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The Effect of Time Pressure on Consumers' Purchase Intention in

Live Commerce: Perceived Value and Perceived Risk as Parameters
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Abstract

Based on an extensive review of the existing relevant literature, this study systematically examines the
theories of time pressure, perceived value, perceived risk, and purchase intention. By incorporating the
S-O-R model and the theory of perceived value, a set of research hypotheses is formulated and a
theoretical framework is established. The study focuses on the impact of perceived value and perceived risk
as mediating variables, with time pressure stimuli as the independent variable and consumer responses as
the mediating variable, ultimately influencing purchase intention. Taking into consideration previous research
conducted both domestically and internationally, a tailored online questionnaire is designed to collect data
specifically in the context of live streaming. A total of 254 valid questionnaires are collected and analyzed
using SPSS 26.0, which includes descriptive statistics, factor analysis, reliability analysis, and feasibility
analysis. Furthermore, AMOS 26.0 is utilized for confirmatory factor analysis in order to validate the model
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and hypotheses, thus generating theoretical and practical research conclusions. According to the research
process and findings, specific marketing recommendations are provided to practitioners. Additionally, a
comprehensive discussion is conducted on the limitations of the research and future prospects.
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[Table 5] Results of hypothesis testing (main effect analysis)
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