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Will the Live Streaming of Internet Celebrities be More Popular:
Research on the Impact of Online Shopping Context Matching on

New Product Adoption

Liu Zhichao Zou Xiaoying

Abstract: Web celebrity live—stream shopping marketing is a new marketing means in the era of network we me-
dia. Based on the S—=0-R Model and Elaboration Likelihood Model, this paper takes the characteristics of different
types of new products as the entry point, combines with different online shopping situations, and conducts situational
experiments on 457 subjects, in order to examine the influence of two online shopping situations, web celebrity live—
stream shopping and shopping platform recommendation, on consumers” new product adoption and its intermediary
mechanism. The results show that online shopping situation and new product type have significant interaction effect
on consumers” new product adoption. Specifically, the web celebrity live—stream shopping situation (vs. shopping plat-
form recommendation) positively affected consumers” willingness to adopt incrementally new products. The shopping
platform recommendation situation (vs. web celebrity live—stream shopping) positively affects consumers” willingness
to adopt really new products. Among them, the perceived value plays an intermediary role. The web celebrity live—
stream shopping situation is conducive to promoting consumers” perceived value of incrementally new products, while
shopping platform recommendation situation is conducive to promoting consumers” perceived value of really new prod-
ucts. The conclusion of this study has a beneficial supplement to the theory of new product communication strategy
and has strong guiding significance to the marketing practice of new product adoption.

Key words: web celebrity live streaming; shopping platform recommendation; incrementally new product; real-

ly new product; new product adoption
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