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ABSTRACT

Watching live streams as part of the online shopping
experience is a relatively new phenomenon. In this paper,
we examine live streaming shopping, conceptualizing it as a
type of online shopping that incorporates real-time social
interaction. Live streaming shopping can happen in two
ways: live streaming embedded in e-commerce, or e-
commerce integrated into live streaming. Based on prior
research related to live streaming and consumer motivation
theories, we examined the relationships between hedonic
and utilitarian motivations and shopping intention. We
found that hedonic motivation is positively related to
celebrity-based intention and utilitarian motivation is
positively related to product-based intention. A content
analysis of open-ended questions identified eight reasons
for why consumers prefer live streaming shopping over
regular online shopping.
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INTRODUCTION

Live streaming is an increasingly popular form of media,
with growing research around this topic, ranging from
technical research about live streaming systems [21,31,32]
to behavioral studies about streamers’ motives and viewers’
motives across different platforms, including YouTube Live
[9,21], Twitch [10,12,21,33], and Periscope [8,30].

Nowadays, if we open Twitch (which is primarily gaming
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content but is quickly expanding into other areas as well)
and view a recommended streamer who is streaming a
video game, we can see all kinds of technology product
links on their channels to shopping sites such as Amazon
and Newegg. Sometimes streamers are paid to promote
these products in stream; other times the shopping sites
such as Amazon give the streamers commissions for sales
generated by links on their channels. On the live video
platform “Live.me,” which was established in 2016, users
could buy the items promoted by their favorite streamers
while viewing the stream.

In the U.S., the incorporation of shopping into live streams
is relatively new and has not always been successful. In
March 2016, Amazon launched “Style Code Live” to
broadcast fashion and beauty tips via mobile, but the live
television show was cancelled in May 2017. In Dec. 2016,
Livby launched the first mobile live streaming shopping
app in the U.S. [23] but has yet to become mainstream. As
of February 2018, no other large U.S. online shopping site
has live streaming channels on their websites.

In contrast, almost all main e-commerce platforms in China
such as Taobao.com, JD.com, and VIP.com have live
streaming channels for their online vendors or brands. For
example, users on Taobao.com (similar to eBay) can create
an online store and demo products through a live stream
with product links on the right side that can be clicked to
purchase. In the middle of the screen there is a chatroom for
viewers to communicate. Brands often promote events by
inviting social media influencers or internet celebrities to
broadcast products and increase sales. Sometimes, store
owners themselves live stream for their small businesses. In
2016, Meili Inc., a leading fashion e-commerce platform in
China, held its first overseas live streaming show in New
York [22].

There is very little research, however, on live streaming
shopping, perhaps due to it being a relatively new
phenomenon. We thus conducted this study to understand
why people watch live streams when they shop and why
they would prefer shopping on e-commerce websites that
have live streams as opposed to those that do not.
Understanding the motivations of users would enable us to
identify current pros and cons related to existing live
streaming shopping sites, opportunities for live streaming
platforms to incorporate elements of e-commerce, as well
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as e-commerce sites to incorporate eclements of live
streaming.

In this paper, we first introduce live streaming from a social
media perspective. Then, we summarize current live
streaming research related to motives and integrate them
with shopping motivation theories to form our hypotheses.
Finally, we present survey results of closed and open-
ended questions.

LIVE STREAMING SHOPPING DEFINITION

Live streaming is a new type of social media, some research
called it mixed media [10], which was different from
traditional social media such as Facebook and Twitter.
Scheibe et al. [25] mentioned that social networking site
was a narrower term of social media and could be
categorized into asynchronous [13] and synchronous. Live
streaming is a primarily synchronous social media form. It
contains some unique features such as simultaneity [25] and
authenticity [30].

Shopping through live streams is a new way of shopping
and contains not only lots of social commerce attributes but
also unique media attributes. Social commerce refers to a
way of commerce mediated by social media [26]. Kim and
Park [14] defined social commerce as a subset of e-
commerce that used social network sites for social
interactions to facilitate online shopping. In this study, we
refer to live streaming shopping as having attributes of
social commerce that integrates real-time social interaction
into e-commerce. It can be achieved in two ways: live
streaming is embedded into e-commerce, such as Amazon
live style code, Taobao.com, and JD.com or e-commerce is
integrated into live streaming, such as Live.me and Livby.

MOTIVATIONS TO WATCH LIVE STREAMS

In this section we examined the most current research about
streamers’ motivations.  Friedlinder [8] measured
streamers’ motivations on social live streaming services
(N=7,667) across different platforms and countries and
found out that the top six motives were boredom,
socializing, to reach a specific group, need to communicate,
fun, and self- expression. Hamilton et al. [10] studied
streaming on Twitch and concluded that there were two
reasons for people to engage in live streaming: unique
content, and interaction and participation. For the streamers,
desire to build community and encouragement of
participation with viewers were their motivations. For the
viewers, three motives were identified through interviews:
intention to learn about a particular game, friendliness of
the streamers, and social interaction.

Other related research did not distinguish the motives
between streamers and viewers and just used the general
motives of users. For instance, research about YouNow (a
social live streaming service) showed that the main motives
to use this platform were ease of use, satisfaction of the
need of self-presentation, boredom and acceptance by the
community [25].
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MOTIVATIONS OF LIVE STREAMING SHOPPING
Because live streaming shopping is a new form of mixed
media and shopping, it is important to consider both
existing consumer literature on why people shop and user
experience literature on why people watch live streams. As
it has both technology related attributes and general online
shopping features, our research drew from previous
motivation theories related to acceptance of information
technology as well as theories about online shopping.

For consumers’ shopping motivations, most research
explored utilitarian and hedonic motivations [2,3,7,19,20].
Utilitarian means functional, instrumental, and practical and
hedonic means multisensory and emotive [11]. Babin et al.
[1] documented that utilitarian outcome was a result from
“conscious pursuit of an intended consequence” while
utilitarian value could explain “shopping trips described by
consumers as ‘an errand’ or ‘work’ where they were happy
simply to ‘get through it all’.” Utilitarian benefits could be
ease of use and satisfactory outcomes while hedonic
benefits could be enjoyment of the shopping experience[2].
Utilitarian motivations included convenience and cost
reductions (i.e., money, time, and effort) [15].

Hedonic values are subjective and can be generated from
playfulness and fun [11]. Falode et al. viewed hedonic
shopping as “a positive experience where consumers may
enjoy an emotionally satisfying experience related to the
shopping activity regardless of whether or not a purchase
was made”’[7], and it pertained to hedonic fulfillment such
as fun, amusement, and sensory stimulation [1]. Hirschman
and Holbrook depicted shoppers as “problem solvers” or
“fun, fantasy, arousal, and enjoyment” seekers [11]. Other
research described shopping motives as either work [29] or
fun [28].

For technology-related motivations, the Technology
Acceptance Model (TAM) in information systems is widely
adapted and used for research related to understanding why
people adapt and use technology. Davis in 1989 developed
two scales (perceived usefulness and perceived ease of use)
for system usage and defined perceived ease of use as “the
degree to which a person believes that using a particular
system would be free of effort” and perceived usefulness as
the extent that people believe using a particular system
would enhance their job performance [4].

Individuals’ behavioral motivations are differentiated into
extrinsic (behaviors prompted by external contingencies)
and intrinsic (perceived pleasure and satisfaction)
motivation [6]. From this perspective, both ease of use and
usefulness are perceived as extrinsic motivations [16,27].
Therefore, the TAM was extended by many research with
enjoyment as an intrinsic motivation [5,16,17]. Thus
“hedonic” and “utilitarian” not only applied to consumer
motivations but also used to systems and user experiences
[19].

TAM has been applied in the e-commerce context. Childers
et al. applied TAM in online retail shopping and postulated



that the usefulness referred to the outcome of the shopping
experience and ease of use referred to the process resulting
to outcome [3]. They also proposed that usefulness could
reflect utilitarian motivation and enjoyment embodied
hedonic aspect. Shang et al. [27] also applied TAM in
online shopping and found the intrinsic motivations were
the major reason to shop online.

Using the framework of utilitarian and hedonic motivations,
we incorporated the original TAM to understand the
utilitarian aspects. But since this model only covers
utilitarian motivations, we had to add hedonic motivations.
There could be many different types of hedonic
motivations, but we decided to focus on the aspect of the
live streamer, as that was a novel component to live
streaming shopping in comparison to regular shopping. We
chose interpersonal attractiveness as a measure of how
much the viewer thinks the streamer is interesting as a
person, and physical attractiveness as a measure of how
much the viewer likes the streamer’s outwardly appearance.

Integrating the reasons and motives summarized from
previous literature to use live streams with the TAM and
motivation theories, we finally refined four motivations for
live streaming shopping: two utilitarian motivations (ease
of use and usefulness) and two hedonic motivations
(physical attractiveness and interpersonal attractiveness).
Correspondingly, we developed two types of intentions for
these motivations: one is utilitarian intention (intention to
watch because of the product), and another is hedonic
intention (intention to watch because of the streamer).

RQ1: How do utilitarian (product-related) motivations
and hedonic motivations (streamer-related) explain
intention to watch a live stream for shopping?

Because live streaming shopping is a new phenomenon in
online shopping domain, we wanted to understand not only
why people engage in it but also why they would prefer it
over other modes of shopping. Because we did not find a
good theoretical framework for this, this was a preliminary
attempt to get some idea of users’ preferences. Thus, we
posed an open-ended question:

RQ2: Why do people prefer live streaming shopping as
opposed to regular online shopping sites?

METHODS

Participants

An online survey was designed and approved by IRB, then
distributed on Amazon Mechanical Turk. Only English-
speaking participants that were 18 years or above and with
an approval rate higher than 90% were qualified to
complete the task. Since our questions were about shopping
experiences that involved live streaming, in order to avoid
missing data, two qualifier questions were set: “Have you
ever used a shopping website that had a live stream?” and
“Have you ever watched a live stream about a product
before purchasing it?” Only participants who answered
“yes” for both were qualified. Thus, all our respondents had
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some live streaming shopping-related experience. Because
we encouraged our participants to explain more in open-
ended questions, we gave them $2.

We collected a total of 220 responses. We cleaned the
dataset by looking at the open-ended question answers and
removing cases where people wrote gibberish. We also
eliminated cases where there were substantial missing
values. The final dataset contained 199 valid answers. Most
of respondents were from United States (78.4%), followed
by India (14.6%); the rest were from 11 different countries.
The average age was 31.7 (SD=7.89), but most of them
were between 25 and 34 years old (64.8%). In our survey,
there were more male (61.8%) than female (37.2%)
participants. Most of them had a bachelor’s degree or
higher (58.2%) and were full-time employees (73.4%).

Survey Measures

All the items for motivations were borrowed from prior
research. Interpersonal attractiveness (M=4.13 SD=.64,
0=.73) was from [24] and had three items: “The streamer
was likeable,” “The streamer was approachable,” “The
streamer was very warm.” Physical attractiveness (M=3.62
SD=.88, a=.88) was from [18] and had three items: “The
streamer was quite handsome/pretty,” “The streamer was
attractive physically,” “The streamer was very good
looking.”

Usefulness (M=4.19 SD=.55, a=.81) and ease of use
(M=3.92 SD=.60, 0=.77) were adapted from [1,3,27] to fit
the context of live streaming shopping. Usefulness
contained seven items such as: “It was useful in getting
information about the product,” “The live stream shows the
effectiveness of the product,” and “It would improve my
shopping ability.” Ease of use contained seven items such
as: “It would allow me to save time when shopping,” “It
would be convenient for me,” and “I could find products
easier through live streaming.” We prefaced all the items
with “I watched a live stream before purchasing a product
because ...” and measured them with a 5-point Likert scale
from “Strongly disagree” to “Strongly agree”.

For our dependent variable, we had two types of intention:
intention to watch a live stream if an individual is searching
for a product online and just happens to find a live
streaming event (M=4.25, SD=.70) and intention to watch a
live stream if a shopping website invited their favorite
internet celebrity to stream an event for an hour (M=4.10,
SD=.81). These were single item measures on a 5-point
Likert scale from “Very unlikely” to “Very likely”.

Besides the major independent variables and dependent
variables, we also asked questions about the streaming
content and their decision-making factors with the question:
“How important are the following factors in your decision
to buy the product?”’: “how much I like the streamer”
(M=3.56, SD=1.11), “how much I need the product”
(M=4.12, SD=.283), and “how much I like the product”
(M=4.19, SD=.82). These three items were on with a 5-



point Likert scale from “Not at all important” to “very
important.”

We also had two open-ended questions. In the beginning of
the survey, we asked, “What are some examples of products
you bought after seeing it on a live stream?” Toward the
end of the survey, we asked, “Why did you shop on a live
streaming site rather than other online shopping sites that
don’t have live streaming?”

RESULTS

Descriptive Data

We asked questions about how often they shop online and
watch live streams to understand general shopping
frequency (see Table 1). When asked about which live
streaming shopping sites they have used (check all that
apply), participants had used Amazon style live code the
most (62.4%), followed by Live.me (23.6%), VIP.com
(7.5%), Taobao.com (7%), JD.com (4%), Livby (4%), and
other (34.7%).

When asked which platforms they watched live streams on
before purchasing a product (multiple choices allowed),
participants reported Facebook Live (62.8%), followed by
YouTube Live (46.2%), Twitch (25.6%), Instagram
(21.1%), Periscope (8.5%), and other (10.1%). The
products they bought after watching a live stream were:
Electronics, Computer, and Office (30.2%), Clothing,
Shoes, and Jewelry (24.1%), Home, Garden, and Tools
(14.1%), Music, Movies, and Games (11.1%), and Beauty
and Health (10.1%).

Relationship Between Motivation and Intention

For the relationship between motivations and intentions, we
put the four motivations and the decision-making factors as
independent variables, and two scenario-related intentions
as dependent variables. Results are shown in Table 2.

For the utilitarian intention, which was whether they would
watch a live stream if an individual was searching for a
product online and just happened to find a live streaming
event, 24% of the variance were explained by the model, F
(7,191)= 10.15 and p<.001. Usefulness was the only
significant motivation and liking product was the only
significant decision-making factor, indicating that if the
users were goal-oriented and looking for a specific item, the
more useful they thought the product info was and the more
they liked the product, the more likely they would go watch
the live stream in this situation.

For the hedonic intention, which was whether they would
watch a live stream if a shopping website invited their
favorite internet celebrity to stream an event for an hour,
the model accounted for 23% of total variance, F (7,191)=
9.40 and p <.001. Physical attractiveness of the streamer
and liking the streamer were significant, meaning that if
users were driven by hedonic motivations, the more
attractive the streamer was and the more they liked the
streamer, the more likely they would watch a live stream
promotion event.
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Frequency Q1 Q2 Q3 Q4
Never 5 4 8.5 5
Once 5 24.6 22.6 6.5
Two to three times over,  25.6 28.6 24.1 20.6
six months
Four to five times oversix = 15.1 11.6 10.1 13.6
months
About once a month 11.6 12.6 12.1 8.5
Two or three timesa = 14.1 10.6 10.1 12.1
month
About once aweek = 16.1 5.5 6 14.6
Two or three times a week =~ 8.5 2.5 6.5 15.1
Four or more times a 35 0 0 8.5
week
Total 100 100 100 100
Percentage %
Note: “In the past six months, how frequently did you (Q1)
shop online through a website or shopping app, (Q2) shop
online AFTER watching a live stream on a shopping
website, (Q3) shop online after watching a live stream that
was not part of the shopping website, and (Q4) watch live
streams (in general)”.
Table 1: Live streaming and online shopping frequency
Product Celebrity
Scenario Scenario
Streamer related
Interpersonal attractiveness 13 .03
Physical attractiveness .04 14%*
Liking streamer .06 0% ¥*
Product related
Usefulness 27H* A1
Ease of use .01 .07
Needing product .03 -.03
Liking product A7* .14
Adjusted R? 24%x% 23 xEE

*p<.05, ¥*p<.01, ***p<.001. Values are standardized beta
coefficients

Table 2: Linear regression models explaining intention
to use live streaming shopping in the future in two
scenarios.

Comparison to Traditional Online Shopping

RQ2 inquired into why individuals would shop on a live
streaming shopping site rather than other online shopping
sites that don’t have live streaming. Two of the authors sat
down together and sorted participants’ short answers into
groups without any prior categories in mind. The categories
were then reviewed by all authors and best examples were
selected to present in the results. We identified eight



reasons: product demos, product information, excitement
about novelty of live streaming, interaction, convenience,
hype about the product, wanting other opinions, and deals.
Some participants reported more than one reason.

Product demonstrations (37%): By far the most popular
reason was the ability to see demonstrations of how
products worked. Participants could see how the product
looked, how it was assembled, or how to properly use the
product. P24 (male, 35) said, “I could get a good visual
examination of the product and how it is used.” In
particular, people wanted to see demos of software. “You
can’t really tell how useful it’ll be to you without seeing it
in action,” said P90 (male, 33).

Product information (27%): The second frequent response
participants gave was that they wanted more information
about the product they were interested in. They said that the
short product descriptions or photos on many shopping sites
might not give all the information a person needs when
making a purchase or not be timely. For example, P22
(female, 52) said, “Live streaming is up to date and gives
me much more information about the product.”

Excitement about novelty (26%): Participants also thought
the idea of shopping via a live stream was an exciting new
idea or found it entertaining. P12 (male, 23) said live
streaming shopping was “a fun new way to shop” while P98
said live streaming shopping was “more entertaining” than
regular online shopping. The participants wanted a new,
engaging way to shop for products. P38 (male, 28) said,
“Most of the times when I want to buy something, I rather
search for the live streams because it is more fun than just
surfing through shopping websites.”

Interaction (23%): Interacting with other people was the
third reason why participants shopped on a live streaming
site. Having the ability to directly communicate with the
streamer and other viewers in real time helped facilitate
their decision to purchase a product. As P197 (female, 50)
put it, “If I want to see someone interact with the product
and be able to ask questions, it makes it more immediate
than going to a website and sending an email, for example.”
P147 (female, 23) also made comparisons to other services:
“If T don’t understand something about the product
(especially with tech products) you can ask all the questions
you want until you get a satisfying answer (which you
rarely have with customer service).” Interacting directly
with the product maker was also a reason. P94 (male, 26)
said that they would watch live stream shopping “if it was
an exclusive product, like one that someone had invented/
manufactured themselves and therefore were the experts.”

Participants also appreciated the opportunity for more
personal questions. P22 (female, 52) said that they seek live
streams when buying food products, so they can question
relevant to their dietary restrictions. Finally, participants
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noted that they can get benefits and supports from other
viewers as well. P194 (female, 42) said that having many
people in a chat interested in the same product led to unique
questions that they may not have thought of.

Convenience (15%): Participants liked being able to view
and buy a product they were interested in without having to
leave their home. As P54 (female, 49) put it, a live stream
“showed me all about the product and how it works from
the comfort of my home.” P1 (male, 50) said that live
streams helped him save time: “For a more expensive
product such the iPhone it saves me time when I can’t get to
the store, but the item is expensive and important, so I need
to make a good decision but save time in the process.” P151
(female, 25) said purchasing products through a live stream
was easier for them because they have kids, so it is hard to
get out of the house.

Hype (7%): Only a few participants purchased something
on a live stream because of a lot of other people were
interested in it, which made them curious. In the case of
P116 (male, 28), watching a live stream made them want
the product more. For example, someone could be
interested in a new video game but is unsure of purchasing
it. Watching someone play the game and talking to the chat
on a live streaming service like Twitch could push them to
purchase the game.

Wanting other opinions (4%): Some participants wanted a
review or opinion for the products they were interested in.
This was different from objective product information in
that participants were specifically seeking opinions. In
particular, they sought out reviews from streamers they
trusted. P105 (male, 26) said, “It also allows me to get an
opinion of the product from a person that I have trusted
with other similar products.” Participants also wanted
reviews from people that do not work for the company
selling the product they were looking to buy because they
believed that the streamers would be unbiased and
knowledgeable. They also wanted to see live streams for
opinions when online written reviews were mixed.

Deal or discounts (3%): A few participants said they
watched a live stream to get a deal on an item they were
interested in. For example, P66 (male, 34) described that
popular streamers had partnerships with companies where
the company gave streamers a unique discount code to
share with their viewers. When a viewer of the stream used
the code to purchase an item, a portion of the sale went to
the streamer. In this business strategy, the company got
more exposure, the streamer got additional money, and
viewers saved money and supported the streamer.

DISCUSSION

Our research showed that different intentions were
associated with different motivations. Specifically,
utilitarian motivations were only associated with utilitarian
intention (product scenario), and only hedonic motivations



significantly predicted hedonic intention (celebrity
scenario) in live streaming shopping domain. This paper
might provide some hints for current e-commerce
businesses that planned to jump into live streaming
shopping in the near future. For example, in the regression
model, only physical attractiveness and liking streamer
could significantly predict celebrity-related intention,
suggesting that e-commerce could catch this type of
customer and launch a campaign to promote new
products/brands by inviting micro celebrities from other
live streaming platforms because this type of customer
cared only about their admired celebrities. It could be an
economical approach to market and expose products instead
of using commercial ads and inviting superstars. The
potential disadvantages of this approach might be that it
attracted a lot of viewers to watch but the actual purchase
might happen at very low rate because intention did not
equal to actual behavior. Future research can try to identify
and measure the difference between the strength of
intention before and after watching live streams, or the
strength of intention after watching and the actual purchase.
Results also showed that if consumers really needed the
product, they would not use live streaming shopping
because needing product was non-significant for both
intentions. Instead, if they think the info is useful and they
also like product, they want to watch it and potentially buy
it, indicating that e-commerce business can also target these
undecided, info-seeking, wobbly customers and convince
them to make a purchase.

We found that most viewers watched live streams on
Facebook Live (62.8%) and YouTube Live (46.2%) and
shopped on other websites. There was a gap between live
streaming platforms and online shopping platforms,
suggesting huge business opportunities. E-commerce
businesses could partner with and add interfaces to live
streaming platforms. This method could import the viewers
to be potential customers. Alternatively, if the live
streaming platforms wanted to expand their business into e-
commerce, they could just open a shopping channel on their
platforms. For example, Facebook Live can just add a
shopping channel on its streaming site.

We can also think of this in another way. For e-commerce
businesses, instead of having partnerships with live
streaming platforms, they could directly create their own
live streaming channels such as Taobao, JD, and VIP, the
top three Chinese e-commerce companies. We also noticed
that there was a huge variety among categories and
electronics and computers (30.2%) and clothing, shoes, and
jewelry (24.1%) were the most popular ones. Hence, if an
e-commerce wanted to integrate live stream to expand its
business, categorization might need to be considered. For
example, if an e-commerce business currently focuses on
tech products and wants to expand to beauty category, it
might need to partner with live stream platforms that have
plenty of beauty content and streamers instead of opening a
channel on its current tech website.
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In Table 1, if we looked at the frequency of equal and more
than once a week, 28% of our participants shopped online
through a website or shopping app and 38% watched live
streams in general. However, only 8% shopped online after
watching a live stream on a shopping website and 12.5%
shopped online after watching a live stream that was not
part of the shopping website. The data also indicated a huge
potential market for live streaming shopping.

From the results of content analysis of why people prefer
live streaming shopping over regular online shopping, we
found many product-related motives such as information
seeking and product demonstration, indicating that current
e-commerce might incorporate more information-oriented
features, especially for some complex and new products
such as software products that were mentioned by our
participants. Interaction with streamers to get consultation
and reliable product reviews is unique for live streaming
shopping, suggesting that the potential opportunities for
traditional e-commerce businesses.

We had a convenience sample of Mechanical Turkers who
all had some experience with live streaming shopping, so
this sample is not representative of all online shoppers and
is most likely biased toward those who are more tech-
savvy. Most of the participants were from the U.S. so our
results can only be limited to the boundaries of our sample.
However, since live streaming shopping is a mainstream
phenomenon in China future research may want to look
specifically at the Chinese market. Finally, this study used a
survey methodology, which answers “what” but not “why.”
This was a first attempt at trying to understand live
streaming shopping and should be paired with other
methodologies in the future.

CONCLUSION

In this study, we used utilitarian and hedonic motivations as
a theoretical framework and incorporated the technology
acceptance model (TAM) to investigate how these two
types of motivations are related to intention to engage in
live streaming shopping in the future. Consistently,
utilitarian motivations (usefulness) predicted utilitarian
intentions  while  hedonic  motivations  (physical
attractiveness) positively and significantly predicted
hedonic intention. We also identified eight motives through
qualitative analysis about why people would prefer live
streaming shopping over regular online shopping: product
demos, product information, excitement about novelty of
live streaming, interaction, convenience, hype about the
product, wanting other opinions, and deals.

These results are a preliminary investigation into the new
phenomenon of shopping with live streams. Our results
may give insight into design of both e-commerce and live
streaming systems.
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