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Abstract. Live stream shopping is gaining global popularity, notably inChina and
Austria, with major brands like BIPA, L’Oréal, and IKEA adopting this approach.
This new format, featuring interactive product showcases by streamers, addresses
traditional online shopping limitations such as insufficient product information
and lack of retailer trust. This study investigates how streamer characteristics
affect trust and purchase intentions in Austrian live stream shoppers, focusing on
two streamer roles: experts and influencers. Based on the SOR model and source
models, the research involved a quantitative experiment with 188 participants
viewing live stream scenarios. Results indicate streamer attractiveness and exper-
tise significantly boost trust and purchase intent. Attractiveness has a stronger trust
correlation with influencers, while expertise is more influential for experts. Trust
positively impacts purchase intentions for both roles. However, 63% of Austrians
aged 18–59 show reluctance towards buying via live streams. The study also finds
experts rate higher in attractiveness and expertise than influencers.
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1 Introduction

Live stream shopping is becoming increasingly prominent on a global scale. Live stream
shopping is the sale of products in real time via a live stream on a website. In this live
stream, streamers such as experts or influencers present certain products in an interactive
way, provide additional information, and demonstrate their functionality [1]. At the same
time, viewers can interact with the streamers through written comments or the ‘Like’
button [2]. All features and functionalities of products can be shown to minimize viewer
uncertainty [3].

In China, live stream shopping is already an established part of e-commerce. Its
growth was particularly rapid during the Covid 19 pandemic [4]. According to a study
by Academy of China Council for the Promotion of International Trade [5], the number
of users of live stream shopping platform users in China reached 469 million by June
2022 (204 million in March 2020), accounting for 44.6% of total Internet users. to the
report, China’s largest short video platformDouyin (comparable to TikTok) hosted more
than 9 million live streams every month between May 2021 and April 2022, and sold
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at least 10 billion goods [5]. Due to the growing popularity of live stream shopping in
China, the number of academic studies on this issue has increased significantly in recent
years. Most of the existing studies focus on streamers [6, 7]. In addition, the motivation
of Chinese people to participate in live-stream shopping and the purchasing behavior
of live-stream shopping have also been studied [8]. Most of the existing studies focus
primarily on the Asian region, while there are almost no academic studies on the topic
in Europe.

Meanwhile, European companies are also using live stream shopping to sell their
products. An Austrian study found that 25% of the respondents had already purchased
products presented in live stream shopping events. In addition, another 15% could imag-
ine expanding their shopping experience by participating in such events in future [9].
With the growing importance of online retail, the drawbacks of traditional, digital forms
of sales are becoming more apparent. First and foremost, contacting online retailers to
obtain additional product information is often very time-consuming and interrupts the
buying process. In addition, the product information that users receive before making
a purchase is usually limited to product photos and text descriptions. Another prob-
lem is the uncertainty about the authenticity of online retailers. Consumers perceive an
increased risk when buying online if there is no direct contact with the seller [10]. This
is mainly because traditional online stores offer limited opportunities to convey emo-
tions, facial expressions, or gestures. As a result, trust in the retailer is reduced because
a personal connection cannot be established [11]. Purchasing decisions are often made
based on product photos, which are often edited after the fact, and the appearance of
the products shown does not always reflect reality. During a live stream shopping event,
consumers’ concerns can be reduced, and products can be presented truthfully. Heine-
mann [12] also believes that live video will continue to grow in importance, and that
live videos are more authentic, convey more closeness and make companies seem more
tangible. In addition, they can build trust and a more effective retain customers.

Previous research has focused primarily on the characteristics of streamers in live
stream shopping and little on the roles that streamers play. There are numerous studies
dealing with the attractiveness, expertise and trust of streamers [6, 13–16]. Although the
effects of attractiveness and expertise have been confirmed several times in published
studies, the results vary depending on the study, the mediators used, and the dependent
variables. In general, most studies on live stream shopping have been conducted in Asia,
which is a significant difference because the society and culture inAsia is not comparable
to that inEurope.Despite extensive researchon live streamshopping, the literature review
did not identify any study in Austria or German-speaking countries that specifically
addresses the effects of streamer characteristics and roles on trust and ultimately purchase
intention. Therefore, this study aims to fill this research gap. The study will provide
information on which streamer characteristics, according to the Austrian population,
can have an effect on mediator trust and ultimately lead to purchase intention. The role
of the streamers is also considered.

Subsequently, this paper investigates whether Austrians would build up trust depend-
ing on streamer characteristics and roles and whether they would ultimately purchase
products in live stream shopping or not. To investigate purchase intention, independent
variables such as streamer attractiveness and credibility are linked with the construct of
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trust as a mediator. From these problem areas, the authors derive the following research
questions:

RQ1: What are the effects of streamer characteristics in live stream shopping on the
trust and purchase intention of Austrians?

RQ2: What specific differences in terms of attractiveness and expertise can be
identified among streamers depending on their role (expert or influencer)?

RQ3: What is the effect of streamer characteristics in relation to the respective role
(expert or influencer) on viewer trust and purchase intention in live stream shopping?

The paper is organized in the following manner: Following this introduction, the the-
oretical background delves into the subject matter, while the method section synthesizes
both our literature review and the survey conducted. Afterwards, the presented and dis-
cussed results from the literature review and survey are provided. The paper concludes
by summarizing the outcomes and highlighting the implications for the field of HCI,
along with identifying potential avenues for future research.

2 Theoretical Background

The theoretical background is derived from recent practical studies and an extensive
literature review. It includes an overview of live stream shopping in Europe and explores
the roles of streamers.

2.1 Live Stream Shopping in Europe

Live stream shopping has expanded from China to the European market in recent years.
A 2022 German study revealed, that 56% of respondents aged 18–34 were aware of live
stream shopping. Similarly, nearly half of those surveyed in the 35+ age group has heard
of live stream shopping [17]. Despite this, live stream shopping events are still infre-
quently used in Germany. To date, only 10% of individuals aged between 18 and 34 have
utilized live stream shopping as an alternative to traditional shopping. In comparison,
less than 10% of purchasers aged 35 or older have made live stream purchases [17]. The
results of the study further demonstrate that 74% of German participants hold a positive
attitude towards the ability to ask questions directly during live stream shopping. Addi-
tionally, 61% of respondents found a well-detailed product explanation to be appealing.
Participants described live stream shopping as an engaging format [9]. A 2021 study con-
ducted by the Austrian Retail Association revealed that 25% of surveyed participants
had already made purchases of products showcased during live stream shopping events.
In addition, a further 15% can imagine expanding their shopping experience in the future
by participating in such events [18]. More than one-third of the top beauty and fashion
brands and retailers in Germany offer live stream shopping. Live stream shopping is
gaining popularity not only in the three main e-commerce markets in Europe - Germany,
the UK, and France - but also in the Nordic countries. Numerous Swedish and Danish
brands have already gained expertise in this field. A sector comparison demonstrates that
beauty brands frequently hold live stream shopping events, while fashion brands only
host them occasionally. The study shows that 70% of European brands favor integrating
their own webshops and promoting events via social media. Companies benefit from
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using their own channels, as they provide comprehensive control over the live stream
shopping environment and stream quality. However, one disadvantage is that existing
customers are reached primarily. In order to make the live stream shopping event known
to a wider public, additional marketing on other platforms is required, which in turn is
associated with costs [19].

2.2 Role of Streamers in Live Stream Shopping

The people who present the products during the live stream are referred to as ‘streamers’
or ‘hosts’ [20, 21]. They include, for example, influencers, well-known personalities,
independent salespeople, employees and ordinary people without a specific role assign-
ment. During the live stream, viewers can interact with the streamers and other viewers
by sending messages [22]. In Europe, streamers are classified as influencers or product
experts. The streamers of a live stream shopping event play a vital role in achieving
the goal of increasing brand awareness, launching a new collection, or boosting sales to
the audience who already have an interest in your brand and/or webshop. The concept
of live stream shopping presents a chance to take advantage of the growing popular-
ity of influencer marketing among select customer segments. It is logical to assume
that the incorporation of celebrities or subject matter experts from social media can
increase the audience for live stream shopping events. Influencers play a crucial role in
the sphere of social media among young customers, while social media is progressively
becoming a critical influencer for consumer choices. According to a 2023 survey, 45%
of German Generation Z participants stated that influencers should take on the role of
streamers at live stream shopping events. In contrast, only ten percent of baby boomers
shared this opinion. However, 70% of baby boomers stated that experts for the product
being presented should be used as streamers for live stream shopping events. Only 21%
of Generation Z agreed with this view [22]. As consumers age, practicality and effi-
ciency become increasingly important factors in their product preferences, overtaking
the influence of salespeople or other presenters. Forrester recently conducted a survey on
consumer sentiment towards live stream shopping in Europe, specifically asking which
type of streamer the participants preferred. Across all age groups, local product experts
such as in-store salespeople were favored. Product experts are more popular than social
media influencers, even among adults aged 18 to 34. Generally, European brands and
retailers maintain a balanced distribution of influencers and/or internal product experts.
Beauty companies differ from fashion brands by tending to integrate both influencers
and experts during live shopping events [19]. The results of this survey are especially
relevant for this paper, because beauty and cosmetic products were also utilized for the
research context of the conducted study.

2.3 Literature Review

2.4 The Author of This Paper has Developed the Procedure for the Literature
Research and Analysis Based on [23–26]

Theobjective of this study is to accurately document andpresent the current findings from
existing literature. To achieve this, Cooper’s taxonomy is utilized to determine the scope
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of the literature search. The initial phase of preparation involves identifying relevant
databases and defining search terms, while also considering synonyms and additional
relevant terms. The databases of Web of Science, Scopus, IEEE and ACMwere utilized,
while search terms like [live shopping, live stream shopping, live commerce, live stream
commerce, e-commerce livestream, livestream retail, live video shopping and taobao
live] were used in different combinations and synonymous versions (Fig. 1).

Afterwards, inclusion and exclusion criteria are established in order to effectively
filter the located literature sources. The content of the sources was evaluated based on
how relevant they are to the research questions. The initial phase involves conducting a
literature search wherein search criteria are established and search terms are executed in
corresponding databases. The content of the sourceswas evaluated based on how relevant
they are to the research questions. After applying the search strategy to titles, abstracts,
and keywords, a total of 405 search results were yielded. The content of the sources
was evaluated based on how relevant they are to the research questions. The content
of the sources was evaluated based on how relevant they are to the research questions.
This assessment reduced the number of sources to a total of 55, and duplicates were
also eliminated during this phase. The subsequent evaluation step involved thoroughly
reviewing the complete texts of each publication, as well as conducting a backward and
forward search [26].

4. Extraction and grouping using the concept matrix

3. Analysis of the selected studies
Analyze title/abstract/

full text
Backward/Forward 

search
Documentation in Excel

Cleaning up the 
duplicates

2. Literature search

1. Preparation
Determining the scope 
of the literature search

Identify databases Identify search tearms
Define inclusion/exclusion 

criteria

Fig. 1. Literature review procedure

After completing the analysis, we identified 39 relevant publications. Following [1]
recommended conceptual approach, we formed an organizational framework for ana-
lyzing the factors that influence live stream shopping. In this situation, various concepts
shape these factors. After analyzing the selected sources, a total of eight identified influ-
encing factors for the use of live stream shopping were recorded in the concept matrix
created for this thesis. These influencing factors were formed based on very frequently
examined variables from previous research on live stream shopping in general as well
as regarding trust and purchase intention. Upon analyzing the frequencies of the indi-
vidual factors, it is evident that the two primary factors that influenced the scientific
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papers were ‘host/streamer’ and ‘social aspects’ which include the streamer character-
istics of attractiveness, expertise and trust. The remaining factors include ‘information’,
‘entertainment’, ‘interaction’, ‘product and price’, ‘technical aspects’, and other aspects
(Table 1).

The authors mainly focused on the factors of attractiveness and expertise as well as
trust in streamers [13, 15, 6–10]. The existing literature confirms the positive influence
of streamer expertise and the physical attractiveness of streamers. Streamer expertise
is often considered more important than attractiveness when researching viewer trust
and the dependent variable is purchase intent [27]. In contrast, physical attractiveness
repeatedly has positive effects when hedonistic factors or user engagement are exam-
ined [27]. The familiarity of the streamers was also examined in the studies, and it was
found that the attitude towards live stream shopping is more positive and the interac-
tion higher when it is a well-known person, for example influencers [29]. In addition,
the identification of viewers with the streamers was also extensively examined in the
studies. Furthermore, many relevant studies focused on social aspects and interpersonal
interaction factors. Social presence has been analyzed in detail in numerous studies and
its influence has been repeatedly confirmed. However, several studies have not been able
to prove a direct and significant influence of interactivity between streamers and viewers
on the purchase intention. Instead, the effect is usually indirect via mediators such as
trust, immersion, or social presence [10, 31].

3 Research Model

The forthcoming section will explicate the specific variables. Attractiveness and exper-
tise, as independent variables, are analyzed in the context of streamers. Purchase intention
for live stream shopping serves as the dependent variable. Trustworthiness, serving as
the mediator, connects the independent and dependent variables.

3.1 Attractiveness

Attractiveness is defined as the evaluation of the physical aspects, temperament and
similarity of a person by another person [16]. Attractiveness does not just mean physical
attractiveness but includes a range of positive characteristics that consumers may per-
ceive in a celebrity, for example intellectual ability, personality traits, lifestyle or athletic
ability [56]. Physically attractive streamers can provide a sense of security and foster
trust [45]. As demonstrated by [30] the physical attractiveness of streamers has a positive
impact on viewer engagement during live stream shopping. Consumers tend to place a
significant emphasis on physical appearance and consequently direct all their attention
and interest towards attractive streamers. Eye-catching streamers capture attention and
can induce behavioral responses.

3.2 Expertise

Perceived expertise is the extent to which communicators are viewed as a reliable source
of information. The term encompasses the knowledge, experience, and skills that com-
municators possess. It is notmandatory that they are experts but rather, it is important how
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their audience perceives them [56]. Expertise is a crucial factor in enhancing the credi-
bility of communicators [57]. [15] Proving expertise has a positive impact on consumer
trust.

3.3 Trustworthiness

Trustworthiness pertain to the truthfulness, honorability, and credibility of communi-
cators. As per [27], trustworthiness refers to “the listener’s level of confidence in and
acceptance of the speaker and the message”. The perception of communicator’s trust-
worthiness varies among the target audience. Studies have indicated that acclaimed
advertisers with high trustworthiness can significantly sway consumers’ attitudes and
intentions to purchase [58]. In their study, [59] confirms the influence of streamers’
trustworthiness on purchase intentions.

3.4 Purchase Intention

Purchase intention is described by the willingness of consumers to buy a certain product
or service based on their subjective assessment and overall evaluation [60]. As articulated
by [61], purchase intention represents an individual’s perception of the likelihood of
purchasing a product in a particular time frame. Consumer analyses for tangible goods
frequently take into account purchase intentions. However, the reliability of purchase
intentions is limited since not all stated intentions are always put into practice. Prior
research has explored the impact of celebrities on purchase intentions. Regarding live
stream shopping, [27] confirmed that celebrities do influence the purchase intentions of
Chinese consumers (Fig. 2).

Fig. 2. Research model

4 Methodology

Based on the findings of the literature review, an online survey was carried out as an
empirical investigation. The outcomes of this study shed light on the three proposed
research questions.
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4.1 Online Survey

An online survey was conducted in Austria from July 17 to July 31, 2023, to determine
the impact of streamer characteristics on trust and purchase intention in live stream
shopping among Austrian consumers. Prior to this survey, a pretest was conducted with
participants fromvariousfields to ensure its comprehensiveness and clarity. The language
used in the survey was kept unambiguous to avoid any confusion. Furthermore, the roles
of streamers, including experts and influencers, were taken into account. The online
survey was conducted through the use of the Lime Survey tool.

The survey follows a standardized structure with the demographic inquiry appearing
at the end. It includes a total of 38 questions or statements, along with the demographic
query. Attractiveness, expertise, and trustworthiness are the selected influencing factors
of streamers, adapted and queried using the question items of Gupta, Kishor, and Verma
[16] and Ohanian [58], as in the study by Rungruangjit [62].

A 5-point Likert scale is utilized for this purpose, with the dependent variable of
purchase intention being tested through the question items from Chen et al. [13], also
using a 5-point Likert scale. The following table displays the variables alongside the
question items, which renders the theoretical construct measurable (Table 2).

Table 2. Measured Constructs and Research Questions

Construct Question Items

Attractiveness [16] ATT1: The streamer is attractive
ATT2: The streamer has a beautiful face
ATT3: The streamer has a very convincing voice
ATT4: The streamer has a very professional appearance
ATT5: The streamer attracts my attention

Expertise [16, 58] EXP1: The streamer has expertise in his/her field
EXP2: The streamer has expertise in his/her field
EXP3: The streamer has extensive product knowledge
EXP4: The streamer is highly qualified in sales

Trustworthiness [16, 58] TRU1: The streamer is a sincere person
TRU2: The streamer is an honest person
TRU3: The streamer is trustworthy
TRU4: The streamer is a reliable source of information

Purchase Intention [13] PUI1: I would like to buy products through live stream shopping
PUI2: I would recommend my friends and families to buy products
through live stream shopping
PUI3: If I want to buy a product, I would like to buy it from live
stream shopping

The paper’s authors chose their scale based on previous studies examining similar
constructs. The items are presented according to variables, with the order of the items
being randomly rotated for participants. The online survey begins with a brief general
introduction and definition of live stream shopping. General questions about online
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shopping behavior are also asked at the beginning. The participants then watched an
excerpt froma live streamshopping event featuringboth experts and influencers,whereby
cosmetic products were presented. The participants then evaluate the two streamer roles
they saw in the previous video. At the end, the participants are asked about their socio-
demographic data, including age, gender, country and level of education. The statements
to be evaluated were randomly organized to prevent any primacy or recency effects,
ensuring that each respondent receives a uniquely arranged list of items [63]. Thefindings
of this empirical study, conducted via LimeSurvey, are analyzed with the aid of SPSS.

4.2 Survey Sample

In this study, a non-probabilistic sampling method was used, in which the respondents
were selected according to their availability or other predefined criteria without a specific
system. It is therefore an random selection method [63]. The online survey received 334
responses between July 17 and July 31, 2023, with 202 complete questionnaires. All
responses from individuals who did not reside inAustria at the time of survey completion
and those over 59 years old who couldn’t answer the control question correctly were
excluded during data cleaning. After removing invalid cases, 188 valid responses were
available for further analysis. The average response time was 6 min and 17 s. Of the 188
participants, 132 identified as female and 56 identified as male, resulting in over 70% of
participants being female and close to 30%beingmale.The average ageof the samplewas
29 years old, with ages ranging from 18 to 59. A substantial proportion of participants,
namely 71.2%, fell between the ages of 18 and 29 years old. 17.6% of participants are
aged between 30 and 39. Of all the participants, 39.4% hold a bachelor’s degree, while
20.7% have a master’s degree and 19.1% possess a baccalaureate. The remaining 20.8%
are distributed among other categories, with apprenticeships accounting for the largest
portion.

The survey revealed that 42.6% of respondents engage in online shopping two to
three times a month, followed by 20.2% who shop online once a month and 9% who
shop every two to three months. In addition, 19.1% shop online at least once a week.
Following the online shopping survey, respondents were polled about their familiarity
and prior experiencewith live streaming shopping. The survey results indicate that 56.9%
of the participants were aware of live stream shopping, 3.2% were unsure, and 39.9%
were unfamiliar. Of those surveyed, 9.6% had participated in live stream shopping while
1.6% were unsure, and 88.8% had never watched a live stream shopping event before
this survey.

Reliability Analysis. The reliability of a test refers to the reliability with which a
measurement instrument provides consistent measurement results for a group of items
in relation to a specific characteristic. Various methods are available in SPSS, whereby
Cronbach’s alpha is frequently used as a measure of reliability. For a sufficiently large
number of similar indicators, the degree of internal consistency of a scale is measured
using Cronbach’s alpha. This measure is based on the average correlation between the
indicators [64]. In this consistency analysis, the calculated value of Cronbach’s alpha
ranges from 0 to 1. A value closer to 1 indicates higher reliability and it can be assumed
that the items consistently measure the same characteristic [65]. Recommendations tend
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towardsminimumvalues of 0.7 or 0.8 [3.]. The results show that all itemsof the individual
variables display a high value of Cronbach’s alpha, they are therefore clearly reliable
and the items correlate (Table 3).

Table 3. Reliability Analysis

Item Cronbach’s Alpha Number of Items

ATTEX 0,769 5

EXPEX 0,795 4

TRUEX 0,852 4

ATTIN 0,884 5

EXPIN 0,886 4

TRUIN 0,909 4

ATT 0,867 10

EXP 0,873 8

TRU 0,898 8

PUI 0,898 3

5 Results

The section below outlines the results obtained from a survey of 188 participants in
Austria. First, we present the descriptive findings, followed by the statistical analysis
that addresses the research questions.

5.1 Descriptive Statistics

The survey findings revealed that 42.6% of participants shop online two to three times
monthly, while 20.2% make online purchases once a month, and only 9% shop online
bi-monthly. However, 19.1% of those surveyed shop online on aweekly basis. Following
the online shopping survey, respondents were queried about their prior familiarity and
engagementwith live stream shopping. The survey found that 56.9%of respondentswere
aware of live stream shopping, while 3.2% were not sure and 39.9% were unfamiliar
with the concept. The language used in the survey was precise and unambiguous while
adhering to proper grammar, metrics, and units. Among the respondents, 9.6% reported
participation in live stream shopping, 1.6% were unsure, and 88.8% had never watched
a live stream shopping event.

5.2 Statistical Tests to Verify the Research Questions

Before exploring any correlation or difference, it is crucial to conduct a normal dis-
tribution test. The mathematical test for normal distribution can be performed using
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tests like the Kolmogorov-Smirnov or Shapiro-Wilk tests. The variables tested, namely
EXP (expertise of both roles), EXPEX (expertise of the experts), EXPIN (expertise of
the influencers), ATTEX (Attractiveness of the experts), ATTIN (Attractiveness of the
influencers), TRU (Trust of both roles), TRUEX (Trust of the experts), TRUIN (Trust
of the influencers), and PUI (Purchase intention during live stream shopping) show sig-
nificant results (p < 0.05) in both Kolmogorov-Smirnov and Shapiro-Wilk tests [65].
These results clearly show that the data are not normally distributed. In contrast, the
ATT (attractiveness of both roles) variable clearly shows that it is not significant and is
therefore normally distributed (Table 4).

Table 4. Descriptive Statistics

Item MV SD K-S/pa S-W/p

ATT 3,63 0,631 0,066 0,055

ATTEX 3,71 0,657 <0,001 0,001

ATTIN 3,54 0,793 <0,001 0,003

EXP 3,21 0,659 <0,001 0,004

EXPEX 3,43 0,673 0,001 <0,001

EXPIN 2,99 0,821 <0,001 0,004

TRU 3,20 0,659 <0,001 0,002

TRUEX 3,15 0,686 <0,001 <0,001

TRUIN 3,25 0,796 <0,001 <0,001

PUI 2,19 0,907 <0,001 <0,001

(Note: Mean Value (MV), Standard Deviation (SD), Kolmogorov-Smirnov test (K-S), Shapiro-
Wilk (S-W) test).

RQ1. To answer RQ1, we will examine the correlation. The Pearson correlation
(r = 0.619) and the Spearman correlation (r = 0.580) both demonstrate a significant,
positive, andmediumcorrelation between attractiveness and trust.Wewill proceed to test
the correlation between expertise and trust. The Spearman correlation results showcase
a significant outcome (p= < 0.001), with a correlation coefficient of 0.551 (r= 0.551).
This indicates that there is a substantial, favorable, and average correlation between
expertise and confidence level. Additionally, we analyze the correlation between trust
and purchase intention in live stream shopping. The Spearman-Rho results demonstrate
a significant correlation between trust and purchase intention, as their significance is
nearly zero (p < 0.001). The correlation coefficient is 0.449 (r = 0.476). There is a
significant, positive but low correlation between trust and purchase intention (Table 5).

RQ2. The following test aims to determine if stream-ers’ characteristics differ based
onwhether experts or influencers moderate live stream shopping events. To assess differ-
ences between two dependent groups, utilize either theWilcoxon or T-test for dependent
samples, depending on the normal distribution and scale level. TheWilcoxon test allows
for the immediate comparison of two measured values for the same individuals. The
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Table 5. Correlations ATT, EXP, TRU and PUI

Item rp Sig. (2-tailed) rs Sig. (2-tailed)

ATT - TRU 0,619 <0,001 0,580 <0,001

EXP - TRU - - 0,551 <0,001

TRU - PUI - - 0,449 <0,001

Note: Pearson correlation (rp), Spearman correlation (rs), Significance (Sig.)

Wilcoxon test, a parameter-free method, is used to answer the second research ques-
tion (RQ2), as the variables are not normally distributed. The mean difference between
ATTEX and ATTIN is deemed highly significant (Z(n = 188) = −3.248, p = 0.001).
The test statistic for expertise is Z=−7.416 and the associated significance value is p=
< 0.001, indicating a significant difference. The central tendencies of the two variables
differ significantly (Z(n = 188) = −7.416, p < 0.001). Additionally, the linked sam-
ples demonstrated a difference in attractiveness and expertise. The respondents rated the
expert as more attractive and knowledgeable than the influencer (Table 6).

Table 6. Differences ATTEX-ATTIN and EXPEX-EXPIN

Item MV SD Z Asymp. Sig. (2-tailed)

ATTEX 3,71 0,657 −3,248 0,001

ATTIN 3,54 0,793

EXPEX 3,43 0,673 −7,416 <0,001

EXPIN 2,99 0,821

Note: Mean Value (MV), Standard Deviation (SD), Asymthotic Significance (Asymp. Sig.),

RQ3. To address the third research question (RQ3), we examined the correlation
between variables using Spearman’s correlation test due to the non-normal distribution
and ordinal data level. First, we present all variables related to the expert. The corre-
lation test reveals a significant, positive, and low correlation (r = 0.476) between the
expert’s attractiveness (ATTEX) and trustworthiness (TRUEX). A significant medium,
positive correlation exists between expertise (EXPEX) and trust (TRUEX) variables,
as demonstrated by the Spearman correlation analysis. To test the correlation between
a veteran’s trust (TRUEX) and purchase intention (PUI) during live stream shopping,
we conducted another analysis that showed a significant result (p < 0.001) with a cor-
relation coefficient of 0.409 (r = 0.409). Therefore, there is a significant, positive, but
low correlation between trust in the expert (TRUEX) and purchase intention (PUI). The
following section outlines the variables related to the influencer and the results of the
Spearman correlation analysis. The analysis reveals a significant result (p< 0.001) with
a correlation coefficient of 0.522 (r = 0.522), indicating a significant, positive, medium
correlation between the influencer’s attractiveness (ATTIN) and trust (TRUIN). The
Spearman-Rho analysis indicates a substantial association between influencer expertise
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and trust. The correlation coefficient is 0.476 (r= 0.476), indicating a positive yet weak
connection between EXPIN and TRUIN. It can be presumed that TRUIN and PUI in
live stream shopping also display a significant, positive but low correlation (Table 7).

Table 7. Correlations among variables

Item rs Sig. (2-tailed)

ATTEX - TRUEX 0,476 <0,001

ATTIN- TRUIN 0,522 <0,001

EXPEX - TRUEX 0,522 <0,001

EXPIN - TRUIN 0,476 <0,001

TRUEX - PUI 0,409 <0,001

TRUIN - PUI 0,390 <0,001

Note: Spearman correlation (rs), Significance (Sig.)

In summary, there is a significant, positive correlation between the expertise of
experts and the level of trust they inspire, as well as between the attractiveness of influ-
encers and the level of trust they inspire. Additionally, there is a significant, positive but
low correlation between the attractiveness of experts and the expertise and trust of influ-
encers, as well as the trust levels towards both experts and influencers, and the purchase
intention in live stream shopping. The table above displays the correlation between the
variables that were tested.

6 Discussion

The statistical tests revealed significant correlations and variations. The overall findings
indicate that streamer attractiveness and expertise have a positive and moderate effect
on trust. Furthermore, there is a significant yet small positive correlation between trust
and purchase intention. A higher level of trust in streamers is positively associated with
a greater intention to purchase during live stream shopping. Differences in the appeal
and competence of streamers were observed, contingent upon their position as experts
or influencers. This study aimed to analyze the influence of specific streamer traits on
trust andpurchase inclination during live streamshopping.Additionally, it scrutinized the
function of streamers, encompassing both experts and influencers. Through our research,
we were able to examine the issue previously raised regarding streamers in live stream
shopping in Austria. In this section, we answer the individual research questions and
provide an outlook.

The first research question (RQ1) could be answered based on empirical research.
Consequently, the attractiveness and expertise of the streamers positively influence trust.
Themore attractive and expert the streamers are, the higher the trust towards the streamers
by Austrians aged 18 to 59. Increased trust in the streamers is positively correlated with
an increased purchase intention for live stream shopping. These results are also consistent
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with previous studies, which were presented in the research statements. Nevertheless,
the descriptive results show that Austrians between the ages of 18 and 59 are less likely
to buy products from live stream shopping.

The study’s RQ2 utilized statistical methods to assess differences in the attraction
and competency of streamers, based on whether they were experts or influencers. The
findings indicate that experts were rated significantly higher than influencers in both
aspects.

The third research question (RQ3) was also answered based on empirical results. All
correlations could be confirmed significantly. Results indicate that attractiveness and
trust have a significantly stronger relationship for influencers than experts. Conversely,
expertise and trust tend to have a higher correlation for experts than influencers. Regard-
ing the relationship between trust and intent to purchase, there is a significant and similar
correlation for both factors.

Important Role of Experts in Livestream Shopping. The results suggest that the
expert received higher ratings than the influencer in both attractiveness and expertise.
Among experts, there were significant, positive correlations between trust and both
attractiveness and expertise, with a stronger correlation between trust and expertise.
Influencers showed a similar pattern, with a moderate correlation between trust and
attractiveness, and a weaker correlation between trust and expertise. The results sub-
stantiate previous research, such as the study conducted by [15], which proved that
expertise positively impacts trust. The correlation between trust and purchase intention
was significant, albeit small and positive. In conclusion, higher trust in streamers is
closely linked to increased intention to make a purchase during live stream shopping.
This result is in line with the study results of [31] and [52], which confirmed a significant,
positive influence of trustworthiness on the intention to buy.

Regardless of the statistical tests, the results of the descriptive analysis indicate
that the participants’ intention to buy products during live stream shopping is rather
low. Regarding purchase intention, it is unclear if test participants were able to answer
realistically due to the fact that a significant number of the respondents had never before
participated in a live stream shopping event.

7 Conclusion

Live stream shopping is highly prevalent and thoroughly researched in Asia, while only
a few studies have been conducted in Europe due to its nascent stage of development.
Despite this, the format shows great potential and provides numerous opportunities for
businesses to promote their products and services. The live stream shopping format
stands out for its engaging video content, use of streamers, and high level of interaction.
Studies show that in Austria, experts are perceived as more attractive and knowledgeable
than influencers in live stream shopping. As electronic and social commerce continue
to evolve, along with ongoing digitalization, new opportunities for research are opening
up. This creates new avenues for further investigation in this field.



62 F. Grassauer and A. Auinger

References

1. Guo, L., Hu, X., Lu, J., Ma, L.: Effects of customer trust on engagement in live streaming
commerce: mediating role of swift guanxi. INTR 31, 1718–1744 (2021). https://doi.org/10.
1108/INTR-02-2020-0078

2. Wongkitrungrueng, A., Assarut, N.: The role of live streaming in building consumer trust and
engagement with social commerce sellers. J. Bus. Res. 117, 543–556 (2020). https://doi.org/
10.1016/j.jbusres.2018.08.032

3. Kang, K., Lu, J., Guo, L., Li, W.: The dynamic effect of interactivity on customer engagement
behavior through tie strength: Evidence from live streaming commerce platforms. Int. J. Inf.
Manag. 56, 102251 (2022). https://doi.org/10.1016/j.ijinfomgt.2020.102251

4. Zhang, L.: The Development of Livestream Commerce in China (2022)
5. China Daily Information Co: Users of live streaming e-commerce increase. China Daily

Information Co, vol. 2022 (2022)
6. Guo, Y., Zhang, K., Wang, C.: Way to success: understanding top streamer’s popularity and

influence from the perspective of source characteristics. J. Retail. Consum. Serv. 64, 102786
(2022). https://doi.org/10.1016/j.jretconser.2021.102786

7. Li, Y., Peng, Y.: What drives gift-giving intention in live streaming? The perspectives of
emotional attachment and flow experience. Int. J. Hum.-Comput. Interact. 37, 1317–1329
(2021). https://doi.org/10.1080/10447318.2021.1885224

8. Xu, X., Huang, D., Shang, X.: Social presence or physical presence? Determinants of pur-
chasing behaviour in tourism live-streamed shopping. Tourism Manag. Perspect. 40, 100917
(2021). https://doi.org/10.1016/j.tmp.2021.100917

9. Handelsverband Österreich, Mindtake: Consumer-Check zum Thema Social Media Nutzung
in den Generationen X, Y & Z (2021)

10. Sun, Y., Shao, X., Li, X., Guo, Y., Nie, K.: How live streaming influences purchase intentions
in social commerce: an IT affordance perspective. Electron. Commer. Res. Appl. 37, 100886
(2019). https://doi.org/10.1016/j.elerap.2019.100886

11. Addo, C., Fang, J., Asare, A.O., Kulbo, N.B.: Customer engagement and purchase intention
in live-streaming digital marketing platforms. Serv. Ind. J. 41, 767–786 (2021). https://doi.
org/10.1080/02642069.2021.1905798

12. Heinemann, G.: Der neue Online-Handel. Geschäftsmodelle, Geschäftssysteme und Bench-
marks im E-Commerce. Springer, Wiesbaden (2022). https://doi.org/10.1007/978-3-658-203
54-2

13. Chen, H., Zhang, S., Shao, B., Gao,W., Xu, Y.: How do interpersonal interaction factors affect
buyers’ purchase intention in live stream shopping? The mediating effects of swift guanxi.
INTR 32, 335–361 (2021). https://doi.org/10.1108/INTR-05-2020-0252

14. Heo, J., Kim, Y., Yan, J.: Sustainability of live video streamer’s strategies: live streaming
video platform and audience’s social capital in South Korea. Sustainability 12, 1969 (2020).
https://doi.org/10.3390/su12051969

15. Wang, X., Aisihaer, N., Aihemaiti, A.: Research on the impact of live streaming marketing by
online influencers on consumer purchasing intentions. Front. Psychol. 13, 1021256 (2022).
https://doi.org/10.3389/fpsyg.2022.1021256

16. Rungruangjit, W.: What drives Taobao live streaming commerce? The role of parasocial
relationships, congruence and source credibility in Chinese consumers’ purchase intentions.
Heliyon 8, e09676 (2022). https://doi.org/10.1016/j.heliyon.2022.e09676

17. Lohmeier, L.: Hast du bereits über Live Shopping eingekauft? (2022). https://de-1statista-
1com-1007e9aly0e5b.han.ubl.jku.at/statistik/daten/studie/1377751/umfrage/nutzung-livesh
opping-altersgruppen/

https://doi.org/10.1108/INTR-02-2020-0078
https://doi.org/10.1016/j.jbusres.2018.08.032
https://doi.org/10.1016/j.ijinfomgt.2020.102251
https://doi.org/10.1016/j.jretconser.2021.102786
https://doi.org/10.1080/10447318.2021.1885224
https://doi.org/10.1016/j.tmp.2021.100917
https://doi.org/10.1016/j.elerap.2019.100886
https://doi.org/10.1080/02642069.2021.1905798
https://doi.org/10.1007/978-3-658-20354-2
https://doi.org/10.1108/INTR-05-2020-0252
https://doi.org/10.3390/su12051969
https://doi.org/10.3389/fpsyg.2022.1021256
https://doi.org/10.1016/j.heliyon.2022.e09676
https://de-1statista-1com-1007e9aly0e5b.han.ubl.jku.at/statistik/daten/studie/1377751/umfrage/nutzung-liveshopping-altersgruppen/


Influence of Streamer Characteristics on Trust and Purchase 63

18. Lohmeier, L.: Was findest du besonders attraktiv an Live Shopping im Inter-
net? (2022). https://de-1statista-1com-1007e9aly0e5b.han.ubl.jku.at/statistik/daten/studie/
1377762/umfrage/gruende-attraktivitaet-liveshopping/

19. Arvato Supply Chain Solutions, Tolouee, A., Dittmer, R.: Live-Shopping in Europa. Das neue
Must-have im Fashion-und Beauty-E-Commerce? (2021)

20. Richter, C.: E-Commerce Trends in China. Springer, Wiesbaden (2021). https://doi.org/10.
1007/978-3-658-33345-4

21. Chen, C.-D., Zhao, Q., Wang, J.-L.: How livestreaming increases product sales: role of trust
transfer and elaboration likelihood model. Behav. Inf. Technol. 41, 558–573 (2020). https://
doi.org/10.1080/0144929X.2020.1827457

22. Lohmeier, L.: Wer sollte Liveshopping-Events am besten durchführen: Influencer oder
Produktexperten? (2023). https://de-1statista-1com-1007e9aly0e5b.han.ubl.jku.at/statistik/
daten/studie/1387073/umfrage/umfrage-liveshopping-events-hosts-influencer-produktexper
ten-generation/

23. Webster, J., Watson, R.T.: Analyzing the past to prepare for the future: writing a literature
review. MIS Q. 26 (2002)

24. Cooper, H.M.: Organizing knowledge syntheses: a taxonomy of literature reviews. Knowl.
Soc. 1, 100–123 (1988)

25. Kitchenham, B.: Guidelines for performing Systematic Literature Reviews in Software Engi-
neering (2007)

26. Vom Brocke, J., Simons, A., Niehaves, B., Plattfaut, R., Cleven, A.: Reconstructing the giant:
on the importance of rigour in documenting the literature search process (2009)

27. Park, H.J., Lin, L.M.: The effects of match-ups on the consumer attitudes toward internet
celebrities and their live streaming contents in the context of product endorsement. J. Retail.
Consum. Serv. 52, 101934 (2020). https://doi.org/10.1016/j.jretconser.2019.101934

28. Cai, J., Wohn, D.Y., Mittal, A., Sureshbabu, D.: Utilitarian and hedonic motivations for live
streaming shopping. In: Ryu, H., Kim, J., Chambel, T., Bartindale, T., Vinayagamoorthy, V.,
Tsang Ooi, W. (eds.) Proceedings of the 2018 ACM International Conference on Interactive
Experiences for TV and Online Video, pp. 81–88. ACM, NewYork, NY, USA (2018). https://
doi.org/10.1145/3210825.3210837

29. Li, L., Kang, K., Zhao, A., Feng, Y.: The impact of social presence and facilitation factors on
online consumers’ impulse buying in live shopping – celebrity endorsement as a moderating
factor. ITP (2022). https://doi.org/10.1108/ITP-03-2021-0203

30. Dang-Van, T., Vo-Thanh, T., Vu, T.T., Wang, J., Nguyen, N.: Do consumers stick with good-
looking broadcasters? Themediating andmoderatingmechanisms ofmotivation and emotion.
J. Bus. Res. 156, 113483 (2023). https://doi.org/10.1016/j.jbusres.2022.113483

31. Sawmong, S.: Examining the key factors that drives live stream shopping behavior. Emerg.
Sci. J. 6, 1394–1408 (2022). https://doi.org/10.28991/ESJ-2022-06-06-011

32. Chen, C.-C., Lin, Y.-C.: What drives live-stream usage intention? The perspectives of flow,
entertainment, social interaction, and endorsement. Telematics Inform. 35, 293–303 (2018).
https://doi.org/10.1016/j.tele.2017.12.003

33. Hu, M., Chaudhry, S.S.: Enhancing consumer engagement in e-commerce live streaming via
relational bonds. INTR 30, 1019–1041 (2020). https://doi.org/10.1108/INTR-03-2019-0082

34. Ko, H.-C., Chen, Z.-Y.: Exploring the factors driving live streaming shopping intention,
pp. 36–40. https://doi.org/10.1145/3409891.3409901

35. Li, X., Li, Y., Cai, J., Cao, Y., Li, L.: Understanding the psychological mechanisms of impulse
buying in live streaming: a shopping motivations perspective, 811–820 (2021)

36. Li, Y., Li, X., Cai, J.: How attachment affects user stickiness on live streaming platforms: a
socio-technical approach perspective. J. Retail. Consum. Serv. 60, 1024781 (2021). https://
doi.org/10.1016/j.jretconser.2021.102478

https://de-1statista-1com-1007e9aly0e5b.han.ubl.jku.at/statistik/daten/studie/1377762/umfrage/gruende-attraktivitaet-liveshopping/
https://doi.org/10.1007/978-3-658-33345-4
https://doi.org/10.1080/0144929X.2020.1827457
https://de-1statista-1com-1007e9aly0e5b.han.ubl.jku.at/statistik/daten/studie/1387073/umfrage/umfrage-liveshopping-events-hosts-influencer-produktexperten-generation/
https://doi.org/10.1016/j.jretconser.2019.101934
https://doi.org/10.1145/3210825.3210837
https://doi.org/10.1108/ITP-03-2021-0203
https://doi.org/10.1016/j.jbusres.2022.113483
https://doi.org/10.28991/ESJ-2022-06-06-011
https://doi.org/10.1016/j.tele.2017.12.003
https://doi.org/10.1108/INTR-03-2019-0082
https://doi.org/10.1145/3409891.3409901
https://doi.org/10.1016/j.jretconser.2021.102478


64 F. Grassauer and A. Auinger

37. Liu, X., Kim, S.H.: Beyond shopping: the motivations and experience of live stream shopping
viewers, vol. 187–192 (2021). https://doi.org/10.1109/QoMEX51781.2021.9465387

38. Ming, J., Jianqiu, Z., Bilal, M., Akram, U., Fan, M.: How social presence influences impulse
buying behavior in live streaming commerce? The role of S-O-R theory. IJWIS 17, 300–320
(2021). https://doi.org/10.1108/IJWIS-02-2021-0012

39. Zhou, M., Huang, J., Wu, K., Huang, X., Kong, N., Campy, K.S.: Characterizing Chinese
consumers’ intention to use live e-commerce shopping. Technol. Soc. 67, 101767 (2021).
https://doi.org/10.1016/j.techsoc.2021.101767

40. Zhu, L., Li, H., Nie, K., Gu, C.: How do anchors’ characteristics influence consumers’
behavioural intention in livestream shopping? A moderated chain-mediation explanatory
model. Front. Psychol. 12, 730636 (2021). https://doi.org/10.3389/fpsyg.2021.730636

41. Ma, Y.: To shop or not: Understanding Chinese consumers’ live-stream shopping intentions
from the perspectives of uses and gratifications, perceived network size, perceptions of digital
celebrities, and shopping orientations. Telematics Inform. 59, 101562 (2021). https://doi.org/
10.1016/j.tele.2021.101562

42. Ma,Y.: Elucidating determinants of customer satisfactionwith live-stream shopping: an exten-
sion of the information systems success model. Telematics Inform. 65, 101707 (2021). https://
doi.org/10.1016/j.tele.2021.101707

43. Bao, Z., Zhu, Y.: Understanding customers’ stickiness of live streaming commerce platforms:
an empirical study based on modified e-commerce system success model. APJML 35, 775–
793 (2023). https://doi.org/10.1108/APJML-09-2021-0707

44. Lin, S.-C., Tseng, H.-T., Shirazi, F., Hajli, N., Tsai, P.-T.: Exploring factors influencing
impulse buying in live streaming shopping: a stimulus-organism-response (SOR) perspective.
APJML 35, 1383–1403 (2022). https://doi.org/10.1108/APJML-12-2021-0903

45. Liu, X., Wang, D., Gu, M., Yang, J.: Research on the influence mechanism of anchors’
professionalism on consumers’ impulse buying intention in the livestream shopping scenario.
Enterp. Inf. Syst. 17 (2022). https://doi.org/10.1080/17517575.2022.2065457

46. Zeng, Q., Guo, Q., Zhuang, W., Zhang, Y., Fan, W.: Do Real-time reviews m? Examining
how bullet screen influences consumers’ purchase intention in live streaming commerce. Inf.
Syst. Front. (2022). https://doi.org/10.1007/s10796-022-10356-4

47. Dong, X., Liu, X., Xiao, X.: Understanding the influencing mechanism of users’ participation
in live streaming shopping: a socio-technical perspective. Front. Psychol. 13, 1082981 (2023).
https://doi.org/10.3389/fpsyg.2022.1082981

48. Gao, W., Jiang, N., Guo, Q.: How do virtual streamers affect purchase intention in the live
streaming context? A presence perspective. J. Retail. Consum. Serv. 73, 103356 (2023).
https://doi.org/10.1016/j.jretconser.2023.103356

49. Hwang, J., Youn, S.: From brick-and-mortar to livestream shopping: product information
acquisition from the uncertainty reduction perspective. Fash Text 10 (2023). https://doi.org/
10.1186/s40691-022-00327-3

50. Joo, E., Yang, J.: How perceived interactivity affects consumers’ shopping intentions in live
stream commerce: roles of immersion, user gratification and product involvement. JRIM
(2023). https://doi.org/10.1108/JRIM-02-2022-0037

51. Liao, J., Chen, K., Qi, J., Li, J., Yu, I.Y.: Creating immersive and parasocial live shopping
experience for viewers: the role of streamers’ interactional communication style. JRIM 17,
140–155 (2023). https://doi.org/10.1108/JRIM-04-2021-0114

52. Tian, B., Chen, J., Zhang, J., Wang,W., Zhang, L.: Antecedents and consequences of streamer
trust in livestreaming commerce. Behav. Sci. (Basel, Switzerland) 13 (2023). https://doi.org/
10.3390/bs13040308

53. Wu, D., Wang, X., Ye, H.J.: Transparentizing the “Black Box” of live streaming: impacts
of live interactivity on viewers’ experience and purchase. IEEE Trans. Eng. Manag. 1–12
(2023). https://doi.org/10.1109/TEM.2023.3237852

https://doi.org/10.1109/QoMEX51781.2021.9465387
https://doi.org/10.1108/IJWIS-02-2021-0012
https://doi.org/10.1016/j.techsoc.2021.101767
https://doi.org/10.3389/fpsyg.2021.730636
https://doi.org/10.1016/j.tele.2021.101562
https://doi.org/10.1016/j.tele.2021.101707
https://doi.org/10.1108/APJML-09-2021-0707
https://doi.org/10.1108/APJML-12-2021-0903
https://doi.org/10.1080/17517575.2022.2065457
https://doi.org/10.1007/s10796-022-10356-4
https://doi.org/10.3389/fpsyg.2022.1082981
https://doi.org/10.1016/j.jretconser.2023.103356
https://doi.org/10.1186/s40691-022-00327-3
https://doi.org/10.1108/JRIM-02-2022-0037
https://doi.org/10.1108/JRIM-04-2021-0114
https://doi.org/10.3390/bs13040308
https://doi.org/10.1109/TEM.2023.3237852


Influence of Streamer Characteristics on Trust and Purchase 65

54. Yin, J., Huang, Y.,Ma, Z.: Explore the feeling of presence and purchase intention in livestream
shopping: a flow-based model. JTAER 18, 237–256 (2023). https://doi.org/10.3390/jtaer1801
0013

55. Zhang, L., Chen, M., Zamil, A.M.A.: Live stream marketing and consumers’ purchase inten-
tion: an IT affordance perspective using the S-O-R paradigm. Front. Psychol. 14, 1069050
(2023). https://doi.org/10.3389/fpsyg.2023.1069050

56. Erdogan, B.Z.: Celebrity endorsement: a literature review. J. Mark. Manag. 15, 291–314
(2010). https://doi.org/10.1362/026725799784870379

57. Riley, M.W., Hovland, C.I., Janis, I.L., Kelley, H.H.: Communication and persuasion: psy-
chological studies of opinion change. Am. Sociol. Rev. 19, 355 (1954). https://doi.org/10.
2307/2087772

58. Ohanian, R.: Construction and Validation of a Scale to Measure Celebrity Endorsers’ Per-
ceived Expertise, Trustworthiness, and Attractiveness. J. Advert. 19, 39–52 (1990). https://
doi.org/10.1080/00913367.1990.10673191

59. Mat, W.R.W., Kim, H.J., Manaf, A.A.A., Ing, G.P., Adis, A.-A.A.: Young Malaysian con-
sumers’ attitude and intention to imitate Korean celebrity endorsements. AJBR 9 (2020).
https://doi.org/10.14707/ajbr.190065

60. Dodds, W.B., Monroe, K.B., Grewal, D.: Effects of Price, Brand, and Store Information on
Buyers’ Product Evaluations. J. Mark. Res. 28, 307 (1991). https://doi.org/10.2307/3172866

61. Schweiger, G., Schrattenecker, G.: Werbung. Einführung in die Markt- und Markenkommu-
nikation: mit Expertenbeiträgen von Andreas Strebinger sowie Barbara Khayat und Stefan
Schiel. UTB; UVK Brtlsh, Konstanz, München (2021)

62. Gupta, R., Kishor, N., Verma, D.: Construction-and-Validation-of-a-Five-Dimensional-
Celebrity-Endorsement-Scale-Introducing-the-Pater-Model (2017)

63. Brosius, H.-B., Haas, A., Unkel, J.: Methoden der empirischen Kommunikationsforschung.
Eine Einführung. Springer, Wiesbaden (2022). https://doi.org/10.1007/978-3-531-94214-8

64. Eckstein, P.P.: Angewandte Statistik mit SPSS. Springer, Wiesbaden (2016). https://doi.org/
10.1007/978-3-658-10918-9

65. Braunecker, C.: How to do Empirie, how to do SPSS. Eine Gebrauchsanleitung. UTBGmbH;
facultas, Stuttgart, Wien (2016)

66. Janssen, J.: Statistische Datenanalyse mit SPSS. Eine anwendungsorientierte Einführung in
das Basissystem und das Modul Exakte Tests. Springer, Heidelberg (2017). https://doi.org/
10.1007/978-3-662-53477-9

https://doi.org/10.3390/jtaer18010013
https://doi.org/10.3389/fpsyg.2023.1069050
https://doi.org/10.1362/026725799784870379
https://doi.org/10.2307/2087772
https://doi.org/10.1080/00913367.1990.10673191
https://doi.org/10.14707/ajbr.190065
https://doi.org/10.2307/3172866
https://doi.org/10.1007/978-3-531-94214-8
https://doi.org/10.1007/978-3-658-10918-9
https://doi.org/10.1007/978-3-662-53477-9

	Influence of Streamer Characteristics on Trust and Purchase Intention in Live Stream Shopping
	1 Introduction
	2 Theoretical Background
	2.1 Live Stream Shopping in Europe
	2.2 Role of Streamers in Live Stream Shopping
	2.3 Literature Review
	2.4 The Author of This Paper has Developed the Procedure for the Literature Research and Analysis Based on [23–26]

	3 Research Model
	3.1 Attractiveness
	3.2 Expertise
	3.3 Trustworthiness
	3.4 Purchase Intention

	4 Methodology
	4.1 Online Survey
	4.2 Survey Sample

	5 Results
	5.1 Descriptive Statistics
	5.2 Statistical Tests to Verify the Research Questions

	6 Discussion
	7 Conclusion
	References


