Management Science and Engineering ‘& Bl 2 5 T8, 2024, 13(3), 668-676 Hans iXiih
Published Online May 2024 in Hans. https://www.hanspub.org/journal/mse
https://doi.org/10.12677/mse.2024.133069

TR R R RE LR B R
fot
—ETIREERTR

o
H R (i), o B

Weks H 3. 202445 HAH; S ER: 20244E5H24H; KAAHM: 202445 H31H

wm B

BEE TR E 2 3 ELEX R R, B BE LA - R -, Ao ge ol i E SR X A E AN B SR BT
FREZ, DERIANM AR, Bk, B RXALERREIGE B RS
SR NAE . —FH, VRSB EFTERERMVER. RABEOE, J—05H, RBRA™
A EBUR . B BT ER R ORIV A P R RN EERRZ — AR RESE, BukF2023
F50, BNRAFELTY KE1619450, HHSHEABTELH0.88%, HAERENTREEA
Win, HHREEHREA. AR EARERAER T REES, HERBFTIER AT HBOE %
FILRIBHIREN, THEHEEHENEREELSENEMER . B2 2R R OHE
B, SR ERIEHR SRS MRS, CAURIEHE S E KRR i R .

XA

EfTHER, BEH BWIRE

Research on the Impact of Upward
Comparison on Consumer Purchase
Intention of Beauty Products

—Based on Celebrity Live Streaming Sales

Hao Guo

School of Management (School of Accounting), Yunnan Minzu University, Kunming Yunnan

Received: May. 4™, 2024; accepted: May. 24", 2024; published: May. 31%, 2024

WEFIH: ERiE. AT E RO S I B I SE R R RS A AL ). RN 5 TRE, 2024, 13(3): 668-676.
DOI: 10.12677/mse.2024.133069


https://www.hanspub.org/journal/mse
https://doi.org/10.12677/mse.2024.133069
https://doi.org/10.12677/mse.2024.133069
https://www.hanspub.org/

i

Abstract

With the development of China’s mobile Internet, the number of smart phone and short video us-
ers is growing rapidly, and the marketing model of traditional enterprises is also constantly pur-
suing innovation and seeking change to adapt to this rapidly changing market. Therefore, the
marketing model of live streaming sales, which has rapidly emerged in recent years, is being ap-
plied by more and more enterprises. On the one hand, enterprises can enhance their corporate
image and brand value through live streaming sales, and on the other hand, they can increase the
sales volume of their products. Currently, live streaming e-commerce has become one of the im-
portant ways for online shopping users to purchase goods. According to Guoji data, as of May 2023,
the total retail sales of domestic beauty products have expanded to 161.9 billion yuan, accounting
for 0.88% of the total retail sales of consumer goods in society. Domestic consumers have in-
creased their investment in beauty products and their willingness to consume has significantly
increased. The purpose of this study is to explore the impact of upward comparison caused by ce-
lebrity anchors during live streaming sales on consumer purchase intention. Understand the de-
gree to which celebrity anchors influence consumer purchasing decisions. And by analyzing the
psychological impact brought by celebrity anchors, evaluate the influence of anchors in recom-
mending beauty products and their potential impact on consumer purchase intention.
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Table 1. Description of the distribution of characteristics of the surveyed population

& L BN REHFES L

A buA] i Hok
% 96 50.3%
Ll
% 95  49.7%
18 HLLF 18 9.4%
18~25 % 63 33.0%
26~30 & 45 23.6%
i
31~40 % 35 18.3%
41~50 % 10 5.2%
51~60 % 20 10.5%
AU 74 38.7%
KELHFR 57 29.8%
=951
KRR 39 20.4%
WE A K bA E 21 11.0%
ML= b 2 A7 R 51 10 5.2%
VR 5 119  62.3%
i1
%0 24 12.6%
HoAth 38 19.9%
1000 JE LA T 7 3.7%
1000~3000 7t 14 7.3%
EEISa L ON 3001~5000 JG 39 20.4%
5001~10,000 JG 78 40.8%
10,000 JcbA k- 53 27.7%
10 IR LR 24 12.6%
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WA NS FEART S, 7F 0.6~0.7 Z A NT15, 7E 0.7~0.8 Z B NELET{E, 7F 0.8~0.9 X B NIRT(E, 7F
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Table 2. Cornbach o reliability analysis
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co3 0.771 0.775
SE1 0.727 0.709
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GM1 0.702 0.843
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Table 3. KMO and Bartlett’s Test of Sphericity
%% 3. KMO #0 Bartlett’s Test of Sphericity
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Table 4. Pearson correlation analysis of major variables
= 4. FEZELE Pearson XS

A W SE R AT EESPINGIN 0!
=5 1
EATHER 0.311" 1
EEEONEl:77) 0.373" 0.426™ 1

I 0.01 ZHGUE), HEIEEE.
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IEFEEMCHR = 0313, p<0.001, 4REZE, RficwE. LR P, FATHENT BRI R B
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Table 5. Stepwise regression method mediation effect test
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A R — P iR =
T L= SEESINEl:4)] T
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B t B t B t
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EERINE)7)] 0.328 4,001
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F 20.215%** 41.916™ 18.914™
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Table 6. Bootstarp (5000 iterations) mediation effect test
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