality on consumers' live streaming shopping purchase behaviors is also 
very obvious, with an OR value of 4.24; the OR value of product display on consumers' live streaming 
shopping purchase behaviors is 3.02; the OR value of the time watching live streaming shopping impact 
consumers' live streaming shopping purchase behaviors is 2.57; the OR value of the influence of the 
income level on the consumers' live streaming shopping purchase behaviors is 0.50. Therefore, it can be 
further summarized that the probability that consumers place an order by watching live streaming 
shopping: P=1/{1+exp[ -(8.518262*requirement + 7.05122* product price + 4.240022* product quality 
+ 3.020304* product exhibition + 2.566879*time + 0.5016235*income + 0.5250331*education+ 
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9.29*10-7)]} 

Table 7: The OR value calculation of the influencing factors of whether consumers place an order 
after watching live streaming shopping for the first time 

 

5.5 Conclusions 

The demand of product has the obvious impact on consumers' live streaming shopping purchase 
behaviors, with an OR value of 8.52; product prices also have a significant impact on consumers' live 
streaming shopping purchase behaviors, with an OR value of 7.05; The impact of product quality on 
consumers' live streaming shopping purchase behaviors is also very obvious, with an OR value of 4.24; 
the OR value of product display on consumers' live streaming shopping purchase behaviors is 3.02; The 
OR value of the influence of duration time on consumers' live streaming shopping purchase behaviors is 
2.57; The OR value of the influence of the income level on consumers' live streaming shopping purchase 
behaviors 0.50. 

 
Figure 2: Factors that affect continuous live streaming shopping consumer behaviors  

The above conclusions also indicates that high-quality and low-cost products in demand are still the 
secret to the sustainable development of the industry (Figure 2). 
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