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Abstract. From an empirical point of view, this paper puts forward the research
model and hypotheses by comprehensively referring to previous scholars’ litera-
ture research in this field. The perceived value of consumers is used as an inter-
mediary variable to analyze the purchase intention of College Students’ consum-
ers, This paper analyzes the influencing factors of College Students’ purchase
intention in the process of e-commerce live broadcast. The 207 valid question-
naires were collected and analyzed by spss25.00. The corresponding conclusions
and suggestions were obtained.
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1 Introduction

1.1  Problem Statement, Research Background and Significance

This article takes college students as the research object (the “college students” in
this paper refer to college students in particular who have regular full-time academic
status. Through investigation and analysis, this article studies what factors can improve
their purchase intention in the process of e-commerce live broadcasting; Whether the
perceived value has an impact on the purchase intention of college students, the re-
sults can provide suggestions for the sustainable development of the e-commerce live
streaming industry.

In the process of e-commerce live broadcasting, anchors use the live broadcasting
platform and their own popularity and influence to provide consumers with high-
quality goods while using certain methods to grasp consumers’ psychology, so that
consumers can feel the value, and finally achieve the purpose of sales. Based on this,
this paper combs the theories and literature of perceived value and opinion leader,
which play a supporting role in the research and enrich the theoretical knowledge in
the field of e-commerce live streaming to a certain extent, which has certain theoretical
significance.
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1.2 Research Objective

This article mainly studies the factors that affect college students’ consumption behav-
ior in the process of e-commerce live streaming. By issuing questionnaires and analyz-
ing the data, based on the theory of perceived value and purchase intention, the per-
ceived value is used as a mediating variable to explore the influencing factors of e-
commerce live streaming on college students’ purchase intention. Secondly, this paper
verifies and explores e-commerce through data. The degree of influence of live-stream-
ing influencing factors on perceived value and purchase intention and verify whether
the hypothesis is valid.

2 Literature Review

2.1 E-Commerce Live Streaming and Perceived Value

At present, there is no standard definition of the term “e-commerce live broadcast” in
the academic circle. Jiall (2019) believed that e-commerce live broadcasting not only
has the social commerce attribute of e-commerce, but also should have the streaming
media attribute of live broadcasting medium. Therefore, he defined e-commerce live
broadcasting as a platform with social commerce attribute that integrates real-time
social interaction into e-commerce in the form of live broadcasting.

Zaltham!?! proposed the theory of customer perceived value in 1988. She proposed
the meaning of customer perceived value from the perspective of customers and built
a theoretical model of customer perceived value based on it. She demonstrated the
feasibility of the model in many experiments and made great contributions to the de-
velopment of customer perceived value theory.

2.2 Theoretical Model

Text Model Design
Through the explanation in the process of proposing all variables, the influence re-
lationship model hypothesized in this paper is shown in the figure 1:

Opinion leader .
P Perceived value

Premium content Purchase intention

Buying scenario

Fig. 1. Theoretical model and Conceptual framework model (Collated by the author)
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2.3  Research Hypotheses Shown in Table 1

Table 1. (Collated by the author)

H1

H2

H3

H4

HS5
H6
H7

HS8

H9

H10
Hl11

Opinion leaders have a positive impact on college students’ pur-
chase intention
High quality content has a positive impact on college students’
purchase intention
Purchase situation has a positive influence on the purchase inten-
tion of college students
Perceived value has a positive effect on college students’ purchase
intention
Opinion leaders have a positive impact on perceived value
Quality content has a positive impact on perceived value
Purchase scenario has a positive influence on perceived value
Perceived value plays a mediating role between opinion leaders
and college students’ purchase intention
Perceived value plays a mediating role between quality content and
college students’ purchase intention
Perceived value plays a mediating role between purchase situation
and intention of college students
Control variables have a significant effect on purchase intention

3 Research Method

3.1 Questionnaire Survey and Statistical analysis method

In this study, a total of 217 questionnaires were distributed with 20 items. A total of
207 valid questionnaires were collected in this study, which was the valid number. And
207 valid questionnaires collected by questionnaire survey were statistically analyzed

by SPSS25.

3.2 Variable Setting and Model Construction Shown as Table 2

Table 2. (Collated by the author)

Variable

Variable name

Control variable
Explanatory variable
Intermediate variable

Result variable

Sex, age, consumption level, frequency of online shopping
Opinion leaders!*, quality content®], buying context(®]
Perceived valuel®!

Purchase intention
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4 Result Analysis

4.1 Basic Information

As can be seen from Table 3 the non-probability convenient sampling method was used
to collect the questionnaire online in the form of answering questions.

Table 3. Descriptive statistics (Collated by authors)

Index Category Nl:)zl:;z()f Scale%
male 102 49.28%
Sex
female 105 50.72%
Under 18 5 2.42%
Age Ages 18 -20 83 40.10%
Ages 20 -22 100 48.31%
Ages 22+ 19 9.18%
600-1000 yuan 86 41.55%
Consumption level 1000-1500 yuan 67 32.37%
1500-2000 yuan 34 16.43%
Over 2000 yuan 20 9.66%
More than 3 times a week 35 16.91%
Frequency of online shop- ane a week 40 19.32%
ping 3 times per month 67 32.37%
Once a month 33 15.94%
Less than once a month 32 15.46%

4.2  Scale Reliability Test

It can be seen from the table 4 that the overall reliability of the scale reaches 0.802, and
the reliability values of each dimension are all higher than 0.7. The questionnaire results
have high stability and meet the requirements of scale reliability analysis.

Table 4. Reliability analysis (Collated by authors)

The The cor- Delete Di
The scale scale rected item i Over-
. men-
Variable average variance  terms are after sional all re-
after delet-  afterde- correlated Klon- relia liabil-
ing the item leting with the  bach Al- .. ity
. bility
the item total pha
Merchant reputation 56.69 79.692 0.183 0.805
Popularity of anchor 56.94 74.263 0.419 0.787 0.74
D i iali- .
cgree o Speciatl 56.68 75929 0368 0.791 8 0802
zation

Commodity price 56.26 76.941 0.356 0.791
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Commodity infor-

mation 56.07 80.704 0.218 0.799 0.75
Incemwﬂ:’:;d fnere- 56.63 75312 0353 0.793 !
Interactivity 56.08 81.130 0.186 0.801
Conformity behav- 56.74 76172 0311 0796 073
ior 3
Live scene 56.37 76.497 0.389 0.789
Cost value 56.51 75.387 0.472 0.784
Search cost 56.41 73.000 0.611 0.774 0.81
Percewfeirt’te”am' 56.48 74843 0.547 0780 8
Sentimental value 56.80 73.189 0.547 0.778
Purchase channel 56.65 75.229 0.463 0.784
Buying habit 56.86 72.561 0.534 0.778 0'g7
loyalty 56.42 75.428 0.464 0.784

4.3  Scale Validity Analysis

KMO and Bartlett Test
According to the Table 5 the validity of the measurement items (quantitative data)
was verified by factor analysis (exploratory factor analysis).

Table 5. KMO and Bartlett tests (Collated by authors)

KMO sample appropriateness measure 0.746
Approximate chi-square 1340.688
Bartlett sphericity test Degree of freedom 120
Significance 0.000

It can be seen from the table that KMO=0.746>0.5, P is less than 0.01, indicating
that the data are valid and suitable for PCA.

4.4  Correlation Analysis

It can be seen from the table 6 that there is a significant correlation between each pair
of variables, which can be further tested by regression.

Table 6. Correlation (Collated by authors)

Opinion Premium Purchase  Perceived  Purchase

leader content scenario value intention
P
. carson 1 305k 445% 518% 67T*
Opinion correlation
leader —Sig. (Dou-— 000 000 000 000

ble tail)
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_ Pearson = ) s 1 339% 345k 431 %
Premium correlation
tent ig. -
o, (R 000 000 000 000
ble tail)
, Pearson )/ sux 339%+ 1 251%* 565%*
Premlum COITelatl()l’l
content Sig. (Dou-
. 000 .000 000 .000
ble tail)
, Pearson 5 ¢ 345% 251%x | 399+
Perceived  correlation
value  Sig. (Dou-— 000 000 000
ble tail)
Pearson (o 431 565%% 399 |
Purchase correlation
o 1000 000 000

ble tail)
**_ Significant correlations at the 0.01 level (two-tailed)

4.5 Regression Analysis

Regression Analysis of Purchase Intention Shown in Table 7

Model 1 shows the calculation results of each index of the model when only control
variables are added. It can be seen from the table that the four control variables have no
significant.

Model 2 compared the influence of the four explanatory variables on the purchase
intention, and the opinion leaders had a positive and significant influence on the pur-
chase intention of college students. High-quality content had a positive and significant
impact on college student’ purchase intention.

In conclusion, hypotheses H1, H2, H3 and H4 are valid.

Table 7. Regression analysis of purchase intention (Collated by authors)

Model 1 Model 2

Beta VIF Beta VIF
Sex 0.088 1.012 0.068 1.018
Age -0.054 1.739 -0.062 1.832
Consumption level 0.122 1.795 0.031 1.821
Frequency of online shopping 0.039 1.045 0.048 1.060
Opinion leader 0.226%** 1.483
Premium content 0.331%** 1.622
Purchase scenario 0.140%** 1.165
Perceived value 0.285%** 1.577

R2 0.019 0.511

AR2 0.019 0.502

F 1.180 40.331**x*
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a. Dependent variable: college student’ purchase intention
P-value significance: <0.05(*), <0.01(**), <0.001(***)

Mediating Effect Test

Table 8 shows the opinion leaders, quality content and purchase scenario indicators
have significant regression effect on purchase intention. This influence is partly indirect
through perceived value and partly direct. size of the model.

Table 8. Decomposition calculation and test of each effect size of the model (Collated by au-

thors)
Effect 95% 95%
Efft
Path decomposi- si;:t SE T P lower  ceil-
tion limit ing
- 0.20
Opinion Leaders ~ Total effect  0.201  0.032  6.245 0.000  0.071 5
— Perceived 0.13
value Direct effect 0.071  0.030 2.562  0.040  0.005 '5
— Purchase inten-
Mediati 12
tion edidtng o130 002 - - o050
effect 8
. 0.42
Quality content Total effect  0.352  0.038 10.210 0.000  0.301 6
— Perceived 0.24
value Direct effect 0.166  0.035 4932  0.000 0.110 '5
— Purchase inten-
Mediati 2
tion ediaing 106 0025 - ; 0168 020
effect 9
. 0.39
Purchase scenario  Total effect  0.298  0.034  8.001  0.000 0.257 3
— Perceived 0.18
value Direct effect 0.121  0.035 3.201  0.001 0.055 '7
— Purchase inten-
Mediati 22
tion edidtng o177 0023 - - o !
effect 4
4.6  Research Hypothesis Testing Shown as Table 9
Table 9. (Collated by authors)
Hi Opinion leaders have a posmv.e 1mpact on college student™ purchase support
intention
m High quality content has a posm.ve 1mpact on college student’ pur- support
chase intention
The purchase situation has a positive influence on the purchase inten-
H3 . support
tion of college students
Ha Perceived value has a positive effect on college student’ purchase in- support

tention
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H5 Opinion leaders have a positive impact on perceived value support
H6 Quality content has a positive impact on perceived value support
H7 Purchase scenario has a positive influence on perceived value support
H8 Perceived value plays a mediat{ng role bet\?veen f)pinion leaders and support
college student’ purchase intention
HO Perceived value plays a mediati,ng role betheen guality content and support
college student’ purchase intention
H10 Perceived value plays a m.ediati'ng role between purchase situation support
and purchase intention of college students
. . . . -signifi-
H11 Control variables have a significant effect on purchase intention fom s1gtm !
can
5 Conclusion
5.1 Research Summary and Recommendations

After the analysis of the collected data, it has been proven that the reputation of mer-
chants, the popularity and professionalism of the anchor, commodity price and incen-
tive measures, interactivity and scene layout during the live broadcast all have a posi-
tive impact on the purchase intention of college students. Perceived value, as a mediat-
ing variable, plays a mediating role in the influence of opinion leaders, high-quality
content, and purchase context on consumers' purchase intention.
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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