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Abstract 

Purpose:  This research paper investigates the factors affecting consumers’ conformity, trust, and purchase intention in live-

streaming shopping in Hangzhou, China. The conceptual framework proposed a causal relationship among professionalism, price 

discounts, immersion, parasocial interaction, social presence, consumer conformity, trust, purchase intention. Research design, 

data, and methodology: The researcher applied the quantitative method (n=500), distributing questionnaires to residents in 

Hangzhou who were over 18 years old and had a live-streaming shopping experience. The Nonprobability sampling includes 

judgmental, quota, and convenience sampling in collecting data and distributing surveys online and offline. The Structural 

Equation Model (SEM) and Confirmatory Factor Analysis (CFA) were used for the data analysis, including model fit, reliability, 

and validity of the constructs. Results: The results explained that professionalism, price discounts, immersion, parasocial 

interaction, social presence, consumer conformity, and trust significantly impacted purchase intention. Professionalism and price 

discounts had a significant impact on trust. Trust presented the strongest effect on purchase intention, followed by immersion, 

social presence, consumer conformity, parasocial interaction, price discounts, and professionalism. Price discounts presented the 

strongest effect on trust, followed by professionalism. Conclusions: Live streaming companies and live streamers are suggested 

to make good use of the marketing channel of live streaming to enhance consumers’ purchase intention. 
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1. Introduction 
 

With the rapid development of information and 

communication technology, live-streaming shopping has 

emerged as a significant consumer shopping channel and a 

mainstream marketing method for businesses to sell products 

through real-time streaming platforms (Chen & Lin, 2018). 

Live streaming is a novel approach using live streaming 

technology for online promotion by providing real-time 

conversation and video content, which lets users watch and 

broadcast video streams and makes it easier for viewers and 

streamers to communicate synchronously (Zhang et al., 

2020). Live-streaming shopping integrates live-streaming 

video with online purchasing to offer customers video 

content linked to commodities, thereby influencing their 

purchase 0intention, and encouraging the completion of 

transactions between buyers and sellers (Yang & Lee, 2018).  

In contrast to traditional online shopping, live streaming 

shopping offers notable benefits in product display, social 

connectivity, and customer experience (Clement Addo et al., 

2021) by creating a more completely simulated, three-

dimensional consuming situation and giving customers a 

highly immersive, high-presence shopping experience (Sun 

et al., 2019). According to Bao and Zhu (2022), in the 

circumstance of live streaming, the live streamer takes the 

top of experts, demonstrating product specifics from various 
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angles and suggesting products to buy. Customers could 

satisfy their desires for pleasure, purchase, and social 

interaction at the same time. Live streamers utilize the screen 

to communicate product information to the audience, and 

consumers often rely on visual cues to make purchasing 

decisions swiftly and with minimal cognitive effort. Since 

live streaming involves real-time engagement, consumers 

are more inclined to be visually stimulated and make rapid 

purchase decisions (Chen et al., 2023).  

Wongkitrungrueng and Assarut (2020) argued that live 

streaming enhanced customers’ trust in the goods sold by the 

vendors, resulting in a rise in product sales and fan 

interaction. Various marketing techniques have been 

demonstrated to affect consumers’ purchase intention as they 

watch live streaming shopping (Chen et al., 2022). The 

appealing discounted price also stands out as a vital factor 

influencing consumers’ purchase intention (Cheng et al., 

2022). Furthermore, the live broadcast has critical 

authenticity, real-time interactivity, and rich visual effects, 

which increase viewers’ sense of social presence and trust in 

the live streamer and, in turn, increase consumers’ purchase 

intention (Liu et al., 2023). Cao et al. (2024) claimed that 

Customers’ attitudes to purchase will also be influenced by 

perceived information transparency, remarks from other fans, 

and the authenticity of the goods. Apart from that, Wandoko 

et al. (2017) stated that live-streaming shopping has social 

presence and real-time interaction, which could improve the 

quality of communication between consumers and live 

streamers, eventually leading to purchase intention.  

Many businesses embrace live-streaming commerce to 

increase customer attraction, boost marketing effectiveness 

and service quality, and extend their marketing channels 

(Zhang et al., 2020). China has emerged as one of the rapidly 

expanding markets for live streaming, exemplified by 

platforms like Taobao Live and TikTok, emphasizing the 

importance of visual engagement and vibrant social 

interaction (Guan et al., 2022). Based on the China Live 

Streaming E-commerce Industry Research Report, China’s 

live streaming e-commerce market reached 4.9 trillion yuan 

in 2023, with a year-on-year growth rate of 35.2% (iResearch, 

2024). According to the 53rd Statistics Report on China’s 

Internet Development released by China Internet Network 

Center CNNIC (2024), by December 2023, 915 million 

Chinese Internet users were shopping online. The number of 

online live-streaming users in China reached 816 million, 

accounting for 74.7% of the total internet users. Among them, 

the scale of e-commerce live-streaming users was 597 

million. Live-streaming shopping is already a significant 

driving force for the development of the economy and has 

demonstrated robust growth in practical applications, especially 

in China. At the same time, academia has yet to focus on this 

phenomenon adequately. Therefore, the research examines 

factors affecting consumers’ conformity, trust, and purchase 

intention in live-streaming shopping.  

2. Literature Review 

 
2.1 Social Presence 
                                                                                                                                                                                                                                                                                                                        

Short et al. (1976) proposed the concept of social 

presence, which argues that an individual’s social presence 

is determined by their perceived level of being a real person 

and their ability to communicate with others through media. 

Lombard and Ditton (1997) believed that social presence is 

a perception of being there and interacting with others. Lin 

(2021) stated that social presence refers to the sense of 

warmth conveyed through media platforms, which is crucial 

in influencing individuals’ decisions regarding their 

engagement with media.  

Lu et al. (2016) claimed that social presence could be 

categorized into three dimensions: web social presence, peer 

social presence and communication social presence, which 

impact customers’ trust for merchants. Jiang et al. (2019) 

also distinguished three aspects of social presence: consumer 

to consumer interaction, consumer to merchant interaction 

and consumer to commodity interaction. Shin and Shin (2011) 

believed that social presence is an alternative to in-person 

interactions, which could improve consumers’ perception of 

safety and attitudes towards purchasing in live streaming 

shopping.   

Ma et al. (2022) believed that social presence of live 

streaming platform will help viewers comprehend the 

content streamers post easily. Social presence also reduces 

the psychological gap between viewers and streams. Ou et al. 

(2014) believed that social presence is a crucial component 

of communication technology that influences people’s 

mental and physical responses. Social presence is considered 

a crucial indicator of trust which could be built through 

assessing live streamer’s performance whether live up to 

consumers’ expectation (Gefen & Straub, 2004). A 

communication channel that allows the user to experience a 

sense of unity with others through social cues is necessary 

for social presence (Hassanein & Head, 2007). Thus, this 

study put forwards below hypotheses: 

H1: Social presence has a significant effect on consumer 

conformity. 

H8: Social presence has significant effect on purchase 

intention. 

 
2.2 Professionalism 
                                                                                                                                                                                                                                                                                                                      

Boyt et al. (2001) argued that professionalism refers to 

people’s attitudes and behavior concerning their profession. 

Professionalism is a capacity that can be cultivated and 

enhanced over time, and it requires first-hand learning 

experience (Lesser et al., 2010). According to Olivier et al. 

(2020), professionalism is the possession of particular 
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abilities carried out by those who conduct themselves 

professionally. Professionalism refers to live streamers’ 

ability to explain products thoroughly and in-depth in a live-

streaming environment (Xu et al., 2022). Similarly, Ye et al. 

(2015) believed that professionalism is related to a live 

streamer’s specialization, knowledge, and competence.  

Professionalism is one main element affecting consumers’ 

engagement in live-streaming shopping (Li et al., 2016). 

There are two dimensions of professionalism: language and 

field knowledge (Li et al., 2020). Because of professionalism, 

live streamers are more effective and persuasive than others. 

Customers are more likely to trust products recommended by 

live streamers. The more experienced and professional live 

streamers, the easier it is for consumers to recognize and 

acknowledge the live streamer and the products suggested by 

them (Lyu et al., 2022). 

Bansal and Voyer (2016) mentioned that professionalism 

plays a key role in gaining consumers’ trust, as consumers 

prefer to seek professional shopping guidance for their 

expertise, knowledge, and ability. Sun et al. (2020) pointed 

out that the level of professionalism impacts consumers’ trust. 

The live streamer explains the product’s function and usage, 

saving consumers time and money by ensuring the product 

is of excellent quality, building consumer favorability, and 

establishing trust in the live streamer. Therefore, the more the 

live streamer possesses professional knowledge, the more 

viewers can trust them (Xu et al., 2022). Lyu et al. (2022) 

also indicated that live streamers with a deeper 

understanding of commodity and service information will 

enhance consumers’ trust in live-streaming shopping. 

Accordingly, the following hypotheses are proposed:   

H2: Professionalism has a significant effect on trust. 

H4: Professionalism has a significant effect on purchase 

intention. 

 

2.3 Price Discounts 
 

Price discounts are the widely used form of sales 

promotion to stimulate short-term demand for products and 

services (Hartley & Cross, 1988; Monroe, 1990). Price 

discounts are a popular marketing tactic that lowers the 

selling price, increases customer value awareness, and 

enhances the likelihood of purchase (Grewal et al., 1996). 

Price discounts refer to a temporary reduction when all 

consumers have the same chance to enjoy the discount (Chen 

et al., 1998). Compared with other promotion forms, price 

discounts are simpler to implement and give customers the 

incentive of an instant price drop (Madan & Suri, 2001).  

Price discounts have an impact on consumer behavior, 

including brand choices, value perception, and consumption 

attitude (Bang et al., 2021). Agmeka et al. (2019) proposed 

that price discounts and time constraints facilitate purchase 

intention for online shopping. Price discounts are effective 

when customers compare the original and discounted price. 

Marketers need to comprehend the impacts of price 

discounts or the lowest price reduction amount necessary to 

persuade consumers to buy the products (Blattberg et al., 

1995). For consumers concerned about costs, price discounts 

work better than premiums (Palazón & Delgado, 2009). One 

of the reasons people like live streaming is the appealing 

discounted price, which is uncommon in regular daily 

shopping (Cheng et al., 2022).  

In live-streaming shopping, live streamers can provide 

price discounts and special offers to consumers without 

compromising the standard of goods or services, which 

results in increased trust (Hu & Chaudhry, 2020). Price 

discounts favor consumer behavior, including increasing 

trust and perceived usefulness (Lee & Chen, 2021). By 

offering carefully selected goods at deep discounts, the live 

streamer builds long-term trust with the audience (Zhang et 

al., 2021). Moreover, low prices and regular price discounts 

are the incentive to attract consumers to live-streaming 

shopping and enhance their trust (Bai et al., 2015; Wang et 

al., 2022). Price discounts not only increase offers’ worth but 

also might have an unfavorable impact on consumers’ 

perception of it by posing doubt on its reliability, leading to 

trust risk (Blattberg & Neslin, 1990). As a result, the 

following hypotheses are proposed:  

H3: Price discounts has a significant effect on trust. 

H5: Price discounts has a significant effect on purchase 

intention. 

 

2.4 Immersion 
 

Yim et al. (2017) proposed that immersion describes the 

degree to which the experience captures people’s 

attention. Immersion is the psychological state in which a 

person perceives themselves as completely engulfed in an 

environment that offers constant sensations and stimuli 

(Witmer & Singer, 1998). Immersion is participating in a 

virtual activity (Agarwal & Karahanna, 2000). Huang et al. 

(2022) claimed that when watching live streaming, 

consumers might get completely absorbed, involved, and 

enjoy the entire experience, which is referred to 

as immersion.  

If consumers have a positive online experience, they will 

feel entertained and absorbed in the content for a 

considerable time (Hoffman & Novak, 1996). The sense of 

self-inclusion impacted immersion in the virtual world and 

the isolation of the real world (Witmer & Singer, 1998). The 

level of involvement, both mentally and physically, reflects 

immersion (Carù & Cova, 2006). Immersion is regarded as 

the factor that enhances user reaction in various virtual 

environments. In addition, consumers can quickly become 

fully immersed in a digital environment through interaction 

(Schuemie et al., 2001).  
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An immersive experience increases consumers’ 

likelihood of having a purchase intention (Koufaris, 2002). 

Immersive experiences created by external stimuli influence 

customers’ purchase intention to which they are exposed 

(Huang et al., 2022). Immersion experience makes people 

more likely to have the purchase intention (Liao et al., 2022). 

Joo and Yang (2023) pointed out that purchase intention is 

affected by consumers’ sense of immersion. Both 

interactivity and immersion significantly impact consumers’ 

purchase intention (Yim et al., 2017). Customers’ perception 

of the immersive atmosphere and interesting experience is 

favorable to developing personal relationships and trust 

between streamers and viewers in live streaming shopping, 

influencing consumers’ purchase intention (Zhang et al., 

2022). Therefore, the hypothesis is proposed: 

H6: Immersion has a significant effect on purchase intention.  

 

2.5 Parasocial Interaction 

Parasocial interaction refers to how individuals engage 

with and form connections to depictions of people in the 

media, often referred to as media figures, encompassing both 

the methods and results of these interactions (Horton & 

Wohl, 1956). According to Xiang et al. (2016), parasocial 

interaction is a face-to-face personal relationship between 

online celebrities and their followers. Parasocial interaction 

refers to the illusionary experience in which consumers 

engage with personas under the impression that they actively 

participate in a reciprocal relationship (Labrecque, 2014). 

The extent of exposure to media figures correlates positively 

with receivers’ perceived levels of parasocial interaction 

(Horton & Wohl, 1956). Despite its one-sided nature, 

parasocial interaction elicits feelings of intimacy akin to 

those experienced in reciprocal relationships. In addition, the 

perception of intimacy is fostered by establishing a sense of 

presence within the communication context, enhancing 

followers perceived emotional parasocial interaction (Ding 

& Qiu, 2017). Parasocial interaction with celebrities and 

observed that fans develop a sense of familiarity with them 

when they see them in the media, consequently leading to 

trust and connection (Lee & Watkins, 2016).  

    Colliander and Dahlen (2011) pointed out that Parasocial 

interaction impacts consumers’ brand attitude and purchase 

intention. Parasocial interaction positively affects 

consumers’ perception of brands, consequently increasing 

their purchase intention (Lee & Watkins, 2016). Strong 

parasocial interaction enhances consumers’ purchase 

intention (Hwang & Zhang, 2018; Sokolova & Kefi, 2019). 

Lin et al. (2021) claimed that parasocial interaction with 

YouTube and Instagram strongly correlates with purchase 

intention. Through parasocial interaction, consumers’ 

perceived brand quality, affect, and preference can all be 

improved by increasing consumers’ purchase intentions (Liu 

et al., 2019). Fazli-Salehi et al. (2022) indicated that 

consumers who establish parasocial interaction with 

vloggers tend to show increased purchase intention to buy 

brands and products they suggest. Therefore, the hypothesis 

is proposed: 

H7: Parasocial interaction has a significant effect on 

purchase intention.  

2.6 Consumer Conformity 

Consumer conformity is defined as adhering to group 

norms, being susceptible to group influence, and changing 

one’s consumption habits due to a reference group (Lascu & 

Zinkhan, 2015). Based on Khandelwal et al. (2018), 

consumer conformity is individuals’ inclination to adhere to 

a particular norm as well as the tendency of group members 

to develop a group norm. Consumer behavior, called 

consumer conformity, complies with social norms during the 

purchasing and consumption process (Khandelwal & Bajpai, 

2013). According to Sages and Grable (2011), consumer 

conformity is characterized by adherence to group norms, 

receptivity to group influence, and behavioral shifts in 

consumption resulting from a reference group.    

Park and Feinberg (2010) claimed that consumer 

conformity can be divided into normative and informational 

categories. Normative consumer conformity pertains to 

conforming one’s behavior to meet the perceived standards 

of other group members. In contrast, informational consumer 

conformity is adhering to the purchasing opinions and 

judgments of other group members based on information 

received from them via their experience and skill. Moreover, 

normative consumer conformity is affected by internal 

consumer traits, whereas informational consumer 

conformity is related to external characteristics. Khandelwal 

et al. (2018) proposed that motivation, involvement, and self-

esteem impact normative consumer conformity, while 

trustworthiness and expertise impact informational 

consumer conformity. In this situation, normative consumer 

conformity is commonly regarded as compliance, while 

informational consumer conformity is called acceptance. 

Badawi et al. (2021) further indicated that the consumer 

conformity process typically begins with normative 

conformity, followed by informational conformity, and then 

carried out by purchase intention. 

   Live streaming’s social presence can reduce consumers’ 

skepticism about products, encouraging conformity. As a 

social network, the virtual community, like a live streaming 

room, meets the members’ need for emotional ties and a 

sense of belonging, eventually leading to consumer 

conformity (Park & Feinberg, 2010). The atmosphere and 

real-time interaction in live streaming would make 

consumers feel a social connection, leading to consumer 
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conformity (Sun et al., 2019).  Consumers are more inclined 

to regard a group as reliable if they feel they are a member. 

As a result, customers are more likely to believe in the 

knowledge of reference group members and have fewer 

reservations about items, which encourages the building of 

consumer conformity (Liu et al., 2022). Hence, the following 

hypothesis is proposed: 

H9: Consumer conformity has a significant effect on 

purchase intention.       

2.7 Trust 
 

Trust is the confidence one has in one’s positive 

assumption about the behavior of others, typically stemming 

from prior interaction (Gefen, 2000). Jarvenpaa and 

Tractinsky (1999) defined trust as consumers’ willingness to 

rely on the vendor and take action when such behavior makes 

consumers vulnerable to the vendor’s influence. Trust is 

consumers’ evaluation of a vendor’s reliability. Kimery and 

McCard (2002) stated that trust is the willingness of 

customers to accept weakness for online transactions based 

on favorable expectations. Kim et al. (2004) argued that trust 

is the belief that the other party will act reliably in an 

exchange relationship.  

According to Blau (1964), trust is based on three beliefs: 

integrity, benevolence, and ability. Trust is established when 

two parties have faith in each other’s honesty and 

dependability (Morgan & Hunt, 1994). Trust can help 

customers eliminate potential negative behavior from the 

party they trust, thereby reducing risk perception to a more 

manageable level (Mayer et al., 1995). Trust is vital due to 

the lack of face-to-face communication for online shopping 

and an essential indicator of internet purchases (Flavián et al., 

2006). Camp (2001) proposed that trust has three dimensions: 

security, privacy, and reliability in an online environment.  

Kim and Park (2013) claimed that trust is crucial for 

consumers’ purchase intention when using online platforms. 

Bhattacharya et al. (2022) claimed that trust is key to 

determining merchants' success because it enhances 

customers’ purchase intention. Swan et al. (1999) revealed 

that customer trust results in a positive attitude toward 

satisfaction with salespeople and what they plan to purchase. 

Additionally, it fosters loyalty and encourages the 

development of a plan to repurchase and actual purchases 

from reliable and familiar sellers. Mukherjee and Nath (2007) 

argued that trust in online retailers positively influences 

consumers' purchase intention. Compared with price, trust 

significantly impacts purchase intention (Kim et al., 2012). 

Wang et al. (2022) also pointed out that trust and purchase 

intention has a positive correlation with each other. 

Accordingly, the following hypothesis is proposed: 

H10: Trust has a significant effect on purchase intention. 

 

2.8 Purchase Intention 
 

Purchase intention refers to the willingness to buy 

products or services (Dodds et al., 1991; Martinelli & De 

Canio, 2021). In other words, purchase intention is 

consumers’ intention to engage in consumption behavior. 

Zuo et al. (2014) and Zeithaml et al. (2018) explained that 

purchase intention is the likelihood that a customer will try 

to buy the product, a crucial requirement for buying behavior. 

The more buying intention there is, the greater the likelihood 

of purchasing. The definition of purchase intention pertains 

to the prompt behaviors of customers in a competitive market 

wherein they indicate their intention to purchase particular 

goods or services while simultaneously considering the 

accessibility of substitute possibilities (Kudeshia et al., 2016).  

 Purchase intention is crucial in driving consumer 

motivation and choice about a particular product brand (Shah 

et al., 2012). Ou et al. (2022) argued that customer 

engagement positively impacts purchase intention, as 

customers’ repeated interactions and participation in the 

organization’s activities indirectly improve their propensity 

to purchase. Dodds et al. (1991) proposed that purchase 

intention only appears when a customer feels a service or 

product is useful or valuable. Retailer, brand, time, and 

product are some factors that influence consumers’ purchase 

intention (Kotler, 2000). Purchase intention is considered 

one of the most reliable predictors of future purchasing 

behavior (Farzin & Fattahi, 2018). During live-streaming 

shopping, consumers and the live streamer engage in real-

time communication that improves consumers’ 

comprehension of the product, lessens information 

asymmetry, and boosts purchase intention (Xu et al., 2022).  

Consumers’ purchase intention is affected by social 

presence (Lu et al., 2016). Ma (2021) states that social 

presence positively relates to purchase intention in a live-

streaming environment. Information technology affordances, 

including visibility and advice purchasing, contribute to 

creating a consumer social presence in the live-streaming 

environment (Sun et al., 2019). Huang et al. (2022) pointed 

out that social presence is a stimulating perception that can 

impact consumers’ purchase intention and actual buying 

behavior in live-streaming shopping. Moreover, social 

presence increases the likelihood of buying suggested 

products online and encourages customers to purchase if 

they have a positive or genuine face-to-face interaction. It 

has been proven that purchase intention is positively 

impacted by consumers’ social presence (Gefen & Straub, 

2003). Thus, the following hypothesis is proposed: 
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3. Research Methods and Materials 
 

3.1 Research Framework 

  
The conceptual framework of this study is developed 

from studying prior research and is adapted from three 

distinct theoretical models. The first model, proposed by 

Liao et al. (2022), pointed out that immersion (IMMR) and 

parasocial interaction (PSI) has a positive effect on purchase 

intention (PI). The second model, described by Zhong et al. 

(2022), studies the effect of professionalism (PRO) and price 

discounts (PD) on trust (TR) and purchase intention. The 

third model was examined by Liu et al. (2022) and focused 

on the relationship between social presence (SP), consumer 

conformity (CC), and purchase intention. The conceptual 

framework of this research is proposed in Figure 1.  

  

  
 

Figure 1: Conceptual Framework 

 

H1: Social presence has a significant effect on consumer 

conformity. 

H2: Professionalism has a significant effect on trust. 

H3: Price discounts has a significant effect on trust. 

H4: Professionalism has a significant effect on purchase 

intention. 

H5: Price discounts has a significant effect on purchase 

intention. 

H6: Immersion has a significant effect on purchase intention. 

H7: Parasocial interaction has a significant effect on 

purchase intention. 

H8: Social presence has a significant effect on purchase 

intention. 

H9: Consumer conformity has a significant effect on 

purchase intention.       

H10: Trust has a significant effect on purchase intention. 

 

3.2 Research Methodology 

 
   The nonprobability sampling method is adopted 

for quantitative approach with a questionnaire distributed 

both online and offline to the target people who have 

experience in live streaming shopping and are over 18 years 

old in Hangzhou, China. The data has been gathered and 

examined to identify the significant impact on consumer 

conformity, trust, and purchase intention. The questionnaire 

has three parts. Firstly, the screening questions are used to 

identify the attributes of participants. Secondly, demographic 

questions are collected to gather respondents’ personal 

information. Thirdly, a five-point Likert scale assessed eight 

proposed variables, ranging from strongly disagree to agree.  

   After designing the questionnaire, the validity and 

reliability need to be examined. Experts used Item Objective 

Congruence (IOC) to rate and evaluate the questionnaire’s 

validity. Cronbach’s Alpha approach is used to test reliability. 

For the pilot test, 50 respondents were selected. After that, the 

researcher distributed the questionnaire to 500 target 

participants. The data was analyzed using statistical program. 

Confirmatory Factor Analysis (CAF), model fit, and 

Structural Equation Model (SEM) were employed to examine 

the reliability and validity of the proposed model and the 

relationship between variables.  

 

3.3 Population and Sample Size 

 

The target population was Hangzhou residents from 14 

districts who had experience in live-streaming shopping and 

were over 18 years old. The suggested minimum sample size, 

as determined by the sample size calculator, was 444, while 

the researcher chose a researcher chose data screening 

process; 500 valid responses were used in this research. 

 

3.4 Sampling Technique 
 

First, the judgmental sampling technique was adopted to 

select target district residents. After that, quota sampling was 

used to distribute the survey according to the proportionate 

sample size in each district. Finally, convenience sampling 

was used to distribute the questionnaire both online and 

offline. 

 
Table 1: Sample Units and Sample Size 

Fourteen Main 

Subjects 
Population Size 

Proportional 

Sample size 

Residents in Shangcheng 

District 

1,371,000 55 

Residents in Gongshu 

District 

1,177,000 48 

Residents in Xihu 

District 

1,167,000 47 

Residents in Binjiang 

District 

530,000 22 

Residents in Xiaoshan 

District 

2,110,000 85 

Residents in Yuhang 

District 

 

1,364,000 55 
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Fourteen Main 

Subjects 
Population Size 

Proportional 

Sample size 

Residents in Linping 
District 

1,108,000 45 

Residents in Qiantang 

District 

797,000 32 

Residents in Fuyang 
District 

851,000 34 

Residents in Linan 

District 

648,000 26 

Residents in Tonglu 
Country 

458,000 19 

Residents in Chun’an 

Country 

325,000 13 

Residents in Jiande City 446,000 18 

Residents in the Scenic 

Area of the west Lake 

24,000 1 

Total 12,376,000 500 

Source: Constructed by author 

 

 

4. Results and Discussion 

 

4.1 Demographic Information 
 

Five hundred respondents took part in the survey that the 

researcher conducted. The demographic profile is shown in 

Table 2. Regarding gender, 42.6% of the respondents were 

male, and 57.4% were female. The largest segment in this 

research was 18-30 years old, representing 45.2% of 

respondents, 36.4% of 31-40 years old, 15.2% of 41-50 years 

old, and 3.2% of over 50 years old. Regarding income, the 

biggest segment was 5000-10000, representing 40.4% of 

respondents, 25.4% above 10000, 20.0% of 2000-5000, and 

14.2% below 2000. Regarding education, the major group 

was master’s or above and bachelor’s, accounting for 32.0% 

and 30.8%, respectively, followed by junior college 28.2% 

and high school or below 9.0%. Regarding the platform, the 

largest percentage of respondents selected Douyin Live, 

representing 46.6% of respondents, followed by 39.8% of 

Taobao Live, 9% of Little Red Book Live, 2.6% of Kwai Live, 

and 1.2% of JD Live. For products, the largest percentage of 

respondents chose clothing, representing 33.8%, followed by 

20.4% for daily necessities, 18% for food, 12.8% for 

skincare/cosmetics, 8.4% for digital products, and 5.4% for 

baby care products. As for occupation, public institution 

employees accounted for the largest part, 25.6%, followed by 

23.0% of enterprise employees, 20.4% of students, 15.2% of 

individual households/freelancers, and 10% of civil servants. 

As for district, Xiaoshan accounted for the largest segment of 

17%, followed by 11% of Shangchen and Yuhang, 9.6% of 

Gongshu, 9.4% of Xihu, 9.0% of Lingping, 6.8% of Fuyang, 

6.4% of Qiantang, 5.2% of Linan, 4.4% of Binjiang, 3.8% of 

Tonglu, 3.6% of Jiande, 2.6% of Chun’an and 0.2% of Scenic 

Area of the West Lake.  

 

Table 2: Demographic Profile 

Demographic and General Data 

(N=500) 
Frequency Percentage 

Gender Male 213 42.6% 

Female 287 57.4% 

Age 18-30 years old 226 45.2% 

31-40 years old 182 36.4% 

41-50 years old 76 15.2% 

Over 50 years old 16 3.2% 

Income 

(RMB) 

Below 2000 71 14.2% 

2000-5000 100 20.0% 

5000-10000 202 40.4% 

Above 10000 127 25.4% 

Education High school or 

below 

45 9.0% 

Junior college 141 28.2% 

Bachelor 154 30.8% 

Master or above 160 32.0% 

Platform Taobao Live 199 39.8% 

Douyin Live 233 46.6% 

Little Red Book 

Live 

45 9% 

Kwai Live 13 2.6% 

JD Live 6 1.2% 

Others 4 0.8% 

Products Clothing 169 33.8% 

Daily necessities 102 20.4% 

Food 90 18.0% 

Skincare / 
Cosmetics 

64 12.8% 

Digital products 42 8.4% 

Baby care products 27 5.4% 

Others 6 1.2% 

Occupation Student 102 20.4% 

Civil Servant 50 10.0% 

Enterprise 

Employees 

115 23.0% 

Public Institution 
Employees 

128 25.6% 

Individual 

household / 

Freelancer 

76 15.2% 

Others 29 5.8% 

District 

(country/city) 

Shangcheng 55 11.00% 

Gongshu 48 9.60% 

Xihu 47 9.40% 

Binjiang 22 4.40% 

Xiaoshan 85 17.00% 

Yuhang 55 11.00% 

Lingping 45 9.00% 

Qiantang 32 6.40% 

Fuyang 34 6.80% 

Linan 26 5.20% 

Tonglu 19 3.80% 

Chun’an 13 2.60% 

Jiande 18 3.60% 

Scenic Area of the 

West Lake 

1 0.20% 
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4.2 Confirmatory Factor Analysis (CFA) 
 

In this study, confirmatory factor analysis (CFA) was 

adopted. According to Truong and McColl (2011), the 

acceptable value of factor loading should be 0.5. It can be 

seen from Table 3 that all variables’ factor loading is above 

0.5. A CR value of 0.7 or above is considered acceptable, and 

the AVE value should be more than 0.5 (Lee et al., 2005). In 

addition, all variables’ CR is over 0.7, and AVE is over 0.5 

(Vongurai, 2024), as shown in Table 3. 

 

Table 3: Confirmatory Factor Analysis Result, Composite Reliability (CR) and Average Variance Extracted (AVE)  

Variable 
Source of Questionnaire 

 (Measurement Indicator) 
No. of Items Cronbach's Alpha Factors Loading CR AVE 

Professionalism (PRO) Zhong et al. (2022) 4 0.844 0.685-0.860 0.847 0.583 

Price Discounts (PD) Zhong et al. (2022) 4 0.807 0.695-0.736 0.808 0.513 

Immersion (IMMR) Liao et al. (2022) 3 0.818 0.756-0.790 0.818 0.600 

Parasocial Interaction (PSI) Liao et al. (2022) 3 0.804 0.732-0.779 0.805 0.579 

Social Presence (SP) Liu et al. (2022) 5 0.863 0.736-0.762 0.863 0.558 

Consumer conformity (CC) Liu et al. (2022) 5 0.864 0.734-0.763 0.864 0.559 

Trust (TR) Zhong et al. (2022) 4 0.892 0.813-0.838 0.893 0.677 

Purchase Intention (PI) Zhong et al. (2022) 4 0.898 0.822-0.837 0.898 0.689 

                                                                                                                         

In Table 4, the square root of AVE for each variable is 

greater than the corresponding value, confirming the validity. 

Apart from that, GFI, AGFI, NFI, CFI, TLI, and RMSEA are 

used as indicators for model fit in the CFA test.  

 
Table 4: Goodness of Fit for Measurement Model 

Fit Index Acceptable Criteria Statistical Values  

CMIN/DF < 3.00 (Hair et al., 2006) 1.329 

GFI ≥ 0.90 (Hair et al., 2006) 0.934 

AGFI ≥ 0.80 (Sica & Ghisi, 2007) 0.920 

NFI ≥ 0.90 (Hair et al., 2006) 0.927 

CFI ≥ 0.90 (Hair et al., 2006) 0.981 

TLI ≥ 0.90 (Hair et al., 2006) 0.978 

RMSEA < 0.08 (Pedroso et al., 2016) 0.026 

Model 

Summary 

 Acceptable  

Model Fit 

Remark: CMIN/DF = The ratio of the chi-square value to degree of 

freedom, GFI = goodness-of-fit index, AGFI = adjusted goodness-of-fit 

index, NFI = normalized fit index, CFI = comparative fit index, TLI = 
Tucker Lewis index, and RMSEA = root mean square error of 

approximation 

 

From Table 5, this study's convergent and discriminant 

validity exceed acceptable values, indicating validity as well. 

Moreover, these model measurements validated discriminant 

validity and subsequent structural model estimation validity. 
Table 5: Discriminant Validity 

 PRO PD IMMR PSI SP CC TR PI 

PRO 0.764        

PD -0.071 0.716       

IMMR -0.017 0.029 0.775      

PSI -0.031 0.098 0.053 0.761     

SP 0.014 -0.031 -0.147 -0.01 0.747    

CC -0.044 0.054 -0.016 -0.062 -0.034 0.748   

TR 0.209 0.326 0.198 0.179 0.232 0.244 0.823  

PI 0.183 0.273 0.252 0.224 0.203 0.228 0.526 0.830 

Note: The diagonally listed value is the AVE square roots of the variables 
Source: Created by the author. 

 

 

 

4.3 Structural Equation Model (SEM)   
 

According to Gunduz and Elsherbeny (2020), structural 

equation modeling (SEM) estimates the causal relationship 

between variables and evaluates hypothesis testing. The 

goodness of Fit for the Structural Equation Model (SEM) is 

presented. For the ratio of Chi-square/degree-of-freedom 

(CMIN/DF), the model fit measurement should not be over 

3, GFI, NFI, CFI, and TLI should be higher than 0.9 or equal 

to 0.9, AGFI should be higher than or equal to 0.80, and 

RMSEA should be less than 0.08. The statistical program 

was adopted to analyze the data, and the result of the fit index 

was presented as a good Fit, which is CMIN/DF=1.631, 

GFI=0.920, AGFI=0.907, NFI=0.907, CFI=0.961, 

TLI=0.958, and RMSEA=0.036, based on the values 

mentioned in Table 6. All of the indexes are within an 

acceptable range.  

 

Table 6: Goodness of Fit for Structural Model 

Fit Index Acceptable Criteria 
Statistical 

Values 

CMIN/ 

DF 

< 3.00 (Hair et al., 2006) 1.631 

GFI ≥ 0.90 (Hair et al., 2006) 0.920 

AGFI ≥ 0.80 (Sica & Ghisi, 2007) 0.907 

NFI ≥ 0.90 (Hair et al., 2006) 0.907 

CFI ≥ 0.90 (Hair et al., 2006) 0.961 

TLI ≥ 0.90 (Hair et al., 2006) 0.958 

RMSEA < 0.08 (Pedroso et al., 2016) 0.036 

Model 

Summary 

 Acceptable 

Model Fit 

Remark: CMIN/DF = The ratio of the chi-square value to degree of 

freedom, GFI = goodness-of-fit index, AGFI = adjusted goodness-of-fit 
index, NFI = normalized fit index, CFI = comparative fit index, TLI = 

Tucker Lewis index, and RMSEA = root mean square error of 

approximation 
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4.4 Research Hypothesis Testing Result 
 

Based on the regression weights and R2 variance, the 

researcher calculated the significance of each variable. The 

hypothesis testing results indicated that all proposed 

hypotheses were supported with a p-value of 0.05, except for 

H1. PD has the strongest effect on TR, which resulted in 

0.398. TR has the strongest effect on PI, which resulted in 

0.314. The β value of the effect of PRO on TR is 0.262. The 

β value of the effect of PRO, PD, IMMR, PSI, SP, and CC 

on PI was 0.180, 0.193, 0.259, 0.204, 0.215, and 0.210, 

respectively. However, The β value of the effect of SP on CC 

is -0.038, indicating the testing result is not supported. The 

causal relationships are illustrated in Table 7.  

      
Table 7: Hypothesis Results of the Structural Equation Modeling 

Hypothesis (β) t-value Result 

H1: SP→CC -0.038 -0.732  Not Supported 

H2: PRO→TR 0.262 5.478* Supported 

H3: PD→TR 0.398 7.440* Supported 

H4: PRO→PI 0.180 4.068* Supported 

H5: PD→PI 0.193 3.888* Supported 

H6: IMMR→PI 0.259 5.833* Supported 

H7: PSI→PI 0.204 4.602* Supported 

H8: SP→PI 0.215 5.023* Supported 

H9: CC→PI 0.210 4.928* Supported 

H10: TR→PI 0.314 6.269* Supported 

Note: * p<0.05 

Source: Created by the author  
 

From the results of hypothesis testing in Table 7, nine out 

of ten hypotheses were supported. In H1, social presence has 

no significant effect on consumer conformity. This finding 

contradicts Liu et al. (2022) and Sun et al. (2019), which 

have concluded a correlation. In terms of H2, the outcome of 

the analysis supported the hypothesis of the significant effect 

of professionalism on trust, representing the standard 

coefficient value of 0.262. This finding was consistent with 

the study of Bansal and Voyer (2016), Sun et al. (2020), and 

(Xu et al., 2022). Consumers would like to seek professional 

suggestions from live streamers due to their product 

expertise. H3 also supports the idea that price discounts 

significantly affect trust, with a standard coefficient of 0.398. 

This result confirmed the previous literature of Hu and 

Chaudhry (2020), Zhang et al. (2021), and Wang et al. (2022). 

Providing consumers with good products with price 

discounts leads to increased trust. The findings in H4 can 

prove that professionalism significantly affects purchase 

intention, resulting g in a standard coefficient value of 0.180. 

This positive correlation is aligned with the findings of 

Zhang et al. (2022), Xu et al. (2022) and Wang et al. (2022). 

From the H5 result, price discounts significantly affect 

purchase intention, resulting in the standard coefficient value 

of 0.193. This positive correlation is aligned with the 

findings of Agmeka et al. (2019), Gilbert and Jackaria (2002), 

and Nusair et al. (2010). Regarding H6, the outcome of the 

analysis supported the hypothesis of the significant effect of 

immersion on purchase intention, representing the standard 

coefficient value of 0.259. This finding was consistent with 

the study of Koufaris (2002), Huang et al. (2022), Liao et al. 

(2022) and Zhang et al. (2022). Consumers’ immersive 

perception and experience are positively related to the 

relationship and trust with live streamers, eventually leading 

to purchase intention. Regarding H7, parasocial interaction 

significantly affects purchase intention, with a standard 

coefficient value of 0.204. This result is consistent with the 

papers of Colliander and Dahlen (2011), Hwang and Zhang 

(2018), and Sokolova and Kefi (2019). The finding in H8 

also confirmed that social presence significantly affects 

purchase intention, resulting in a standard coefficient value 

of 0.215. The positive correlation is aligned with the findings 

of Lu et al. (2016), Ma (2021), and Huang et al. (2022). As 

for H9, the result demonstrated a positive effect of consumer 

conformity on purchase intention, with a standard coefficient 

value of 0.210. This study adhered to previous research by 

Berger and Heath (2007), Princes et al. (2020), and 

Khandelwal et al. (2018). Regarding H10, the outcome 

confirmed the hypothesis of the significant effect of trust on 

purchase intention, representing the standard coefficient 

value of 0.314. This finding was adhered to by studies by 

Kim and Park (2013), Bhattacharya et al. (2022), Kim et al. 

(2012), and Wang et al. (2022). Especially for online 

platforms, trust plays a vital role in consumers’ purchase 

intention.  

 

 

5. Conclusion and Recommendation 
 

5.1 Conclusion 
 

This research paper aims to determine the factors 

affecting consumers’ conformity, trust, and purchase 

intention in live-streaming shopping in Hangzhou, China. 

The hypotheses were proposed as the conceptual framework 

to investigate how professionalism, price discounts, 

immersion, parasocial interaction, and social presence 

significantly affect consumer conformity, trust, and purchase 

intention. The questionnaires were developed and given to 

the target sample of residents who had a live-streaming 

shopping experience and were over 18 years old in 

Hangzhou, China. The collected data was analyzed using 

Confirmatory Factor Analysis (CFA) and Structural 

Equation Model (SEM) to confirm the reliability and validity 

of constructs, ensure model fit, and test the proposed 
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research hypotheses. All factors in the conceptual model 

were significantly affected except for H1.  

The research explained the findings as follows. First, 

social presence has no significant effect on consumer 

conformity. This finding is not consistent with the study of 

Liu et al. (2022). Second, both professionalism and price 

discounts have a significant effect on trust. Previous studies 

by Sun et al. (2020) and Zhang et al. (2021) confirmed their 

relationship. Compared with professionalism, price 

discounts have a bigger impact on trust. Third, results 

indicated that trust has the strongest significant effect on 

purchase intention in live-streaming shopping, followed by 

immersion, social presence, consumer conformity, 

parasocial interaction, price discounts, and professionalism, 

respectively, which is consistent with previous studies. In 

conclusion, all factors in the conceptual model significantly 

influenced trust and purchase intention, except that social 

presence has no significant effect on consumer conformity.  

 

5.2 Recommendation 

 
This study’s findings revealed that professionalism, price 

discounts, immersion, parasocial interaction, social presence, 

and consumer conformity are determinants of consumers’ 

trust and purchase intention in live-streaming shopping in 

Hangzhou, China. Therefore, the researcher recommended 

developing these features to increase consumers’ purchase 

intention in live-streaming shopping. In theoretical and 

practical implications, merchants and live streaming teams 

should take full advantage of the marketing method of live 

streaming by creating a favorable shopping experience to 

stimulate consumers’ purchase intention.  

Firstly, it is recommended that live streamers take 

measures to enhance their professionalism in order to gain 

consumers’ trust and have purchase intention eventually. 

Live streamers could introduce products more acceptably 

using simple language or exposing their expert knowledge to 

viewers through live demonstrations, drawings, and gestures. 

To improve product presentation and remove consumer 

doubts, live streamers need to be fully informed about the 

goods they are promoting. The live streaming platform can 

also make specific investments; for example, it can arrange 

regular professional and systematic training programs for 

live streamers (Liao et al., 2022).  

Secondly, live streamers need to obtain products at a 

reduced cost without sacrificing quality to maintain their 

popularity. They can quickly turn a large fan base into clients, 

giving them significant bargaining power when requesting 

special discounts. Combining rich interaction and experience 

will build trust, motivating purchase intention (Zhong et al., 

2022).   

Thirdly, by improving the experience of immersion and 

parasocial interaction, consumers’ purchase intention will 

increase accordingly. Live streamers should increase their 

interactivity to keep viewers interested and absorbed by 

incorporating fun and interesting activities that are connected 

to their products, including product demonstrations, games, 

flash sales, and so on (Zhong et al., 2022). In other words, 

consumers’ perception of the engaging environment and 

favorable experience must be enhanced to feel immersed. 

Moreover, live streamers need to respond to viewers’ 

inquiries promptly and precisely, which leads to a sense of 

intimacy in the reciprocal relationship.  

Fourthly, consistent interaction is required to foster an 

almost in-person atmosphere with a social presence to reduce 

customers’ concerns and persuade them to purchase. It is 

suggested that live streamers need to make every effort to 

give consumers a sense of social connection in the setting of 

live streaming because of the real-time communication and 

engagement, which would encourage customer conformity, 

eventually leading to purchase intention. For instance, the 

interactive effect can be increased to enhance their live 

purchasing experiences through the entire mobilization of 

audiovisual equipment. Create a positive interactive 

environment by enhancing interaction with consumers in 

order to strengthen the sense of social presence (Liu et al., 

2022).  

In conclusion, this study’s outcome is useful for live 

streamers, live streaming companies, and e-commerce 

developers to achieve successful sales performance and 

profitability. Related parties should make use of live 

streaming promotion channels and work out some measures 

in order to build strong and long-term trust with consumers 

and make consumers have purchase intention, including 

showing the professionalism of the live streamer, offering 

qualified products with price discounts, stimulating 

audience’s interaction and perception of social presence, 

giving viewers the feeling of immersion and belonging to the 

virtual group, building positive emotional connection in a 

live streaming shopping environment.  

 

5.3 Limitation and Further Study 
 

The limitations and future research studies can be 

addressed as follows. First, the population sample was used 

specifically for Hangzhou residents who have live-streaming 

shopping experiences and are over 18 years old in China. The 

degree of e-commerce development and cultural context may 

differ across geographical regions. There is a possibility for 

different analysis results when investigating in other cities 

and countries. Further study can be the study of other city or 

cross-country analysis as it may offer a thorough 

understanding of consumers’ purchase intention in a live 

streaming shopping environment. Second, other constructs 

that potentially influence consumers’ purchase intention can 

be investigated, such as interaction, brand loyalty, perceived 
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quality, customer engagement, etc. The conceptual 

framework may be developed based on different and more 

representative variables. Third, the research did not 

categorize or specify the product category associated with 

live-streaming shopping. When faced with diverse product 

categories, consumers may have different attitudes and 

behavioral judgments, influencing their purchase intentions.  
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