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Abstract: E-commerce live broadcasting has become a new E-commerce mode under 

the development of new media, and the Internet Entertainment Social platform has 

become a new way for people's daily communication and entertainment. Mobile short 

video social software can not only meet people's entertainment needs, but also 

become a popular means of commodity sales. This paper explores the impact of online 

shopping on consumers' behavior of online shopping. In order to cultivate consumers' 

correct consumption concept and better cope with the increasingly fierce market 

competition for relevant enterprises, Provide practical and normative marketing 

strategies for reference. 

 

Keywords: E-commerce; Consumer Behavior; Network Marketing. 

 

1. Introduction 

With the continuous progress of Internet technology, its derivative economy has also 

developed rapidly. Online shopping has become the daily consumption mode of people. 

As a new means of communication and marketing, live network and short video are 

welcomed by the public. At the same time, the commodity information pushed by 

various media platforms using big data technology also influences and induces public 

consumption to a great extent. Big data can infer consumers' consumption intention 

and shopping preference through calculation, and push specific commodity 

information to users, so as to improve the probability of placing an order. This paper 
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analyzes the influence factors of online Red live broadcasting on consumers' purchase 

behavior under the background of E-commerce, so as to help enterprises better 

understand and grasp the operation mode and principle of online Red live broadcasting, 

In the fierce market competition to occupy a place, and help consumers to establish 

a correct concept of consumption. 

 

2. Development status of E-commerce 

The rapid development of live network in 2016, and the outbreak of novel coronavirus  

during the Spring Festival in 2020 accelerated the process of live E-commerce. 

According to the 45th statistical report on China's Internet Development released by 

CNNIC in April 2020, by March 2020, the number of live webcast users in China has 

reached 560 million, an increase of 163 million over the end of 2018, accounting for 

62.0% of the total Internet users [1].  Jia Nan (2015) believes that "online celebrity 

economy" is an economic form that transforms fans' trust into purchasing power. In 

his opinion, under the background of online celebrity economy, social media gives fans 

a variety of rights, including the right to browse and comment on the status of online 

celebrities, and the right to put forward suggestions on the production of online 

celebrities [2]. This paper believes that the simple understanding of the Internet red 

economy is to tap the commercial value of the Internet red. So, why is online celebrity 

of commercial value? It's really about its connectivity. It can be connected with the 

identity of consumers. 

 

3. Characteristics of E-commerce live broadcast 

Compared with consumers who have a clear consumption goal and shop around for 

rational consumption, E-commerce live broadcasting is a kind of irrational consumption 

with less purpose. In this case, consumers will not jump out of such an exciting scene 

to re-enter a platform to search and compare prices, and then make decisions in the 

shopping cart every few days. Now this kind of live broadcast made by Taobao is, to 

some extent, a kind of online shopping. As a way of shopping, many people don't even 

have a clear purpose to watch. But if the anchor keeps saying that a product is good 

and touches himself, he may soon place an order. These two shopping habits 

correspond to the field of E-commerce, namely the trading E-commerce represented 

by Taobao JD.COM and the content-based E-commerce represented by Xiaohongshu 

mushroom street in recent years. 

The longer users stay, the more likely they are to buy more products. Just as 

consumers go shopping, the longer they go shopping, they always have to buy 

something. Only in this way can they conform to the psychology of consumers' 

consumption, so there will be more product consumption. At present, the tremolo fast 
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hand has occupied a lot of users' time. When we usually brush the bucket, we should 

brush the quick hand, Maybe one brush is more than an hour. As the E-commerce 

ecology in these platforms is becoming more and more perfect, some users of Taobao 

in the future may be diverted to these new forms of platforms with E-commerce 

capabilities. After all, they occupy more and more users' time, which may become a 

front-end of traffic acquisition. 

 

4. Why consumers pay attention to E-commerce live broadcasting 

4.1 Learn about a new product quickly through trusted anchor, reduce the risk of 

trial and error 

When consumers like and pay attention to an anchor, it is usually that the anchor has 

high popularity, and other consumers or consumers themselves have bought a lot of 

high-quality and low-cost goods under his recommendation, so that consumers are 

willing to understand and purchase products through E-commerce anchors. 

4.2 The premium ability of the head anchor is strong enough to buy the products 

you want more cheaply 

Online Red live broadcast with goods has an exposure effect on small and medium-

sized brands, but it is also a double-edged sword. The brand power of small brands 

will be weakened in the form of live broadcasting. Therefore, for mature brands, live 

broadcasting can be used as an unconventional means to stimulate consumption, but 

overuse will lead to a decline in brand reputation. In the long run, it is the right way 

to have the ability to cultivate their own video E-commerce capabilities. 

4.3 Impulsive consumption under scenario 

It is easy for users to lead the consumption of live video in short time. The so-called 

media ability refers to the ability to guide consumption, even random consumption. 

Obviously, random consumption and impulsive consumption do not have a clear 

purpose before making decisions. They are often in the process of loitering, when you 

see a discount or a product that is particularly attractive to you, you may buy it 

immediately. 

 

5. The impact of E-commerce live broadcasting on consumer behavior. 

5.1 The personal characteristics of online celebrities influence consumers' purchase 

behavior 

In the process of live broadcasting, the brand image of "Red Net" and "Red Net" is a 

double role. Based on the different personal characteristics (such as popularity, 

professionalism, appearance characteristics, personal charm, etc.) of online celebrities, 

people with corresponding preferences will be attracted in the live broadcast. In the 

same way, consumers will pay more attention to their preferred webcast anchor, At 

the same time, the webcast anchor can also bring strong information stimulation to 
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consumers in the process of live broadcast [3]. For example, the professionalism of 

online celebrities determines their credibility to a large extent, and the online 

celebrities with high credibility are more popular with consumers, thus affecting 

consumers' purchase behavior. It is worth noting that the reason why online celebrities 

can attract users' attention is not only because they have chosen "appropriate 

channels", However, the online celebrities and the audience are in the position of 

"mutual trust" from the beginning. Philip Kotler, the father of modern marketing, once 

said that in this era, the people who can most influence your opinions and choices are 

family members, friends and people you care about. People in these positions are 

more likely to break down communication barriers, Online celebrities with distinctive 

personal characteristics play two or three roles at a time, which will greatly affect 

consumers' shopping choices. In the process of live interaction, through further 

strengthening the demand of consumers, it can trigger consumers' purchase 

motivation, and finally stimulate consumers to make purchase decisions. 

5.2 The situational factors in the process of live broadcast influence consumers' 

purchase behavior 

Compared with the static singleness of traditional online shopping, online Red live 

broadcast can attract consumers more and make them make purchase decisions. E-

commerce live broadcast has a positive impact on consumers' online purchase 

intention by reducing psychological distance and perceived uncertainty [4]. Most of 

the time, consumers do not have a clear purpose when shopping online. Before making 

a purchase decision, they not only need to fully understand the product information, 

but also take into account other people's suggestions. The process of purchasing 

decision is more complex. Through the live broadcast, internet celebrity plays the role 

of a shopping guide to help consumers understand the information and performance 

of products in a short period of time. At the same time, in the live broadcast process, 

the bullet screen information that can be sent at will and the red envelope discount 

that can be ordered everywhere create a good shopping situation and bring strong 

interactive experience to consumers. Similarly, consumers will pay more attention to 

their preferred online Red anchor, and at the same time, online Red anchor can also 

bring strong information stimulation to consumers in the process of live broadcasting. 

For example, the professionalism of online Red explanation largely determines its 

credibility, and online red with high credibility is more loved by consumers, thus 

affecting consumers' purchase behavior. 

5.3 Consumer behavior factors 

In today's relatively mature E-commerce market, how to stand out among the 

numerous alternative businesses becomes particularly important. Improving the 

attractiveness of products is an important condition for the sustainable development 
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of an enterprise, and even has a profound impact on the society. The attractiveness 

of products or services is an important factor affecting the quality, development, 

economic strength and competitive advantage of enterprises. At the same time, it is 

also a key factor in competing for the market in the fierce competition. The important 

way to win the customers' satisfaction is to gain the competitive advantage through 

the flexible service. When the products recommended and sold by internet celebrity 

in the live broadcast are considered by consumers to have relative price and quality 

advantages, that is, the customers think that the price of the products is reasonable, 

durable and reliable, and can just meet their unique needs, then they will think that 

the expected income from the purchase of products is worth paying, thus promoting 

consumers to complete the purchase of products. 

 
6. Conclusion and Suggestion 

6.1 Strictly control the content quality of live broadcast to win the trust of consumers 

Through live broadcast, the product can be displayed intuitively and comprehensively, 

and professional feedback can be made according to the real experience of the product, 

providing complete, true and reliable product information and pertinent purchase 

suggestions. At the same time, with the rapid development of personalized 

customization, we should avoid homogenization and actively adapt to the different 

needs of different consumers. 

6.2 Provide more fans welfare through incentive mechanism. 

Some consumers, as fans of online celebrities, will buy products recommended by 

webcast because of their love for online celebrities. However, they cannot give 

feedback for their support for a long time. Therefore, they can regularly launch product 

discounts or hold other incentive activities to achieve higher conversion rate, achieve 

fixed fan group foundation and attract more consumers' attention. 

6.3 Professional training should be carried out 

Before webcast starts, online celebrities need to fully understand and learn relevant 

product and brand knowledge, select suitable products and use them in person, and 

experience the purchase and use risks of products, so as to provide consumers with 

accurate and real product information and avoid the phenomenon of online celebrities 

recommending unfamiliar products to consumers, It can also avoid misleading 

consumers or inconsistent product experience and description. 

6.4 Online celebrities need to accurately position their personal style 

Different types of online celebrities have different personal charm, which will attract 

different types of consumers. After accurately positioning the personal style of online 

celebrities, it will form a unique personal charm, and the consumer groups it faces can 

also be determined, so as to avoid homogenization. It can also avoid that the lack of 
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personal charm of online celebrities is difficult to attract certain types of consumers 

and lead to poor marketing. 
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