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The Eftects of Live Streamer Characteristics,

Perceived Influence, and Attitude towards
Products on Purchase Intentions:

An Example of Live Commerce
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ABSTRACT

This study aims to understand how the live streamers characteristics affect perceived
influence, attitudes toward products, and other factors, thereby impacting consumers'
purchase intentions. Accordingly, this study investigates: (1) the impact of live streamer
characteristics on perceived influence; (2) the impact of live streamer characteristics on
attitude toward products; (3) the impact of live streamer characteristics on purchase
intentions; (4) the impact of perceived influence on purchase intentions; (5) the impact of
attitude toward products on purchase intentions; (6) the mediating effect of perceived
influence on the relationship between live streamer characteristics and purchase intentions;
(7) the mediating effect of attitude toward products on the relationship between live
streamer characteristics and purchase intentions. This study targets consumers aged 18 and
above who have watched live stream sales in the past month. A questionnaire was designed
and distributed on social media platforms, yielding 268 valid responses. The results showed
that: live streamer characteristics have a positive impact on perceived influence; live
streamer characteristics have a positive impact on attitudes toward products; live streamer
characteristics have a positive impact on purchase intentions; perceived influence has a
positive impact on purchase intentions; attitudes toward products have a positive impact
on purchase intentions; perceived influence partially mediates the relationship between live
streamer characteristics and purchase intentions; attitudes toward products fully mediate
the relationship between the professionalism dimension of live streamer characteristics and
purchase intentions; attitudes toward products partially mediate the relationship between
the credibility and attractiveness dimensions of live streamer characteristics and purchase
intentions.
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