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ABSTRACT

iven the rapid development of live streaming commerce in China, this study focuses on
the interactivity and sociability of live streaming shopping activities and explores online
consumers’ real-time interaction intentions and trust-building behaviours with online
merchants. To discover the real-time interaction between online consumers and online
merchants, this study builds a research model based on the Theory of Planned Behaviour
(TPB). Through the data analysis based on the partial least squares path modelling and
variance-based structural equation modelling (PLS-SEM), the key findings state that,
three factors, including attitude, subject norm, and perceived control, positively affect
online consumers’ real-time interaction intentions and lead them to build trust with
online merchants. Meanwhile, control variables, including gender, age, and educational
background, demonstrate insignificant effects across the model. Unlike existing literature,
the current study pays much attention to the interactive characteristics of live streaming
shopping activities and can provide some valuable suggestions both for online consumers
and online merchants, which can promote the co-development of the commercial and
social aspects of live streaming platforms.
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1. Introduction

Unlike traditional social media platforms, online consumers using live streaming platforms can
have a real-time interaction with online merchants through the video streaming technology (Zhang et
al,, 2020). According to the definition proposed by Azlan et al. (2020), video streaming technology
refers to a new way to broadcast and watch videos over the Internet, which is convenient for users to
engage in recreational, business, and learning activities (Azlan et al., 2020). On live streaming
platforms, online consumers can enjoy the convenience of online shopping and attend virtual
communities anytime and anywhere. Various functions are created on popular live streaming
platforms, including online comment, virtual gift-sending system, and online store functions (Li et al.,
2023a, Li and Kang, 2022b). Benefiting from unique features, online consumers have more
opportunities to interact with online merchants and clearly understand the details of products and
services (Hu and Chaudhry, 2020). Online merchants also apply the video streaming technology as a
distinct tool to attract online consumers’ watching interests and improve their sales performance (Sun
et al., 2019). With the improvement of live streaming commerce, video marketing combined with live
streaming platforms becomes a new trend around the world. The global market size will expand at a
compound annual growth rate of 21.0% from 2021 to 2028 (Wang et al.,, 2022a). For instance, on
Taobao Live platform, around 300 million online Chinese consumers have engaged live shopping
activities during the 11.11 sales period, and 33 live streaming channels have achieved over a sales
revenue of 100m RMB (Zhong et al,, 2022). In the United States, Walmart has expressed strong interest
in applying TikTok’s live streaming platform to advertise their products and services (Wang et al.,
2022b). As live streaming commerce becomes a new driving force, more and more online consumers
attend live streaming shopping activities and accept this special shopping mode. Meanwhile, to avoid
uncertainty issues, online consumers prefer to interact with online merchants to know products’
information comprehensively before building trust with them and purchasing recommended products
(Al-Adwan et al., 2022). Convenient interaction not only helps online consumers understand product
information but also deepens their relationship with merchants. Thus, it is significant for the current
study to explore the real-time interaction between online consumers and online merchants.

Based on the advanced function of real-time interaction, online consumers are willing to
communicate with online merchants and provide some related suggestions for them. This kind of
timely communication overcomes the disadvantages of virtual markets, assisting online merchants in
wining online consumers’ trust (Chen et al., 2022). Although online merchants have begun to apply
video streaming technology to seek an innovative way to attract consumers’ attention and market their
online products since 2015, limited studies analyse why online consumers tend to have a real-time
interaction with online merchants and how they build trust with online merchants through this
process (Zhang et al., 2020, Zhang et al., 2022a). Specifically, interactivity is a major feature of live
streaming platform, which is significantly different from traditional social media platforms (Ma et al.,
2022). To deeply investigate online consumers’ real-time interactions with online merchants, this
study draws on the Theory of Planned Behaviour (TPB) to design the theoretical model and explores
influencing factors of real-time interaction. Compared with other research theory, the TPB is more
suitable to be applied in the current study. It has become a widely accepted model for discussing online
consumers’ intentions and discussing their behaviours on live streaming platforms, which has been
supported by existing scholars (Lu et al., 2022, Xu et al.,, 2022b). According to the TPB research
proposed by Ajzen (1991), the TPB model can be applied to analyse individuals’ intention patterns
from attitude, subjective norms, and perceived control aspects (Ajzen, 1991). All of them have a strong
relationship with individuals’ intention and lead to their final behaviours. Considering its theoretical
value, this paper will utilise the TPB to explain online consumers’ real-time interaction intention with
online merchants and present the relationship between real-time interaction and trust building
behaviours. To narrow the existing research gap, the objective of this current study is designed as
follows: Discover online consumers’ real-time interaction intention and trust building behaviour with
online merchants based on the TPB model.

Theoretical and practical contributions can be presented in this article. Regarding the theoretical
contribution, this paper focuses on the interactive nature of live streaming platforms and uncovers
online consumers’ real-time interaction intention, which is ignored by prior research. To clearly
present related influencing factors and test their relationships, this article refers to the TPB model and
studies online consumers’ intention patterns from attitude, subjective norms, and perceived control
aspects. Meanwhile, considering the rapid development of live streaming commerce in China, the
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research results are beneficial for business researchers to understand the shopping mechanism on live
streaming platforms and design suitable strategies to improve shopping environment both for online
consumers and online merchants. Therefore, relevant findings can not only enhance the interactivity
during live streaming shopping activities but also promote the development of live streaming economy,
contributing to practical contributions.

2. Literature review

2.1 Real-time interaction and trust building behaviour

Real-time interaction means that online consumers on live streaming platforms have the ability
to communicate with online merchants in real time, and it can reduce the time required for customers
to acquire and process information (Wang et al., 2022a). Because of video streaming technology, online
consumers can enquire about the information of product advertised by online merchants, and online
merchants can also improve their marketing strategies based on consumers’ real-time feedback
(Zhang et al., 2022b). For instance, online consumers can ask questions through the online comment
function and use the virtual gift-sending system to present their attitudes to live streaming content
designed by online merchants (Li et al., 2023c). Hence, interactivity of live streaming platforms can
significantly reduce the time interval and social distance in virtual shopping. This is the main reason
why more and more online consumers begin to accept the live streaming shopping model and tend to
interact with online merchants.

In addition to discussing the real-time interaction between online consumers and online
merchants, this paper should pay much attention to online consumers’ trust building with online
merchants, especially analysing the relationship between real-time interaction and trust building
behaviour. In detail, online shopping activities on live streaming platforms are commercial and social,
which means online consumers can have frequent communication with online merchants and build a
strong relationship with them (Xu et al, 2022a). With the help of advanced functions, online
consumers can narrow the emotional distance with online merchants and maintain close contact with
them through joining their fan group. As the key findings claimed by existing literature, online
consumers’ trust building behaviours can be affected by frequent interactions and potentially
influence their final purchasing behaviours (Xu et al., 2022a, Zhang et al., 2022a). Therefore, it is
significant for the current study to explore the relationship between real-time interaction intention
and trust building behaviours.

2.2 Theory of planned behaviour

The TPB is an extension of the theory of reasoned action and can be applied to explore individual's
behavioral intentions (Ajzen, 1991). Ajzen (2020) claims that, the TPB has predictive power and thus
can be widely used to investigate various human behaviors in different contexts, like business,
management, and healthcare (Ajzen, 2020). It has been applied by existing scholars to discover online
consumers’ intentions and behaviours on live streaming platforms (Zhang and Chen, 2023, Li and Kang,
2023a). To be specific, the TPB can provide a theoretical background to identify the effects of attitude,
subjective norms and perceived behavioural control on online consumers’ intention (Rehman et al,,
2019). Combined with the current study, the theory can state three core components, including
subjective norms towards the real-time interaction, attitudes towards the real-time interaction, and
perceived behavioural control towards the real-time interaction. Positive subjective norms, attitudes,
and perceived behavioural control will result in specific intentions and final behaviours, which prior
researchers have proved (Ajzen, 1991, Tarigan et al,, 2021). In light of this, the theoretical framework
of the TPB can be applied to explore online consumers’ real-time interaction and discuss its impact on
their trust building with online merchants on live streaming platforms.

3. Research model and hypotheses

As Figure 1 presents, the research model is established based on the TPB. In detail, this study
refers to the TPB model to explain online consumers’ real-time interaction intentions from attitude,
subjective norm, and perceived control towards the real-time interaction (Ajzen, 1991). Based on the
model, several hypotheses have been proposed in the following content.
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Figure 1. The research model.

3.1 Real-time interaction intention

Real-time interaction in this current study means the interaction between online consumers and
online merchants on live streaming platforms. As mentioned before, video streaming technology
provides online consumers with abundant chances to discuss products’ details with online merchants
and ask questions through the online comment function (Liu et al, 2022). To uncover online
consumers’ real-time interaction intention, this paper applies the TPB model and analyses influencing
factors from attitudes, subjective norms, and perceived behavioural control towards the real-time
interaction. To be specific, online consumers’ attitude towards the real-time interaction means the
degree to which an online consumer has a favourable or unfavourable evaluation of the real-time
interaction behaviour, subjective norm towards the real-time interaction claims an online consumer
with the perceived social pressure to perform or not to perform the real-time interaction, and
perceived control refers to online consumer’s perception of the ease or difficulty of using real-time
interaction on live streaming platforms. Based on prior theoretical basis, all of them will significantly
affect individuals’ intention and cause their final behaviour (Ajzen, 1991, Tarigan et al., 2021, Li and
Kang, 2023a). Considering similar platform environments and consumer groups, the research results
could be applied in the current study, and the paper proposes several hypotheses as follows:

Hypothesis 1: Online consumers’ attitude towards the real-time interaction positively affects their
real-time interaction intention on live streaming platforms.

Hypothesis 2: Online consumers’ subject norm towards the real-time interaction positively affects
their real-time interaction intention on live streaming platforms.

Hypothesis 3: Online consumers’ perceived control towards the real-time interaction positively
affects their real-time interaction intention on live streaming platforms.

3.2 Trust building behaviour

Based on the TPB model, individuals’ intention has a direct impact on their final behaviour (Ajzen,
1991). Although existing scholars have proved the positive relationship between real-time interaction
and final purchasing behvaiours, limited studies examine the positive relationship between online
consumers’ real-time interaction and their trust building with online merchants (Xu et al., 2020, Li et
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al, 2022b). Because of the social nature of live streaming platforms, frequent interaction and
communication through the Danmaku and virtual gift-sending system are helpful for online
consumers to build a strong tie with online merchants (uo et al., 2021) . Therefore, real-time
interaction characteristic of live streaming commerce could motivate online customers to build trust
with online merchants, and the paper states that:

Hypothesis 4: Online consumers’ real-time interaction intention positively affects them to build
trust with online merchants.

3.3 Control variables

As Figure 1 shows, the research model aims to test the hypotheses proposed based on the TPB.
Online consumers’ age, gender, and educational background should be included as control variables
because of their potential effects on online consumers’ intentions and behaviours. Specifically, prior
scholars have identified that online consumers’ real-time interaction intentions and trust-building
behaviours in live streaming commerce could be affected by age, gender, and educational level (Liu et
al,, 2022, Zhong et al., 2023, Li and Kang, 2023b). Hence, the study should design the control variables
and check their influences.

4. Methodology

4.1 Sampling plan and data collection

To test the research model, the online questionnaire method is suitable to be conducted in this
paper. The online questionnaire method, as a quantitative research strategy, includes comprehensive
coverage, time-saving, and easy filling, which is benefiting to overcome time and location restrictions.
iven the research objectives, this study collects data samples from Chinese online consumers and
distributes questionnaires among them. Because of the rapid development of the live streaming
economy, China has a huge base of online consumers. Specifically, China's live streaming economy has
developed rapidly and gained popularity in 2017, and many live shopping platforms, such as TikTok,
Kuaishou, Taobao Live, and Jingdong Live, have attracted millions of online consumers (Li and Kang,
2022a). To better understand online products’ information and even online merchants’ backgrounds,
most online Chinese consumers have abundant experiences of real-time interaction during live
streaming shopping activity (Kang et al,, 2021). Based on the large base of online experienced
consumers in China, the Chinese live streaming shopping environment is selected as the research
context. Meanwhile, all constructs measured in the current study are designed according to existing
scholars, as the questionnaire list in Appendix shows. For instance, attitude, subject norm, and
perceived control are measured based on Ajzen (1991) and Li and Kang’ research (2023). According
to Hong et al. (2011), online consumers’ trust building behaviour is tested based on three items. To
access all relevant dimensions of the concept, all questions are evaluated using a seven-point Likert
scale ranging from 1 point for strongly disagree to 7 points for strongly agree.

4.2 Data collection

Considering the online questionnaire will be distributed among online Chinese consumers, this
study applies the WJX. CN platform as the questionnaire design platform. Its link is convenient to be
shared and forwarded on Chinese social media platforms. Due to most online Chinese participants are
not skilful in the English language, the online questionnaire has been translated into Chinese by related
scholars. Meanwhile, the invitation letter has been presented in advance to assist participants in
understanding the research background and the questionnaire content. iven that different live
streaming shopping platforms could have different shopping environments, this paper focuses on
online consumers from the Taobao Live platform that is the most popular live streaming shopping
platform in China. A pilot test has been conducted with 10 Taobao Live users, aiming to improve the
instrument and avoid wording problems. The online questionnaire has been distributed among
Taobao Live users from October 2023 to November 2023. During the data collection, 258 online
questionnaires have been received from Taobao Live users. Among these questionnaires,
inappropriate responses have been deleted, including the same responses, same IP address,
incomplete responses, and mismatched platforms. Finally, 216 questionnaires are valid for this
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research, and the percentage of valid questionnaires is 83.72%.
5. Data analysis

5.1 Descriptive statistics

Among these 216 respondents (Table 1), 54.63% are males, and 45.37% are females. Regarding
participants’ age, 23.15% are between 18 and 25 years old, 41.67% are between 26 and 40 years old,
and 35.19% are more than 40 years old. Meanwhile, 39.81% have a high school or junior college
background, and 36.11% have a bachelor's background. The demographic of respondents is similar to
the online consumers’ profiles of live streaming shopping platforms (Wang et al., 2020).

Table 1. The basic information of respondents (N=216).

Demographic Variables Category Frequency Percentage (%)
Gender Male 118 54.63%
Female 98 45.37%
Age 18-25 50 23.15%
26-40 90 41.67%
>41 76 35.19%
Educational background  High school or junior 86 39.81%
college
Bachelor degree 78 36.11%
Master's degree or above 52 24.07%

The study uses variance-based structural equation modelling (SEM) and partial least squares
(PLS) path modelling based on SmartPLS 3. PLS-SEM can be applied to analyse data and test the
research model, and it tolerates fewer than 500 research samples (Hair et al., 2019). PLS-SEM is
reasonable for scholars to examine measurement model parameters and calculate structural path
coefficients (Hair et al., 2019). Meanwhile, SmartPLS 3 has the most improved functions to promote
PLS-SEM analysis, and it can be used in the current study (Sarstedt and Cheah, 2019).

5.2 Measurement model

To assess the measurement model, the study needs to be involved in evaluations of reliability,
convergent validity, and discriminant validity. Firstly, average variance extracted (AVE), composite
reliability (CR), and Cronbach's Alpha, must be utilised to evaluate the reliability of the research model.
In detail, AVE should be greater than 0.50, CR should be higher than 0.70, and Cronbach’s Alpha should
be greater than 0.70 (Chin, 1998, Hair et al., 2019). Table 2 shows that all data results meet the
requirements, indicating reliability is reasonable.

Table 2. The results of factor loadings, AVE, CR, and Cronbachs Alpha.

Composite Average Variance

Item Indicator Loading Cronbach's Alpha Reliability Extracted (AVE)
AR AR1 0.940 0.915 0.947 0.855

AR2 0.918

AR3 0.917
BM BM1 0.827 0.828 0.897 0.744

BM2 0.885

BM3 0.875
PR PRI 0.928 0.903 0.939 0.837

PR2 0.907

PR3 0.909
RT RT1 0.860 0.840 0.904 0.758

RT2 0.896

RT3 0.854
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SR SR1 0.905 0.845 0.906 0.763
SR2 0.849
SR3 0.867

Note. AR= Attitude towards the real-time interaction, BM= Build trust with online merchants, RT= Real-time
interaction intention, PR= Perceived control towards the real-time interaction, SR= Subject norm towards the
real-time interaction.

The convergent validity and discriminant validity can be tested by examining the confirmatory
factor analysis. As Table 3 presents, the factor loadings within their intended constructs are highly
correlated, meaning that the measurement model meets the requirement of convergent validity and
discriminant validity. The range of marked items shown in Table 2 is from 0.827 to 0.940, which is
higher than 0.708, indicating that the model meets the convergent validity (Hair et al., 2019).

In addition to the convergent validity, the discriminant validity can be examined by analysing the
Fornell-Larcker criterion. The AVEs’ square root on the diagonals (Table 3) can be utilised to evaluate
whether the discriminant validity of the model is acceptable (Chin, 1998, Fornell and Larcker, 1981).
As Table 3 states, the AVEs’ square root on the diagonals is significantly higher than other correlations,
meeting the discriminant validity requirement. Meanwhile, values of the HTMT ratio remain lower
than 0.90, meeting relevant requirements (Hair et al., 2019).

Table 3. Discriminant validity based on Fornell-Larcker criterion.

Fornell-Larcker criterion

Item AR BM PR RT SR

AR 0.925

BM 0.721 0.863

PR 0.687 0.723 0.915

RT 0.678 0.746 0.684 0.87

SR 0.767 0.703 0.677 0.681 0.874
HTMT criterion

Item AR BM PR RT SR

AR

BM 0.829

PR 0.754 0.835

RT 0.772 0.892 0.783

SR 0.866 0.844 0.776 0.803

5.3 Structural Model Evaluation

A common method variance could be a problem while self-report questionnaires are applied in
the research to collect data simultaneously from the same participants. Regarding the issue of common
method variance, this study can use the score of variance inflation factor (VIF) to check it (Kock, 2015,
Hair et al., 2019). According to the research results proved by Kock (2015), the occurrence of a VIF
higher than 3.3 must be proposed as an indication of pathological collinearity, and it is also as an
indication that the research model may be contaminated by common method bias. According to the
data analysis results, the VIF score for all constructs is between 1.003 and 2.859, and hence the study
can present that there are no collinearity problems detected.

5.4 Description of Hypothesis Testing

To assess each path's significance and the t-statistical test, this paper utilises bootstrapping on
SmartPLS 3 (Hair et al,, 2019). First, as Table 4 presents, the bootstrapped results claim that control
variables (i.e., gender, age, and educational background) demonstrate insignificant effects across the
models. Second, according to Table 4, all hypotheses can be supported because t-statistics results are
notably higher than 1.96 (Hair et al., 2019). Specifically, attitude towards the real-time interaction has
a significant positive effect on online consumers’ real-time interaction intention (=0.245, t=2.237,
p<0.05), supporting Hypothesis 1. Subjective norm towards the real-time interaction positively
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correlates with online consumers’ real-time interaction intention (=0.242, t=2.249, p<0.05),
supporting Hypothesis 2. Meanwhile, perceived control towards the impulse buying positively affects
online consumers’ impulse buying intention (=0.354, t=4.326, p<0.001), supporting Hypothesis 3.
Finally, online consumers’ real-time interaction intention can lead them to build trust with online
merchants on live streaming platforms ($=0.745, t=19.673, p<0.001), supporting Hypothesis 4.

Table 4. Hypotheses results

Original Sample Standard Deviation T Statistics

Path Sample (O) Mean (M) (STDEV) (|O/STDEV)) P Values
AR ->RT 0.245 0.232 0.110 2.237 0.026
Age -> BM 0.036 0.034 0.048 0.763 0.446
Age > RT 0.033 0.032 0.052 0.634 0.526
Educational

background ->BM  -0.036 -0.038 0.046 0.791 0.429
Educational

background -> RT 0.062 0.063 0.045 1.375 0.170
Gender -> BM 0.021 0.019 0.048 0.448 0.654
Gender -> RT 0.036 0.040 0.046 0.791 0.429
PR ->RT 0.354 0.352 0.082 4.326 0.000
RT ->BM 0.745 0.749 0.038 19.673 0.000
SR ->RT 0.242 0.257 0.107 2.249 0.025

6. Discussions and implications

6.1 Key findings

Based on the research results, several key findings need to be presented. Notably, attitude towards
the real-time interaction, subject norm towards the real-time interaction, and perceived control
towards the real-time interaction have positive relationships with online consumers’ real-time
interaction intention, which accords with the theoretical basis of the TPB model. Specifically, online
consumers’ real-time interaction intentions can be influenced by their evaluation of the real-time
interaction behaviour. Meanwhile, perceived social pressure from their peers or family members affect
online consumers’ real-time interaction on live streaming platforms. Moreover, perception of the ease
of real-time interaction significantly influences online consumers’ interaction intention. In light of this,
the influencing factors based on the TPB model positively affect online consumers’ real-time
interaction intention on live streaming platforms. This means that, whether for live streaming
shopping activities or live streaming social activities, the TPB model can be applied to explore online
consumers’ intentions and their final behaviours. Furthermore, for online consumers’ real-time
interaction intentions, three control variables, including gender, age, and educational background,
demonstrate insignificant effects across the relationships. Finally, online consumers’ real-time
interaction intention positively impacts them to build trust with online merchants, which future
studies should pay much attention to.

6.2 Theoretical implications and Practical implications

The rapid development of live streaming commerce attracts lots of online consumers to engage
in live streaming shopping activities. Although existing researchers investigate online consumers’
shopping intentions and behaviours on live streaming platforms, few types of studies pay much
attention to online consumers’ real-time intentions and trust-building behaviours on live streaming
platforms (Li et al.,, 2022a, Li and Kang, 2020). Live streaming platforms provides video streaming
functions for online users, which is different from traditional social media platforms. To understand
products and services’ information, online consumers prefer to have a real-time interaction with
online merchants through the virtual gift-sending system and online comment function. Unlike
previous studies, this article draws on the TPB model to analyse online consumers’ real-time
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interaction intention during live streaming shopping activities and discover influencing factors from
three aspects. Meanwhile, considering the commercial and social nature of live streaming platforms,
online Chinese consumers tend to know online merchants’ background and build trust with them after
various real-time interaction. Although previous studies have analysed online consumers’ shopping
intentions on live streaming platforms, few of them discuss the social mechanism of live streaming
platforms and check the social relationship between online consumers and online merchants.
Therefore, future studies should pay more attention to the connection between real-time interaction
and trust-building behaviours.

About practical implications, the research results are beneficial for related scholars and platform
managers to understand the importance of interactivity. As a prominent feature, interactivity helps
online consumers and merchants comprehend each other's needs. Hence, it is significant to uncover
what kinds of influencing factors affect online consumers’ real-time interaction. Meanwhile,
considering the significant relationship between real-time interaction and trust-building behaviours,
online merchants should design valuable marketing strategies to enhance online consumers’
interaction and win their trust. This method can not only help them meet online consumers'
expectations but also promote the long-term development of their online business. Finally, for online
Chinese consumers, it should be clear for them that their frequent interactions are affected by these
three factors, including attitude, subject norm, and perceived control. For example, they need to follow
their own opinions rather than the influence of their peers if they want to interact rationally with
online merchants. Thus, related research findings can provide suitable suggestions for online
consumers and online merchants.

6.3 Limitations and future study

Considering the popular interactivity on live streaming platforms, this paper establishes the
research model based on the TPB and discovers online consumers’ real-time interaction intention.
However, some limitations should be concerned in the future. Although the article designs online
consumers’ age, gender, and educational background as control variables, it should also consider
potential effects of consumers’ cultural backgrounds. For instance, online consumers from Eastern
cultural backgrounds could pay more attention to the guanxi (social network) with others, and others
from Western backgrounds would focus more on their real needs (Li and Kang, 2023c, Li et al,, 2023b).
Future work needs to compare these differences and promote a multi-group analysis. Meanwhile,
online consumers’ real-time interaction can be promoted through the virtual gift-sending system,
online comment function, and others. Relevant scholars should distinguish their specific effects if they
aim to have a deep-understanding of online consumers’ real-time interaction.

7. Conclusion

The study explores online consumers’ real-time interaction intentions and trust-building
behaviours on live streaming platforms, which dramatically differs from previous research. To uncover
specific influencing factors, this study builds a research model based on the TPB. Although existing
studies refer to the TPB model to analyse individuals’ shopping intention, few of them discuss their
real-time interaction intention. Based on the data analysis results, attitude, subject norm, and
perceived control towards the real-time interaction have positive relationships with online consumers’
real-time interaction intention, leading to them to build trust with online merchants during live
streaming shopping activities. Specific research findings can provide some suggestions for related
scholars and platform managers, helping them build a more convenient and comfortable shopping
environment for online consumers.
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Appendix
The list of questionnaire contents.

Variable Item Measurement

Attitude towards the real-time  AR1 Real-time interaction on live streaming platforms is

interaction (Ajzen, 1991, Li attractive.

and Kang, 2023a) AR2 [ like to have a real-time interaction with online
merchants while watching live streaming.

AR3 Real-time interaction on live streaming platforms is
a good idea.

Subject norm towards the real- SR1 [ will have a real-time interaction with online

time interaction (Ajzen, 1991, consumers if people of importance to me encourage

Li and Kang, 2023a) me to do that.

SR2 Recommendations from close friends will make me
want to try the real-time interaction with online
merchants.

SR3 The opinions of those who are important to me will
affect my decision to have a real-time interaction.

Perceived control towards the  PR1 [ would be able to use live streaming platforms for

real-time interaction (Ajzen, the real-time interaction.

1991, Li and Kang, 2023a) PR2 Using live streaming platforms to have a real-time
interaction with online merchants is entirely under
my control.

PR3 [ have the resources, knowledge, and skills to
promote a real-time interaction.

Real-time interaction intention RT1 If the opportunity arises, I intend to have a real-time

(Ajzen, 1991, Li and Kang, interaction with online merchants on live streaming

2023a) platforms.

RT2 If given a chance, I can predict that I will have a real-

time interaction on live streaming platforms in the
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Build trust with online
merchants (Hong and Cho,
2011)

RT3

BM1

BM2

BM3

future.

I am likely to start a real-time interaction on a live
streaming platform soon.

[ believe that the community of online merchants is
trustworthy.

When shopping on live streaming platforms, I tend
to build trust with online merchants.

[ trust online merchants on live streaming
platforms.

23



	1. Introduction
	2. Literature review
	2.1 Real-time interaction and trust building behaviour
	2.2 Theory of planned behaviour

	3. Research model and hypotheses
	3.1 Real-time interaction intention
	3.2 Trust building behaviour
	3.3 Control variables

	4. Methodology
	4.1 Sampling plan and data collection
	4.2 Data collection

	5. Data analysis
	5.1 Descriptive statistics
	5.2 Measurement model
	5.3 Structural Model Evaluation
	5.4 Description of Hypothesis Testing

	6. Discussions and implications
	6.1  Key findings
	6.2 Theoretical implications and Practical implications
	6.3 Limitations and future study

	7. Conclusion
	References
	Appendix

