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Abstract

:

As a booming branch of online retailing, live-streaming e-commerce can present abundant information dimensions and diverse forms of expression. Live-streaming e-commerce has enabled online retailers to interact with customers face-to-face, resulting in widespread instances of emotional and impulse buying behavior. Prior research in live-streaming e-commerce has suggested that live streamers’ characteristics, especially the live streamer’s face, can affect customers’ purchase intentions. The present research used questionnaire surveys and an eye tracking experiment to investigate the impact of live streamer’s facial attractiveness on consumer purchase intention for search-based and experience-based products. The questionnaire survey analyzed 309 valid questionnaires and revealed that attractive faces are the key influencing factor driving consumers’ impulse purchase intentions. Moreover, consumers’ emotional experience plays a partial mediating role in the process of live streamers’ faces influencing purchase intention. The eye tracking experiment further explored the mechanism of a live streamer’s facial attractiveness on consumers’ purchase intentions of search-based products and experience-based products from the perspective of visual attention by analyzing 64 valid sets of data. The results showed that attractive faces attract more consumers’ attention and, therefore, increase their purchase intention. Furthermore, there is a significant interaction between product type, the live streamer’s facial attractiveness, and consumers’ purchase intentions. In the case of unattractive live streamers, consumers are more likely to buy search-based products than experience-based products, while the purchase intention does not vary between search-based products and experience-based products in the case of attractive live streamers. The present study provides evidence for ‘beauty premium’ in live-streaming e-commerce and sheds light on the design of the match between live streamers and different types of products.
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1. Introduction


With the rapid development of the economy and the internet, the new marketing model of live-streaming e-commerce is well-known to the public through the deep integration and innovation of e-commerce, both physical and online. Data from the 52nd Statistical Report on the Development of the Chinese Internet shows that, as of June 2023, there were 526 million live-streaming e-commerce users in China. Accounting for 48.8% of the overall Internet users. It shows that there is already a huge user base in the field of live-streaming e-commerce [1]. The total merchandise transaction value of live-streaming e-commerce on the whole network in 2023 will be about 4.9 trillion yuan. It accounts for 31.8% of all e-commerce retail sales [2]. Live-streaming social commerce has become an important channel for online shopping and marketing.



Compared with traditional web e-commerce, live-streaming e-commerce enables consumers to obtain more comprehensive product information and make purchasing decisions [3]. Nowadays, live-streaming e-commerce shopping has become an important channel for many consumers to purchase goods, profoundly affecting people’s lifestyles. Live-streaming e-commerce can improve marketing effectiveness. Cheng et al. (2019) established a causal relationship model to study the relationship between live streaming and product sales volume. It was found that merchants using live streaming saw a 21.8% increase in product sales and a significant increase in sales conversion rate [4]. The existing research on live-streaming e-commerce mainly analyzes its impact on consumer purchase intention or behavior from the perspectives of product information, discount promotions, online interaction, etc. Although research on consumer behavior intentions based on the live streamer’s characteristics is more mature, there are shortcomings in the research perspective from the perspective of the live streamer’s externalities, especially facial attractiveness. Product type is a key factor, which has a variety of ways of differentiation in live-streaming contexts. However, the impact of the match between product types and the live streamer’s face in the context of live-streaming social commerce has been somewhat overlooked.



As the most important intermediary between live shopping systems and users, live streamers showcase products in a scenario-based manner through two-way interaction, making “grass-planting” a research focus [5]. The face of the live streamer is the part with high consumer attention. Face is important social information that can be quickly perceived by individuals and affect cognitive processes such as attention [6]. Some studies have found the phenomenon of “profiling” in live-streaming e-commerce scenarios. A spokesperson with an attractive face will produce a “halo effect” and stimulate consumers’ purchase desire [7]. However, the mechanism by which facial attractiveness affects purchase intention is still unclear. The type of product is also an important factor that affects consumer purchasing intentions during live streaming. Different products have their inherent characteristics, which are implicitly stimulating to consumers. Consumers react differently to different types of products, which in turn affects their purchasing behavior [8]. So, does the facial attractiveness of the live streamers’ faces have the same impact on the purchase intention of different types of products? There is currently no definitive conclusion on this issue from existing research. Therefore, this study proposes to use structural equation modeling and eye-tracking experiments to collect objective data from participants for collation and analysis. The aim is to explore the mechanisms by which the facial attractiveness of live streamers influences consumers’ purchase intentions. It also examines the differences in the allocation of consumers attention to different types of products and different live streamer’s facial purchasing processes from a visual attention perspective and provides new solutions for the cost reduction and efficiency of live-streaming e-commerce in the new situation.




2. Theoretical Foundations and Hypothesis Development


2.1. SOR Theory


Psychologist Woodworth (1926) believed that individuals have two parts: consciousness and behavior. Consciousness plays a mediating role between external stimuli and behavior, thus proposing the SOR model [9]. Mehrabian et al. (1974) improved the SOR model by combining environmental psychology and pointing out that the stimulating effect of the environment affects people’s internal states, prompting individuals to respond [10]. This model is mainly used to explore the effects of stimuli on individual states and conscious responses, as well as the prediction of emotional responses on individual behavior. The SOR model, as a behavioral model, has an expanding range of applications. Donovan (1982) first applied the SOR model to the marketing process and found that store atmosphere, an external stimulus, can change customer psychological perception and lead to purposeful purchasing behavior [11]. At present, the consumption scenario has shifted from offline entities to online e-commerce, and this model can still play a role in providing theoretical support for studying the generation path and influencing factors of user online purchase intention. The SOR model not only incorporates consumer behavior and intentions but also reflects the process of its generation. This includes both external stimuli generated by the environment and internal responses within the individual. This one provides ideas for the study of the scholars. So many scholars use the SOR model for causal analysis in the field of live-streaming e-commerce research. Jakubowska et al. (2023) combined the SOR model to study the impact of consumer characteristics and product knowledge on consumer behavior when purchasing sustainable products [12]. Individual reactions as a necessary condition for behavior have received high attention. Emotional experiences closely related to consumers have become the focus of research. Based on this, this study uses the SOR model to introduce the live streamer’s facial attractiveness, product type as a stimulus (S), consumer emotional experience as an organism (O), and consumer purchase intention (R). Constructing a theoretical framework to explore the intrinsic logic behind the facial attractiveness of live streamers and product types stimulates consumer experience, thereby generating purchase intention.




2.2. Facial Attractiveness and Purchase Intention


Face is one of the most frequently encountered visual stimuli in social activities, which can convey rich information and have a significant impact on individual behavior. Facial attractiveness is a key trait of the face and is considered a beneficial social asset [13]. Meanwhile, facial attractiveness is considered important social information. People can improve their decision-making efficiency by processing facial attractiveness to obtain relevant information [14]. The “beauty is good” effect has deeply penetrated people’s hearts. People prefer attractive faces. Different attractive faces have varying degrees of impact on the emotions, attitudes, and behaviors of observers, among which people with attractive faces are generally considered to have good traits [15]. Attractive faces have a reward value, which enhances the activity of reward areas in the brain [16]. Ahmed Shaker et al. (2023) found a positive correlation between facial attractiveness and total compensation, providing strong evidence for the beauty premium [17]. In terms of marketing, Khalid et al. (2019) found that the attractive faces of spokespersons have a positive impact on consumer purchase intention [18]. Moreover, different faces can affect people’s attitudes towards advertisements, their perceptions of brands, and their purchasing intentions, and the impact of faces interacts with the type fof product [19]. And service personnel with attractiveness to consumers will exhibit more customer citizenship behavior, such as willingness to cooperate with service personnel and actively make purchases [20]. Language publishers with beautiful faces in sales scenarios provide consumers with an immersive aesthetic experience, which drives their impulse buying intention [21]. As such, we hypothesize the following:



H1. 

In the questionnaire study, live streamers with attractive faces positively influenced consumer purchase intention.






2.3. The Mediating Role of Emotional Experience


The generation of consumer purchase intentions is a complex process. Due to limitations in processing resources, emotions become a key factor affecting decision-making in a short period of time [22]. The theory of emotional evaluation holds that emotional experience is not only an external expression of an individual’s state but also an internal motivation for generating behavior. Individuals who perceive external stimuli will involuntarily subjectively evaluate the attributes of the stimuli and generate emotions related to the stimuli [23], inducing them to choose appropriate behavioral responses [24]. Emotional experience plays a role in explaining individual behavior, enriching research on the causal relationship between emotions and behavior, and has been applied in the field of marketing [25]. Faces have a close connection to individual emotional experiences. Leder et al. (2016) found that attractive faces attracted more attention from individuals, so that they had a more positive emotional experience [26]. Live streamer’s facial expressions have a significant impact on consumers emotional experiences. This emotional arousal is not only at the level of the live streamer’s faces, but consumers will also feel pleasure and reduce their resistance to the shopping environment even when encountering passersby with attractive faces [27]. In marketing practice, Li et al. (2022) found that pleasant emotions have a positive effect on impulsive purchasing behavior among consumers [28]. Many companies are also focusing more on the emotional experience of the consumer. The design of emotionally appealing advertisements can evoke an emotional experience in consumers, which in turn can lead to positive purchasing decisions [29]. Research in the field of cognitive science has also confirmed this. Hahn A.C. et al. (2014) pointed out that when people face attractive faces, they activate the reward system in the brain, generating more positive emotional experience, which can lead to positive evaluation behavior [30]. On the contrary, individuals may become alert when facing negative emotional experiences, which is not conducive to generating proactive behavior. As such, we hypothesize the following:



H2. 

Emotional experience plays a mediating role in the relationship between live streamer’s facial attractiveness and consumer purchase intention. And the three variables are positively correlated with each other.






2.4. The Effect of Product Types


The factors involved in the matching of recommenders and products include attractiveness, professionalism, and product type, with attraction and product type being the most widely studied factors. The match-up hypothesis in the field of marketing points out that when the image of the product recommender is consistent with the product, consumers generate a positive review of it [31]. This phenomenon is caused by the difference in stereotype association caused by attractive or unattractive faces [32]. Therefore, the matching between facial attractiveness and products plays a very important role in influencing consumers’ attitudes and purchase intentions. According to Nelson’s (1970) classification, experience-based products are more dependent on subjective attributes, that is, personal taste, while search-based products focus on product quality and objective attributes [33]. For experience-based products, consumers are more likely to perceive the various characteristics that the live streamers present in the process of transmission of information, such as interaction, facial appeal, etc., so that the perception of the live streamers is also more susceptible to these characteristics [34]. Wang et al. (2021) confirmed that live streamers with attractive faces make consumers more focused and immersed in the purchasing process, promoting purchasing behavior. Consumers tend to ignore product attributes when making purchase decisions [35]. Live streamers with unattractive faces shift consumers’ focus to products during the shopping process. Among them, search-based products have objective standards as a reference, and consumers will judge product quality by collecting relevant information and making purchasing decisions based on this [36]. At this point, consumers will be more rational, and the influence of the live streamer’s facial attractiveness will be relatively weakened. While experience-based products have higher uniqueness and lack clear and uniform quality evaluation standards, consumers may have different preferences due to personal circumstances [37]. At this time, consumers’ purchase intention is more dependent on the live streamer’s introduction, and the attractiveness of the live streamer invariably improves the shopping experience and induces a stronger mental simulation. In other words, remembering the past situation of using the product promotes the formation of purchase intention, and the opposite is true for unattractive faces with live streamers. Zhang et al. (2020) considered the adjustable role of product types in live broadcasting, and the impact on perceptual uncertainty is more pronounced than the impact of searching for a product when experiencing a product using a live-streaming strategy [38]. Therefore, this study explores the effect of product types on the impact of a live streamer’s facial attractiveness on consumer purchase intention. As such, we hypothesizethe following:



H3. 

In the experimental study, live streamers with attractive faces conditions induced higher consumer purchase intention compared to live streamers with unattractive faces.





H4. 

The effect of facial attractiveness on purchase intention is weaker for search-based products than for experience-based products.






2.5. Eye Tracking Technology


Eye tracking technology is a non-invasive and innovative cognitive neuroscience technology that can capture and record the eye movement processes of consumers browsing product interfaces and form objective data. It has become an effective method for analyzing consumer information processing and revealing consumer behavior. Cognitive psychology research has found that visual attention can reflect the cognitive processing of the brain [39], and cognitive processing theory explains that an individual’s cognitive processing can affect their response to information [40]. Consumers who invest more visual attention can generate more positive product preferences, which in turn affect consumption decisions [41]. Therefore, consumer purchase intention can be studied from the perspective of visual attention. Total fixation durations refer to the browsing time of participants in each area of interest from the beginning of the presentation of an interface to the switch to the next interface, which reflects the depth of information processing and the visual attention of the participants during the browsing of information [42]. In this study, the total fixation durations in the area of interest were selected as an eye movement indicator to measure the cognitive processing of consumers and to analyze the allocation of consumers’ attention to different live streamer’s faces and product types in live e-commerce streaming rooms.



As an active factor in live-streaming e-commerce, the face of the live streamer plays a crucial role. Numerous studies on facial traits have found that facial attractiveness can affect the allocation of attention resources and attract individual attention. Different facial attractiveness can produce different visual attention effects. Liu et al. (2012) found through experimental testing that tracking attractive faces is more accurate than tracking unattractive faces when individuals simultaneously track multiple faces. This result supports individuals generating more attention resources for attractive faces [43]. In the live-streaming e-commerce shopping process, consumers facing live streamers with attractive faces are easily attracted by faces and allocate more cognitive resources. This leads to higher emotional and attentional engagement. Research has found that individuals who notice attractive faces are less likely to experience attentional shifts. Even if there is a transfer, there will be a path return and a re-browsing of the face hole, which greatly improves the fixation duration [12]. When consumers face a live streamer with an unattractive face, they are attracted to it to a lesser extent than an attractive-faced live streamer. At this point, visual attention is distributed to areas other than the face. When a consumer purchases a search-based product, the attributes of the search-based product dictate that the consumer can access relevant information through text or objective data. In turn, the consumer chooses the next behavior, which does not require excessive cognitive effort. At the same time, the product information is focused on the product itself and influenced weakly by the attractiveness of the live streamer’s face. Compared with search-based products, experience-based products have stronger uniqueness. Consumers need to spend more effort processing the information conveyed by the live streamer when introducing the product. Meanwhile, consumers will match the product with themselves to determine whether it meets their expectations. In the online shopping environment, it is difficult for consumers to evaluate the perceptual, tactile, and other attribute information of experiential products through product introductions and other means [44]. Consumers need to go deeper into the live streaming process to experience and analyze the product. This process increases the allocation of consumers’ attention to browse the product and the streamer’s face while watching the live streaming. As such, we hypothesize the following:



H5. 

In the experimental study, live streamers with attractive faces conditions induced higher consumers’ total fixation durations compared to live streamers with unattractive faces.





H6. 

The effect of facial attractiveness on total fixation durations is weaker for search-based products than for experience-based products.





Based on the above theories and assumptions, propose the theoretical model of this article, as shown in Figure 1.





3. Research Methods and Design


3.1. Study 1: Questionnaire Survey


This survey is a preliminary study for the design of the eye tracking experiment. In order to explore the factors influencing consumers’ purchase intentions, the influence of live streamer’s facial attractiveness on consumer purchase intention was analyzed using structural equation modeling.



3.1.1. Survey Instrument


In order to effectively validate the influence path of user purchase intention in live-streaming e-commerce, we designed and modified the questions from previous studies. The questionnaire includes three latent variables: facial attractiveness, emotional experience, and purchase intention. Among them, facial attractiveness referred to the questionnaire scale on personal physical attractiveness in McCroskey’s study and the attractiveness questionnaire scale on advertising spokespersons in Ohanian’s study [45,46]. The emotional experience was referenced in Kim’s questionnaire on consumers’ emotional responses to stimuli in an online shopping environment [47]. The purchase intention was referenced in Li’s questionnaire on consumers’ purchase intention in a live-streaming e-commerce situation [48]. Adapted with the context of live-streaming e-commerce and references. Finally, a final questionnaire was developed.



Each variable is designed with 3–4 questions, totaling 10 items. Detailed items are shown in Table 1. A seven-level Likert scale is a widely used research tool in sociology and management. The scale usually contains seven rating options, each representing a different intensity of attitude. It is a common tool used to measure a participant’s attitude towards a particular issue. The variables in this study were all measured using a seven-level Likert scale method, using integers between 1 and 7 to measure the participants’ attitudes towards the questions. The rating of 1 is strongly disagreeing, and 7 is strongly agreeing. Participants choose based on their actual situation. To ensure the accuracy of the data, a pre-survey was conducted before the official release of the questionnaire. By analyzing the results of the pre-survey data, it was found that this questionnaire can effectively collect the necessary data for the study, ensuring the rationality and authenticity of the research.




3.1.2. Sample and Data Collection


The questionnaire was released online and distributed through WeChat and Credamo sample pools. Participants signed an informed consent form and received a monetary reward for their time. In addition, following the principle of the online survey, we carefully checked the IDs to ensure that each participant could only answer the questionnaire once. At last, a total of 331 questionnaires were collected, of which 309 were valid, with an effective response rate of 93.4%. From the descriptive statistical results, the proportion of males and females in the survey subjects was 46.6% and 53.4%, respectively, indicating a relatively balanced gender ratio. In terms of age, the majority are between 21–30 years old and 31–40 years old, accounting for 58.8% and 33.3%, respectively. From the perspective of educational background, the majority of undergraduate, master’s, and above students are 63.1% and 28.8%, respectively. By analyzing the overall distribution of the survey sample, it is generally consistent with the characteristics of current consumer users on live-streaming e-commerce platforms in China.




3.1.3. Analysis and Discussion of Data Results


Reliability and Validity


Due to measurement errors, the reliability and validity of the questionnaire are tested before data analysis. To ensure the scientific validity of the results. Where reliability refers to the degree of reliability of the measured data and validity is the degree of agreement between the observed and latent variables, this study used SPSS 26.0 software to test the reliability and validity, and the data are shown in Table 2. The reliability of the scale was tested using Cronbach’s α coefficient, and the overall questionnaire had a coefficient of 0.884. And the coefficients of each variable are all greater than the standard value of 0.7, indicating that the reliability of the scale is relatively reliable. For the validity test, the KMO value of the output data is 0.883, which indicates that the correlation between variables is strong and suitable for factor analysis. According to the standard value, the factor loading corresponding to all items is greater than 0.5, and the combined reliability (CR) of latent variables is greater than 0.7. The average variance extraction value (AVE) is greater than 0.5, indicating high questionnaire consistency and passing the structural validity test. In addition, discriminant validity was tested by comparing the correlation coefficients between the square root of AVE and the corresponding latent variables. The data indicated that the criteria were met, meaning that the square root of each AVE was greater than the corresponding correlation coefficient, and the discriminant validity passed the test.




Path Analysis and Hypothesis Testing


In order to study the impact of a live streamer’s facial attractiveness on consumer perception and purchase intention in live-streaming scenarios, the structural equation model path was first analyzed using AMOS 25.0, and the output was obtained: χ2/df = 2.005, RMSEA = 0.057, CFI = 0.977, and GFI = 0.959, all of which meet the standards. This indicates that the research model fits well with the data and is an acceptable model. Secondly, statistical analysis was conducted on the mean, standard deviation, and correlation coefficient of latent variables, as shown in Table 3. The mean and standard deviation of each variable are within an acceptable range. Meanwhile, the correlation coefficients between the variables are all between 0 and 1, indicating a positive correlation between the latent variables in the model. Consumers’ purchase intention is positively and significantly influenced by live streamer’s facial attractiveness. Hypothesis H1 is validated. Moreover, live streamer’s facial attractiveness has a positive effect on consumers’ emotional experiences.



Finally, the Bootstrap method proposed by Hayes (2013) was used for mediating effect analysis [49]. Live streamer’s facial attractiveness is the independent variable; consumer emotional experience is the mediating variable; and consumer purchase intention is the dependent variable. The Bootstrap sample size is set to 5000 and tested using Mode 4 with a 95% confidence interval for significance. The results are shown in Table 4. Of all the mediation paths tested, all paths do not include 0 between the upper and lower limits at a 95% confidence level, indicating significant mediating effects. This direct and mediating effect accounted for 59.81% and 40.19% of the total effect, respectively. Emotional experience partially mediates the impact of a live streamer’s facial attractiveness on purchase intention, and hypotheses H2 are validated.



A systematic analysis was conducted on the mechanism of consumer purchase intention through structural equation modeling. We found that emotional experience has an impact on their purchase intention. On this basis, eye tracking technology is used to explore consumer purchase intention from a visual attention perspective, and the regulatory mechanism of product types in this process is analyzed.






3.2. Study 2: Eye-Tracking Experiment


3.2.1. Participants


As college students have enough knowledge and richer experience in online shopping, which is in line with the content of this study, and due to the school environment, college students are a more suitable choice. A total of 69 college students who had shopping experience on e-commerce live-streaming platforms were recruited through a campus market at a university in Qinhuangdao City. Among them, there are 33 males and 36 females, with an age range of 19–23 years old. The proportion of male and female participants in each condition is equivalent. Written informed consent was obtained from each participant before the experiment. All participants were right-handed, with normal vision or corrected vision and normal color vision, and were randomly assigned to two different conditions. Five participants’ data was excluded because their effective sampling rate of eye movement data was less than 70% due to physical shaking and other reasons. The sampling frequency of the participants’ line of sight landing point accounts for less than 70% of the total sampling frequency. A total of 64 valid data samples were ultimately obtained.




3.2.2. Stimuli


The first step is the selection of products. For the selection of certain product types, researchers randomly interviewed 28 college students at a certain university and summarized 10 products that college students often use, including mobile phones, tablets, power banks, textbooks, computers, electric vehicles, backpacks, cotton coats, toilet paper, and shoes. Participants’ judgments on product types were collected on a seven-level questionnaire scale for verification (1 = fully searching, 7 = fully experiential, 4 = neutral). The questionnaire lead-in clearly explains the concept and key differences between experience-based and search-based products. The data was collated and sorted from high to low to clarify the categories of each product type. The two with the highest values were tablets and power banks, and the two with the lowest values were backpacks and cotton jackets. Therefore, tablets and power banks were selected as search-based products, and backpacks and cotton jackets were selected as experience-based products. The classification of this product is basically consistent with existing research [50,51]. The product type classification has a certain degree of scientific validity.



The second step is the selection of live streamer’s faces. The photos of the live streamer’s faces were collected from the internet. All photos are frontal shots, with the figures looking straight ahead. In order to avoid other factors such as clothing and background, we cover the facial hair and ears, retaining only the basic facial features. And recruited 30 college students to test the attractiveness of the live streamer’s face. Photos were randomly presented to the participants. The participants used the Likert seven-level scale to evaluate the attractiveness of the photos (1 = very unattractive, 7 = very attractive). The scores for the attractiveness of each face were averaged to obtain the mean. The results showed significant differences in facial attractiveness (Mattractive = 5.133, SD = 0.809; Munattractive = 2.608, SD = 0.614; t = 13.614, p < 0.001). Finally, four attractive faces and four unattractive faces were selected as experimental stimuli (with 2 female faces and 2 male faces in each group) to act as live streamers in the live-streaming room.



After determining the product stimuli and the live streamer’s face stimuli, we made sure the experimental stimuli picture finally. The pictures were adopted from the real cargo scenes of the Douyin e-commerce live platform (https://live.douyin.com/ accessed on 14 November 2022). In order to avoid interference with the experimental results from the number of viewers in the live-streaming room and bullet-screen comments, we cleared the number of viewers (upper right corner) and screen comments (lower left corner).



The stimulus materials included clear product information; for the search-based products, we showed the tablets and power banks; except for the product exterior, there was an introduction to specific product models and parameters. For the experience-based products, we showed the backpacks and cotton jackets; except for the product exterior, there was an introduction to the material and manufacturing process of the product. The stimulus materials included clear live streamer face information. We can easily identify the gender and attraction of the live streamer. We ensure that under the same product conditions, only the live streamer’s faces are different, and other positions in the pictures in the live broadcast room are consistent (such as background, shopping cart place, live broadcast room name, etc.). Further, the order of placement was consistent with when consumers purchased products on the live-streaming platform, and the stimulus material was also set to be displayed up and down, in line with the participants’ daily browsing habits of online shopping. At last, we used Photoshop software version 2020 software to edit and process the stimulus picture materials to the same size.




3.2.3. Experimental Design


A 2 × 2 experiment allows us to analyze the results of two independent variables under different conditions. It is used to help the researcher understand the effect of the independent variables and the interaction between them. The study used a 2 (live streamer’s facial attractiveness level: attractive vs. unattractive) × 2 (product type: search-based products vs. experiential-based products) mixed design, with the live streamer’s facial attractiveness level as the subject variable and the product type as the subject variable. Dependent variables are purchase intention based on a subjective questionnaire and total fixation durations in eye tracking data from participants. The area of interest for the experiment was divided into two parts: the live streamer’s faces and merchandise, and the size of the area of interest was ensured to be consistent across different experimental conditions.



The experiment was conducted in the soundproofing laboratory. In this study, we used a SMI-RED 500-Hz device (SensoMotoric Instruments, Teltow, Berlin). The stimuli were presented on a 19-inch computer display with a resolution of 1280 × 1024 pixels. The distance between the screen and the participant’s eyes during the experiment was approximately 60 cm. After explaining the experimental procedure and precautions to the participants, the eye tracking device was adjusted, and a 9-point calibration was performed. Calibration was considered successful when the visual angle of the eye was calibrated within 1°. After passing the calibration, we entered the simulation test and the formal experiment. The monitor presents instructions, imagining the participants purchasing goods for their family in an e-commerce live streaming room and bringing the participants into the experimental context. Each experimental material is presented once and randomly, and the browsing process is not limited by time until a purchase decision can be made. After viewing each image, participants need to choose the Likert seven-level scale (1 = strongly disagreeing, 7 = strongly agreeing) to determine whether they are willing to purchase the product. During the experiment, participants should try not to shake their heads as much as possible to ensure the validity of the data. The experimental process is shown in Figure 2. Each participant was paid appropriately for the experiment at the end of the experiment.




3.2.4. Results


This study further analyzed the purchasing behavior data obtained from participants participating in mixed experiments. A 2 (live streamer’s facial attractiveness: attractive vs. unattractive) × 2 (product type: search-based products vs. experience-based products) repeated measurement analysis of variance was performed on behavioral data and eye tracking data. The results of consumer purchase intention and total fixation durations are as follows:



Results of Behavior Data


The results showed a significant main effect of product type (F(1,62) = 10.693, p = 0.002, η2P = 0.147). Consumers’ purchase intention for search-based products in the live-steaming e-commerce environment was significantly higher than that for experience-based products (Msearch-based = 3.758, SEsearch-based = 0.120; Mexperience-based = 3.336, SEexperience-based = 0.145). The main effect of a live streamer’s facial attractiveness on consumer purchase intention is significant (F(1,62) = 25.143, p < 0.001, η2P = 0.289). And consumers’ purchase intentions were significantly higher for live streamers with attractive faces than for live streamers with unattractive faces (Mattractive = 4.039, SEattractive = 0.118; Munattractive= 3.055, SEunattractive = 0.124), hypothesis H3 is validated. In addition, it was found that the interaction between a live streamer’s facial attractiveness and product type on consumer purchase intention is significant (F(1,62) = 4.752, p = 0.033, η2P = 0.071). On this basis, we conducted a simple effect analysis. Consumers purchased both search-based products (Mattractiveness= 4.109, SEattractiveness = 0.165; Munattractiveness = 3.406, SEunattractiveness = 0.153; p = 0.003) and experiential products (Mattractiveness = 3.969, SEattractiveness = 0.169; Munattractiveness = 2.703, SEunattractiveness = 0.177; p < 0.001). The live streamer’s facial attractiveness has a significant effect on consumer purchase intention. Therefore, hypothesis H4 was not validated. There was no significant difference in purchase intention between search-based and experience-based products when facing live streamers with attractive faces (Msearch-based = 4.109, SEsearch-based = 0.165; Mexperience-based = 3.969, SEexperience-based = 0.169; p = 0.444). When faced with live streamers with unattractive faces, there is a significant difference in consumers’ purchase intention between search-based and experience-based products (Msearch-based = 3.406, SE = 0.153; Mexperience-based = 2.703, SEexperience-based = 0.177, p < 0.001). And consumer purchase intention for search-based products is significantly higher than that for experience-based products. It is shown in Figure 3.




Results of Eye Movement Data


For the purpose of verifying whether a live streamer’s facial attractiveness has an effect on total fixation durations in different areas of interest, the total fixation durations of eye movement indicators were processed in this study. There were two areas of interest: the live streamer’s face area of interest (AOI 1) and the product area of interest (AOI 2).



The main effect of product type on face AOI (F(1,62) = 13.992, p < 0.001, η2P = 0.184) and product AOI (F(1,62) = 21.731, p < 0.001, η2P = 0.260) total fixation durations was significant. Consumers spent significantly more time looking at face AOI (Msearch-based = 1.135, SEsearch-based = 0.058; Mexperience-based = 1.012, SEexperience-based = 0.057) and product AOI (Msearch-based = 1.859, SEsearch-based = 0.064; Mexperience-based = 1.650, SEexperience-based = 0.066) than at experiential products when purchasing search-based products. The main effect of live streamer’s facial attractiveness on face AOI (F(1,62) = 9.907, p = 0.003, η2P = 0.138) and product AOI (F(1,62) = 12.364, p < 0.001, η2P = 0.166) total fixation durations was significant. As compared with live streamers with an unattractive face, face AOI (Mattractive = 1.236, SEattractive = 0.060; Munattractive = 0.912, SEunattractive = 0.048) and product AOI (Mattractive = 1.950, SEattractive = 0.058; Munattractive = 1.558, SEunattractive = 0.065) with attractive live streamers will receive more attention from consumers. Hypothesis H5 is validated. Besides, the results found a significant interaction between the live streamer’s facial attractiveness and product type, so the simple effects of attractive and unattractive live streamer’s face on the attention time of different areas of interest were analyzed separately.



The interaction between the live streamer’s facial attractiveness and product type has a significant impact on the total fixation durations of the face AOI (F(1,62) = 5.161, p = 0.027, η2P = 0.077). The data found that regardless of whether consumers purchased a search-based product (Mattractiveness = 1.260, SEattractiveness = 0.091; Munattractiveness = 1.011, SEunattractiveness = 0.067; p = 0.031) or an experiential product (Mattractiveness = 1.211, SEattractiveness = 0.080; Munattractiveness = 0.813, SEunattractiveness = 0.064; p < 0.001), there was a significant effect of live streamer’s facial attractiveness on the amount of time consumers spent gazing at the face AOI. Within the group of attractive faces, different product types have no significant impact on the total fixation durations of the live streamer’s face AOI (Msearch-based = 1.260, SEsearch-based = 0.091; Mexperience-based = 1.211, SEexperience-based = 0.080, p = 0.303). It means that consumers’ total fixation durations to face AOI are not affected by product type when facing live streamers with attractive faces. Within the group of unattractive faces, product type has a significant impact on the total fixation durations of live streamer’s face AOI (Msearch-based = 1.011, SEsearch-based = 0.067; Mexperience-based = 0.813, SEexperience-based = 0.064; p < 0.001). It means that when facing live streamers with unattractive faces, the consumers’ total fixation durations for the face AOI are influenced by the product type. The search-based product has a significantly higher influence than the experience-based product in this process. It is shown in Figure 4.



The interaction between live streamer’s facial attractiveness and product type on the total fixation durations of product AOI was significant (F(1,62) = 5.677, p = 0.02, η2P = 0.084). The data found that regardless of whether consumers purchased a search-based product (Mattractiveness = 2.001, SEattractiveness = 0.081; Munattractiveness = 1.716, SEunattractiveness = 0.093, p = 0.025) or an experiential product (Mattractiveness = 1.899, SEattractivenes = 0.082; Munattractiveness = 1.401, SEunattractiveness = 0.082, p < 0.001), there was a significant effect of the live streamer’s facial attractiveness on product AOI. Within the group of attractive faces, the effect of different product types on the total fixation durations of product AOI is not significant (Msearch-based = 2.001, SEsearch-based = 0.081; Mexperience-based = 1.899, SEexperience-based = 0.082, p = 0.112). It means that when facing live streamers with attractive faces, the consumers’ total fixation time on the product AOI is not affected by the product type. Within the group of unattractive faces, product type has a significant impact on the total fixation durations of product AOI (Msearch-based = 1.716, SEsearch-based = 0.093; Mexperience-based = 1.401, SEexperience-based = 0.082, p < 0.001). That is, when facing live streamers with unattractive faces, the consumers’ product AOI total fixation durations are influenced by the product type. And search-based products have significantly higher influence than experience-based products in this process. It is shown in Figure 5.



In summary, the effect of a live streamer’s facial attractiveness on consumer attention time in a live e-commerce context is independent of product type; hypothesis H6 is not validated.







4. Discussions


4.1. The Relationship between Facial Attractiveness, Emotional Experience, and Purchase Intention


The results of structural equation modeling remain consistent with the hypothesis. The questionnaire results indicate that a live streamer’s facial attractiveness in a live-streaming e-commerce context can directly influence consumers’ purchase intentions. This is consistent with previous research on consumer behavior. In addition, it is also possible to influence consumer individual status to generate purchase intention, and consumer emotional experience plays a partial mediating role in this process. The hypothesis of this study is consistent with the actual situation. People show higher levels of pleasant emotional feelings toward individuals with attractive faces [52,53]. Implemented in the live-streaming e-commerce environment, consumers pleasant emotions can rise from the live streamer level to the product and shop level. Live streamers with attractive faces can bring positive emotional experiences to consumers, who are more likely to emotionally empathize with the live streamers. Consumers’ shopping emotions may be aroused, which in turn leads to purchase intention. Furthermore, the pleasant emotional process reduces the perceived risk in the purchase process. It can act directly on consumers’ purchase intentions. This provided support for the validation of the intermediary.




4.2. The Effect of Facial Attractiveness and Product Type on Purchase Intention


Based on behavior data from eye-tracking experiments, it was found that the type of products sold by live streamers plays a role in the process of consumers’ purchase intention. At the same time, the facial attractiveness of live streamers significantly increased consumers’ purchase intentions. Specifically, consumers are more willing to purchase search-based products in live-streaming e-commerce contexts. This is related to the attribute of search-based products: that information can be easily and quickly understood. However, experience-based products need to be experienced by consumers before they can develop individual perceptions of them. The virtual shopping environment is not conducive to direct experience, which affects consumers’ next behavior. Consumers are more likely to be attracted to and reduce their judgment of product attributes when facing live streamers with attractive faces. Product type has no significant effect on purchase intention at this point. Consumers’ purchase intention is more likely to be affected by the knock-on effect of the live streamer’s attractive faces, which increases the sense of shopping experience. In front of live streamers with an unattractive face, consumers focus on the product. The purchase process will be more rational. Compared with experience-based products, the characteristics of search-based products are easier to understand by consumers through the introduction of products, and the degree of purchase intention is less affected by the face of the live streamers. At this time, product type has a significant effect on consumer purchase intention. And the purchase intention is higher for search-based products.




4.3. The Effect of Facial Attractiveness and Product Type on Consumer Visual Attention


Attention is a scarce resource and a precious asset in the era of the Internet [54]. Live-streaming e-commerce, as an important form of attention economy, involves the production and control of consumer attention [55]. Analyzing consumer visual attention is of great significance for studying live-streaming e-commerce. Therefore, by analyzing eye tracking data, we can determine consumers’ visual attention allocation when purchasing goods in e-commerce live streaming rooms. Research has found that live streamers’s faces and products are the areas that consumers focus on. Live streamers play a leading role in the live-streaming sales process and are an active element in the live-streaming context. Consumers are influenced by a live streamer’s face when allocating cognitive resources.



Based on eye movement data from eye-tracking experiments, it was found that the interaction between a live streamer’s facial attractiveness and product type has a significant impact on the total fixation durations of the face AOI and product AOI. We found that consumers’ total fixation durations to face AOI are not affected by product type when facing live streamers with attractive faces. But within the group of unattractive faces, product type has a significant impact on the total fixation durations of the live streamer’s face AOI. That is consistent with the research results. Consumers have limited cognitive resources to process information and tend to pay less cognitive cost to simplify their decision-making motivation in a shopping environment. Search-based products happen to provide clear parameters for consumers to evaluate, thus increasing attention time [56]. However, experiential products require consumers to incur additional cognitive costs to obtain product information, leading to reduced attention [57]. This result is inconsistent with hypothesis H6, which may be due to the fact that we used a different research methodology (eye tracking technology) than in the past. Attractive faces attract more consumers’ attention, whether search-based products or experience-based products, which increase their purchase intention. Analyzed by live streamers’s facial attractiveness, live streamers with attractive faces attracted more consumer attention and reduced visual attention to the product. Live streamers with an unattractive face caused participants to fixate less on both the product and the face. This comes from the fact that people prefer attractive faces during the shopping process. This makes people less likely to be attracted to individuals with unattractive faces and the products they introduce. This comes from the fact that people prefer attractive faces during the shopping process. This makes people less likely to be attracted to individuals with unattractive faces and the products they introduce. The search-based products provide access to more accurate product quality parameters compared with experiential products [58]. This process requires consumers to devote more visual attention to obtaining product information, thus significantly increasing total fixation durations.





5. Conclusions and Suggestions


5.1. Conclusions


In this paper, we adopt a questionnaire survey and eye tracking experimental method to study the live streamer’s facial attractiveness in the live-streaming e-commerce scene. The aim is to explore how the facial attractiveness of live streamers affects consumers’ purchase intentions and the role that product type plays in this process. It also explores the cognitive processing process behind it from the perspective of visual attention. In the current rapid development of live-streaming e-commerce, this study provides a useful exploration of revenue enhancement. The main conclusions are as follows:



Firstly, from the point of view of consumers’ purchase intentions, this study confirms that ‘beauty premium’ does exist in the context of live-streaming e-commerce. This may have something to do with the mate selection preferences that people have developed over the course of their long evolutionary history [59]. Consumers are more likely to favor live streamers with a better physical appearance. Highly attractive facial features can bring more advantages. Consumers will develop trust in them, as well as confidence in their expertise and advice [60]. Live streamers facial attractiveness has a significant effect on consumer purchase intention. And the attractiveness of the live streamer’s face can significantly increase consumer purchase intention. At the same time, there is a significant gap between the degree of influence of live streamers with unattractive faces on consumers’ purchase intentions and live streamers with attractive faces.



Secondly, it explored the formation mechanism of purchase intention from the perspective of the user. It was found that live streamers with attractive faces as external stimuli can enhance consumers’ emotional experience in the whole shopping process. At the same time, consumer emotions act as a stimulus, influencing their trust in the business environment and further guiding the consumer’s behavioral intentions [61]. That is, it can influence the formation of purchase intentions.



Finally, through eye tracking experiments, we intuitively discovered that consumers pay more attention to the live streamer’s face and product in the purchase process than in other regions. As an important component in live e-commerce, product type has a certain impact on consumers’ purchase intentions, and consumers preferred to purchase search-based products. There is a difference in the impact of product type on consumer purchase intention in the presence of different live streamers’s faces. There is no significant effect of product type on consumers’ purchase intentions when they face attractive faces. At this time, there was no significant difference in the total fixation duration of consumer attention to the product. When facing live streamers with unattractive faces, product type has a significant effect on consumers’ purchase intentions. The total fixation durations for search-based products were higher than those for experience-based products.




5.2. Suggestions and Research Limitations


This study supplements and improves the theoretical mechanism of consumer purchase intention under new marketing methods. On the theory side, this study expands the research on the challenges live streamers face in the field of live-streaming e-commerce. This provides new research ideas for consumer behavior research from the perspective of live streamers. At the same time, product types were introduced, which combined consumer, live streamer, and product research, making consumer research more specific. On the practical side, it proposes feasible guidance for merchants or e-commerce platforms from the perspective of the live streamer’s face and product type adaptation. This will further increase the marketing revenue of the merchants’ live streaming of products.



We did not investigate the moderating effect of product type in the survey, which is a limitation. However, the findings of the eye-tracking experiment suggested paying attention to the match between the live streamers and the product. And merchants should fully assess the live streamer external and product type comprehensively before carrying out live banding. For example, it can be appropriately adapted to sell as a live stream with unattractive faces when selling a search-based product. It focuses more of the consumers’ attention on the product, which gives them more space to experience it. In addition, it is possible to carry out a special live sale, distinguishing between search-type products and experience-based products for sale separately. This provides a more immersive purchasing environment and improves the efficiency of the rational allocation of live streamer resources.



Enhance the customer experience in the marketing process. The formation of consumer purchase intentions is influenced by individual emotional experiences. Therefore, the marketing process should focus on enhancing the customer experience. Through various ways to improve the consumer’s positive emotional experiences. For example, it is necessary to improve the professionalism of the live streamers and provide them with regular marketing training. Actively interact with consumers to improve the overall atmosphere of the live streamers. In addition to setting up a reward mechanism to enhance the consumer’s emotional experience, there is an all-round improvement in the effective collocation of people, fields, and things in the live streaming room to improve marketing revenue.



This study effectively explores consumer purchase intention in a live-streaming e-commerce environment through eye-tracking technology. At the same time, this study had several experimental limitations, as follows: Firstly, most of the participants selected for the eye tracking experiment were college students. Although they have experience purchasing products on live streaming platforms, there are many factors that affect their purchases due to their lack of economic independence. This can easily lead to incomplete data. In the future, the sample size should be expanded to improve the universality of conclusions. In addition, no experimental design or analysis has been conducted on the matching of product types and live streamer gender. Targeted research can be conducted on live streamer gender in the future.








Author Contributions


Conceptualization, R.S. and J.S.; methodology, R.S. and J.S.; software, M.W.; validation, T.Q.; formal analysis, M.W.; investigation, M.W. and T.Q.; resources, R.S.; data curation, R.S. and M.W.; writing—original draft preparation, R.S. and M.W.; writing—review and editing, R.S. and J.S.; visualization, R.S.; supervision, J.S.; project administration, J.S.; funding acquisition, R.S. and J.S. All authors have read and agreed to the published version of the manuscript.




Funding


This research was supported by Humanities and Social Sciences Research Project of the Ministry of Education (20YJC860027, 23YJAZH119), Hebei Provincial Social Science Foundation Youth Project (HB19XW003), Science Research Project of Hebei Education Department (SQ2023105), Hebei Natural Science Foundation (G2021203014), Hebei Province Higher Education Teaching Reform Research and Practice Project (2022GJJG078), Social Science Application Research Boutique Engineering Project of Jiangsu Province (23SYB-112), the National Natural Science Foundation of China (31400869), Start-up Research Fund of Southeast University (RF1028623132), and the research funds for ideological and political education in postgraduate courses of Southeast University (yjgkcsz2229).




Institutional Review Board Statement


The study was conducted in accordance with the Declaration of Helsinki, and the protocol was approved by the Ethics Committee of Liaoning Normal University (Project identification code: 31400869 and approval date: 12 December 2016).




Informed Consent Statement


All participants gave their informed consent for inclusion before they participated in the study.




Data Availability Statement


The data are available from the authors upon reasonable request.




Conflicts of Interest


The authors declare no conflict of interest.




References


	



52nd Statistical Report on the Development of Chinese Internet. 28 August 2023. Available online: https://www3.cnnic.cn/n4/2023/0828/c88-10829.html (accessed on 14 March 2024).

	



Research Report on China’s Live E-Commerce Industry in 2023. 1 March 2024. Available online: https://www.iresearch.com.cn/Detail/report?id=4316&isfree=0 (accessed on 14 March 2024).

	



Kim, J.; He, N.; Miles, L. Live Commerce Platforms: A New Paradigm for E-Commerce Platform Economy. J. Theor. Appl. Electron. Commer. Res. 2023, 18, 959–975. [Google Scholar] [CrossRef]

	



Cheng, C.; Hu, Y.; Lu, Y.; Hong, Y. Everyone can be a star in the digital economy: Quantifying the business value of live streaming technology in online retail. SSRN Electron. J. 2019. [Google Scholar] [CrossRef]

	



Chen, X.; Shen, J.; Wei, S. What reduces product uncertainty in live streaming e-commerce? From a signal consistency perspective. J. Retail. Consum. Serv. 2023, 74, 103441. [Google Scholar] [CrossRef]

	



Nakamura, K.; Kawabata, H. Attractive faces temporally modulate visual attention. Front. Psychol. 2014, 5, 620. [Google Scholar] [CrossRef]

	



Erdogan, Z.B. Celebrity Endorsement: A Literature Review. J. Mark. Manag. 1999, 15, 291–314. [Google Scholar] [CrossRef]

	



Jimenez, F.R.; Mendoza, N.A. Too Popular to lgnore: The Influence of Online Reviews on Purchase Intentions of Search and Experience Products. J. Interact. Mark. 2013, 27, 226–235. [Google Scholar] [CrossRef]

	



Woodworth, R.S. Dynamic Psychology. Columbia University Lectures; Kessinger Publishing: Whitefish, MT, USA, 1926; pp. 103–118. [Google Scholar]

	



Mehrabian, A.; Russell, J.A. An Approach to Environmental Psychology; MIT Press: Cambridge, UK, 1974; pp. 24–30. [Google Scholar]

	



Donovan, R.J.; Rossiter, J.R. Store Atmosphere: An Environmental Psychology Approach. J. Retail. 1982, 58, 34–57. [Google Scholar]

	



Jakubowska, D.; Sadilek, T. Sustainably produced butter: The effect of product knowledge, interest in sustainability, and consumer characteristics on purchase frequency. Agric. Econ. 2023, 69, 25–34. [Google Scholar] [CrossRef]

	



Wilson, K. Beauty and the Labour Market: An Article Critique On Hemermesh and Biddle’s. Bus. Intell. J. 2008, 1, 148. [Google Scholar]

	



Poutvaara, P. Facial appearance and leadership: An overview and challenges for new research. Leadersh. Q. 2014, 25, 801–804. [Google Scholar] [CrossRef]

	



Mengelkoch, S.; Gassen, J.; Prokosch, M.L.; Boehm, G.W.; Hill, S.E. More than just a pretty face? The relationship between immune function and perceived facial attractiveness. Proc. R. Soc. B Biol. Sci. 2022, 289, 20212476. [Google Scholar] [CrossRef] [PubMed]

	



Martin, W.; Patrick, M.; Johannes, H. The value of a real face: Differences between affective faces and emojis in neural processing and their social influence on decision-making. Soc. Neurosci. 2020, 15, 255–268. [Google Scholar]

	



Ahmed, S.; Ranta, M.; Vähämaa, E.; Vähämaa, S. Facial attractiveness and CEO compensation: Evidence from the banking industry. J. Econ. Bus. 2023, 123, 106095. [Google Scholar] [CrossRef]

	



Khalid, R.; Yasmeen, T. Celebrity physical attractiveness effect on consumer buying behavior. JEMA J. Llmiah Bid. Akunt. Dan Manaj. 2019, 16, 173–180. [Google Scholar] [CrossRef]

	



Sajjacholapunt, P.; Ball, L.J. The influence of banner advertisements on attention and memory: Human faces with averted gaze can enhance advertising effectiveness. Front. Psychol. 2014, 5, 70413. [Google Scholar] [CrossRef]

	



Argo, J.J.; Dahl, W.D.; Morales, C.A. Positive Consumer Contagion: Responses to Attractive Others in a Retail Context. J. Mark. Res. 2008, 45, 690–701. [Google Scholar] [CrossRef]

	



Deska, J.C.; Hingston, S.T.; DelVecchio, D.; Kurt, H. The face of the brand: Spokesperson facial width-to-height ratio predicts brand personality judgments. Psychol. Mark. 2022, 39, 1487–1503. [Google Scholar] [CrossRef]

	



Pornpitakpan, C.; Yuan, Y.; Han, J.H. The effect of salespersons’ retail service quality and consumers’ mood on impulse buying. Australas. Mark. J. 2017, 25, 2–11. [Google Scholar] [CrossRef]

	



Moors, A.; Ellsworth, C.P.; Scherer, R.K.; Frijda, N.H. Appraisal Theories of Emotion: State of the Art and Future Development. Emot. Rev. 2013, 5, 119–124. [Google Scholar] [CrossRef]

	



Williamson, K.A.; Thulin, E. Leveraging emotion-behavior pathways to support environmental behavior change. Ecol. Soc. 2022, 27, 27. [Google Scholar] [CrossRef]

	



Watson, L.; Spence, T.M. Causes and consequences of emotions on consumer behaviour: A review and integrative cognitive appraisal theory. Eur. J. Mark. 2007, 41, 487–511. [Google Scholar] [CrossRef]

	



Leder, H.; Mitrovic, A.; Goller, J. How Beauty Determines Gaze! Facial Attractiveness and Gaze Duration in Images of Real World Scenes. I-Perception 2016, 7, 537–551. [Google Scholar] [CrossRef] [PubMed]

	



Jung, H.; Bake, E.; Choo, H.J. Effects of human crowding and the physical attractiveness of others on customers in stores. J. Glob. Fash. Mark. 2017, 8, 69–82. [Google Scholar] [CrossRef]

	



Li, M.; Wang, Q.; Cao, Y. Understanding Consumer Online Impulse Buying in Live-Streaming E-Commerce: A Stimulus-Organism-Response Framework. Int. J. Environ. Res. Public Health 2022, 19, 4378. [Google Scholar] [CrossRef] [PubMed]

	



Vrtana, D.; Krizanova, A. The Power of Emotional Advertising Appeals: Examining Their Influence on Consumer Purchasing Behavior and Brand–Customer Relationship. Sustainability 2023, 15, 13337. [Google Scholar] [CrossRef]

	



Hahn, A.C.; Perrett, D.I. Neural and behavioral responses to attractiveness in adult and infant faces. Neurosci. Biobehav. Rev. 2014, 46, 591–603. [Google Scholar] [CrossRef] [PubMed]

	



Kamins, A.M. An Investigation into the “Match-up” Hypothesis in Celebrity Advertising: When Beauty May Be Only Skin Deep. J. Advert. 1990, 19, 4–13. [Google Scholar] [CrossRef]

	



Wen, T.; Peng, Q. Review of Facial Attractiveness from Marketing Perspective. J. Dalian Univ. 2022, 43, 82–89. [Google Scholar]

	



Nelson, P. Information and consumer behavior. J. Political Econ. 1970, 78, 311–329. [Google Scholar] [CrossRef]

	



Wang, Z.X. Characteristics on Consumers’ Purchasing Intentions in Live Streaming. Shanghai Manag. Sci. 2023, 45, 9–14. [Google Scholar]

	



Wang, H.J.; Ding, J.Y.; Akram, U.; Yue, X.L.; Chen, Y.T. An empirical study on the impact of e-commerce live features on consumers’ purchase intention: From the perspective of flow experience and social presence. Information 2021, 12, 324. [Google Scholar] [CrossRef]

	



Chen, R.X.; Li, Y.Y. A study of factors influencing the usefulness of online reviews—The moderating effects of brand reputation and product type. Oper. Res. Manag. 2023, 32, 193–199. [Google Scholar]

	



Markopoulos, P.M.; Clemons, E.K. Reducing Buyers’ Uncertainty about Taste-Related Product Attributes. J. Manag. Inf. Syst. 2013, 30, 269–299. [Google Scholar] [CrossRef]

	



Zhang, M.; Qin, F.; Wang, G.A.; Luo, C. The impact of live video streaming on online purchase intention. Serv. Ind. J. 2020, 40, 656–681. [Google Scholar] [CrossRef]

	



Just, M.A.; Carpenter, P.A. Eye fixations and cognitive processes. Cogn. Psychol. 1976, 8, 441–480. [Google Scholar] [CrossRef]

	



Greenwald, A.G.; Leavitt, C. Audience involvement in advertising: Four levels. J. Consum. Res. 1984, 11, 581–592. [Google Scholar] [CrossRef]

	



Lacoste-Badie, S.; Yu, J.; Droulers, O. Small change, big change—Increasing attention with product package variations. Food Qual. Prefer. 2020, 86, 104007. [Google Scholar] [CrossRef]

	



Ehmke, C.; Wilson, S. Identifying Web Usability Problems from Eye-tracking Data. In Proceedings of the 21st British HCI Group Annual Conference on People and Computers 2007, Lancaster, UK, 3–7 September 2007; British Computer Society: Swinton, UK; pp. 119–128. [Google Scholar]

	



Liu, C.H.; Chen, W. Beauty is better pursued: Effects of attractiveness in multiple-face tracking. Q. J. Exp. Psychol. 2012, 65, 553–564. [Google Scholar] [CrossRef] [PubMed]

	



Bei, L.; Chen, Y.E.; Widdows, R. Consumers online information search behavior and the phenomenon of search vs. experience products. Early Child. Educ. J. 2004, 25, 449–467. [Google Scholar] [CrossRef]

	



McCroskey, L.L.; McCroskey, J.C.; Richmond, V.P. Analysis and improvement of the measurement of interpersonal attraction and homophily. Commun. Q. 2006, 54, 1–31. [Google Scholar] [CrossRef]

	



Ohanian, R. The impact of celebrity spokesperson’s perceived image on consumers’ intention to purchase. J. Advert. Res. 1991, 31, 46–52. [Google Scholar]

	



Kim, H.; Lennon, S.J. E-atmosphere, emotional, cognitive, and behavioral responses. J. Fash. Mark. Manag. 2010, 14, 412–428. [Google Scholar] [CrossRef]

	



Li, J.Y.; Li, L.Z. The impact of the characteristics of live-streamering e-commerce live streamer on consumers’ willingness to repurchase—Take Tiktok as an example. Merch. Bus. Econ. Res. 2022, 10, 71–75. [Google Scholar] [CrossRef]

	



Hayes, A. Introduction to Mediation, Moderation, and Conditional Process Analysis. J. Educ. Meas. 2013, 51, 335–337. [Google Scholar]

	



Li, Z.W. Analysis of the Differences in Online Comments between Experiential and Search Based Products. Mod. Manag. Sci. 2013, 8, 42–45. [Google Scholar] [CrossRef]

	



Zhang, Y.H. Research on the influencing factors of the usefulness of online comments: Moderating effects based on product types. Manag. Rev. 2016, 28, 123–132. [Google Scholar]

	



Póvoa, A.C.S.; Pech, W.; Viacava, J.J.C.; Schwartz, M.T. Is the beauty premium accessible to all? An experimental analysis. J. Econ. Psychol. 2020, 78, 102252. [Google Scholar] [CrossRef]

	



Ishai, A. Sex, beauty and the orbitofrontal cortex. Int. J. Psychophysiol. 2007, 63, 181–185. [Google Scholar] [CrossRef] [PubMed]

	



Michael, H.G. Attention Shoppers: The Currency of the New Economy Will Not Be Money, but Attention—A Radical Theory of Value 1997. Available online: http://www.wired.com/wired/archive/5.12/es_attention.html (accessed on 14 March 2024).

	



Wang, Y.X.; An, Z.Z. Attention Economy: Production and Control of Consumer Attention in E-commerce Live Streaming. China Youth Res. 2021, 2, 14–21. [Google Scholar] [CrossRef]

	



Fan, X.P.; Lu, Y.F.; Han, H.Y. The impact of online shopping information environment on consumer decision-making process: Based on the limited rationality perspective. J. Manag. Eng. 2016, 30, 38–47. [Google Scholar]

	



Schmid, B.; Axhausen, K.W. In-store or Online Shopping of Search and Experience Goods: A Hbrid Choice Approach. J. Choice Model. 2019, 31, 156–180. [Google Scholar] [CrossRef]

	



De, N.R.; Rhodes, A. Behavior-based Pricing with Experience Goods. Econ. Lett. 2012, 118, 155. [Google Scholar]

	



Xu, H.W.; Niu, D.; Li, Q. Facial attractiveness and mate value: An evolutionary psychology perspective. Adv. Psychol. Sci. 2016, 24, 1130–1138. [Google Scholar] [CrossRef]

	



Masuda, H.; Han, S.H.; Lee, J. Impacts of influencer attributes on purchase intentions in social media influencer marketing: Mediating roles of characterizations. Technol. Forecast. Soc. Change 2022, 174, 121246. [Google Scholar] [CrossRef]

	



Ahn, J. The impact of support on behavioural intention in a customer-to-customer retail service context. Technol. Anal. Strateg. Manag. 2024, 1–11. [Google Scholar] [CrossRef]








[image: Behavsci 14 00375 g001] 





Figure 1. Proposed study model. 
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Figure 2. Procedure of Eye Movement Experiment. 
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Figure 3. Consumer behavioral data from eye-tracking experiments (*** p < 0.001, ** p < 0.01). 
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Figure 4. Total Fixation Durations in the Live Streamers’ Face Area of Interest (*** p < 0.001, * p < 0.05). 
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Figure 5. Total Fixation Durations in Product Areas of Interest (*** p < 0.001, * p < 0.05). 
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Table 1. Specific measurement items.
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Latent Variable

	
Measurement Question






	
Facial attractiveness

	
I would pay more attention to live streamers with attractive faces in the live streaming room.




	
The beautiful face of the live streamers are highly appealing to me when I purchase items in the live streaming room.




	
The attractive face of live streamers in an e-commerce live stream room draws my attention to what he is publishing.




	
Emotional experience

	
Below are four descriptive emotional state words. Please rate each emotional word based on your actual emotional experience during the time you watched the live streaming and 