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[Abstract]

This study investigates the pathways through which consumer engagement (i.e., observation, conversation, and action) influences
purchase intention in Chinese live commerce, from the perspectives of perceived immersion, trust, and perceived risk. An
empirical analysis of 500 consumers revealed that active engagement types were more effective in enhancing perceived immersion,
which exhibited a dual effect of reducing perceived risk and enhancing trust. Notably, the trust-building path (engagement —
perceived immersion — trust — purchase) exerted a stronger influence than the risk-reduction path. These findings demonstrate
that perceived immersion serves as a crucial psychological mechanism to build authentic trust rather than merely shielding against
risks. This research highlights the strategic importance of implementing sophisticated interaction designs that foster deep

psychological immersion to drive purchase intentions on live commerce platforms.
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Table 1. Demographic characteristics

Qla{of A4 of7H &t

) Frequency Percentage
Variable Category (N) (%)
Male 250 50
Gender
Female 250 50
Under 20 118 23.6
20-29 132 26.4
Age
30-39 129 25.8
40 or older 121 24.2
High School or 126 05 2
below
Education Undergraduate 287 57.4
Masterg Degree 87 17.4
or higher
Top Tier 44 8.8
Upper 130 26
Income Level Middle 206 41.2
Lower 88 17.6
Bottom Tier 32 6.4
Total 500 100
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Table 2. Measurement items and sources

Variable Measurement ltems No. of Items Source
1. I know the name of this influencer.
Influencer Awareness 2. | recognized this influencer's social media page immediately. 3 [19], [20]
3. This influencer is a celebrity in the online world.
1. This influencer explains products attractively.
Perceived Expressiveness 2. This influencer introduces products persuasively. 3
3. This influencer's explanation is clear and induces concentration.
1. This influencer's appearance or style is impressive.
Perceived Attractiveness 2. This influencer has a friendly and attractive image. 3
3. This influencer has a stylish and eye—catching appearance. [20], [21],
1. This influencer feels honest. [22], [23],
Perceived Trustworthiness | 2. This influencer gives trust to consumers. 3 [26]
3. | think this influencer sincerely recommends products.
1. This influencer has professional knowledge about the product or service.
. . 2. This influencer conveys product information clearly and accurately.
Perceived Expertise S ) ; 3
3. This influencer seems able to answer product-related questions like an
expert.
1. | watch this influencer's broadcast carefully.
Observational Particioation 2. | tend to check product information while watching the broadcast. 3
P 3. I access information about various brands or products through the
influencer's broadcast. (4], [5], [7].
1. | tend to ask questions or show reactions to the influencer. [16], [19],
Conversational Participation | 2. | participate in the broadcast to share opinions about products with others. 3 [20], [24],
3. | leave opinions to help or get help from other viewers. [25]
1. I click product links or search for related information during the broadcast.
Behavioral Participation 2. | participate through actions such as liking and sharing. 3
3. | have left product reviews or uploaded them myself.
1. | forget the passing of time while watching the live broadcast. [10], [14]
Flow Experience 2. 1 am immersed in the broadcast and unaware of the external environment. 3 [26]’ [27]’
3. | feel that watching the broadcast is very enjoyable. ’
V. AZHAM A} E3.MFE S EEE 24 2o
Table 3. Reliability and validity analysis results
5-1 To| OILEA M EA Factorl Cronbach's o CR AVE
Observation 0.804 0.808 0.585
Engagement
51_ 5 T Hol o E AlSFA E/H_O_ H A5 A
Oj.?Loﬂ %‘g‘% —TJL— ‘/] ]%L 7:"6 o= T':_lé—l' = Conversation 0.789 0.792 0.560
a}, Eﬂtﬂ HEE= 20007 26.4%, 30th7)F 25.8% = H|aLA Engagement ' i :
& NFS Ao, 400 ol S wF nF EF o, Joton 0.784 0.792 0.560
o] glo] glolu Aol o 2nFE AW RS
Perceived
RHoz Yelyth e $£Fe figtu A3 W £ o)Ato] Immersion 0.775 0.828 0.617
A9 74.8%E AASH, SHEA] vt LTSS 9] Perceived Trust 0.754 0.781 0.642
T Joo =z A= Qe GRSt Perceived Risk 0.813 0.831 0.715
iig;ﬂi;f 0.785 0.787 0.648
5-2 M2z gl et A2
g =
D A R e e s S1a] 2t sbalets] st
37 L= =3 3 o] % ==
=8 o] A9} Bl =3}7] Ya g1 gl WIS 4 0}7] el 2k g BiiE=
311 o~ - = =) =]
BA(CFA)S  AAEkTh —Er/.‘j @i} nE Ht&—?/] WAVE) 9] Al A7 2 ABATE Blasigith 4
¥, RE W] AVE AlFS 7R ghe
Cronbach’s a #k& 0.754014 0.813 Aol = et g o 2% i l(jj R
~ = 3 7
B4 71l 072 4SS Ea g AmwCpe 0748708469 MAT nglon, T vk o W 4
ARG DA deht & Ao SHREE SRS

0.781~0.831, B FZHH(AVE)2 0.560~0.715% 4t

5o, HEFGA Bk 7]1S(CR > 0.7, AVE > 0.5)& &
T T50hs Ao ERIFHATE FAIKA B4 A= £ 3
7}
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Fig. 1. Path analysis results of the structural equation model
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Table 4. Path analysis results of the structural model

Hypothesis Path yij S.E. C.R. (9 p-value Results
Hia Observation Engagement — 0.124 0.053 2.074 038" Supported
Perceived Immersion
Hip | Conversation Engagement — 0.269 0.057 4.434 Supported
Perceived Immersion
Hic Action Engagement — 0.272 0.052 4.531 Supported
Perceived Immersion
Perceived Immersion —
H2a Perceived Trust 0.288 0.066 4.432 Supported
Perceived Immersion — _ _
H2o Perceived Risk 0.290 0.071 4.072 Supported
H3a Perceived Trust — Purchase 0.170 0.055 2.815 .005™ Supported
Intention
H3b Perceived Risk — Purchase -0.117 0.047 -2.305 021" Supported
Intention
Note. ™"p < .001, "p < .01, 'p < .05
5. oM™ oy 20t 2A Zof
Table 5. Serial mediation effect analysis results
Hypothesis Mediation Path Effect Size 95% Boot Cl p-value Results
Observation Engagement — Perceived
Immersion — Perceived Trust — 0.006 [0.000, 0.020] 037" Supported
Purchase Intention
Conversation Engagement — Perceived
H4a-4¢ Immersion — Perceived Trust — 0.013 [0.004, 0.035] .003™" Supported
Purchase Intention
Action Engagement — Perceived
Immersion — Perceived Trust — 0.013 [0.004, 0.031] .004™" Supported
Purchase Intention
Observation Engagement — Perceived
Immersion — Perceived Risk — Purchase 0.004 [0.000, 0.017] .035" Supported
Intention
Conversation Engagement — Perceived
H5a—-5¢ Immersion — Perceived Risk — Purchase 0.009 [0.002, 0.024] .010" Supported
Intention
Action Engagement — Perceived
Immersion — Perceived Risk — Purchase 0.009 [0.002, 0.028] 011" Supported
Intention

Note. Bootstrapping was performed with 5,000 resamples. Diff tests the difference in effect sizes between paths.

"p<.001, "p<.01, 'p<.05.
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