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ABSTRACT The application of live-streaming in e-commerce has garnered substantial attention in recent
years, transforming marketing tactics and customer involvement. Grounded on signal theory and presence
theory, this study aims to uncover the mechanism of trust-building in live-streaming commerce that
concentrates primarily on live-streaming commerce features. This study, which was exploratory in nature,
gathered a dataset of 339 responses from China through an online survey. This dataset was then subjected to
exploratory factor analysis, confirmatory factor analysis, and covariance-based structural equation modeling
to identify and elucidate the relationship between the independent and dependent variables. The study found
that the consumer’s sense of presence and authenticity in live streaming significantly impacts the consumer’s
trust. Visual appeal and interactivity influence the consumer’s presence and authenticity; however, only
interactivity can directly influence consumer trust; visual appeal can only influence consumer trust indirectly
through presence and authenticity. This study expands the existing body of research regarding consumer trust
in live-streaming commerce. Additionally, this study provides evidence that the consumer’s perception of
presence and authenticity play mediating roles in the relationship between live-streaming commerce features
and consumer trust.

INDEX TERMS Authenticity, interactivity, live streaming, presence, trust, visual appeal.

I. INTRODUCTION
Live-streaming commerce, a new type of social commerce,
has garnered substantial attention in recent years, trans-
forming marketing tactics and customer involvement. This
inventive method incorporates real-time interactions between
merchants, streamers, community members, and customers
in live chat rooms, creating an interactive environment for
product promotion [1]. The rise of live-streaming commerce
has been attributed to its capacity to amplify marketing
effectiveness [2]. The emergence of live-streaming commerce
has transformed the e-commerce and marketing landscapes,
providing a dynamic and interactive platform to promote
products and engage consumers.

In particular, live-streaming commerce offers consumers
a more interactive and engaging shopping experience, with
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enhanced dimensions of information compared to tradi-
tional e-commerce. The platform creates an entirely new
shopping experience for users by providing unparalleled
real-time and authentic features. These features differenti-
ate live-streaming commerce from traditional e-commerce
and enhance consumer engagement and interactivity [3], [4].
While interactivity and visualization are recognized as essen-
tial features of live-streaming e-commerce, their specific
roles in building trust are not yet fully understood. Further
research is needed to elucidate how these elements contribute
to trust formation. According to signaling theory and pres-
ence theory, these features can potentially affect consumers’
trust.

In the competitive e-commerce landscape, trust becomes
a differentiating factor. Businesses prioritizing trust-building
gain a competitive edge, attracting and retaining loyal cus-
tomers [5]. Therefore, trust is a crucial component that con-
siderably influences consumer behavior and decision-making
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FIGURE 1. Conceptual framework.

in e-commerce. Literature underscores the significance of
trust and its effect on consumer adoption of new technol-
ogy [6], purchasing decision-making in social commerce [7],
and personalized online shopping experiences [8]. Further-
more, Liu and Wang [9] have noted that the dearth of trust
among consumers poses a hindrance to the advancement of
e-commerce technologies.

Despite the growing studies of trust in e-commerce, there
is a significant gap in understanding trust-building dynamics
in live-streaming commerce. Previous studies have indicated
the influence of consumer trust on participation in live-
streaming commerce [1], [10]. Trust mediates the impact
of tourism e-commerce live-streaming features on consumer
purchase intention [11] and the relationship between live-
streaming quality and consumer perceived value [12]. The
study of trust and impulsiveness has significant implications
for the improvement of consumer purchase intention in live-
streaming commerce [13]. However, research on the impact
of live-streaming commerce features on consumers’ trust is
scarce despite the extensive exploration of trust in customer
behavior and decision-making processes in the e-commerce
and online shopping realm. To the best of the author’s knowl-
edge, this paper is the first attempt to uncover the mechanism
of developing consumer trust in live-streaming commerce
that concentrates primarily on live-streaming commerce fea-
tures and provides comprehensive insights into the intricate
mechanism of live-streaming features and their influence on
consumer trust.

This paper makes several contributions to the literature.
Firstly, it expands on the existing body of research regarding
consumer trust in live-streaming commerce. Specifically, this
study investigates the impact of live-streaming commerce
features on consumer trust utilizing signaling theory and
presence theory as the theoretical underpinning. Secondly,
this study provides substantial evidence that the consumer’s
perception of presence and authenticity play mediating roles
in the relationship between live-streaming commerce fea-
tures and consumer trust. Third, in practice, live-streaming
commerce vendors can improve their performance by com-
prehending the mechanism of establishing consumer trust in

live-streaming commerce. Advancing the platform by provid-
ing practical guidance and inspiring sellers to establish the
authenticity and presence of the live-streaming experience
ultimately enhances consumer trust.

The paper’s structure comprises the following sections.
Section two provides a review of relevant literature and devel-
ops hypotheses. Section three outlines the research methods
and data. Section four presents the analysis and results.
Section five discusses the main findings, while section
six presents the conclusions, managerial implications, and
limitations.

II. LITERATURE REVIEW AND HYPOTHESIS
DEVELOPMENT
A. THEORETICAL FRAMEWORK
Figure 1 displays the study’s conceptual framework, sum-
marizing the literature review and its alignment with the
presence theory and signal theory. This study investigates
the impact of live streaming features, such as visual appeal
and interactivity, on shaping consumers’ trust. Furthermore,
it explores the mediating roles of presence and authenticity in
connecting live-streaming features with consumers’ trust.

B. CONSUMER TRUST
Consumer trust is a complex concept that encompasses vari-
ous factors, including credibility, integrity, benevolence, and
the expectation that a brand will fulfill its duties [14], [15].
This multidimensionality highlights the importance of trust
and its impact on consumer behavior. Previous research has
shown that trust is a significant predictor of performance.
For instance, trust can increase brand loyalty [16], satisfac-
tion [17], word-of-mouth [18], purchase intention [19], and
reduce perceived risk [20] and switching behavior [21], [22],
thereby improving performance. Thus, it is vital for marketers
to establish trust with consumers.

Scholars are investigating methods to establish consumer
trust in e-commerce, revealing that it requires a multi-faceted
approach. Social commerce features, such as reviews and
influencer marketing, directly influence trust [23]. Mean-
while, robust institutional mechanisms, such as feedback
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systems, verification procedures, and data privacy assur-
ances, foster a trustworthy environment [24]. Building cus-
tomer trust and loyalty requires an engaging social media
presence, personalized service, and convenient payment
options [2], [25], [26]. Additionally, delivering high-quality
e-services, exceeding customer expectations, and using sim-
ple online rating formats are crucial [27]. By implementing
these mechanisms, e-commerce businesses can create a trust-
worthy environment that promotes continuous purchases and
sustainable growth.

However, live-streaming commerce creates a unique user
shopping experience by offering real-time and authen-
tic features. These features distinguish it from traditional
e-commerce and increase consumer engagement and interac-
tivity [3], [4], which may impede the interpretation of trust-
building in live-streaming commerce. According to Li et al.
[2], live-streaming commerce features such as interactivity,
authenticity, visibility, entertainment, and customers’ per-
ceived presence are positively associated with consumers’
trust. Nevertheless, research that uncovers the mechanism
of consumer trust-building in live-streaming commerce is
scarce.

C. AUTHENTICITY AND SIGNAL THEORY
Authenticity refers to an objective assessment of the genuine-
ness of information [28]. Traditional online shopping may
pose a risk of deception due to the static nature of product
information displayed through photos and text [29]. On the
other hand, live streaming enables real-time and comprehen-
sive display of goods to customers through the camera [1].
It may be more challenging to manipulate the product infor-
mation since editing it is more difficult [2]. Therefore, the
nature of live-streaming enhances the authenticity of live-
streaming commerce.

Authenticity in live-streaming commerce encompasses
various dimensions, including product information, influ-
encer credibility, and consumer experience [11], [30], [31],
[32]. Authenticity is crucial in shaping consumer perceptions
and behaviors in live-streaming commerce. For instance, the
authenticity of product information presented through live
streaming has increased consumer trust and purchase inten-
tion [11], [30]. In addition, the credibility and authenticity of
influencers and streamers have been identified as influential
factors in driving consumer impulse purchases and behav-
ior [31], [32]. Furthermore, the authenticity of the overall
consumer experience in live streaming, including a sense
of flow and trust, has been linked to increased purchase
intention [11], [30].

Signal theory is a vital theoretical perspective for studying
consumer trust. Signaling theory is based on the research
of information asymmetry of two parties [33]. When one
party lacks information the other party possesses, the for-
mer will make decisions based on signals sent by the latter.
Signalers, such as organizations, are insiders who possess
information unavailable to outsiders, such as individuals [34].

As applied in consumer behavior research, signaling theory
focuses on how specific signals or cues influence consumer
trust [35]. Pfeuffer and Phua [36] delved into cue-based
trust and signaling theory to identify and examine the effi-
cacy of content attributes serving as trust cues in online
consumer product review videos. This research sheds light
on how specific cues in online content can act as sig-
nals, impacting consumer trust. Furthermore, Przepiorka and
Horne [37] examined the effectiveness of prosocial, pro-
environmental, and service-oriented investments as signals
of trustworthiness in increasing consumer trust in energy
utilities.

According to signaling theory, streamers send signals
about products, services, or companies to consumers in live-
streaming commerce. Consumers are affected by one or more
signals or cues, of which quality signals are the critical fac-
tor affecting their attitudes and behaviors [36]. Information
quality involves up-to-date, accurate, helpful, and complete
content [23]. If consumers evaluate the quality of information
highly, they are more likely to trust the quality of the product.
Therefore, in line with the signal theory, the authenticity cue
may serve as a signal that impacts consumer trust. Hence, the
hypothesis is proposed as follows:

H1. Authenticity is positively associated with the
consumer’s trust.

D. PRESENCE AND PRESENCE THEORY
Information economy researchers believe that digital media
communication results in presence, which cannot be
ignored [38]. Recently, the presence theory has received
significant attention in explaining consumer trust. Presence
is the perception of intimacy or closeness to others, reflecting
the quality of the media and its ability to improve psycholog-
ical intimacy and physical proximity. It has two dimensions:
social presence and telepresence. Social presence refers to
the perception of being psychologically present to communi-
cation partners [39], while telepresence refers to the feeling
of physical proximity to someone not on the scene [40].
It is easier for people to establish rich interpersonal rela-
tionships in a close environment than in a distant one [40].
Therefore, the perception of presence can lead to consumer
trust [41].

According to the presence theory, streamers can use live
chat rooms to vividly transmit information, creating the illu-
sion of direct communication between two parties [2]. Live
streaming is a form of social media that provides a virtual
environment for communication. Its social function allows
communication partners to interact socially and acquire
helpful information and positive experiences. Overall, live
streaming has the potential to enhance consumers’ sense of
spatial proximity and psychological intimacy, which may
lead to changes in their attitudes and behaviors. Therefore,
in line with presence theory, the hypothesis is proposed as
follows:

H2. Presence in live streaming is positively associated with
the consumer’s trust.
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E. VISUAL APPEAL
Visual appeal refers to a visual representation’s aesthetic
attractiveness and beauty, which can influence an individual’s
subjective experience and response. It includes characteristics
that enhance the enjoyment of browsing a website or viewing
a product without necessarily directly supporting a spe-
cific shopping goal [42]. Visual appeal serves as a stimulus
that affects individuals’ cognitive-affective responses [43].
Research has demonstrated that visual appeal is critical in
shaping consumers’ attitudes, perceptions, and behaviors.
For instance, it affects their intention to use technology, talk
positively about a product, and make a purchase [44], [45].
Additionally, visual appeal impacts constructs such as per-
ceived usability, satisfaction, pleasure, and trust, ultimately
influencing individuals’ attitudes and behaviors [46].

In live-streaming commerce, visual appeal pertains to
the visual attractiveness of the live streamers, platform,
and showcased products. Visual appeal enhances consumer
engagement and affective commitment during real-time inter-
actions with live streamers [47], [48]. Therefore, it creates
a sense of immersion and perceived reality linked to social
presence, telepresence, and para-social interaction, influenc-
ing consumers’ presence [49]. Furthermore, visual appeal
contributes to the authenticity and real-time interaction in
live-streaming commerce, increasing the level of customer
trust and influencing consumers’ perception [1]. An individ-
ual is more likely to evaluate showcased products positively
when shopping in a visually appealing live-streaming room
than a poorly organized one. For example, the live-streaming
interface’s attractive and comfortable layout can make the
deal look more visually appealing, leading to a more positive
evaluation of the showcased product in that live-streaming
room. In contrast, presenting the same deal in an unattrac-
tive or poorly designed live-streaming room may negatively
impact consumers’ perception of authenticity and lower their
trust in the live-streaming room, which could not adequately
design its layout. Hence, the hypothesis is proposed as fol-
lows:

H3a. Visual appeal is positively associated with the
consumers’ presence.

H3b. Visual appeal is positively associated with the
consumers’ authenticity.

H3c. Visual appeal is positively associated with the
consumers’ trust.

F. INTERACTIVITY
Interactivity in live-streaming commerce refers to the
dynamic engagement and interaction between the audience
and the streamer [50]. In traditional e-commerce, communi-
cation between consumers and sellers depends on instant chat
applications and message commenting methods. However,
such methods are frequently subject to delays [51]. Live
streaming enables consumers to interact directly with stream-
ers via live chat on the live-streaming platform, increasing the
efficiency and immediacy of their interactions. Throughout

the live-streaming, streamers participate in promotion ini-
tiatives such as sweepstakes, discounts, and giveaways to
interact with audiences and enhance the shopping experience,
which creates an energized vibe in the live-streaming chan-
nel [52].

Given the interactive nature of live streaming, inter-
activity likely creates a more engaging and immersive
experience [1]. It contributes to its overall attractiveness,
influencing consumers’ willingness to engage and participate
in live streaming [2]. Furthermore, interactivity positively
stimulates consumers’ perceived enjoyment [53]. From the
cognitive-affective perspective, the cognitive processes sub-
sequently influence consumers’ affective responses, such as
perceived pleasure. Suggesting that the interactive elements
in live-streaming commerce can influence consumers’ cog-
nitive processes, thereby impacting their affective states and
overall presence during the live-streaming experience [49].
On the other hand, interactivity can mitigate information
asymmetry by providing real-time engagement opportunities,
personalized interactions, and enhanced product demon-
strations [54], thereby positively impacting consumer pres-
ence [2] and authenticity [1]. In addition, streamers and
audiences may establish an emotional bond during the inter-
action, increasing the consumer’s trust in streamers [11], [55].
Hence, the hypothesis is proposed as follows:

H4a. Interactivity is positively associated with the
consumers’ presence.

H4b. Interactivity is positively associated with the
consumers’ authenticity.

H4c. Interactivity is positively associated with the
consumers’ trust.

III. METHODOLOGY
A. DATA COLLECTION AND PARTICIPANTS
This study uses a quantitative method to assess the pro-
posed hypotheses and research model. This research gathered
data from individuals who engage in live streaming by con-
ducting an online survey utilizing convenience sampling.
This approach enabled a broader reach without geographi-
cal limitations and reduced both time and cost by utilizing
mobile phones and smart devices instead of traditional paper
questionnaires. The survey was disseminated through pop-
ular social media platforms like WeChat, Weibo, QQ, and
live-streaming commerce platforms, resulting in 339 valid
responses for further analysis. This approach is advantageous
since it eliminates the requirement for data input while expe-
diting the collection of substantial data volumes. If the user
inputs incomplete or incorrect information during data col-
lection, the website will display an error message and prompt
them to revise their responses before submitting. Addition-
ally, online surveys aremore likely to produce accurate results
because participants are likelier to decline participation if
they do not wish to participate [56].

Table 1 displays the participant profile, comprising
116 males (34.2%) and 223 females (65.8%). The majority of
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TABLE 1. Profile of participant (N = 339).

TABLE 2. Measurement item sources.

participants, specifically 213 (62.7%), were between 19 and
25 years old, followed by 110 (32.5%) between 26 and
35 years old. There were 9 (2.7%) participants over the age
of 36 and 7 (2.1%) who were 18 years old or younger.
The majority of participants, specifically 242 individuals
(71.4%), held a bachelor’s degree as their highest academic
qualification.

B. MEASUREMENT AND SURVEY INSTRUMENT
This study employed a pre-determined questionnaire to col-
lect data on the variables of interest and the demographic
characteristics of the participants. Scales validated in previ-
ous studies were utilized to measure the variables of interest
(see Table 2). A 5-point Likert scale, ranging from ‘‘Strongly
Disagree’’ to ‘‘Strongly Agree,’’ was used for item rat-
ings. Due to the survey’s origin in mainland China, the
questionnaires underwent translation to Chinese and then
back-translation to verify language consistency [57].

To guarantee that the instructions, questions, and scales
were clear and easy to understand, we conducted pilot testing
during the questionnaire completion process. We gave the
questionnaire to ten students from a local university for a
pilot test to ensure its clarity and ease of use. Based on
their feedback, we made minor adjustments to the word-
ing. We surveyed 50 individuals randomly selected from a

shopping center to assess the reliability of the constructs
using Cronbach’s alpha. The pilot test of the completed struc-
tures confirmed their reliability, with a range of 0.82-0.93.

C. ANALYTICAL APPROACHES
The covariance-based Structural Equation Modeling (CB-
SEM) technique was chosen to examine the proposed model
due to its complexity instead of using regression analysis.
CB-SEM provides a thorough evaluation of complex mod-
els and enables the integration of measurement errors in
predicting relationships [59]. CB-SEM provides explicit esti-
mation of error variance parameters, a capability absent in
traditional multivariate procedures. The CB-SEM analysis
implemented a two-stage approach in this study, compris-
ing a measurement model analysis and a structural model
analysis. Before the measurement model analysis, we con-
ducted an Exploratory Factor Analysis (EFA) to demonstrate
the dimensional structure of the construct. The initial esti-
mation of the measurement model is conducted through
Confirmatory Factor Analysis (CFA) in order to assess the
reliabilities and validities of the research constructs. The
subsequent structural model analysis evaluates the direction
and effect size of the proposed relationships between the
constructs.

IV. ANALYSIS AND RESULTS
A. MEASUREMENT MODEL ASSESSMENT
Adequate sample sizes are required for conducting factor
analysis [60]. Typically, a factor analysis requires a minimum
of 300 respondents or 10 respondents per item [61]. Our study
meets these criteria, as we collected data from 339 respon-
dents and had only 18 items on the questionnaire (as shown
in Table 4). Additionally, the dataset’s adequacy was also
validated by the results of Bartlett’s Test of Sphericity (Chi-
Square: 4,930, df: 153, Sig.: 0.000) and Kaiser-Meyer-Olkin
(KMO) (0.910) from EFA.

Initially, the study used EFA with varimax rotation [62],
[63] to establish the construct’s dimensionality. The analy-
sis specified a rotation factor loading threshold of 0.5 and
extracted 5 components [64]. Table 4 presents the EFA factor
loading, which illustrates the five-factor structure, explaining
79.765% of the total variance. The Goodness-of-fit statistics
indicated a satisfactory measurement model: χ2 = 303.381,
df = 117, CFI = 0.962, TLI = 0.950, IFI = 0.962, NFI =

0.940, RMSEA = 0.069. The validity and reliability of the
five-factor structure were examined further.

Model reliability was assessed using internal consistency
and construct reliability measures [65], [66]. First, internal
consistency was measured with a threshold of 0.6 using
Cronbach’s α [67]. The obtained Cronbach’s α values ranged
from 0.821 to 0.935, as presented in Table 3. Furthermore,
Hair et al. [65] suggested a Composite Reliability (CR)
threshold of 0.7 for evaluating construct reliability. The CR
scores for all constructs consistently fall between 0.893 and
0.949, indicating a reliable model measurement.
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TABLE 3. Reliability and validity measures.

TABLE 4. Scale properties of the measurement model.

Convergent and discriminant validities were utilized to
assess the validity of the model. Initially, we tested the con-
vergent validity with the outer loadings from CFA and the
Average Variance Extracted (AVE). Convergent validity is
deemed acceptable if all items have an outer loading of 0.6 or
greater and AVE values of at least 0.5 [65]. The model’s
convergent validity was established through the outer load-
ings in Table 4 and AVE values in Table 3. Additionally,
a construct shows discriminative validity when the square
root of its AVE is greater than its highest correlation with
any other construct [66]. Thus, the constructs exhibit robust
discriminant validity, as demonstrated by the Fornell-Larcker
Criterion in Table 3.

B. STRUCTURAL MODEL ASSESSMENT
The data indicates a satisfactory fit to the proposed model
based on the fit indices: χ2 = 333.033, df = 118,
CFI = 0.956, TLI = 0.943, IFI = 0.956, NFI = 0.934,
RMSEA= 0.073. The results of the proposed hypothesis tests
are shown in Table 5 and Figure 2. All of these hypotheses
were confirmed except for H3c.

Visual appeal and interactivity explain 52.7 percent and
50.6 percent of the variance in presence and authenticity,
respectively; the model explains 59.5 percent of the variance
in trust. Table 5 shows the results of the path analysis for
each hypothesis. The coefficients (0.328, p<0.001) between
authenticity and trust are positive and statistically significant,
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TABLE 5. Path assessment.

FIGURE 2. Structural model assessment.

thus validating the H1. Shows that consumers’ authentic-
ity during live streaming is positively associated with their
perceived trust in the products. Furthermore, the coefficient
(0.560, p<0.001) between presence and trust is positive
and statistically significant, thus validating the H2 of a
positive association between consumers’ presence and their
trust in the products. The correlation between presence and
trust is stronger than the correlation between authenticity
and trust.

The coefficient (0.654, p<0.001) between visual appeal
and presence is positive and significant at the 0.001 level,
thus validating the H3a of a positive association between live-
streaming commerce visual appeal and consumers’ presence

in watching live streaming, and the association is consider-
ably substantial. The coefficient (0.349, p<0.001) between
visual appeal and authenticity is statistically significant, thus
supporting the H3b of a positive association between live-
streaming commerce visual appeal and consumers’ perceived
authenticity of the products. However, a positive significant
association between visual appeal and trust is not observed
(−0.122, p = 0.062), rejecting H3c. On the other hand,
the coefficients (0.156, p<0.01; 0.505, p<0.001) of inter-
activity between presence and authenticity are positive and
statistically significant, thus validating the H4a and H4b,
indicating that the interactivity feature of live-streaming com-
merce is significantly associated with consumers’ presence
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during live-streaming and their perceived authenticity of
the products. In addition, interactivity is observed to
be positively associated with trust (0.146, p<0.01), thus
validating H4c.

V. DISCUSSION
A. MAIN FINDINGS
The study revealed a positive correlation between authenticity
and the consumer’s trust in the live-streaming vendor. The
more authenticity the consumer perceives, the more trust
the consumer puts in the live-streaming vendor. The finding
is consistent with prior research [11], [30], which shows
that using live streaming to present product information has
increased consumer trust in its authenticity. Authenticity
involves objectively assessing the genuineness of informa-
tion [28]. Hence, high perceived authenticity increases the
consumer’s trust.

On the other hand, the observed association between
authenticity and consumer trust can also be explained by
the signal theory. Signaling theory in consumer behavior
studies focuses on how specific signals or cues influence
consumer trust [35]. Authenticity in live-streaming com-
merce, which refers to the genuineness of information and
interactions, serves as a critical signal of trust. Previous
studies have shown that authenticity cues, such as real-time
product demonstrations and unfiltered interactions, enhance
consumer trust by reducing perceived risks and increasing
perceived reliability [30], [31]. This study’s finding that
authenticity mediates the relationship between live-streaming
features and consumer trust aligns with these insights, rein-
forcing the importance of authenticity as a trust signal in
e-commerce.

The study also revealed a strong correlation between
presence and consumer trust in the live-streaming vendor,
underscoring the significant role of presence in influenc-
ing consumer trust, which is consistent with Lu et al. [41].
Presence refers to the perception of intimacy or closeness
to others, reflecting the quality of the media and its ability
to enhance psychological intimacy and physical proximity.
Streamers use live chat rooms to vividly transmit information,
providing a virtual environment for communication between
two parties [2] and enhancing consumers’ sense of spatial
proximity and psychological intimacy, leading to changes
in their attitudes. Presence has been shown to positively
influence trust in various online contexts [39], [40]. This
study extends these findings to the context of live-streaming
commerce, demonstrating that the sense of presence created
by real-time interactions and immersive experiences is crucial
for building consumer trust.

Furthermore, the study indicates that visual appeal influ-
ences the consumer’s presence and authenticity in live-
streaming commerce. Visual appeal, which enhances the
aesthetic attractiveness and engagement of live-streaming
content, has been shown to positively impact consumer per-
ceptions and behaviors [44], [46]. Visual appeal directly
impacts the consumer’s presence during live-streaming

sessions. When the content is visually engaging, viewers
feel more connected and immersed. Visual cues also influ-
ence authenticity. Authenticity in live streaming refers to the
genuine and unscripted nature of the content [28]. When
the visuals appear authentic (e.g., real-time interactions,
unfiltered moments), consumers perceive the experience as
more genuine. However, a direct association between visual
appeal and consumer trust is not observed. Visual appeal
can only influence the consumer’s trust through presence
and authenticity. Trust is a complex psychological process
that encompasses cognitive, emotional, and social factors.
While visual appeal is undoubtedly important, it alone cannot
fully address all of these dimensions. Trust also depends on
verifiable information, such as product details, reviews, and
ratings, which goes beyond aesthetics.

The study also observed that interactivity is directly
associated with the consumer’s presence, authenticity, and
trust. Interactivity, which facilitates dynamic engagement and
real-time communication, has been identified as a critical
factor in enhancing consumer trust and reducing informa-
tion asymmetry [50], [51]. According to Shang et al. [49],
cognitive processes have an impact on consumers’ affective
responses. The interactive elements in live-streaming com-
merce can influence these cognitive processes, which in turn
affect consumers’ affective states and overall presence during
the live-streaming experience. Furthermore, interactivity can
reduce information asymmetry by offering real-time engage-
ment opportunities, personalized interactions, and improved
product demonstrations [54]. This, in turn, positively impacts
consumer presence [2] and authenticity [1]. Additionally,
emotional bonds are established between streamers and audi-
ences during the interaction, which increases the consumer’s
trust in streamers [11], [55].

B. THEORETICAL CONTRIBUTIONS
This study makes several significant theoretical contribu-
tions to the literature on consumer trust in live-streaming
commerce. First, this study integrates signaling theory and
presence theory to investigate the impact of live-streaming
commerce features on consumer trust. Signaling theory,
which addresses information asymmetry between buyers and
sellers, is crucial in understanding how signals such as
authenticity and presence influence consumer perceptions
and trust. Previous research has shown that signals are vital
in reducing information asymmetry and building trust in
online environments [68], [69]. By applying signaling theory
to live-streaming commerce, this study extends its appli-
cation to a new and rapidly growing e-commerce context.
Presence theory, which focuses on the perception of inti-
macy and closeness in digital interactions, is also essential
in understanding trust-building in live-streaming commerce.
The study’s findings that presence significantly impacts con-
sumer trust align with previous research highlighting social
presence’s importance in online interactions [39], [40]. This
integration of presence theory into the study of live-streaming
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commerce provides a deeper understanding of how real-
time interactions and perceived closeness influence consumer
trust.

Second, this study provides substantial evidence that the
consumer’s perception of presence and authenticity plays
mediating roles in the relationship between live-streaming
commerce features and consumer trust. This finding is con-
sistent with previous research emphasizing the importance
of authenticity and presence in building trust in online envi-
ronments [28], [41]. By demonstrating the mediating roles
of presence and authenticity, this study adds to the existing
literature by providing a more nuanced understanding of how
live-streaming features influence consumer trust.

C. MANAGERIAL IMPLICATIONS
The study’s findings underscore what makes live-streaming
commerce more trustful. In particular, consumer presence
and authenticity play a crucial role in trust-building. Visual
appeal and interactivity can also impact trust through pres-
ence and authenticity. As such, several vital implications
are related to trust-building in live-streaming commerce.
First, live-streaming vendors must emphasize authenticity
and presence. Authenticity plays a crucial role in building
trust. Live streamers should focus on being genuine, trans-
parent, and relatable to their audience. Authentic interactions
create a sense of trustworthiness. Moreover, Live streaming
platforms should enhance features that make viewers feel part
of the experience. Engaging content, real-time interactions,
and personal connections contribute to a stronger sense of
presence.

Second, live-streaming vendors should prioritize
interactivity. Interactivity directly impacts consumer trust.
Encourage viewers to participate actively during live streams
- through comments, polls, or Q&A sessions. The more
engaged viewers feel, the higher their trust in the streamer and
the products being showcased. Implement features that foster
real-time communication, such as live chat or interactive
product demonstrations. These interactions build trust by
allowing consumers to ask questions and receive immediate
responses. Third, live-streaming vendors should enhance
visual appeal with caution. While visual appeal matters,
it indirectly influences trust through presence and authentic-
ity. Striking visuals can capture attention and create a positive
impression, but they must align with the overall authenticity
of the live stream. Avoid overemphasis on aesthetics if it
compromises the genuine nature of the content. Balance eye-
catching visuals with substance and transparency.

D. PRACTICAL IMPLICATIONS
Based on the findings of this study, several practical implica-
tions can be drawn for live-streaming commerce vendors and
marketers to enhance consumer trust and engagement. First,
live streamers should focus on being genuine, transparent,
and relatable to their audience. Authentic interactions create a
sense of trustworthiness. For instance, streamers should pro-
vide real-time, unfiltered product demonstrations and share

personal experiences with the products to enhance perceived
authenticity [28], [31].

Second, live streamers should encourage viewers to partic-
ipate actively during live streams through comments, polls,
or Q&A sessions. The more engaged viewers feel, the higher
their trust in the streamer and the products being show-
cased [55]. Streamers can also design interactive promotions
such as lucky draws, discounts, and giveaways to enhance the
shopping experience and create an energized vibe in the live-
streaming channel [29].

E. LIMITATIONS AND RECOMMENDATIONS
Although this study provides valuable theoretical and prac-
tical insights, it has some limitations that can guide future
research. Specifically, the study only examined the interac-
tivity and visual appeal of live-streaming commerce features,
neglecting others. Therefore, it would be beneficial to incor-
porate other essential features into the framework for future
research. The study is limited to the Chinese context, which
may limit the generalizability of findings to other cultural,
geographical, and socio-economic contexts. However, future
investigations could include diverse regions to enable cross-
cultural comparisons illuminating trust-building nuances and
variations in live-streaming commerce.

VI. CONCLUSION
Trust is a crucial component that considerably influences
consumer behavior and decision-making in e-commerce.
Live-streaming commerce creates a unique user shopping
experience by offering unique features that distinguish it
from traditional e-commerce, increasing consumer engage-
ment and interactivity and impeding the interpretation of
trust-building in live-streaming environments. This study
conceptualized a comprehensive model grounded on signal
theory and presence theory to investigate trust-building in
live-streaming commerce. The study found that the con-
sumer’s sense of presence and authenticity in live streaming
significantly impacts the consumer’s trust. Visual appeal and
interactivity influence the consumer’s presence and authen-
ticity; however, only interactivity can directly influence
consumer trust; visual appeal can only influence consumer
trust indirectly through presence and authenticity.
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