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-« Abstract

With the development of informatit-on technology and the COVID-19 pandemic, many
consumers have switched to online product purchases. With the rise of e-commerce live
broadcast, consumers can choose and buy products through live broadcast, which has
become a popular marketing method. With the development of the e-commerce live
broadcast industry, most of the previous research has revolved around various aspects,
providing empirical evidence. The products sold and the content of live broadcasts tend to
be more diversified, so it is necessary to study whether different products can affect the
purchase intention of customers. For e-commerce live broadcast-related enterprises, it can
provide effective marketing strategies and improve the competitiveness of enterprises.
Therefore, this study focuses on the characteristics of the product, which are divided into
scarcity, customization, discount, experimentation, novelty, and information, and verify
whether it has an impact on the purchase intention of customers.Then, using the value
perceived by customers as a moderating variable, verify whether there is a moderating
effect. The analysis results show a significant relationship between product characteristics
and purchase intention, and customer perceived value has a mediating effect between
product characteristics and purchase intention.
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