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Conclusion: The study discusses the influence mechanism of the e-commerce supply chain on user stickiness based on the
SOR and Flow Theory model. Social responsibility moderate the relationship between purchase behavior and user stickiness.

With the exception that LQ has no significant effect on the FE, all the other hypotheses are verified.

Public summary

m Product quality, brand endorsement, order efficiency, platform services, promotional discounts, and opinion leaders are
significant, but logistics quality is not related to the flow experience.

m Flow experience has a significant effect on purchase behavior, and purchase behavior has a positive effect on user
stickiness.

m Social responsibility significantly positively moderates the relationship between purchase behavior and user stickiness.
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Abstract: As Internet media technologies continue to evolve, live streaming services have become increasingly influential
in social life. The purpose of this paper is to develop a model between the e-commerce supply chain and user stickiness in
the context of live streaming services on the basis of the SOR and flow theory models. Data were collected via a question-
naire and structural equation modeling via AMOS 26.0 software. The empirical results of 395 questionnaires indicate that
product quality, brand endorsement, order efficiency, platform services, promotional discounts, and opinion leaders are
significant, but that logistics quality is not related to the flow experience. Flow experience has a significant effect on pur-
chase behavior, and purchase behavior has a positive effect on user stickiness. The results show that social responsibility
significantly positively moderates the relationship between purchase behavior and user stickiness. The findings have im-

portant implications for the development of e-commerce and provide some additions to research in this area.
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1 Introduction

As internet media technologies continue to evolve, live
streaming services have become increasingly influential in so-
cial life and continue to be used by users as an emerging ser-
vice model that replaces traditional broadcast media services
as a cheap and interesting alternative'!. During the epidemic,
the nationwide stagnation of the real economy facilitated a
continuous shift in consumer behavioral habits online™. From
live online classes to live bandwagons, live streaming ser-
vices have not only reshaped the shape of various industries
but also deepened consumers’ dependence on them. Even
today, the inertia of consumers’ thinking about live stream-
ing services has not abated. According to the China Internet
Network Information Centre (CNNIC), which released the
“50th China Internet Development Statistical Report” data, as
of June 2022, the number of online shoppers in China had
reached 841 million, accounting for 80.0% of all internet
users. The explosive growth of the live e-commerce industry
has successfully transformed the traditional consumer in-
dustry®, accelerating the pace of physical commerce to digit-
al transformation.

As an increasing number of internet platforms become in-
volved in e-commerce business, users’ online consumption
channels gradually diversify. As a result, the attention of
users and the cost investment of live e-commerce enterprises
make e-commerce enterprises pay increasing attention to the
core competitiveness of the supply chain®. Compared with
the traditional supply chain, live e-commerce shortens the

links in the supply chain, in which the products in live e-com-
merce refer to the suppliers and producers, the anchor is a col-
lection of distributors and retailers, supported by the live
broadcasting platform™, and the whole process is linked by
the logistic service, which finally reaches the consumers.
Therefore, from the perspective of the supply chain, the basic
business process of live e-commerce consists of five
parts—the supply side, the platform side, the sales side, the
transport side, and the consumer side—which correspond to
the five links of the business value chain, such as suppliers,
live e-commerce platforms, e-commerce anchors, logistics,
and consumers, respectively. In this study, the anchor and the
e-commerce live platform are considered as one link, consid-
ering that the anchor’s behavior relies on the live platform. In
the supply chain link, the consumer, as the most directly af-
fected party, understanding the impact of each link of the e-
commerce live supply chain on user perception helps enter-
prises gain a more detailed and intuitive understanding of user
demand, optimizes the supply chain management strategy, en-
hances the supply chain management efficiency of e-com-
merce enterprises, and improves the quality of the live broad-
casting service and the competitiveness of enterprises®. Con-
sequently, research on how the supply chain of live e-com-
merce affects user behavior in a live service context is highly
important.

In the context of live-stream e-commerce, there are no ab-
solute boundaries between the various segments of the sup-
ply chain, and each segment plays a key role in influencing
consumer decisions'”. In the live-stream e-commerce model,
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suppliers and manufacturers can bypass traditional distribu-
tion, agency and advertising channels and work directly with
anchors to offer competitive prices to consumers'”. This ap-
proach not only shortens the distance between consumers and
products but also accelerates product iterations and updates.
Logistics plays a critical role as the link between suppliers,
anchors and consumers, ensuring seamless delivery™. The in-
tegration of these elements creates a unified consumer experi-
ence where product quality suppliers, logistics and engaging
live streaming interactions work together to influence the con-
sumer’s decision-making process and ultimately their pur-
chase behavior and stickiness. In this case, the roles of each
segment are complementary, not hierarchical. Therefore, this
study treats these three segments equally, which helps to gain
a more comprehensive understanding of the impact of each
segment in the e-commerce supply chain on consumer
behavior.

However, the dramatic increase in the number of live e-
commerce enterprises can lead to the emergence of problems
such as user turnover and loyalty reduction while giving users
more choices. In the existing stage, after live e-commerce has
experienced an explosive period, many live e-commerce com-
panies have taken building user stickiness as their goal™. Al-
though most of the discussions on the factors influencing user
stickiness in the context of live streaming services have fo-
cused on the emotional level”, as competition in the e-com-
merce industry has become increasingly intense and the cen-
ter of gravity of enterprises has shifted, such as supply chain
management, the enhancement of customer loyalty has re-
ceived increasing attention. In fact, every link in the e-com-
merce supply chain has an impact on the perception of user
behavior, a good perceptual experience can induce an im-
mersive experience, and users with a high immersive experi-
ence are highly engaged, which in turn generates positive
emotions and ignores the passage of time. Previous studies
have shown that immersive experience contributes to user
purchase behavior, which in turn affects the generation of
user stickiness'”. Therefore, it is essential to study how the
supply chain of live e-commerce affects user stickiness to
guide the development of the industry.

In this research, we constructed a mechanism model of
how the live e-commerce supply chain affects user stickiness
on the basis of the stimulus—organism-response (SOR) frame-
work in the context of live streaming services, and the SOR
theoretical model has been widely used in the study of user
behavior in the context of online live streaming!". There are
three key elements in the S-O-R model, i.e., stimulus, organ-
ism and response. Among them, in the live streaming service
context, three links in the supply chain of the live streaming e-
commerce enterprise act as external stimuli (S), i.e., the sup-
plier link, the logistics link, and the live streaming link, which
have an impact on the user’s cognitive—emotional impact (O)
and produce an immersive experience. Then, the immersive
experience state (O) triggered by the positive sense of experi-
ence causes the user to make a purchase, which in turn gener-
ates a repeated willingness to watch and purchase, i.e., sticky
behavior (R).

In addition, this study highlights the gap between purchase
behavior and user stickiness. Most of the current research on
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live e-commerce supply chains focuses on single, random be-
haviors!'”, and there are fewer studies on further user sticki-
ness. In fact, users may be influenced by intermediate factors,
and purchase behavior does not necessarily lead to user sticki-
ness. In particular, they live with goods in the “traffic code”
at the same time but also face the dilemma of being difficult
to regulate; the e-commerce industry service group is very
large, and the responsibility of the enterprise has a more ex-
tensive impact. However, in recent years, anchor tax evasion,
fake sales, the fabrication of data and other behaviors have
endlessly affected both consumers and society; "Viya tax eva-
sion case" and “Simba fake bird’s nest event” have caused
widespread social concern as well as the entire live broadcast-
ing e-commerce industry. Ref. [13] reported that CSR has a
positive effect on the generation of air travelers’ loyalty. Ref.
[14] demonstrated that corporate social responsibility aware-
ness strengthens users’ trust and promotes the generation of
purchase intentions. Therefore, this study considers the inclu-
sion of social responsibility in the model to narrow the gap
between user purchase behavior and user stickiness.

The contributions of this study are threefold. First, the sup-
ply chain is very important to the competition between live e-
commerce companies, but the current research has less macro
research on the whole chain of the supply chain, and this
study combines all the links of the supply chain to compre-
hensively consider the role relationships among the supplier
link, the live streaming link, the logistics link, and the con-
sumption link. Second, this study explores the influencing
factors of user stickiness from the perspective of the service
provider (i.e., the user’s perspective). Most of the literature on
live streaming services focuses on a single user’s behavior,
which includes participation in pop-up behaviors, persistent
viewing behaviors, purchasing behaviors, impulsive con-
sumption, etc.">'"l. There has been little research on the issue
of users’ recurring behavioral stickiness over a longer period
of time. Third, this study attempted to explore the difference
between purchase behavior and user stickiness. In most of the
current studies, the analysis of user stickiness usually fails to
go further and more often stops at the analysis of a single pur-
chase behavior of live e-commerce consumers. This study in-
vestigated the reasons for the gap between purchase behavior
and user stickiness through the influence of social responsib-
ility.

2 Research hypotheses

2.1 SOR model

The stimulus—organism-response (SOR) framework was ori-
ginally proposed by Mehrabian and Russell"”. There are three
key elements in the SOR model, namely, the stimulus, the or-
ganism and the response. As external stimuli, environmental
stimuli can be expressed in different forms, such as website
features, marketing stimuli, environmental stimuli and con-
textual stimuli. Organism refers to individual states (e.g., af-
fective state and arousal) and cognitive conditions (e.g., the
cognitive state of the product)'. The response generally
refers to the behavioral reactions that occur as a result of
changes in individual states after an individual passes through
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an external stimulus, such as purchase behavior, impulsive
behavior, and green behavior. In recent years, SOR theoretic-
al models have been widely applied to the study of user beha-
vior in the context of online live streaming. For example,
based on SOR theory, a study constructed a model of the in-
fluence of online celebrities and reviews on consumers in the
same context and verified how the consistency of the two af-
fects users’ purchase intentions'". Another study used the
SOR model to investigate the influencing mechanisms of at-
mospheric cues, such as background visual complexity and
music tempo, in customers’ live-stream shopping!”. One
study explored the effects of the background fit of e-com-
merce live streaming on consumers’ purchase intentions and
the relevant internal psychological mechanism on the basis of
the SOR model™”. The application of the SOR model in the
context of online live streaming has been widely used by
scholars and is very mature. Therefore, this study chooses the
SOR model as the research basis to construct a model of the
impact of the supply chain of live e-commerce enterprises on
user stickiness in the context of live service.

First, in the live service context, the three links of the sup-
ply chain of live e-commerce enterprises act as external stim-
uli (S), i.e., the supplier link, the logistics link, and the live
broadcasting link, which have an impact on users’ cognitive-
emotional impact (O) and produce an immersive experience.
Then, the immersive experience state (O) triggered by the
positive experience makes the user generate purchase behavi-
or, which in turn generates repeated viewing and purchase
willingness, i.e., user sticky behavior (R). The immersive rest
experience plays a mediating role between the live e-com-
merce supply chain and purchase behavior, and purchase be-
havior plays a mediating role between the immersive experi-
ence and user stickiness. Finally, this study also examines the
moderating role of social responsibility in the process from
purchase behavior to user stickiness.

2.2 Flow theory

Flow theory was developed by Mihaly Csikszentmihalyi, who
emphasized that when an individual reaches a state of high
concentration while engaging in an activity, he or she experi-
ences total immersion™. In this state, the individual’s atten-
tion is completely focused on the activity, forgetting self and
time. In the context of live streaming e-commerce, flow the-
ory can explain the impact of users’ immersion experience on
their purchase and stickiness behavior well. According to the
theory, users who are able to enter a highly focused and im-
mersed mental state while watching a live broadcast ignore
the passage of time and pay strong attention to the live broad-
cast content and the goods displayed by the anchor™. In the
process, the anchor’s interaction, product displays and promo-
tions, and other external stimuli prompt the user to enter the
flow experience and enhance his or her participation. The
pleasure and immersion generated by users in the flow experi-
ence can significantly increase the likelihood of their pur-
chase decision and lead them to exhibit repeat purchase beha-
vior and greater stickiness. Thus, the theory serves as a psy-
chological mechanism that explains how users become attrac-
ted to a live streaming platform through a highly immersive
experience and remain loyal to the platform.

-3

In addition, the role of platform services, promotions and
opinion leaders has a key influence on the mobility experi-
ence. High-quality live platform services, such as the platform’
s ease of use, interactivity, and information richness, can help
users enter the mobility experience quickly, increasing their
desire to buy and stay longer™. Time-limited promotions and
interactions with opinion leaders can further increase users’
focus, causing them to lose their sense of time during the
shopping process and contributing to impulsive buying beha-
vior. Through the mobile experience, users can obtain not
only a good shopping experience but also long-term con-
sumption habits and platform dependence, further improving
the stickiness of the live e-commerce platform. Therefore,
live e-commerce companies should focus on optimizing the
user flow experience and enhancing the user’s sense of im-
mersion to promote purchase behavior and increase user
stickiness.

2.3 Supplier segment

In reviewing the previous literature, we find that studies of
the supply chain mainly start from the supplier’s perspective,
considering the supplier’s technological innovation capability,
the quality of the products offered, and so on™*. From the user
perspective, the most intuitive thing for the user to feel is the
information of the product itself, so we consider only product
quality and brand advocacy to be included in the supplier
link.

2.3.1 Product quality

Product quality is the consumer’s subjective evaluation of the
purchased good and intuitive perception of its quality. The
more the consumer evaluates the quality of the commodity,
the more likely they are to have a positive feeling. This is un-
der the influence of the same factors, such as monetary pay-
ments and search costs. The above analysis concludes that
product quality can positively affect the consumer flow exper-
ience.

In the context of a live service, consumers are more likely
to obtain information about product quality. Anchors who dis-
play and try out the products in the live broadcast room share
their experiences of using the products and word-of-mouth
evaluations on the pop-up screen. This delivers information
about the quality of the product content directly to consumers.
Consumers quickly and intuitively assess product quality and
perceive recommended products in live broadcasts as durable
and reliable. Additionally, they consider whether products
meet their unique needs, which leads to immersive thinking
about the products and impacts their flow experience. Ref.
[25] reported that product quality positively impacts custom-
er satisfaction, which generates user concentration in the live
room, promoting an immersive experience.

In live shopping, consumers gain detailed product informa-
tion and a clear understanding of product quality through live
video, which positively impacts their immersive experience.
Building on this, the present paper proposes the following hy-
pothesis:

H1: Within the context of live services, the product quality
supplied by the provider has a positive effect on the flow
experience.
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2.3.2 Brand awareness

Brand awareness refers to consumers’ ability to know or re-
call a brand. This includes the degree to which consumers are
familiar with the brand, its commitment to quality, and the
strength of the firm. It is also a crucial predictor of product
performance™.

When choosing a product, consumers use brand awareness
as a reference factor””. They generally believe that a brand
with high awareness will be more reliable than less known
brands. Consumers tend to default to brands that offer better
quality products, services, and performance, thus forming a
positive sentiment toward the consumer in the live room.
Moreover, Ref. [28] demonstrated that in live shopping, con-
sumers lack systematic knowledge about the real situation of
the product. They also reported that well-known brands are
more likely to attract consumers and provide an immersive
experience. Similarly, Ref. [29] reported that brand aware-
ness serves as an external signal that influences consumer im-
mersion.

In summary, brand awareness, as an external signal, af-
fects consumer flow experience. On this basis, this paper pro-
poses hypothesis H2.

H2: In the live service context, brand awareness provided
by the provider has a positive effect on the flow experience.

2.4 Logistics link

According to previous studies in the context of online shop-
ping, the logistics link is influenced primarily by factors such
as order efficiency, delivery quality, delivery price, and cus-
tomer service™. As the majority of online purchases in the
live e-commerce supply chain are packaged, the cost of lo-
gistics delivery is not taken into account in this study. Fur-
thermore, delivery quality and customer service can be
grouped together as the users’ perceived logistics quality.
Consequently, for this logistics chain, we choose to analyze
order efficiency and logistics quality as the factors of interest.

2.4.1 Order efficiency

Order efficiency refers to whether an e-commerce company
can deliver products to users in good condition within the
promised time. Product delivery is a major challenge for on-
line sellers, including live e-commerce companies, including
orders even when they are processed, short product delivery
cycles and products delivered in good condition.

A good product delivery time can ensure that the product
arrives in good condition, reduce the possibility of product
damage, and guarantee consistency between the physical
product and the state of the product shipped by the live
streaming merchant as much as possible, thereby improving
user perception and creating a positive flow experience.
Moreover, Ref. [31] reported that efficient order efficiency
can improve the user’s satisfaction with the merchant and en-
hance the user’s emotional experience of live shopping,
which contributes to the establishment of a good relationship
between the two parties and improves the consumer’s flow
experience. Ref. [32] confirmed that the fulfillment of a
product or service schedule negatively affects a user’s per-
ceived risk and improves the user’s perception of positive
emotions.

In summary, efficient order fulfillment reflects the profes-
sional competence and strength of live e-commerce. If con-
sumers do not receive the products they purchased in the live
broadcast on time, it will generate negative emotions toward
the live merchant, which is considered not reliable enough,
and thus reduce the degree of concentration on the live broad-
cast. On this basis, this paper proposes hypothesis H3.

H3: Order efficiency has a positive effect on flow experi-
ence in a live service context.

2.4.2 Logistics quality

Logistics quality refers to the level of an organization’s abil-
ity to meet the logistics needs of its customers. In the context
of live e-commerce platforms, logistics services are provided
mainly in collaboration with third-party logistics companies.
A previous study emphasized that logistics services should be
customer-centric, making the definition and evaluation of lo-
gistics quality highly significant™*.

In the context of e-commerce live broadcasting, logistics
services have already been a crucial factor in enhancing the
core competitiveness of enterprises. The consumer experi-
ence of shopping in a live streaming room is heavily influ-
enced by logistics services®. According to Ref. [35], the
quality of logistics services has a positive effect on customer
satisfaction.

A prompt, dependable, secure, and faultless logistics ser-
vice system during live shopping contributes to producing a
pleasant shopping experience and ultimately positively im-
pacts the flow experience. On this basis, this paper proposes
hypothesis H4.

H4: Logistics quality has a positive effect on the flow ex-
perience in a live service context.

2.5 Live streaming session

Previous studies have focused on the influence of live stream-
ing sessions on user behavior through three factors: platforms,
promotions, and anchor influencers®™ . This study considers
the influence of live streaming sessions on user behavior
through platform services, promotional discounts, and opin-
ion leaders.

2.5.1 Platform services

The concept of e-service quality was first introduced by three
scholars, Parasurman, Zeithaml, and Malhotra, who defined e-
service quality (e-service quality or e-sQ) as a metric that ex-
presses whether product screening, payment, and delivery of
goods on a website are efficient”™. The definition of live e-
commerce platform service in this study is from the consumer’
s perspective, which examines factors such as ease of use of
the live platform, accuracy and richness of information, and
caring customer service.

It has been proven that website quality design, which is a
dimension of service quality, can significantly influence users’
attitudes. Moreover, a study”™ reported that e-service quality
has an effect on consumer perceptions in the context of auc-
tions. Ref. [40] also reported that if users are satisfied with a
company’s products and services, their attitudes toward the
company are more positive. Thus, platform service reliability
affects consumers’ affective responses.
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In the live service context, the more detailed and consider-
ate the service provided by the platform to the consumer, the
more likely the consumer is to have positive emotional factors
toward the live room and the greater the willingness to stay in
the live room, which can positively influence the flow experi-
ence. Therefore, hypothesis HS is proposed.

HS: In the live service context, live e-commerce platform
services positively affect users’ perceptions of the flow
experience.

2.5.2 Promotional discounts

When consumers shop online, price is the main factor, and
they are more sensitive to price than traditional consumers
are.

Promotional discounts are critical factors that encourage
consumers to enter live rooms and prolong their stay while
living. Merchants have launched various promotional dis-
counts, including exclusive live prices, bonuses, limited-time
activities, full reductions, etc. According to a previous
study!!), these various promotional discounts can give con-
sumers the impression of a price reduction on the products,
catch the majority of consumers’ attention, and extend their
viewing hours of the live broadcast. This, in turn, can in-
crease the likelihood of consumers engaging in further pur-
chasing behavior and improve their immersive experience.

Live streaming with goods offers promotional discounts in
the form of time-limited seconds, coupons and gifts to win the
customers’ favor. This can create the perception of good
value for money, generate a positive emotional response, and
cause customers to ignore time. Therefore, this paper sug-
gests Hypothesis H6:

H6: Promotional discounts in the live room positively af-
fect users’ perceptions of flow experience in the context of
live service.

2.5.3 Opinion leaders

Opinion leaders are influential figures within a team who pos-
sess outstanding abilities in certain areas, a broad social
range, and access to multiple sources of information. They
have the ability to influence the attitudes of most people. In
this paper, opinion leaders specifically refer to reddit anchors
or subanchors in e-commerce live streaming platforms who
tend to have high visibility in certain areas.

In the context of live streaming services, opinion leaders
usually refer to celebrity anchors who have introduced and re-
commended specific products or brands in an engaging and
innovative manner. Initially, consumers enter the live broad-
casting room to watch first, but opinion leaders influence their
interests, making them interested in certain products or an-
chors. In this state of mind, consumers become easily im-
mersed in the live broadcasting room, disregarding their ini-
tial reasons for entry and time. Ref. [42] reported that opin-
ion leaders positively affect consumers’ intentions to pur-
chase. Thus, we propose the following hypothesis H7.

H7: Opinion leaders in the live streaming room have a pos-
itive effect on users’ perceptions of the flow experience in a
live service context.

2.6 Flow experience

Flow experience is a psychological state in which people be-
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come fully engaged in an activity, leading them to disregard
their surroundings and lose track of time'. It is characterized
by a positive and optimal emotional state that triggers sub-
sequent consumer behaviors.

Flow experience evokes positive emotions in consumers,
which in turn affects their purchasing behavior. It is a key
factor in predicting users’ purchasing behavior, and studies
have shown that the flow experience generated by online
shopping has a positive effect on purchasing behavior M.
Consumers’ purchase intentions may increase when the flow
experience is strong. This, in turn, stimulates the purchasing
behavior of consumers.

In a live streaming scenario, consumers are stimulated by
various factors in the environment, such as people and things.
This stimulation leads consumers to ignore the passage of
time and focus on live streaming marketing activities, thereby
triggering their intrinsic feelings of pleasure and enjoyment.
As a result, consumers enter a state of concentration and im-
mersion, which motivates them to make a purchase and stim-
ulates their purchasing behavior'”. The above analysis leads
to the proposal of hypothesis H8.

H8: In the live service context, the more positive the user’s
flow experience is, the easier it is to generate purchase
behavior.

2.7 Differences between purchase behavior and sticki-
ness and social responsibility

User stickiness refers to the behavioral manifestation of re-
peated viewing and purchasing and is also one of the mani-
festations of user loyalty. In the context of live streaming ser-
vices, users promote only the subsequent generation of user
stickiness on the basis of having one successful purchase be-
havior. Therefore, users’ purchasing behavior in live e-com-
merce significantly and positively affects the generation of
stickiness. However, the process of generating between beha-
vior and stickiness is disrupted by external factors, and nar-
rowing the gap between purchase behavior and user sticki-
ness can provide powerful help to promote consumer loyalty
and recognition of live e-commerce platforms and supply
chain management of live e-commerce enterprises.

From the perspective of user perception, the information
disseminated through social media, consumer comments and
self-judgment are all capable of forming perceptual judg-
ments of the anchor’s social responsibility performance, i.e.,
social responsibility perceptions. In this study, from the per-
spective of user perception, social responsibility can be used
to measure the social responsibility of anchors and live e-
commerce platforms. Therefore, the concept of social re-
sponsibility actually describes the attitudes and behaviors of
anchors and e-commerce companies toward social responsib-
ility from a third-party perspective (i.e., users). A previous
study" showed that CSR has a positive effect on the creation
of loyalty among air travelers. Ref. [14] demonstrated that
corporate awareness of social responsibility strengthens users’
trust and promotes the generation of purchase intentions.
When users perceive that anchors have high moral literacy
and social responsibility, user stickiness inspired by single,
random purchases will be further strengthened, whereas when
users believe that anchors and e-commerce enterprises do not
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fulfill their social responsibility well and when negative
events are exposed, the likelihood of generating repurchases
and the role played by users will be significantly reduced. In
the long run, the social responsibility performance of anchors
and e-commerce enterprises has a significant moderating ef-
fect on users’ willingness to use them again and repurchase
and behavior.

In summary, this paper proposes hypotheses H9 and H10.

H9: In the live service context, the more positive the user’s
purchase behavior, the stronger the resulting user stickiness.

H10: In the live service context, the social responsibility of
live e-commerce enterprises can promote users’ repeated pur-
chase behavior.

The preceding analysis leads to the research framework
presented in Fig. 1.

3 Method

3.1 Sample and data collection

The starting date of the formal questionnaire was from 30th
October 2022 to 10th January 2023, and the questionnaire
was distributed online through Question Star, considering that
the study group consists of users who have made live web-
cast purchases, and the online questionnaire limits this scope
to a certain degree. The question star is powerful, user
friendly, low cost and easy to operate. This helped us find age-
appropriate participants who met our requirements. In addi-
tion, to control the quality and completeness of completion,
the questionnaire was paid online to encourage the respond-
ents to fill out the questionnaire carefully. The data collected
were obtained with the approval of the ethics committee of
Beijing Technology and Business University Scientific Re-
search Ethics Committee, and informed consent was obtained
from all individual participants during the data collection pro-
cess. The data constitute a self-assessment questionnaire in
which the participants voluntarily participated; the question-

Product
quality
Brand
awareness

Logistics
qualit

Supplier segment

Flow
experience

Logistics link

Platform
services
Promotional
discounts
Opinion
leaders

Fig. 1. Research framework.

session

Live streaming
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naire was distributed through the Questionnaire Star form in
China (https://www.wjx.cn).

Moreover, when the questionnaire was distributed, the re-
striction of “no IP address duplication” was set on the ques-
tionnaire to avoid duplication of the questionnaire by the
same respondent to guarantee the quality of the questionnaire.
To guarantee the accuracy of the survey scope, the question-
naire included the item “Have you ever watched live web-
casts? (e.g., Taobao Live, Jittery Live, Xiaohongshu Live or
Shutterbug Live)” and “Have you ever purchased a product
from a live webcast?” Two skip logics were set: “Have you
ever bought a product from a live webcast?” and “Have you
ever bought a product from a live webcast?” If the respond-
ent chose “haven’s not watch” or "haven’s not bought” in the
screening questions, the question was closed directly. Users
who choose “have seen” and “bought” could choose accord-
ing to their real feelings about the live supply chain of e-com-
merce. To control the impact of common method bias, we
took the following steps. First, we ask participants to read the
informed consent form and tell them that there are no right or
wrong answers in this study. This questionnaire will be kept
strictly confidential, so they will all complete the question-
naire anonymously to protect their privacy. Second, we set up
guiding and trapping questions. After the questionnaires were
collected and sorted, a total of 460 questionnaires were re-
covered, and 395 valid questionnaires were obtained by elim-
inating the questionnaires that did not pass the screening
questions and test questions, the questionnaires that were too
short in time, and the questionnaires that had obviously un-
reasonable answers.

3.2 Measures

This paper forms the initial set of metrics by referencing es-
tablished scales from domestic and foreign scholars, making
necessary adjustments to each question item on the basis of
the context of the live e-commerce supply chain. Following
this, industry experts are invited to review and suggest modi-

Social
responsibility.

H10
Purchasing
behavior

Consumption segment

H9
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fications to the questionnaire’s questions, during which re-
peated modifications are carried out to produce the final ver-
sion. Next, a preliminary survey is conducted to determine the
official questionnaire. Following a reliability analysis of the
gathered data, ineligible questions are removed or substituted,
finally producing the official questionnaire.

In summary, the questionnaire is composed of three main
aspects:

The first part consists of evaluative questions. This part
helps determine the target group of the study by filtering out
respondents who have not watched live webcasts or bought
products from live broadcasting rooms, effectively narrowing
the scope of survey respondents.

The second part comprises basic information about the sur-
vey respondents. This descriptive analysis employs variables
such as gender, age, education, audience, and duration of
watching live broadcasts.

The measurement variables scale is outlined in the third
part. A total of 45 items were derived from previous studies
and were slightly modified according to the research context
of this study to meet the requirements of reliability and valid-
ity. Among them, the product quality measurement items
came from Ref. [46]. The four brand awareness measurement
items were from Ref. [47]. The measurement items of order
efficiency, logistics quality, platform services, promotional
discounts and opinion leaders were obtained from Refs. [38].
Ref. [10] provided four flow experience measurement items
as a reference. The purchasing behavior measurement ques-
tions were from Ref. [48], whereas the user stickiness meas-
urement questions were from Ref. [49]. In addition, we de-
signed social responsibility measurement items with refer-
ence to Ref. [50].

The questionnaire included only judgmental and demo-
graphic items that had clear answers, chiefly in the form of
multiple-choice questions. In contrast, the measurement scale
section items were used to analyze the subjective attitudes of
the respondents related to the measurement via a five-point
Likert scale ranging from 1 (absolutely disagree) to 5 (abso-
lutely agree).

3.3 Questionnaire presurvey

3.3.1 Presurvey data collection

To ensure the overall quality and validity of the questionnaire,
a presurvey was conducted before the official questionnaire
was distributed. First, brief communication will be conducted
with the respondents, and questions that are likely to be mis-
understood by the respondents will be modified so that the re-
spondents can better understand the questionnaire. This pre-
survey uses Question Star for distribution and collection. A
total of 120 presurvey questionnaires were distributed. After
screening and deleting invalid questionnaires that did not
meet the target range of the research objects, 103 valid ques-
tionnaires were ultimately collected.

3.3.2 Presurvey reliability analysis

Reliability represents whether the results measured by a ques-
tionnaire are stable and reliable. Generally, Cronbach’s alpha
is used as the criterion to test reliability. The Cronbach’s
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alphas of product quality, brand awareness, order efficiency,
logistics quality, platform services, promotional discounts,
opinion leaders, flow experience, purchasing behavior, user
stickiness and social responsibility are 0.889, 0.710, 0.882,
0.776, 0.914, 0.848, 0.900, 0.907, 0.859, 0.907, and 0.909, re-
spectively. In summary, the Cronbach’s alpha values of the
scales are all greater than 0.7, indicating that the question-
naire in this study has good reliability.

3.3.3 Presurvey validity analysis

Since the questionnaire items in this study are all derived
from existing mature and representative scales, the content
validity of this questionnaire is guaranteed. The structural
validity of the questionnaire was examined through the KMO
test and Bartlett’s test of sphericity. The KMO value of the
presurvey scale is 0.801, which is greater than 0.8; the signi-
ficance P value of Bartlett’s sphericity test is 0.000, which
meets the significance level requirements in statistics, so the
sample data of this scale are suitable for factor analysis.
Using the principal component analysis method and ortho-
gonal rotation of the factors through the varimax method, a
total of 11 factors were ultimately extracted. After excluding
LQ2 and PS1 items with factor loadings less than 0.5, there
are strong correlations between the remaining items and
factors, which ensures that the scale has good structural valid-

ity.
4 Data analysis and results

Table 1 shows descriptive statistics of the sample. The parti-
cipant sample comprised 147 males (37.22%) and 248 fe-
males (62.78%). The majority of the participants were aged
between 18 and 40 years. A total of 67.34% of the respond-
ents held a bachelor’s degree. The results suggest that a large
proportion of the sample has a high level of education. Re-
garding the duration of the respondents’ live stream viewing,
34.15% of the respondents watched for less than half an hour,
whereas 45.06% watched for 30-60 min, 18.23% watched for
1-3 h, and only 2.53% watched for more than 3 h. The data
summary indicates that the majority of viewers spend less
than 60 minutes watching live streams. This implies that there
is still significant potential for e-commerce live broadcasts to
enhance user engagement. Compared with the CNNIC data
for all social media users, the t test results indicated that
gender, age, family income, and education level did not signi-
ficantly differ. The t test indicates that the distribution of our
sample is similar to that of the CNNIC. Thus, our sample is
generally representative of Chinese internet users.

4.1 Measurement model and analysis

To ensure the constructs’ reliability and validity, CFA was
performed via the AMOS 26.0 software package prior to test-
ing the causal relationships between them. The following
goodness-of-fit indices were obtained for the measurement
model: the y*/df ratio was 1.042, less than 3; the CFI was
0.97, greater than 0.9; the IFI was 0.97, greater than 0.9; the
NFI was 0.938, greater than 0.9; the TLI was 0.97, close to
0.9; the GFI was 0.946, greater than 0.9; and the RMSEA was
0.01, less than 0.5. The NFI was 0.938, greater than 0.9; the
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Table 1. Demographic profile of the respondents. Table 2. Validity analysis.
Demographics Classification Frequency  Percentage Constructs Ttems Fact.or ComPosite AVE
Male 147 37.20% loading  reliability (CR)
Gender
Female 248 62.78% PQL 0.826
B " o5 Product quality PQ2  0.796 0.857 0.667
18-25 12 28.35% PQ3 087
26-30 90 22.78% BAT 0816
Age
BA2 0.774
31-40 18 29.87% Brand awareness 0.872 0.631
41-50 32 8.10% BA3 0794
51 and over 4 10.63% BA4 — 0.793
o OE1 0.801
Junior high school 16 4.05%
and below OE2 0.785
Educational level Junior college 35 8.86% Order efficiency OE3  0.816 0.894 0.629
Undergraduate college 266 67.34% OE4 0.754
Master degree or above 78 19.75% OE5 0.807
Less than ¥3000 21 5.32% LQI 0.799
Houschold ¥3001-10000 200 30.63% Logistics quality ~ LQ3  0.819 0.856 0.667
thly i _
monthly mcome ¥10001-30000 144 36.46% LQ4 0.832
0,
More than ¥30001 30 7.59% PS2 0793
Less than 30 min 135 34.15% . PS3 0.791
30-60 min 178 45.06% Platform services 0.879 0.645
Viewing duration ’ PS4 0.794
— 0,
1-3h 72 18.23% PS5 0834
More than 3 h 10 2.53%
PD1 0.780
. PD2 0.832
TLI was 0.97, close to 0.9; the GFI was 0.946, greater .than Promotional discounts 0.886 0.66
0.9; and the RMSEA was 0.01, less than 0.5. On the basis of PD3 0.840
the goodness-of-fit indices, we can conclude that the meas- PD4  0.797
urement model’s fit is acceptable. To measure the reliability
, . C s OL1 0.809
of the structure, Cronbach’s alpha and composite reliability
; > _ OL2 0.809
values were selected. Table 2 d1sp121.ys Cronbach’s alpha val Opinion leaders 0.876 0.638
ues ranging from 0.72 to 0.91, meeting the benchmark of ex- OL3  0.790
ceeding 0.70. The composite reliability values for this study, OL4 0787
which were in the range of 0.84-0.91, also met the threshold e 07
condition of being greater than 0.70. The extent to which the ’
. : FE2 0.713
items actually .reﬂect.the structure of the survey is known.as Flow experience 0.837 0.561
construct validity. This study assessed both convergent valid- FE3 0.766
ity and discrimingnt validity. To test convergent validity, we FE4  0.744
used average variance extraction (AVE) and factor loading SR 5o
techniques. If the mean of the structure exceeds 0.50, it indic- '
idi i ; BEH2 0.808
ates good c.onvefgent validity. As illustrated in Table 2, all the Purchasing behavior 0,869 0.625
constructs in this study had AVE values greater than 0.50, BEH3  0.751
.conﬁrmlng convergent validity. Furthermo?e, the factor logd- BEH4 0807
ings for each measure exceeded 0.70, with values ranging o oo
from 0.73 to 0.85. On the basis of the aforementioned results, ’
the struct learl te reliabilit - us2 0811
e structures clearly possess adequate reliabili y and conver User stickiness 0.877 0.641
gent validity. Table 3 reveals that all the correlations between US3 0.843
'Fhe constructs were k.)eIO.w the square root. of .theflr correspgnd- Usde 0732
ing AVE values, indicating satisfactory discriminant validity.
PSR1 0.808
4.2 Structural model and results . N SR2 0.800
The hypothesized relationships in the research model were Social responsibility SR3 0816 0.885 0.657
tested via AMOS 26.0 software, usually in statistics, with the SR4 0.818
hypotheses that a CR value >1.96 and a p value less than 0.05 .
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are considered significant. The results of the model are shown
in Table 4 below. The results show that in the supplier seg-
ment, product quality (8 =0.17, p <0.01) and brand endorse-
ment (5=0.18, p<0.001) are significantly related to flow
experience, which supports hypotheses H1 and H2; in the lo-
gistics segment, order efficiency (8=0.15, p <0.01) posit-
ively affects flow experience, which supports hypothesis H3.
However, the C.R. of logistics quality. value <1.96, 5 = 0.00,
surface logistics quality has no significant effect on flow ex-
perience, so it does not support hypothesis H4; in the live
streaming session, platform services (8=0.16, p<0.01),
promotional discounts (8= 0.16, p <0.01), and opinion lead-
ers (8 =0.15, p <0.01) all have a significant and positive im-
pact on the user’s flow experience, which supports hypo-
theses H5, H6, and H7. Flow experience (58 = 0.45,p <0.001)
has a significant effect on purchasing behavior, verifying that
hypothesis H8 holds; finally, users’ purchasing behavior in
the live streaming room (5 = 0.44, p <0.001) has a positive
effect on user stickiness, supporting hypothesis H9.

To verify social responsibility’s moderating effect, follow-
ing Aiken & West’s suggestion, an interaction plot was drawn
with reference to their graphical procedure, where values one
standard deviation above and below the mean were assigned
to social responsibility to plot its moderating effect, as shown
in Fig. 2. The results of the analysis in Table 5 show that so-
cial responsibility significantly positively moderates the rela-
tionship between purchase behavior and user stickiness

Table 3. Means, standard deviations and correlations.

(58=0.205, p<0.001). To observe social responsibility’s
moderating effect more intuitively and to verify social re-
sponsibility’s moderating effect, if the social responsibility of
live streaming e-commerce increases, user stickiness in the
context of live streaming services also increases, which sup-
ports H10.

5 Conclusions, implications, and limita-
tions

5.1 Discussion of results

This study uses the SOR theoretical framework to develop a
relationship model between the live e-commerce supply chain
and user stickiness in the context of live streaming services.
The study subsequently discusses the influence mechanism of
the e-commerce supply chain on user stickiness. The empiric-
al results indicate that product quality, brand endorsement, or-
der efficiency, platform services, promotional discounts and
opinion leaders are significant but that logistics quality is not
related to the flow experience. Flow experience has a signific-
ant effect on purchasing behavior, and users’ purchasing be-
havior has a positive effect on user stickiness. The results
show that social responsibility significantly positively moder-
ates the relationship between purchase behavior and user
stickiness. The specific analysis is as follows.

The study revealed that suppliers’ product quality and

OL PD OE PS BA LQ PQ FE BEH us
OL 0.799
PD 0.116%** 0.812
OE 0.107*** 0.116%** 0.793
PS 0.128%** 0.101%** 0.117%** 0.803
BA 0.113%%* 0.104%** 0.117%** 0.117%** 0.794
LQ 0.141%** 0.126%** 0.138%** 0.144%** 0.144%** 0.817
PQ 0.113%%* 0.116%** 0.120%** 0.142%** 0.102%** 0.162%** 0.817
FE 0.143%%* 0.148%** 0.164%** 0.172%** 0.153%*** 0.147%** 0.152%** 0.749
BEH 0.069%** 0.071%** 0.079%** 0.083*** 0.074%** 0.071%** 0.073%** 0.212%%** 0.791
Us 0.033%%* 0.034%** 0.038%** 0.039%** 0.035%** 0.034%** 0.035%** 0.101%** 0.225%** 0.801
Table 4. Results of hypothesis testing for structural equation modeling.
ROUTE B S.E. CR. P B
PQ - FE 0.155 0.052 2.976 ok 0.166
BA — FE 0.162 0.049 3.323 ok 0.180
OE — FE 0.130 0.045 2.892 ok 0.151
LQ — FE 0.000 0.054 0.007 0.994 0.000
PS — FE 0.145 0.049 2.971 ok 0.160
PD - FE 0.147 0.050 2.923 ok 0.155
OL — FE 0.141 0.052 2.723 ok 0.147
FE — BEH 0.448 0.057 7.794 HxE 0.448
BEH — Us 0.469 0.062 7.533 ok 0.437
* represents p < 0.05, ** represents p < 0.01, and *** represents p < 0.001.
-9 CSTR: 32290.14.JUSTC-2024-0061

DOI: 10.52396/JUSTC-2024-0061
JUSTC, 2025, 55(X):


https://cstr.cn/32290.14.JUSTC-2024-0061
https://cstr.cn/32290.14.JUSTC-2024-0061
https://cstr.cn/32290.14.JUSTC-2024-0061
https://cstr.cn/32290.14.JUSTC-2024-0061
https://cstr.cn/32290.14.JUSTC-2024-0061
https://doi.org/10.52396/JUSTC-2024-0061
https://doi.org/10.52396/JUSTC-2024-0061
https://doi.org/10.52396/JUSTC-2024-0061
https://doi.org/10.52396/JUSTC-2024-0061
https://doi.org/10.52396/JUSTC-2024-0061

Zzsrg "

Impact of the e-commerce supply chain on user stickiness in the context of live streaming services

Xiong et al.

--+-Low SR —a—High SR
0.8 -
0.6 A
04 A
N
02
g 0
]
» 0.0 4
g
5-02 A
04 A
-0.6 T
Low BEH High BEH
Fig. 2. Moderating effect of social responsibility.
Table 5. Analysis of moderating effects.
Items p SE t P
BEH 0.381 0.042 8.980 <0.001
SR 0.137 0.042 3.229 0.001
Regulating term 0.205 0.044 4.666 <0.001
R 0.195
F 36.719 (p < 0.001)

The dependent variable is user stickiness.

brand endorsement within the live streaming e-commerce
supply chain have a significant positive effect on user sticki-
ness. Moreover, both high-quality product quality and good
brand endorsement promote the generation of user stickiness.
The study concludes that the products supplied in the live ser-
vice context are the fundamental reason for users to watch
live broadcasts and should be one of the primary focuses of
attention. Consequently, the study emphasizes that satisfying
users’ needs for product quality and branding represents a
critical factor that enhances their likelihood of repeated visits
and purchases. This finding corresponds with the results of
prior research® >\,

Second, in the logistics link of the live e-commerce supply
chain, good order processing efficiency positively affects user
stickiness, and this finding supports previous studies ©'.
However, logistics quality is unable to significantly affect the
user flow experience, possibly because most of the logistics
links of live streaming e-commerce companies are currently
contracted with third-party logistics companies, and logistics
quality does not have a strong direct relationship with live
streaming e-commerce companies. When considering the lo-
gistics link, consumers do not have much right to decide on
the choice of logistics companies, but consumers tend to fo-
cus their attention on issues such as whether live streaming e-
commerce companies can process orders in a timely manner.
As a result, consumers tend not to consider logistics quality
when shopping in live ecommerce. Therefore, logistics qual-
ity has no significant effect on user stickiness.

Third, the platform services of the live streaming platform,
promotional discounts offered to consumers and opinion lead-
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ers in the live streaming e-commerce supply chain all have
positive effects on user stickiness. This corresponds with the
findings of previous studies™. High-quality platform ser-
vices can gain users’ trust, which in turn facilitates the cre-
ation of user flow experiences; promotional discounts and
opinion leaders are key competitive factors in live e-com-
merce, and opinion leaders are often similar to the so-called
“Netflix”, i.e., anchors with a certain degree of fan effect. If
consumers perceive a certain degree of homogeneity between
themselves and opinion leaders in terms of interests, tastes
and values, they will emotionally trust the products recom-
mended by opinion leaders, which in turn will positively in-
fluence the flow experience. Compared with traditional off-
line shopping methods, online consumers are more sensitive
and transparent to price factors. When watching a live stream,
consumers pay more attention to product offers. If the price
offer of the same product within that live broadcast is lower
than the consumer’s psychological expectation of the price,
then the consumer is prone to produce a more in depth, im-
mersive experience of the content of the live broadcast, which
further leads the consumer to take purchase action as a re-
sponse.

Fourth, the user-perceived social responsibility of live e-
commerce companies and anchors has a positive moderating
effect on the generation of user stickiness, a finding that also
supports the findings of previous studies''*'*. In the context of
e-commerce live streaming, users’ evaluation and judgment
of the anchor’s social responsibility significantly contribute to
the formation of user stickiness. If users perceive live stream-
ing as possessing a high level of social responsibility, the
formation of their behavioral stickiness is greatly increased,
as evidenced by more live streaming visits, longer dwell
times, and the recommendation and sharing of the live
streaming room with friends and family.

Fifth, comprehensively observing the hypothesis test res-
ults of each influential factor in the three segments of the live
e-commerce supply chain, it can be seen that, with the excep-
tion of the quality of logistics, the relative coefficient of brand
endorsement is the highest in all the segments, but the test
results of all the other factors are also more average, which
indicates that each factor in the supply chain segment, i.e.,
product quality, brand endorsement, order efficiency, plat-
form services, promotional discounts, and opinion leaders, is
very important to consumers. These findings suggest that
each link in the supply chain of live e-commerce is comple-
mentary to each other and works together to promote the gen-
eration of user stickiness.

5.2 Theoretical implications

The theoretical significance of this study mainly includes the
following two aspects.

First, there are few studies on the impact of the entire live e-
commerce supply chain on user stickiness, and this study
helps to fill this theoretical gap from a new research perspect-
ive. In recent years, research on user behavior in the context
of live streaming has been more common. However, most of
the prior studies have concentrated only on short-term behavi-
ors, such as impulse buying behavior and rewarding behavior,
while neglecting the long-term and repeated behaviors of
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users. This study focuses on user stickiness in the context of a
live e-commerce supply chain, which enriches previous stud-
ies in the literature. Moreover, most prior studies focused on
the influence of a certain link dimension on user stickiness
while ignoring the focus on the e-commerce supply chain as a
whole. This study emphasizes the important role played by
the e-commerce supply chain in the process of generating
user stickiness and verifies that product quality, brand en-
dorsement, order efficiency, platform service, promotional
discounts, opinion leaders, and flow experience positively af-
fect user stickiness.

Second, this study focuses on exploring the issue of anchor
and live e-commerce corporate social responsibility in the
context of live e-commerce supply chains to complement the
literature in the field of live e-commerce. With the end of the
explosive period of the live streaming industry, social re-
sponsibility has become an important indicator for the assess-
ment of anchors and e-commerce enterprises in the context of
public regulation and state supervision. Starting from the per-
spective of user perception, the social responsibility in this
study proposes that users’ perception of anchors and e-com-
merce companies’ implementation of social responsibility
plays a crucial role in the formation of user stickiness, and
empirical analyses prove that social responsibility positively
contributes to the formation of user stickiness. Therefore, this
study enriches the literature on social responsibility in the
field of live e-commerce supply chains and develops new
ideas for the research direction of social responsibility.

5.3 Practical implications

The above insights into the impact of a live e-commerce sup-
ply chain on user stickiness can provide some practical guid-
ance for live e-commerce business enterprises to develop a
supply chain management system and how enterprises can at-
tract consumers to generate stickiness, including the follow-
ing aspects.

First, in the supplier segment, good product quality and
brand endorsement both have positive effects on the user’s
flow experience. To help consumers have a positive attitude
toward product quality and brand endorsement, live e-
commerce enterprises should have a rigorous screening sys-
tem and process for the suppliers they cooperate with and
should have a standardized system for examining product
quality as well as brand endorsement. It is recommended that
e-commerce enterprises establish a professional product team
and have a rigorous understanding and testing of all categor-
ies of products before selling.

Second, in the logistics of the live e-commerce supply
chain, the order processing efficiency of the e-commerce plat-
form is a key factor for users to consider: whether the e-com-
merce enterprise can provide spot, whether the order can be
processed in a timely manner, and the length of the delivery
cycle and other issues affect the consumer’s flow experience.
Therefore, if live e-commerce enterprises can simplify the
predelivery process, increase the number of staff to handle or-
ders, prepare a sufficient amount of spot goods and agree with
upstream suppliers on a shorter delivery cycle, they can im-
prove the response speed of order processing, which will im-
prove the quality of e-services to a certain degree and
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strengthen the flow experience of consumers in the live
broadcasting room.

In addition, platform services, promotional discounts and
opinion leaders can all positively influence the user flow ex-
perience during a live streaming session. For live e-com-
merce enterprises, establishing a platform with smoother use
and richer information will greatly improve the user’s sense
of experience. When the user sees more detailed information
about the product introduction, more friendly customer ser-
vice and a smoother sense of platform use, the sense of pleas-
ure increases, and the flow experience increases. Moreover,
live broadcast e-commerce enterprises should develop more
consumer-friendly promotional strategies with upstream sup-
pliers as much as possible to attract the generation of con-
sumer flow experiences. On this basis, the anchor as an opin-
ion leader is the core link in the entire live e-commerce sup-
ply chain, and live e-commerce enterprises can arrange pro-
fessional courses for the anchor as a way to improve the an-
chor’s professionalism. Anchors should also introduce and
display products for consumers with a fuller attitude, enhan-
cing the enjoyment and interactivity of live broadcasts and
making it easier for consumers to stay within live broadcasts.

Finally, because social responsibility can promote the con-
version of behavior to stickiness, consumers are becoming
more aware of social and environmental issues, and corporate
social responsibility (CSR) is becoming increasingly essen-
tial for live streaming e-commerce enterprises. At the policy
level, the state can further strengthen the management of so-
cial responsibility in the live streaming e-commerce industry,
introduce more detailed and strict supervision policies for the
field, and reduce the emergence of vulgar, low-quality and
negative live broadcasts. For live e-commerce enterprises,
self-management should be strengthened, and an effective
measure is that live e-commerce enterprises provide con-
sumers with more transparent supply chain information, in-
cluding information on suppliers, the content of corporate
management of social responsibility, and other information
involved in the chain, which will not only help live e-com-
merce enterprises fulfill their subjective initiative to fulfill
their social responsibility but also enhance the outside world’
s confidence in the enterprise’s social responsibility manage-
ment confidence. At the individual level of the anchor, owing
to the special nature of the anchor’s identity, most of the an-
chors with a certain purchasing power of the live broadcast-
ing room carry certain reddish qualities; that is, the anchor’s
words and actions largely represent live broadcasting e-com-
merce enterprises. Therefore, anchors should pay more atten-
tion to their words and actions and promote positive values
and behaviors. Helping anchors build a more informed and
responsible public image by promoting diversity, inclusion
and positive values and contributing to a healthier and more
just society.

5.4 Limitations and future research directions

The current study has several limitations that offer future
research opportunities. First, this study focuses only on the
influence of the supply chain on the stickiness of live e-
commerce platforms in China’s domestic environment. In the
future, cross-border e-commerce platforms, such as TikTok,
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Amazon Live, and Instagram, can be considered as a research
context to consider the factors influencing the user behavior
of cross-border e-commerce platforms and to enrich the re-
search in this field. Moreover, this study considered the influ-
ence of each segment in the e-commerce supply chain on the
user stickiness of e-commerce live streaming platforms, but it
did not consider that there may also be an influential relation-
ship between the segments. Subsequent studies can start from
this perspective to explore the relationships among suppliers,
logistics, and live streaming in depth. In addition, there may
be other intermediate factors in the process of purchase beha-
vior related to the formation of user stickiness, which can be
studied in depth in the future.
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