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Comparison of Influencing Factors of Consumers”Purchase Intention in
Apparel Live Broadcast
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Abstract : This paper studied the factors influencing consumers * purchase intentions, using the methods of questionnaire
survey and barrage crawling. And the comparison method was used to analyze the differences of the influencing factors
under various data sources. The study shows that the clothing products are the main factors affecting consumers” purchase
intentions in the live broadcast. Besides, the main differences between the results of the two different data sources are the
host factor and the live broadcast factor. The results could provide refers for the improvement and development of clothing
live streaming e-commerce from different perspectives.
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Tab.1 Hierarchical model of influencing factors of consumers”purchase intention in the context of apparel live broadcast
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Fig.2 Classified weight of live clothing barrage
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Fig.5 Clustering dendrogram of host factors
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