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Abstract

E-commerce live streaming is a new form of integration between e-commerce platforms
and live streaming. Its three key elements are "people, goods, and venues", with the anchor as
the dominant "person", making e-commerce live streaming have strong interactive and social
characteristics; The product centered "goods" make e-commerce live streaming highly
convenient and showable; The scene based "field" makes e-commerce live streaming more
sensory and distinctive. As an important subject of e-commerce live streaming, e-commerce
anchors play the role of opinion leaders during the live streaming process, and are the most
core and critical role in e-commerce live streaming. They can have a significant impact on
consumer emotions and trust, and consumer emotions and impulses have a positive impact on
impulsive purchasing. Previous research has shown that compared to traditional online sales,
e-commerce live streaming can leverage the advantage of live streaming to provide
consumers with a sense of authenticity when shopping online, greatly increasing the
likelihood of impulsive buying behavior. Broadcasters can bring consumers a real virtual
experience by displaying and introducing products, and consumers can also enhance their
shopping experience and gain a sense of pleasure, thereby perceiving arousal, pleasure, and
trust, making the sales effect of merchants far better than traditional online e-commerce. The
proportion of impulsive buying behavior of consumers also greatly increases. Therefore, this
article focuses on e-commerce anchors and explores the impact mechanism of e-commerce
anchor characteristics on consumer impulse buying.

On the basis of existing research, this article focuses on anchor characteristics and
divides them into four dimensions: attractiveness, professionalism, interactivity, and
popularity. Based on consumer emotion theory, trust theory, and SOR theory, consumer
perception is divided into perceived arousal, perceived pleasure, and perceived trust.
E-commerce anchor characteristics are used as external stimulus (S) variables, individual
perceived arousal, perceived pleasure, and trust are used as organism (O) variables, and
consumer impulse buying is used as response (R) variables. SOR theory reveals how external
stimuli affect an individual's internal state and then affect the mechanism of behavioral
response. It is widely used in the field of consumer behavior research, especially in the study
of the impact of external stimuli on impulse buying. Therefore, this article constructs a
research model to explore the mechanism of the effect of anchor characteristics on consumer
impulse buying, and conducts empirical research. Based on the research subjects, a
questionnaire design was completed, a preliminary survey was conducted to ensure the
stability and consistency of the questionnaire. Then, a formal questionnaire was distributed
and data was collected. SPSS 26.0 and Amos 26.0 software were used to process the
questionnaire data, and descriptive analysis, reliability and validity analysis, correlation
analysis, and structural equation modeling were constructed for hypothesis testing.
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Abstract

The empirical research results indicate that: (1) anchor characteristics can have a positive
impact on consumer perception: anchor attractiveness promotes consumer perceived arousal
and perceived pleasure; The professionalism of anchors promotes consumer perception and
trust; The interactivity of anchors promotes consumers to generate perceived arousal,
perceived pleasure, and perceived trust; The popularity of the anchor promotes consumers to
generate perceived arousal and perceived pleasure; (2) There is a significant positive impact
on consumer perception internally: consumer arousal significantly affects perceived pleasure;
Consumer perceived pleasure significantly affects perceived trust; (3) Consumer perception
significantly affects consumer impulse buying: Perceived arousal significantly affects
consumer impulse buying; Perceived pleasure significantly affects consumer impulse buying;
Perceived trust significantly affects consumer impulse buying; (4) The characteristics of
anchors promote consumer perception and have a positive impact on impulse buying, with an
impact degree of interactivity>professionalism>popularity>attractiveness.

Based on the above research conclusions, relevant management and marketing
suggestions were proposed for e-commerce anchors, consumers, governments, and live
streaming platforms, and the research limitations and future prospects of this article were
summarized. For live streaming platforms, exploring the impact mechanism and pathway of
anchor role characteristics on consumer impulse shopping, deepening the understanding of the
impact mechanism of consumer impulse shopping behavior in the online live streaming
environment; For consumers, they can have a more direct understanding of their reactions
when watching live broadcasts, which can better constrain their shopping impulse; For both
the government and live streaming platform managers, strict management should be
implemented on the live content and behavior of broadcasters, and corresponding rules should
be established to constrain e-commerce live streaming.

Key Words:Characteristics of e-commerce anchors;Perceived arousal;Perceived

pleasure;Perceived trust;Impulsive purchase
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