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Abstract 

Live e-commerce is an emerging shopping model in recent years. With the continuous development of 
live broadcast commerce around the world, live broadcast commerce has become an indispensable 
part of online shopping for many consumers. Social interaction is a common activity in live broadcast 
commerce. When there is social interaction between the anchor and consumers or between consumers 
and consumers, it may have an impact on consumers' purchasing decisions. This study explores how 
social interactions and consumer reviews of live-streaming commerce influence consumers' purchasing 
decisions. Based on the current development status of live broadcasting, this article sorts out and 
summarizes the literature that affects consumers' purchase decisions in live broadcast e-commerce 
from the two key factors of social interaction and consumer comments. To this end, this study draws on 
social influence theory and use-gratification theory and uses quantitative research methods to 
investigate Chinese Taobao live broadcast business users. The findings show that social interaction 
and consumer reviews have a positive impact on consumer purchasing decisions, and secondly, the 
study reveals the importance of gender as a moderating factor. Overall, this research reveals the key 
factors influencing Taobao live commerce purchase decision and provides useful insights to measure 
live commerce development strategies to provide effective advice on Taobao live commerce. Finally, 
the paper provides possible enlightenment for the improvement of live e-commerce. 

Keywords: Live Stream Commerce, Purchasing Decisions, Social İnteractions, Consumer Reviews. 

 
1. INTRODUCTION 

Live streaming commerce, also known as live shopping, is a method of online 
shopping that combines live video streaming with the ability to interact directly with 
sellers and purchase products(Huang & Benyoucef, 2013). The concept originated 
from television shopping channels, but the digital version offers more interactivity and 
immediacy(Chen et al., 2023). One of the key attractions of live streaming commerce 
is the interactivity it offers. Buyers can ask questions and get immediate responses, 
creating a more personalized shopping experience(Cheung et al., 2021). This format 
also builds trust, as consumers can see products in use and hear reviews in real-
time(Chen et al., 2023). 

In addition to the shopping aspect, live streaming commerce also serves as a form of 
entertainment. Many live streamers are influencers or celebrities who attract 
audiences with their engaging content (Wongkitrungrueng & Assarut, 2020). The 
sense of urgency created by flash sales and limited time offers can also encourage 
impulse buying(Leong, 2022). Live streaming commerce continues to grow and 
evolve, with western platforms like Amazon and Facebook also exploring this 
space(Rein & Venturini, 2018). However, it also presents challenges, including the 
need for regulatory oversight to prevent fraudulent practices and protect consumer 
rights(Ngai & Wat, 2002). 
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Communication and interaction social media are used to promote interaction between 
sellers and buyers, and between customers, and then consumers share and feedback 
information out of interests(Hajli & Sims, 2015; Liang & Turban, 2011). The interaction 
between all the parties effecting the purchase decision by identifying the perceived 
risk and trust. Customer trust refers to the belief and confidence that customers have 
in a company or brand to deliver on its promises and commitments. It is a key 
component of building customer loyalty and can be influenced by factors such as 
product quality, customer service, and corporate reputation(Jing & Xie, 2011). In 
survey by retail solutions provider Instamojo findings the top factors affecting customer 
trust in e-commerce, authenticity, professionalism, digital literacy, and payment 
gateways. In other research for canadine market findings the main factors affecting 
the trust in e -commerce trustworthiness of the internet merchant and privacy and 
security protection(Salehi et al., 2021). 

Social interaction in the online shopping environment, often referred to as social 
commerce, social media platforms have increasingly been incorporated into e-
commerce strategies to leverage social interaction to influence purchasing decisions 
(Xu & Lee, 2020). The literature finds that social interaction can heavily influence 
consumers' purchasing decisions(Zhen et al., 2019), Bankov (2019)found that social 
influences, including recommendations from peers and community members, heavily 
influence consumers' purchase intent in online social networking games. Social 
interaction in the online shopping environment greatly influences consumer trust, 
which in turn influences their purchasing decisions(Zhang & Gu, 2015). User-
generated content, such as online reviews and ratings, has been found to significantly 
influence consumers' purchasing decisions in the online shopping environment(Isa et 
al., 2016). Social interaction in social commerce platforms significantly influences 
consumers' perceived value to a product, which in turn influences their purchasing 
decisions(Wang & Yu, 2017).  

However, some research suggests that social interaction may not be the main driver 
of purchasing decisions(Yin et al., 2019b). According to Ribeiro et al. (2022) 
consumers with strong brand preferences or product-specific requirements may not 
be significantly affected by social interaction. Personal preferences may outweigh the 
influence of social interactions on purchasing decisions. Individual preferences and 
product-specific requirements can sometimes override the influence of social 
interaction(Yin et al., 2019b). In this case, consumers may rely more on their own 
judgment and needs than on the opinions of others. The influence of social interaction 
on consumers' purchasing decisions is mainly moderated by positive word-of-mouth 
and negative word-of-mouth factors(Wang & Yu, 2015). 

In some cases, consumers who are already familiar with certain products or brands 
may not be significantly affected by social interaction. These consumers are more 
likely to make purchasing decisions based on their past experiences and personal 
preferences(Jian et al., 2022). In addition to this, some consumers prefer an 
anonymous shopping experience and do not want to engage in social interaction while 
shopping online. For these consumers, social interaction may not have a significant 
impact on their purchasing decisions(Groppe et al., 2018). Social interactions had a 
positive and significant effect on social presence and emotional state, but they did not 
have a significant effect on shopping intention(Li, 2019). 
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Customer reviews in e-commerce greatly influence consumers’ purchasing decisions, 
and online customer reviews have a huge impact on customers’ purchasing 
decisions(Chen et al., 2022; Moon et al., 2014). Customers usually seek positive and 
negative reviews to evaluate. For products, negative reviews can have a significant 
impact on consumers' purchase decisions, often causing them to reconsider or 
abandon a purchase (Constantinides & Holleschovsky, 2016). User-generated 
product reviews can significantly affect consumers' purchase intentions(Bahtar & 
Muda, 2016). Johan et al. (2021)found that Consumer review have a significant impact 
on the ranking of products online. Consumer review help to increase consumers' trust 
in products, thereby influencing their purchasing decisions(Guo et al., 2020). 
Chakraborty (2019)found that the quality of online reviews and ratings, as user-
generated content, can significantly affect consumers' purchasing decisions. In 
addition, fake reviews tend to be more impactful than genuine online reviews. 

In the e-commerce market, consumer reviews facilitate online shopping for 
consumers; in turn, consumers are increasingly dependent on review information to 
judge the quality of products and make a buying decision (Flanagin et al., 2014). 
Consequently. A survey conducted by Chen et al. (2022)reveals that nearly 60% of 
consumers browse online consumer review at least once a week and 93% of whom 
believe that these online reviews help them to improve the accuracy of purchase 
decisions, reduce the risk of loss and affect their shopping options. When it comes to 
e-consumers in commercial activities on business to business (B2B) and business to 
customer (B2C) platforms, 82% of the consumers read consumer review before 
making shopping choices, and 60% of them refer to comments every week. Research 
shows that 93% of consumers say online reviews will affect shopping choices, 
indicating that most consumers have the habit of reading online reviews regularly and 
rely on the comments for their purchasing decisions. 

However, in the existing literature, findings on the role of customer reviews on 
customers' purchasing decisions are mixed. For example, some studies have found 
that consumer reviews has a positive impact on product sales(Li et al., 2019), however, 
other scholars believe that this relationship does not exist. In some cases, consumer 
review may be less effective due to various factors. For example, if consumers have 
a strong preference or prior experience with a brand or product, the impact of online 
reviews may be reduced(Cui et al., 2012). The difference in age means that their 
existing knowledge and experience can exceed the information in online 
reviews(Alhassan G. Mumuni et al., 2020; Helversen et al., 2018). Influenced by 
gender and mood, consumer review sometimes have an impact difference(Craciun & 
Moore, 2019).  

1.1. Live Streaming Commerce in China 

With the advancement of technology, the e-commerce industry has developed rapidly 
in the past 10 years(Gupta, 2014). In 2021, retail e-commerce sales amounted to 
approximately 5.2 trillion U.S dollars worldwide, becoming a bright spot and a new 
growth point of the world economic (Chevalier,2022a), In 2022, online commerce 
transactions in China reached approximately RMB13.79 trillion, representing an 
approximately four percent year-on-year growth. The e-commerce market in China 
maintained a steady growth in recent years (Ma, 2023). At present, the world's leading 
Internet companies have built ecosystems centered on platforms. Amazon, Alibaba, 
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etc. take the e-commerce trading platform as the core, extend the upstream and 
downstream industries, and build a cloud service system(Poletti, 2018).  

E-commerce originated in Europe and the United State but flourished in Asia (Shen, 
2019). According to the EMarketer report, in 2020, e-commerce has become one of 
the fastest growing industries in the Asia-Pacific region, with digital sales approaching 
US$2.992 trillion in 2021, and retail sales more than three times that of North America 
and nearly five times that of Western Europe E-commerce is also on the rise in 
Indonesia, with 73 million Indonesians spending an estimated US$20.3 billion on 
online purchases throughout the year. E-commerce in Asia has a large volume and 
rapid development (Abrams, 2021). Among them, China's e-commerce retail 
transaction volume has ranked first in the world since 2013 (Cramer-Flood, 2021). 

In recent years, with the development of e-commerce and the widespread application 
of the Internet, live streaming commerce has been growing in China, and live 
streaming commerce has become an important model of retail e-commerce. In China, 
several retail e-commerce platforms have launched live streaming e-commerce 
operation models, such as Taobao, Xiaohongshu (Redbook), Douyin and Kuaishou, 
etc., Douyin Live is a representative product in the field of live streaming. Known as 
TikTok outside of China, Douyin has become one of the country's leading live 
streaming business platforms. As of June 2020, according to the Douyin data report; 
There are over 600 million daily active users (Douyin, 2020).  

With the surge in the number of live streaming business participants, the industry's 
problems are becoming more and more prominent, seriously affecting the interests of 
consumers, and even threatening the future development of China's live streaming 
business. Regulating live streaming commerce has been a challenge(Prasad Bingi & 
Khamalah, 2000). As livestreaming commerce grows, raises concerns about fraud, 
false advertising, and the sale of counterfeit or substandard products(Han et al., 2022). 
Regulation of live streaming businesses is still evolving(Qian & Yang, 2020). Issues 
include protecting consumer rights, ensuring fair competition, and preventing 
deceptive marketing practices. Sun et al. (2019)found that in some cases, streamers 
exaggerated product features or provided misleading information to boost sales. 
People are concerned about the quality and authenticity of the products sold through 
live streaming(Lu & Siegfried, 2021b). Some influencers have been found to promote 
counterfeit or substandard goods, undermining consumer trust(Wu & Huang, 2023).  

Taobao Live is a live streaming feature of the Taobao platform that allows influencers, 
celebrities, and sellers to host live streams, where they showcase and sell products 
directly to viewers(Guo et al., 2021; Rungruangjit, 2022). Taobao Live was launched 
in 2016 as part of Alibaba's strategy to integrate entertainment and e-commerce(Guo 
et al., 2021). The feature quickly became popular due to its interactive and engaging 
shopping experience. Viewers can ask questions, make comments, and make 
purchases directly from the stream(Liu et al., 2021). Over the years, Taobao Live has 
introduced various features to enhance the live shopping experience, such as "See 
Now, Buy Now" fashion shows and virtual reality shopping(Wu & Zhou, 2017). As of 
2021, Taobao Live has become Alibaba's main revenue driver. According to 2021 
Taobao Live Annual New Consumption Trend Report (TLANCTR), Taobao Live's 
Gross Merchandise Volume (GMV) exceeded RMB400 billion ($62 billion) in 2020 and 
is expected to double by the end of 2021. Taobao Live has over 800 million active 
users and hosts millions of live streams every day. The platform is particularly popular 
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among younger consumers, with a large proportion of users between the ages of 20 
and 30(TLANCTR, 2021).  
 
2. LITERATURE REVIEW  

2.1. Theoretical Background 

2.1.1. Social Influence Theory 

Social influence theory is a psychological concept that explains how individuals are 
influenced by the behaviors and attitudes of others in social networks(Turner, 1991). 
This theory is based on the basic human need for social interaction and the inherent 
human tendency to exist in social groups, a social context that influences individuals' 
perception of reality and thus their behavior(Tedeschi, 2017). In the context of live 
streaming commerce, viewers may be influenced by the behavior or comments of 
other viewers during live streaming (Wang & Li, 2020). If many viewers seem excited 
about a product or are actively buying, it may influence others to comply with this 
perceived positive review and make the purchase themselves. The presence of live 
streamers and the interaction between viewers can significantly influence consumer 
trust and impulsive purchasing behavior. The presence provided by live streaming 
platforms to viewers also influenced their purchase intent(Ming et al., 2021). Also, how 
viewers interact with each other and with the streamer during the live stream. These 
interactions can create a sense of community and camaraderie, which in turn 
influences the audience's purchasing decisions. For example, seeing others in an 
online review expressing excitement about a product, or seeing a large audience tune 
in to the radio, can create a form of social proof that influences viewers to also consider 
the product actively.  

2.1.2. Uses and Gratification Theory 

Uses and Gratification Theory (UGT) is an influential sociological theory (Becker, 
1979; Smock et al., 2011). This theory suggests that individuals access media with 
different goals and play an active role in selecting information resources that they are 
willing to access(Liang et al., 2006). Use and Gratification Theory (UGT) is a 
consumer-centric theory that states that different users can use the same medium for 
different purposes(Severin & Tankard, 1997). This theory explains the reasons behind 
customers' choice of social media and the psychological needs behind their 
choice(Cheung & Lee, 2009). Live streaming commerce is the purchase behavior of 
consumers in the process of watching live entertainment(Lu & Siegfried, 2021a). 
Studies have shown that viewers are addicted to social media and experience a 
harmonious social intimacy with media(Rubin & Perse, 1987; Xiang et al., 2016). The 
interaction between the streamer and the audience during the live streaming narrows 
the psychological distance between the audience and the streamer, which can help 
the audience better understand the product they want, thereby increasing the 
audience's trust(Jiang et al., 2019). When viewers interact with streamers at live 
business events, it can create a sense of community (Wongkitrungrueng & Assarut, 
2020). This social aspect can make the shopping experience more enjoyable, which 
can increase the willingness of the audience to buy in live streaming commerce.  
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2.2. Empirical Literature 

2.2.1. Social Interaction 

Social interaction refers to the process by which individuals act and respond to those 
around them. Essentially, it is the way people communicate, interpret, and respond to 
each other's words, actions, and expressions of emotion, directly or indirectly (Molet, 
1972). In live streaming commerce, consumers can interact directly with streamers 
and other users to immediately meet the information needs needed to facilitate 
purchasing decisions(Cai et al., 2018; Loiacono & McCoy, 2018). Social interaction is 
essential to drive consumer use of live streaming (Sjöblom & Hamari, 2017). 
Interactivity and presence are system characteristics that should be considered, as 
social interaction enables smooth and effective communication among 
consumers(Bao et al., 2016). Communication between consumers makes online 
shopping more social, thereby reducing the sense of unreality(Pavlou et al., 2007). In 
live streaming commerce, viewers can better understand the product through 
interactions with other viewers. If peer reviews are positive, viewers tend to trust live 
streams and the products they showcase more because persuasion works better when 
it is made by other similar people(Lu et al., 2016). Related studies confirm that 
consumers' social presence can positively influence consumer trust(Ye et al., 2020),  
as live viewers are potential buyers of live streaming commerce, this relationship also 
works in live streaming commerce.  

H1:  Social interaction has a significantly positive relationship with purchase 
decision. 

2.2.2. Customer Reviews 

Customer review is a review or evaluation of a product or service by customers who 
have purchased and used it. These reviews often include ratings and written 
descriptions of the customer's experience with the product or service(Zhu & Zhang, 
2010). The impact of consumer reviews on purchasing decisions is widely recognized. 
Trust in consumer reviews has proven to be a success factor in online 
transactions(Salo & Karjaluoto, 2007), as consumers tend to look for reliable 
information about products and services(Filieri et al., 2015; Filieri et al., 2018). 
Therefore, when reviews are received by potential customers, consumer reviews have 
practical significance for purchase intent, thus having a positive impact on purchasing 
decisions(Cox et al., 2009). Therefore, in live streaming commerce, consumers often 
interact to understand what other consumers are saying about a product or business 
to make purchasing decisions. Streaming as an online influencer is also considered a 
trusted source of information (Djafarova & Rushworth, 2017). In live streaming 
business, consumer trust can influence consumers' purchase decisions through trust 
in streamers, word of mouth, information quality and social networking.  

H2:  Customer reviews has a significantly positive relationship with purchase 
decision. 

2.2.3. Gender 

The term "gender" refers to whether a person is genetically and biologically male or 
female(Wilson, 2002). Gender has been considered an important research topic in 
different fields (Evanschitzky & Wunderlich, 2006; Hui & Wan, 2007; Krolokke & 
Sorensen, 2006). According to sociolinguistic theory, it has been found that gender 
influences communication (Krolokke & Sorensen, 2006). In spoken discourse, men 
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communicate to establish superior social status, while women communicate in a tone 
of rapport, compassion, and empathy. In the internet, where gender plays an important 
role in communication and e-commerce transactions (Ulbrich et al., 2011). Previous 
studies have also provided evidence that male and female consumers have different 
decision-making styles (Mokhlis & Salleh, 2009). In loyalty studies to customers, it was 
found that men responded more positively to status-emphasizing loyalty programs 
than women, but only if their higher status was very pronounced to others(Melnyk & 
van Osselaer, 2012). 

H3:  The impact of the social interaction on the purchase decision will be 
positively regulated by gender. 

H4:  The impact of the customer reviews on the purchase decision will be 
positively regulated by gender. 

2.3. Conceptual Framework  

From the literature review and critical evaluation of applied models, the study proposes 
that a conceptual framework was developed. This study is based on two independent 
variables: social interaction, customer reviews, the dependent variable is the purchase 
decision, and gender is the moderator variable. Through Social Influence Theory 
(SIT)(Turner, 1991)the influence of customer reviews on purchasing decisions can be 
explained. The Use and Gratification Theory (UGT)(Katz et al., 1973)strengthens the 
explanation of the impact of streamer attractiveness on consumer purchasing 
decisions. 

 

Figure 4.1: Conceptual Framework 
 
3. RESEARCH DESIGN 

To test the research model assumptions, a questionnaire was developed to conduct a 
web survey and collect empirical data. The items to measure each structure were 
largely developed from previous literature. To adapt to the live broadcast business 
environment, some measures have been slightly modified. We measured all these 
items using a five-point Likert scale ranging from (1) strongly disagree to (5) strongly 
agree. The social interaction structure consists of 12 items. Items SI1-SI12 are from 
Chen and Lin (2018);Xu et al. (2020) and Hou et al. (2020) with Result of Reliability α 
coefficient are 0.873,0.91,and 0.871. The consumer review structure consists of 12 
items, Items CR1 to CR12 are from Singh et al. (2023); Singh and Chakrabarti (2023) 
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and Linlin et al. (2020) with Cronbach Alpha are 0.877, 0.944, and 0.95. This process 
resulted in minor revisions regarding item wording and applicability. Ultimately, the 
questionnaire consisted of three parts, Part A is to block questions, filter respondents 
through questions, and select the target respondents who meet the requirements. Part 
B focuses on the relevant demographics of the respondents, providing more insight 
into the respondents. Part C is the main part of the questionnaire, which requires the 
filler to fill in according to their true ideas. 

3.1 Sampling and Data Collection 

This study uses the services of a popular online survey website 
(https://www.sojump.com/), which is a well-known questionnaire survey website in 
China, to collect empirical data to test the research model. The collection time for this 
survey is from July 1 to July 30, 2023, and Chinese consumers with live streaming 
commerce purchase experience are invited to support the survey. By sending survey 
web pages to respondents. Once respondents receive the online questionnaire, the 
system automatically checks the IP address of each respondent to avoid duplication. 
Two masked questions were devised to identify respondents. If the answer to each 
question is "No", the responses are closed, and the questionnaire is considered 
invalid. 

Distribute questionnaires through the Taobao advertising system and publish the 
questionnaire link on the Taobao live broadcast platform to guide users to fill in the 
questionnaire. Carry out targeted distribution activities, such as distribution through 
different live e-commerce platform forums. By setting different advertising sources, it 
can be ensured that users of each live broadcast platform can see the survey link. 
Control the number of respondents for each live platform group to ensure an 
appropriate sample representation for each live platform group. The motivation for the 
study was explained in the questionnaire and the confidentiality of the respondents' 
information was ensured. The questionnaire adopts attention checking methods such 
as repeated questions and rhetorical questions (for example, the respondent has not 
watched the live broadcast in the past three months, nor has he interacted with other 
viewers through the live broadcast), to ensure that the participants have an on-site 
shopping experience. If a participant answered "No" to these questions or did not 
provide complete answers to all questions, the questionnaire was automatically 
eliminated. 
 
4. DATA ANALYSIS AND RESEARCH RESULTS 

Structural equation modeling (SEM) is an appropriate technique for analyzing 
empirical data in confirmatory studies(Ullman & Bentler, 2012). As a second-
generation data analysis technique (Savalei & Bentler, 2006), this study applied AMOS 
24.0 to examine the measurement model and the structural model by a two-stage 
approach of confirmatory factor analysis (CFA) (Brown & Moore, 2012). Following this 
approach, we were able to verify the reliability, validity, and consistency of the 
empirical data of the measurement model and estimate the statistical significance and 
significance level of the path coefficients assumed in the structural model. 

4.1 Measurement Properties  

According to Table 4.1, all factor loadings in this study are above 0.7. Researchers 
also provide a rule of thumb for retaining items, and they recommend retaining items 
above 0.60 (Hair et al., 2014). The composite reliability values for the structures range 
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from 0.932 to 0.939, all exceeding the threshold of 0.7. Bagozzi and Yi (1988) and 
Hair et al. (2011) provide a rule of thumb for interpreting the combined reliability 
coefficients that a given structure should have a combined reliability coefficient value 
of 0.7 or above. According to Chin (1998), the extracted mean variance should be at 
least 0.50 or higher to indicate the convergent validity of a particular construction.  AVE 
values ranged from 0.539 to 0.585, all exceeding the threshold of 0.5. Therefore, the 
results show satisfactory convergent validity. As a rule of thumb, Fornell and Larcker 
recommend using an AVE of 0.5 or higher. In the study, For the analysis of 
discriminant validity, for Social interaction, its AVE square root value is 0.742, which 
is greater than the maximum value of the absolute value of the correlation coefficient 
between factors 0.661, which means that it has good discriminant validity. For 
Customer reviews, its AVE square root value is 0.734, which is greater than the 
maximum value of the absolute value of the correlation coefficient between factors 
0.584, which means it has good discriminant validity.  

Table 4.1: Descriptive Statistics for Construct 

Construct Item Factor loading Composite reliability Mean AVE 

 
 
 
 
 
 

Social interaction 

SI1 0.869 

 
 
 
 
 

0.936 
 
 

 
 
 
 
 

3.1678 
 

 
 
 
 
 

0.550 
 

SI2 0.736 

SI3 0.742 

SI4 0.719 

SI5 0.726 

SI6 0.730 

SI7 0.714 

SI8 0.740 

SI9 0.765 

SI10 0.733 

SI11 0.706 

SI12 0.714 

 
 
 
 
 

Customer reviews 

CR1 0.856 

 
0.933 

 

 
 
 
 
 

3.2197 
 

 
0.539 

 

CR2 0.701 

CR3 0.735 

CR4 0.719 

CR5 0.712 

CR6 0.722 

CR7 0.702 

CR8 0.710 

CR9 0.736 

CR10 0.752 

CR11 0.723 

CR12 0.736 

 
 
 
 
 

Purchase decision 

PD1 0.873 

0.939 

 
 
 
 
 

3.2379 

0.585 

PD2 0.778 

PD3 0.747 

PD4 0.844 

PD5 0.749 

PD6 0.741 

PD7 0.756 

PD8 0.722 

PD9 0.717 

PD10 0.728 

PD11 0.743 
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Figure 4.2: Structural Model 

As expected, all pathways proposed in the study model were supported. In other 
words, the Social interaction, Customer reviews and purchase decision are positively 
correlated. In other words, H1(β = 0.246, p < 0.001), H2 (β = 0. 164, p < 0.001), H3 
(t=19.329, β=0.088, p=0.001<0.05), and H4 (t=3.178, β=0.099, p=0.002<0.05) are 
supported by Research result. And found that the attractiveness of the streamer is 
significantly related to the purchase decision.  

Table 4.2: Model Fit Indices for the Structural Model 

Index Expected value Actual value Fitting results 

Absolute fit index 
 
 

  

CMIN/DF ≤ 3 1.146 Excellent 

RMR ≤0.08 0.053 Good 

GFI ≥0.9 0.953 Excellent 

AGFI ≥0.9 0.941 Excellent 

RMSEA ≤0.08 0.021 Excellent 

Comparative fitting indicators    

NFI ≥0.9 0.976 Excellent 

IFI ≥0.9 0.943 Excellent 

TLI ≥0.9 0.941 Excellent 

CFI ≥0.9 0.964 Excellent 

Parsimonious fitting index    

PNFI ≥0.5 0.824 Excellent 

PCFI ≥0.5 0.851 Excellent 

According to the test results of model fitness, it can be seen that the value of χ2/DF(chi-
square degree of freedom) is 1.146, within the range of 1-3, the RMSEA value is 0.021, 
and within the range of less than 0.05, the GFI 0.953 and greater than 0.9, CFI 0.964 
and greater than 0.9, NFI 0.976 and greater than 0.9, TLI 0.941 and greater than 0.9, 
The value of IFI is 0.943 and is in the range greater than 0.9. According to the 
evaluation criteria of the model fitting index, in the confirmatory factor analysis model 
of this study, the fit indexes of CMIN/DF, NFI, IFI, TLI, CFI, GFI, RMSEA and other 
sub-models all meet the standard, so the CFA of this study The model has a good fit 
(Thompson, 2004).  
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5. DISCUSSION AND CONCLUSION  

Live streaming is an important e-commerce model. In order to explore the influence 
mechanism of live broadcast consumers' purchase decisions, this paper studies the 
influence of key factors of social interaction and consumer reviews in live broadcast 
commerce on consumers' purchase decisions. In addition, gender was also used as a 
moderating variable. It provides a theoretical framework for studying the relationship 
between these factors. Four hypotheses are developed based on existing literature 
research and empirically tested using a revised supporting theoretical framework. 

The findings show that social interaction has a significant impact on online consumers' 
purchasing decisions through live streaming commerce. A possible explanation is that 
social interaction plays an important role in increasing user stickiness and purchase 
intent on live commerce platforms(Yin et al., 2019a). The findings are consistent with 
previous studies that demonstrate that social interaction is a crucial factor in 
influencing online consumers' purchasing decisions. The results of this study are 
consistent with those of other surveys of social interaction and online purchasing 
decisions(Chen & Lin, 2018; Guangming et al., 2022; Xu et al., 2020). In addition, The 
specific explanation is that on the live streaming commerce platform, customer reviews 
are an important basis for other potential buyers to understand the quality of the 
product or service. Positive customer reviews can improve the credibility and 
reputation of a product or service, thereby increasing the purchase intention of other 
users(Guangming et al., 2022). The findings are consistent with previous studies that 
demonstrate that customer reviews are a crucial factor in influencing online 
consumers' purchasing decisions. The results of this study are consistent with those 
of other customer reviews and online purchasing decisions(Constantinides & 
Holleschovsky, 2016; Helversen et al., 2018; Linlin et al., 2020; Singh & Chakrabarti, 
2023; Thakur, 2018).  

According to the results of data empirical analysis, the results of this study are as 
follows: First, both social interaction and consumer review variables affect purchase 
decisions. Secondly, the research results found that the impact of social interaction 
and consumer reviews on consumer purchasing decisions is positively moderated by 
gender. This suggests that gender plays a crucial role in moderating the relationship 
between these factors and purchasing decisions. Female shoppers are more likely to 
be influenced by social interactions and consumer reviews when making purchasing 
decisions. Finally, a new live broadcast business purchase decision-making model is 
proposed through research. Overall, the findings support our proposed research 
model and yield relevant empirical observations. 

The research conclusions provide important practical significance and guiding 
suggestions for live broadcast e-commerce platforms. This platform can strengthen 
the social interaction between the anchor and the audience or the audience and the 
audience, increase its attractiveness and trust, thereby attracting more potential 
buyers and improving the conversion rate of purchasing decisions. In addition, the 
platform can also develop corresponding strategies for consumer reviews and 
increase consumer review participation through points and rewards, thereby 
increasing the enthusiasm of the shopping experience. 

5.1 Theoretical Implications  

The study has two key theoretical contributions. Our first contribution to theoretical 
implications concerns our empirical results. This study fills a gap in the existing 
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literature on online consumers' live streaming of business purchasing decisions. Gain 
a more complete understanding of online consumer behavior. First, we explore the 
influencing mechanism of purchasing decisions during live streaming. Existing 
research shows that live streaming can drive consumer purchasing decisions. 
However, past studies have given limited theoretical intent. 

When consumer reviews is influential, they can generate positive purchasing decisions 
for consumers through the influence of reviews (Chenyu & Seock, 2002). This means 
that customer reviews play an important social influence role in live streaming 
commerce, attracting and influencing consumers to make purchase decisions. Social 
influence theory highlights the impact of customer reviews on purchasing decisions. 
In summary, social influence theory (SIT) provides strong support and explanation for 
understanding the impact of consumer reviews on purchasing decisions. In live 
streaminging business, consumers are often influenced by the opinions and opinions 
of others. The consumer reviewss can have a positive impact on purchasing decisions 
through social influence effects. The research results provide an important theoretical 
basis and practical inspiration for the live streaming commerce platform to optimize 
streamer selection. 

Use and gratification theory posits that consumers seek to satisfy individual needs 
when using a particular medium or platform(Katz et al., 1973). In this study, social 
interaction is used as an independent variable, which represents the degree of social 
participation of consumers on the live commerce platform. According to the use and 
gratification theory, when consumers feel satisfied and enjoyable social experience, 
they are more likely to make purchasing decisions to satisfy social needs(Gao et al., 
2023). Uses and gratification theory emphasizes the influence of social interaction on 
purchasing decisions(Lifu et al., 2023). In live commerce, consumers will gain 
satisfaction and pleasure when participating in social interaction experiences, which 
will affect their purchasing decisions(Ping et al., 2022).. This theory provides an 
important reference for the design of the live streaming commerce platform, 
encouraging the platform to provide a socialized shopping experience and enhancing 
the sense of participation of consumers. 

5.2 Practical Implications 

The findings of this study have several practical implications for live commerce. Social 
interaction has a significant impact on purchasing decisions. Therefore, the live 
streaming commerce platform can strengthen the social interaction with consumers 
and provide a more personalized service experience that is close to the needs of 
consumers. By actively participating in social interactions, merchants can increase 
consumer engagement and loyalty, and facilitate purchase decisions (Chen and Lin 
2018). Both the platform manager and the host should strengthen the quasi-social 
relationship between the host and the audience, so that the audience will regard the 
host as a reliable friend and build a sense of intimacy with each other. A quasi-social 
interactive experience can be promoted by increasing the interaction between the 
streamer and the audience. Platform providers should design more social functions in 
the live streaming (Chen & Lin 2018), such as giving gifts (Yu et al. 2018) and more 
vivid real-time communication (Hu et al. 2017). Streamers should create more 
interesting topics to engage with viewers and reply to viewers immediately (Hilvert-
Bruce et al. 2018).  
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In addition, consumer reviews and electronic word-of-mouth have a significant impact 
on purchasing decisions. Therefore, live commerce platforms can encourage users to 
actively participate in reviews and share positive purchase experiences, thereby 
increasing other consumers' trust in products and purchase motivation (Hilvert-Bruce 
et al. 2018). Positive consumer reviews can establish a good image for the brand and 
increase user loyalty and purchase intention. Consumer reviews is an important 
reference for other consumers to make purchase decisions. Live commerce platforms 
should encourage consumers to evaluate purchased products and share shopping 
experience. These real user reviewss can help other consumers better understand the 
advantages and disadvantages of products and promote consumers to make wise 
purchase decisions. 

5.3 Limitations and Recommendation  

The first limitation is the data collection process. Empirical data is primarily collected 
from a popular Internet survey site. All respondents were from China. This data sample 
may limit the generalizability of the results. Therefore, any researcher should be 
cautious when applying these results to other cultural and economic contexts. Future 
research should be devoted to exploring the business of live streaming commerceing 
in different countries and regions. Furthermore, cross-country comparisons are likely 
to yield a more comprehensive understanding and results that are more broadly 
applicable. Second, the study adopted a cross-sectional design, that is, the samples 
were investigated at the same time point. However, this design cannot determine 
causality, only reveals associations between variables. The data collected in the study 
mainly relied on self-reporting by consumers, which could lead to self-reported data 
bias. Consumers may have recall bias or subjective tendencies, which affect their 
feedback on purchase decisions and live streaming commerce experiences. In 
addition, gender is used as a moderating variable in the study, assuming its effect 
between independent and dependent variables is positive. However, gender may be 
only one of the influencing factors, and there are other potential moderator variables 
that may have an impact on the findings. 

This study is limited in several ways. However, there are limitations that provide 
directions for future research. The limitations and future research directions are as 
follows: First, the samples used in the analysis were aimed at Chinese consumers, 
and there were more female participants than male, resulting in generalization 
limitations. Therefore, future research should focus on consumers in many countries. 
Second, although this study added gender as a moderating variable, however, gender 
may be only one of the influencing factors, and there are other potential moderating 
variables that may have an impact on the research results. Future studies can consider 
more moderator variables to better understand their moderating effects on influencing 
factors. 

Researchers should try to increase the number of respondents, including some 
foreigners who are familiar with China's live streaming e-commerce model, to explore 
how cultural differences affect audiences' perceptions and usage of live streaming e-
commerce. In this case, more discoveries about the future of livestreaming e-
commerce in the western world will be easier to explore. Secondly, researchers should 
also read and think more about the literature on TV shopping, find some common 
points for discussion, and find out whether live streaming commerce e-commerce can 
produce the same or similar changes in mass consumption in different countries or 
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social environments. Finally, research methods should be combined to ensure the 
accuracy of the collected data. 
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