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ABSTRACT

In the era of digitalization and epidemic, more people deeply rely on digital tools. Digital tools can
be used to complete transactions for food delivery, daily necessities and car booking. Live
broadcasting is one of the representative products in the digital era. Users’ perceived social value
and its impacts are important to the society and operators of platform. Fewer studies, however,
have verified the relationships among social value, platform dependence, and platform identity.
Accordingly, the research purpose of this paper is to analyze users' digital inertia, social values, and
the relationships among their dependence and their identity on livestreaming platforms. Data was
collected by questionnaire survey and 372 valid samples were received. Findings show that in the
relationships between live streaming platforms and users, positive relationships among variables
were met; the social value perceived by the users could affect platform identity through platform
dependence; and users' perceived digital inertia significantly could moderate the relationship
between social value and platform dependence. It is suggested that operators should strengthen
users' perception of social value when designing live broadcast activities.
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1. INTRODUCTION

Since China has entered the information age, the
rapid development and extensive application of
Digital technology has given rise to a new
economic type, Digital Economy. Compared with
the agricultural economy in the agrarian age and
the industrial economy in the industrial age, the
digital economy is a new economy, new driving
force and new form of business, which also leads
to the overall transformation of society and
economy [1]. On the economic front, the scale of
China's digital economy has reached 39.2 trillion
yuan in 2020, accounting for 38.6% of GDP [2].
On the social front, research has confirmed that
the digital economy can improve social
productivity and economic growth rate [3,4,5].
Even so, few existing studies have explored the
social value issues under the digital economy,
which may lead to a theoretical gap in the social
impact of the digital economy.

For example, the era of digital economy
emphasizes the integration and utilization of
digital tools to promote the development of new
media, such as Weibo, Wechat, Douyin,
Kuaishou, Himalayas and other social media,
which process and send and receive all kinds of
text, pictures, video and sound information
through various Internet terminals and data
platforms. Meet people's needs in life and work
[6]. As a result, more and more people use new
media tools to deal with daily affairs, such as
online shopping, ordering food, booking
accommodation and taxis, etc. Handling learning
matters such as online lectures and learning [7];
Handle work issues, such as online meetings
and communication of work issues; To share
daily life, such as leisure and entertainment text
messages, life pictures, audio-video short videos,
etc. [8]. In this context, people rely on new media
and digital tools more and more deeply, and may
have a higher recognition of new media and
digital tools [6]. However, few studies have
explored the issue of social values' dependence
and identity on digital tools or media platforms
under the digital economy. Clarifying this issue
will benefit the development of media platforms
and the protection of users' rights and interests,
and it is necessary to explore the relationship
between the three.

Secondly, research on the theory of consumption
value points out that Function value of
consumers [9] and Social value [10] and
conditional value [11] will affect their purchase
intention, Studies on online food delivery also
show that these values will affect consumers'

purchase intention [12]. Whether consumers'
perceived value produces their dependence on
and identification with enterprises, these studies
have not clarified the relationship between the
three, which makes the application of the theory
of consumer value fall short. Similarly, literature
points out that perceived value is positively
correlated with dependence and identity. After
consumers perceive value, they will have a
sense of dependence and identity on the
products and services of enterprises. A better
sense of dependence and identity will have a
positive impact on the enterprise's credibility and
positive word of mouth [13]. This study focuses
on how value affects corporate reputation and
reputation. Through the path of dependence and
identity, it does not explore the relationship
between dependence and identity and the
mediating effect, and the application of value
theory is still partially limited. In addition, in terms
of the relationship between dependence and
identity, studies have shown that consumers'
attitude will affect word of mouth through
dependence and identity, and dependence will
affect identity [14], which seems to indicate that
consumers will produce identity only after they
become dependent on enterprise products and
services. However, this study did not explore
value, and there is still doubt whether consumers
perceive value driven dependence and identity.
Therefore, there is still a gap in the theoretical
relationship of perceived value, dependence and
identity. To explore the relationship between the
three and clarify the mediating effect will help the
extension and application of the theory of
perceived value.

In addition, the above studies discussing value,
dependency and identity ignored a situation
variable: consumer's inertia. Consumers' inertia
is a kind of repetitive behavior formed by
consumers' passive purchase, which is used to
consuming specific products and purchasing in
specific ways [15]. The reason may be that
consumers already have buying habits, or lack of
motivation to try. They are not willing to try new
products or new ways of buying. In this case,
inertia has been shown to moderate consumer
behavior. In other words, inertia may change the
strength or direction of the relationship in which
consumers perceive value, dependence, and
identity. To explore the influence of consumer
inertia is conducive to the broadcasting industry
to put forward marketing strategies.

For this study, the research subject of this paper
is users of live streaming platforms, and this
paper defines consumer perceived value as the
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social value of social media perceived by
consumers. The dependence is defined as the
platform dependence of live broadcast users;
Consumer identity is defined as the platform
identity of live broadcast users; Consumer inertia
is defined as the digital inertia of live streaming
platform users using digital tools. In summary,
the purpose of this paper is to explore the current
situation and relationship of social value, platform
dependence and platform identity of viewers on
live streaming platforms, test the mediating effect
of platform dependence and the regulating effect
of digital inertia, and put forward suggestions.

2. LITERATURE
HYPOTHESES

REVIEW AND

2.1 The Concept of Live Stream

Live Stream is also sometimes called live
broadcasting on the internet, live-streaming of
integrated media. It is a behavior in which the
anchor (announcer) synchronically records and
releases the development process of a specific
event in a specific placeffield (indoor or outdoor),
and transmits text, pictures, videos, music and
other information to the audience through the
Internet platform [16]. Second, live is real-time
information (include pre - recorded or live record
of information), there is network can receive, the
way to present the cover figure video, viewing
the user can according to their feedback
information to the platform or the host, and some
can live rewind, great appeal for the masses of
users. Therefore, live broadcasting has the
characteristics of real-time information
transmission,  wide regional information
transmission, real-time two-way communication
and diversified information presentation.

In addition, for the traditional radio and television
media, the live streaming of financial media is the
expansion of the traditional radio and television
public platform and industrial form to the new
business form of financial media. For e-
commerce, financial media live broadcast is a
very effective new advertising business model.
The production of radio and television content
can add more links to the process of financial
media live broadcast, meet the needs of e-
commerce, and realize two-way circle breaking
and mutually  beneficial and win-win
communication mode [17]. As the network
platform will push more content for people every
day, so that people's vision is broadened to a
certain extent, and diversified needs can be

better met [18]. Gradually, some people make
use of the network platform live broadcast,
engage in sales activities, start e-commerce
business, and form a new form of business.

2.2The Concept of Perceived Social

Value

Social value is a dimension of consumption value
and a unique form of maintaining consumers
from  different cultural and theoretical
backgrounds [12]. Social value is the capital of a
product or its alternatives, which can strengthen
the perceived self-image of consumers [19]. In
other words, consumers with high social value
will increase their willingness to participate by
consuming products or services. Therefore,
rather  than  product functionality  and
performance. These consumers pay more
attention to the self-worth, social approval and
symbolic meaning to others of the products
[20,21]. In this context, the social value perceived
by the users of the live broadcast platform may
make them attach more importance to their own
value, give positive evaluation and publicity to
the live broadcast programs beneficial to the
public, and thus gain social recognition. On the
one hand, users of specific live streaming
platforms interact with programs by continuously
watching specific program units. On the other
hand, share and communicate with family
members in the real world to show their
significance to others (social value).

For example, consumers may demonstrate their
self-worth to be environmentally friendly and
earth-loving by watching organic food live and

buying organic food. In addition, these
consumers who continue to watch organic food
live, buy organic food and promote

environmentally friendly ideas are also easy to
gain community recognition (social recognition)
and show their behavior of loving the earth
(symbolic meaning to others). In this process,
consumers may continue to pay attention to and
watch the live broadcast of organic food, forming
a living habit (leisure habit); When watching live
shows becomes a part of consumers' lives, they
are likely to become dependent on the platform.
Moreover, due to continuous attention to organic
food live broadcast issues, they may have
psychological connection and identity with a
specific live broadcast platform (live broadcast of
organic food consumption programs).
Accordingly, the following hypotheses are
proposed in this study:
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Hypothesis 1: In the relationship between live
streaming platforms and users, the social value
perceived by users may affect their platform
identity.

Hypothesis 2: In the relationship between live
streaming platforms and users, the social value
perceived by users may affect their platform
dependence.

2.3 The Concept of Platform Dependence
and Platform Identity

Dependence is a kind of functional attachment
between a person and a specific thing, which is a
feeling that can be formed in a short time [14].
Because people rely on specific places and
facilities to engage in specific activities, they will
have dependence with the place and the object
under the interaction over time [22,23]. Taking
live broadcasting as an example, viewers may
watch certain programs for a long time, making
watching certain live programs a part of their
lives. Users may be in the process of watching
the special interaction with the host, the
formation of special memories and memories in
life; As time goes by, users may have a sense of
dependence on live streaming platforms.
Accordingly, platform dependence is defined in
this study as "the degree of dependence
between live broadcast viewers and the live
broadcast platform after they interact with the live
broadcast platform after watching a specific live
broadcast program".

Secondly, compared with dependence, identity is
a relatively long-term psychological feeling,
which must go through a long period of
experience and experience, and the emotion and
symbolic significance generated by the other
party [23,24]. For live broadcast viewers, they
watch certain live broadcast programs for a long
time, which indicates that they may be interested
in a specific topic and willing to continue to pay
attention to it, resulting in emotional and
psychological feelings towards the livestreamer
and the live broadcast content. This research
considers that users' long-term accumulated
psychological feelings towards live streaming
platforms are platform identification.

Studies have confirmed that when consumers
have a sense of dependence based on specific
factors and specific things, they will develop a
sense of belonging and identity with the passage
of time [25,26,14]. This means that in the
relationship between users and the live

broadcast platform, if users have formed a sense
of dependence with a specific live broadcast
platform, they may develop a sense of belonging
and identity to the live broadcast platform. In
addition, if platform dependence affects platform
identity, it also means that in the relationship
between live streaming platforms and users, the
social value perceived by users may affect
platform identity through platform dependence.
Accordingly, the following hypotheses are
proposed in this study:

Hypothesis 3: In the relationship between live
streaming platforms and users, users' platform
dependence may affect their platform
identification.

Hypothesis 4: In the relationship between live
streaming platforms and users, the social value
perceived by users may affect their platform
identity through platform dependence.

2.4 The Concept of Digital Inertia

Inertia is the mover of loyalty. It is the inertia of
customers that makes them repeat purchases
when they are inactive or passive. People with
high inertia will repeat certain behaviors [15]. If
this consumer inertia is applied to live broadcast
users, it is the habitual behavior of users,
including browsing and reading specific live
broadcast platforms and participating in live
broadcast programs with specific themes.
Accordingly, this study defines digital inertia as
"the behavior of users to digital tools who
repeatedly browse, click and participate in certain
live streaming platforms and activities for certain
reasons".

Secondly, in the study of consumer behavior,
inertia is the repeated purchase behavior based
on consumers' laziness and passivity, which is
also the promoting element of loyalty [27,28,29].
In this context, consumers may make repeated
purchases due to lack of guiding target behavior,
lack of conscious decision change [30,31] (, or
follow old habits [32]. Therefore, such as
conversion takes time and effort and is
repugnant [33,29]. When consumers have high
inertia, they will be oriented to buy specific
products [15,34]. In addition, consumer inertia
has been proved to have the function of
regulating attitude and behavior. For example,
Anderson and Srinivasan (2003) [31] found that
the individual level factors of inertia, purchase
scale and convenience motivation can regulate
e-commerce satisfaction and loyalty. At a low
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degree of inertia, individual satisfaction has a
greater impact on loyalty.

The influence of users' digital inertia on social
value, platform dependence and platform identity
may be similar to the influence of inertia on the
relationship between e-commerce satisfaction
and loyalty. For example, in the context of low
digital inertia, users do not have specific habits of
participating in live streaming, and the
relationship between perceived social value,
platform dependence and platform identity may
be weakened. In other words, even if perceived
social value and platform dependence are highly
correlated, they will not increase the correlation
degree because of digital inertia. Relatively,
under the condition of high digital inertia, users
have fixed browsing and participation behaviors
for specific live streaming platforms, which may
promote the strengthening of the relationship
between perceived social value and platform
dependence. Accordingly, the following
hypotheses are proposed in this study:

Hypothesis 5: In the relationship between live
streaming platforms and users, users' digital
inertia  may affect social value, platform
dependence and platform identity.

Hypothesis 5a: In the relationship between live
streaming platforms and users, users' digital
inertia may affect the relationship between social
value and platform identity.

Hypothesis 5b: In the relationship between live
streaming platforms and users, users' digital
inertia may affect the relationship between social
value and platform dependence.

Hypothesis 5c: In the relationship between live
streaming platforms and users, users' digital
inertia  may affect the relationship between
platform dependence and platform identity.

3. METHODS
3.1 Research Model and Hypotheses

This study aims at verifying the relationships
among digital inertia, social value, platform
dependence, and platform identity in
livestreaming context. It focuses on causal
relationships of variables and the topic is
appropriated to employee the quantitative
method.

There are four variables in the conceptual
framework (Fig. 1), named digital inertia, social

value, platform dependence, and platform
identity. Basically, positive relationships among
social value, platform dependence, and platform
identity are met while the moderating effects of
digital inertia on relationships of above variables
are unknown.

Five hypotheses are proposed based on
previous studies [14,15,20,29,34]. In the baseline
model, that perceived social value of a user is
likely to have a positive influence on platform
identity in livestreaming context (H1); perceived
social value likely of a user is to have a positive
influence  on  platform  dependence in
livestreaming context (H2); and platform
dependence is likely to have a positive influence
on platform identity in livestreaming context (H3)
are proposed. Furthermore, in the relationship
between live streaming platforms and users, the
social value perceived by users may affect their
platform identity through platform dependence
(H4, mediating effect). And in the moderating
model, we proposed that digital inertia is likely to
impact social value-platform  dependence-
platform identity relationships (H5, moderating
effect) based on our research objective.

3.2 The Instruments of the Survey

Five variables were listed in the causal model.
digital inertia (IN) was defined as "the behavior of
users to digital tools who repeatedly browse,
click and participate in certain live streaming
platforms and activities for certain reasons".
[14,34]. Three items were adopted to measure IN
including “lI am used to watching the existing XX
brand cosmetics live streaming platform.”, ‘I
prefer the original live streaming platform than to
trying the new one.”, and “I don't like the strange
cosmetics live streaming platform of XX brand.”.

Perceived social value (PV) was defined as “the
social benefits of participating the live broadcast
comparing with his/her efforts” [20]. It was
measured by three items, “I feel happy to
participate the live broadcast of XX cosmetics.”,
“I've benefited a lot from participating the live
broadcast of XX cosmetics.”, and “Participating
the live broadcast of XX cosmetics gave me a
feeling of social approval.”

This study defined platform dependence (PD) as
“the degree of dependence between live
broadcast viewers and the live broadcast
platform after they interact with the live broadcast
platform while participating a specific program”
[14,15]. Items including “I have a strong sense of
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v ]

H4: Mediating effect

Fig. 1. Research framework

identity with participating XX cosmetics live
broadcast.”, “Participating XX cosmetics live has
become a part of my life.”, “For me, participating
the live broadcast of XX cosmetics is very
special.”, “For me, participating the live broadcast
of XX cosmetics is of great significance.”, and
“Participating the live broadcast of XX cosmetics
brought me many memories.” were employed for

measuring the construct of platform dependence.

Considering to platform identity (PI), it was
viewed as “the extents that users' long-term
accumulated psychological feelings towards live
streaming platforms” [14,15]. Those items, ‘I
have a deep psychological connection to
participate the live broadcast of XX cosmetics.”,
“Participating the live broadcast of XX cosmetics,
which is better than other long videos.”,
“Participating the live broadcast of XX cosmetics
can better meet my leisure needs.”, “Participating
the live broadcast of XX cosmetics can't be
replaced by other activities.”, and “Participating
the live broadcast of XX cosmetics is an
important leisure activity.” were used to measure
PI.

3.3 Questionnaire Survey

Considering to the theme of the study was to
verify the causal relationships with in variables,
and the data collection requirements of our study
such as the needs of large samples of
experience on participating the live broadcast, it
would be appropriate to employ the
guestionnaire survey. The population was
unknown and set on those users who were
experienced on participating the live broadcast
during the past six month. They were conducted
on site and online for collecting data.

The questionnaire was established on
Questionnaire Start System. The link was send
to relevant groups in January, 2022. Of 372
guestionnaires obtained, about 27.7% were male
and 72.3%were from female respondents. At
about 32.4% of respondents were 20-40 years of
age, 36.6% of respondents were 41-50 years of
age, and 31% are over 51 years old.
Approximately 9.4% of respondents were below
junior high school, 7.5% of respondents were
above senior high school, 16.1% of respondents
were above junior high school, and 66.9% of
respondents were above bachelor degree. Most
of the respondents were above junior high
school.

With regard to the occupation, 3.5% of
respondents work at government related sectors,
21.8% of respondents belong to industrial sector,
23.6% of respondents were commerce/service
industry, 19.9% of respondents were farmers,
21.6% of respondents were educational industry,
and 9.7% of respondents were retired/else.
Approximately 27.5% of respondent’'s monthly
income was below 3000 RMB, 48.1% of
respondent’s monthly income was 3001-6000
RMB, and 20.6% of respondent’s monthly
income was 6001-8000 RMB while 3.7% of
respondent’s monthly income exceeds 8000
RMB. In terms of the frequency of visits within a
week, less than 5 times accounts for about
72.8%, 19.4% of respondents visit 6 to 10 times,
and 7.8% of respondents visit the platform more
than 11 times. The Correlation matrix of
measurement was listed in Appendix A.

4. RESULTS AND DISCUSSION

In line with Anderson and Gerbing (1988) [35],
two-stage analytical procedures were employed
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to validate the measurement model and
structural model. It's suggested that the validity

and reliabilty could be assessed by

measurement  model and hypothesized

relationships within proposed model were

estimated by structural model using the

maximum- likelihood method [36].

4.1 The Descriptive  Statistics and
Normality

As shown in Table 1, descriptive statistics,
skewness and kurtosis were conducted. As
expected, all of the absolute values of skewness
were less than 3 and kurtosis did not exceed 10,
which indicating no departure from normality [37].
Then, the psychometric properties of the
constructs were assessed by calculating the
Cronbach's alpha in terms of reliability coefficient
[38] and the CFA and SEM were carried out in
the next section.

4.2 Assessment of the Measurement

Model

As shown in Table 2, the standardized factor
loadings (SFL) exceed the recommended value
of 0.50 and all indicators used in this study
significantly loaded on their corresponding
factors [39]. The convergent validity of the

constructs in the measurement model were
confirmed. Furthermore, AVE values of the
constructs were also close to the level of 0.50,
indicating that convergent validity of the
measurement model was proved [38]. According
to Table 3, the squared root of AVEs presented
on the diagonal exceed the correlations between
the constructs. Thus, the discriminant validity of
the constructs was evidenced [39].

4.3 Assessment of the Structural Model

Following the validation of the measurement
model, the proposed model with three constructs
estimated with structural equations modeling to
test the research hypotheses. Three steps were
employed to estimate the parameters as well as
the hypothesis testing. As shown in Table 4, the
relationships of baseline model were estimated in
Model 1, Model 2, and Model 3. The overall fit
indexes for the Model 3 was adequate ()(2
=168.5, DF=60, p=.000, x° /DF = 2.808,
GFI=0.937, AGFI= 0.905, CFI= 0.974, RMSEA=
0.070) and the research hypotheses of baseline
model were confirmed. As expected, the PV-PI
relationship, PV-PD relationship, and PD-PI
relationship were significantly and positively
confirmed, which supported H1, H2, and H3. The
R%pp was 0.702, and R%p was 0.962.

Table 1. Descriptive statistics (n=372)

Question items

Mean SD Sk. Ku. SFL

Perceived Social Value (VE=75.98%, Cronbach’s
Alpha= 0.840)

PV1. | feel happy to watch the live broadcast of
XX cosmetics.

PV2. | benefited a lot from watching the live
broadcast of XX cosmetics.

PV3. Watching the live broadcast of XX cosmetics

gave me a feeling of social approval.

3.54 0.81 -.061  -.028 .828

341 0.88 .035 -.026 .895

3.45 0.91 -.082  -.118 .888

Platform Dependence(VE=73.49%, Cronbach’s
Alpha= 0.908)

PD1. | have a strong sense of identity with
watching XX cosmetics live broadcast.

PD2. Watching XX cosmetics live has become a
part of my life.

PD3. For me, watching the live broadcast of XX
cosmetics is very special.

PD4. For me, watching the live broadcast of XX
cosmetics is of great significance.

PD5. Watching the live broadcast of XX cosmetics

brought me many memories.

3.35 1.02 -.171 -.672 778

3.39 0.89 .029 -.101 .825

2.86 1.17 219 - 757 .908

3.06 111 .016 -.551 .878

3.08 1.07 .004 -491 .891

Platform Identity (VE=77.65%, Cronbach’s Alpha=

0.927)
PI1. | have a deep psychological connection to

3.15 1.09 -.071 -.519 .873
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Question items Mean SD Sk. Ku. SFL
watch the live broadcast of XX cosmetics.

P12. Watch the live broadcast of XX cosmetics, 3.16 1.04 -.086 -.369 .904
which is better than other long videos.

PI3. Watching the live broadcast of XX cosmetics  3.15 1.08 -112 -.462 .882
can better meet my leisure needs.

Pl4. Watching the live broadcast of XX cosmetics  3.18 1.09 -.088 -551 .857
can't be replaced by other activities.

PI5. Watching the live broadcast of XX cosmetics  2.84 1.21 192 -.896 .888

is an important leisure activity.

Digital Inertia (VE=78.66%, Cronbach’s Alpha=

0.864)

INEL. | am used to watching the existing XX brand 3.34 0.97 -.238  -.138 .858
cosmetics live streaming platform.

INE2. | prefer the original live streaming platform 3.37 0.97 -330 -.067 .895
to trying to watch the new one.

INE3. | don't like the strange cosmetics live 3.34 0.98 =277 -111 .907

streaming platform of XX brand.

SD: Standard deviation; Sk: Skewness; Ku: Kurtosis; SFL: Standard factor loading; VE: Variance extracted

Table 2. Results of CFA (n=372)

Constructs Indicator A t-values SMC CR AVE
Perceived 0.699 14.871 0.489 0.837 0.633
Social value 0.837 19.043 0.700

0.843 19.244 0.710
Platform 0.693 15.053 0.480 0.910 0.673
Dependence 0.743 16.650 0.553

0.890 21.788 0.792

0.867 20.857 0.751

0.887 21.686 0.787
Platform 0.825 19.289 0.681 0.926 0.714
Identity 0.874 21.144 0.764

0.829 19.452 0.687

0.824 19.287 0.679

0.871 21.039 0.758
Digital 0.778 17.204 0.605 0.867 0.685
Inertia 0.843 19.374 0.710

0.860 19.978 0.740

Notes: A: Standardized factor loadings; SMC: Square multiple correlation; CR: Composite reliability; AVE:
Average variance extracted; All t-statistics are significant at 0.01 level; ()(2 =257.70, DF=96, p=.000, XZ /| DF =
2.684, GFI= 0.924, AGFI=0.893, CFI= 0.969, RMSEA= 0.067)

Table 3. Discriminant validity of constructs

Items M SD 1 2 3 4
1.PV 10.41 2.26 0.796

2.PD 15.74 4,51 0.757* 0.820

3.PI 15.47 4.86 0.762** 0.897** 0.845

4. INE 10.04 2.59 0.667** 0.744** 0.759** 0.828

*p<0.05, **p<0.01; PV: Perceived social value; PD: Platform dependence; PI: Platform identity; INE: Digital
inertia; Diagonal elements are the square root of average variance extracted. Off-diagonal elements are the
coefficients of correlation between factors
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Table 4. Hypotheses testing for proposed model

Paths M1 M2 M3
Estimate t Estimate t Estimate t

H1: PV-PI 0.853***  10.63 0.269*** 4.38 0.154** 2.63

H2: PV-PD 0.937*** 5.00 0.838*** 11.03

H3: PD-PI 0.848%** 4.67

R%pp 072 0.702

R 0.727 .950 0.962

Model fitness

X 54.7 470.1 168.5

DF 18 61 60

p 0.000 0.000 0.000

x° | DF 3.041 7.707 2.808

GFI 0.968 0.871 0.937

AGFI 0.935 0.801 0.905

CFI 0.984 0.903 0.974

RMSEA 0.074 0.134 0.070

*P<0.05, *P<0.01, ***p<0.001

Table 5. Results of Mediated Effects (Bootstrap method)

Path Product of Coefficients Bias-Corrected 95% CI
PV-PI Estimates SE Lower Upper
Indirect effects 0.710%** 0.058 0.607 0.844
Direct effects 0.154* 0.060 0.032 0.269
Total effects 0.865*** 0.024 0.814 0.909
*p<0.05, **p<0.01, ***P<0.001
4.4 Mediating Effect Analysis significant. ~ Platform  dependence acts a

Firstly, after repeated sampling for 2000 times by
Bootstrap method, the model fit basically meets
or approaches the theoretical requirements
(x°=168.4, DF=60, P =.000, X°/DF= 2.808, GFl=
0.937, AGFI= 0.905, CFI= 0.974, RMSEA=
0.070). In terms of variable relationship (Table 5),
perceived social value significantly affects
platform dependence and platform identity, and
platform dependence significantly positively
affects platform identity. Hypothesis 1,
Hypothesis 2 and hypothesis 3 are supported.
Perceived social value not only directly affects
platform identity, but also mediates platform
identity through platform dependence. Platform
dependence is the mediating variable between
perceived social value and platform identity, and
yielding the predictive power of platform
dependence and platform identity being 0.702
and 0.962, respectively.

Moreover, in terms of the mediating effect, the
indirect effect is 0.710(p<0.001), and the upper
and lower limits of Bias-corrected 95%
confidence interval are 0.607-0.844, which
excluding 0 (p-value< 0.001) and indicating that
the indirect effect of the research model is

mediating role between perceived social value
and platform identity. In terms of direct effect, the
estimated value is 0.154, and the upper and
lower limits of Bias-corrected 95% confidence
interval are 0.032-0.269, which excluding 0 (p-
value < 0.05) and indicating that perceived social
value has a significant direct effect on platform
identification. Finally, in terms of the total effect
of the mediating effect, the estimated value is
0.865, and the upper and lower limits of Bias-
corrected 95% confidence interval are 0.814-
0.909, which excluding 0 (p-value < 0.001) and
indicating that perceived social value has a
significant effect on platform identity.

In other words, perceived social value not only
affects platform identity directly (direct effect), but
also affects platform identity through platform
dependence (indirect effect). Platform
dependence has a partial mediating effect, and
the mediating effect reaches a significant level.
Accordingly, hypothesis 4 is supported.

4.5 Analysis of Moderating Effect

In this study, digital inertia was divided into high
and low groups (218 samples in the low group
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and 154 samples in the high group) according to
the mean, and multi-group mode was used to
conduct moderating model analysis. The results
are shown in Table 6.

First, the study examines the invariance of
measurement patterns in both groups. In this
study, the chi-square difference between the
completely unrestricted and completely restricted
measurement modes was calculated, and the
calculation results showed that the adaptor
square difference was not significant (Ax*(DF) =
(33.5-268.6)/(151-120)=45/31=1.45<3.54, p >
0.01). It shows that the measurement indicators
for the two groups of respondents has
invariance.

Furthermore, this study examines the differences
in structural models between the two groups of
respondents. After calculating the chi-square
difference between the three structural path
models and the baseline mode, it found that the
chi-square difference test of PV-PD reached a
significant level (Ax? /ADF=5.27>3.54, p <0.01),
that is, the influence of PV on PD was
significantly different across two group of digital
inertia. The results are described as follows
Table 6.

Firstly, in the unrestricted model, the main
differences between high and low groups are the
impact of perceived social value on platform
identity, and the impact of platform dependence
on platform identity. For respondents with low
digital inertia, their perceived social value has no
significant impact on platform identity, and
platform dependence has no significant impact
on platform identity. However, for respondents
with high digital inertia, their perceived social
value significantly affects platform identity; their

dependence significantly affects platform identity.
In other words, for respondents with low digital
inertia, perceived social value only affects
platform dependence. For fans with high digital
inertia, their perceived social value can directly
affect their platform identity, or through the
mediation of platform dependence.

Furthermore, compared with the whole sample
(B=0.84, t=11.03), the coefficients of PV-PD in
unrestricted model was 0.67(t=6.67) and
0.83(t=6.63), and the coefficients of restricted
model was 0.74(t=6.63 and 9.55), respectively.
Digital inertia significantly weakens perceived
social value-platform dependence (PV-PD)
relationships. In other words, when the digital
inertia context is not considered, the perceived
social value of respondents has a significant
impact on platform dependence; However, in the
context of low digital inertia, respondents’ digital
inertia is low, and the impact of perceived social
value on platform dependence is not significant.
In the context of high digital inertia, respondents
have high digital inertia, and the impact of
perceived social value on platform dependence
is significant, but the influence also decreases.
Accordingly, respondents’  digital  inertia
significantly strengthens the relationship between
perceived social value and platform dependence,
and hypothesis 5b is supported.

In addition, this study further discusses the
relationship between perceived social value and
platform dependence in the context of high and
low digital inertia (Fig. 2). Fig. 2 shows that the
platform dependence of the low digital inertia
group is higher than that of the high inertia group
when the perceived social value of respondents
is less than 4.38. On the contrary, when the

perceived social value significantly affects perceived social value of respondents is greater
platform dependence, and their platform than 4.38, the platform dependence of the low
Table 6. Hypotheses testing for moderated model
Paths MZ1(INEL, n=218) M2(INEH, n=154) M3(Baseline M4(Nested
model) model)
Estimate(t) Estimate(t) X (DF) X~ (DF)
PV-PI .032(.47) .382**(2.59) 268.6(120) 269.6 (121)
PV-PD .670(6.67)*** .831***(6.63) 268.6(120) 273.9 (121)
PD-PI .962(1.79) .628***(3.16) 268.6(120) 271.8 (121)
R’pp 449 .690
R’pi 968 .938

Chi-squire testing

H5a AX’ /ADF=0.95
H5b AX’ IADF=5.27, Supported
H5c AX’ IADF=3.2

*p<0.05; *p<0.01; **p<0.001
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Fig. 2. Moderating effect of digital inertia

digital inertia group is lower than that of the
high inertia group. In other words, respondents in
the low digital inertia group do not have a
specific preference for livestreaming platforms;
they do not have special viewing habits; and
they do not reject unfamiliar livestreaming
platforms. When their perceived social value is
relatively low (about 4.38), they will have a
sense of dependence on livestreaming platforms.
And with the rise of perceived social value,
the sense of dependence of live streaming
platforms will also rise. But the rise is not as
high as that of high digital inertia. For
respondents in the high digital inertia group, they
have specific preference for livestreaming
platforms and special viewing habits. In the case
of rejection of unfamiliar livestreaming platforms,
as long as they perceive the social value of
livestreaming (about 4.38), they are more likely
to have a sense of dependence on livestreaming
platforms. Moreover, with the increase of
perceived social value, the sense of dependence
of live streaming platforms will also increase, and
the increase is higher than that of low digital
inertia. In other words, digital inertia has the
effect of reinforcing the relationship between
users' perceived social value and platform
dependence.

5. CONCLUSION

In the era of digitalization and epidemic, more
people deeply rely on digital tools. Digital tools

can be used to complete transactions for food
delivery, daily necessities and car booking. Live
broadcasting is one of the representative
products in the digital era. The host transmit real-
time activity information and programs to fans
through the internet platform to achieve the
purpose of information exchange, brand
promotion, leisure and entertainment. Live
broadcasting has the characteristics of real-time,
interactive and fast, and is loved by the citizens.
With the popularity of live streaming, users
develop digital habits, which also affect the social
value perceived by users, as well as their
dependence on and identity of live streaming
platforms. However, fewer studies have analyzed
the relationships between these variables, and
clarifying the relationships among these variables
is helpful for enterprises to formulate marketing
strategies and governments to formulate
management regulations. Accordingly, the
research purpose of this paper is to analyze
users' digital inertia, social values, and the
relationships among their dependence and their
identity on livestreaming platforms. After the
above analysis, the following conclusions are
obtained.

® In terms of the respondents' perception of
the current status of the research
variables, the average perception of social
value is high, and the order followed by
digital inertia, platform dependence and
platform identity. The respondents’ views
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on platform identity vary greatly, which are
platform dependence, digital inertia and
social value in the order. The study found
that the average scores of the
respondents' perceived social value was
high, indicating that the respondents attach
importance to their self-worth when
participating in live streaming activities,
hope to show their significance to others,
and gain recognition from others. There is
a big difference in the score of
respondents' identity with the platform,
which highlights the great difference in the
degree of psychological connection
between the respondents to the live
broadcasting platform. The reason for the
difference is worth further discussion by
the live broadcasting industry and the
brand industry.

Furthermore, in the relationships between
live streaming platforms and users,
findings show that the social value
perceived by users has a significant
positive impact on platform identity, social
value has a significant positive impact on
platform  dependence, and platform
dependence has a significant positive
impact on platform identity. The results are
consistent with existing studies [14,15]. It is
found that improving the social value
perceived by the users is conducive to
strengthening users' identification and
dependence on live streaming platforms.
Improving users' platform dependence will
also help strengthen users' recognition of
live streaming platforms. Accordingly,
brand operators and live streaming
platforms should strive to enhance the
social value perceived by users, create
psychological links, meet their leisure
needs, and making it an irreplaceable
activity. Finally, let users have a sense of
belonging, memories and identity.

In addition, in the relationships between
live streaming platforms and users, the
social value perceived by the users will
affect platform identity through platform
dependence, highlighting the mediating
role of platform dependence. The results
are consistent with existing studies [14,15].
The results show that compared with
simply using social value to predict
platform identity, adding platform
dependence significantly improves the
predictive power of platform identity.
Specifically, the mediating effect is
significantly greater than the direct effect,
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highlighting the important role of platform
dependence. Accordingly, brand operators
and live streaming platforms should give
priority to obtaining wusers' platform
dependence when planning to obtain
platform identity. If some activities are
designed to meet the leisure needs of the
users and become irreplaceable activities,
they will be more likely to have a sense of
psychological connection and dependence
on the platform, which will help improve
users' memories of the platform, as well as
their ownership and identity of the platform.
Finally, in the relationships between live
streaming platforms and users, users'
perceived digital inertia  significantly
moderates the relationship between social
value and platform dependence. It is a hew
finding of this study and a highlight which
was not proposed by other studies. In the
digital era, the higher the perceived digital
inertia of users, the greater the impact of
their perceived social value on platform
dependence. This shows the importance of
cultivating and inducing users to participate
in live streaming activities. Making user
prefer and accustomed to participate in live
streaming activities can strengthen the
relationship between their social value and
platform dependence. And it helps to
improve users' sense of dependence on
live streaming platforms. Accordingly,
brand operators and live streaming
platforms should give priority to developing
schemes to improve users' digital inertia
when planning to acquire platform
dependence.

ADVICE TO THE MANAGERS

® The average score of social value based

on user perception is higher, which is the
possible advantage of livestreaming
operators and brand operators.
Livestreaming operators and brand
operators should make good use of this
advantage and rationally design activities
to continue to enhance the social value
perceived by the users. Comparatively, the
degree of psychological connection of live
streaming platforms is quite different,
which is the possible weakness of
operators. It is suggested that companies
cooperate with universities or scientific
research  institutions to  strengthen
research and analysis to find feasible
solutions.
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Users' perceived social value has a
significant positive impact on platform
identity and  platform  dependence.
Operators should strive to enhance users'
perceived social value. It is suggested that
operators  should strengthen  users'
perception of social value when designing
live broadcast activities. In addition to
making users feel happy, they should also
benefit from material, spiritual and
psychological aspects, and feel that others
approve of their participation in live
broadcast activities. Improving incentives
in activities, such as prize response,
attention to reward, like reward, retweet
reward, share reward, etc., are all
directions to consider.

Platform dependence is the mediating role
of social value and platform identity.
Operators should strive to improve the
mediating effect of platform dependence. It
is suggested that operators can cooperate
with universities or scientific research
institutions to find frequent customers with
high frequency and new customers with
low frequency through big data analysis,
analyze their preferences, motivation to
participate in live streaming and related
formatted factors of dependence, and
develop different platform dependence
programs.

Digital inertia has a strong effect on the
social value and platform dependence
perceived by the users. It means that the
operators should strive to strengthen the
moderating effect of digital inertia. It is
suggested that the operators can analyze
users' digital inertia through background
data, or cooperate with university research
institutions to analyze the influencing
factors of existing users and potential
users' digital inertia, and develop solutions
to improve digital inertia.

LIMITATIONS AND RECOMMENDATIONS
FOR SUBSEQUENT RESEARCH

This study has verified the relationships
among social value, platform identity and
platform dependence, and analyzed the
moderating effect of digital inertia on the
research variables. On this basis,
subsequent research can add other
moderators of platform identity and
platform dependence. Such as moderators
of involvement and hedonic motivation, as
well as outcome variables such as words

of mouth and recommendation can be
tried. It can make the research on platform
dependence and platform identity more
complete.

® Secondly, this study finds that high digital
inertia  will strengthen the relationship
between social value and platform
dependence, and there may be other
moderating variables that will strengthen or
weaken the relationship between variables.
For example, subsequent studies can
clarify the influence of variety seeking and
reference group on the relationship
between study variables.

® In addition, this study only discusses one
kind of livestreaming platform and does not
compare the different properties across
livestreaming platforms. Based on this,
future research can compare the
differences in the relationship between
variables of different types of livestreaming
platftorms. For example, there are
differences  between public  welfare
livestreaming platforms and profit-oriented
livestreaming  platforms, leisure and
entertainment platforms, and further
education and learning platforms.
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APPENDIX A. CORRELATION MATRIX

ltem M SD Perceived Social Platform Dependence Platform Identity Digital Inertia
Value
PV1 PV2 PV3 PD1 PD2 PD3 PD4 PD5 PI1 PI2 PI3 Pl4 PI5 IN1 IN2 IN3
PVl 354 81 1
PvV2 341 .88 .600** 1
PV3 345 .91  .584* 724* ]
PD1 335 1.02 .463* .509** .535* 1
PD2 3.39 .89 .652* .611** .591* 622** 1
PD3 2.86 1.17 .545* .615* .605* .607* .680* 1
PD4 3.06 1.11 .516* .562* .595* 553*  §32* | 774** ]
PD5 3.08 1.07 .477** .591** .627** .597* .616** .802** .778* 1
P11 3.15 1.09 .526** .617** .648* .563* 571* | 717** 708* |749** 1
P12 3.16 1.04 .547** .620** .627* .615** .627** |747** 748* 779 .801** 1
PI3 3.15 1.08 .482* .585* 563* 589* .614* .686** .704* .709** |712* | 745* 1
Pl4 3.18 1.09 .577** .601** .595* 560** .600** .711** .672* .702** .646** .674** .712** 1
PI5 284 121 .524* 611* .626** .578* .615** .774* .760** .756** .685*  757* | 717** |753* 1
INL 3.34 .97 .556** .520** .558* .456** .566** .591** .613** .541* 539** 613** 558* G577 594** ]
IN2 3.37 .97  .480* .498* .489* .496** .526** .626** .620** .620** .550*  644* 566** .614* 583* .632** 1
IN3 3.34 .98 .507** .503** .526** .460** .567* .582* .619* .578* 591* .638* .582* .644** 597** .662** .744** 1

*p<0.05, *p<0.01
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