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1. Title

Examining the Key Determinants of Consumer Trial Intention for Live-streaming Platforms.

Introduction
Present the rise of live-streaming e-commerce worldwide.

Explain the importance of consumer trial for platform growth and innovation.

Clearly define "trial intention" and highlight existing gaps in understanding what drives consumers to try new live-streaming platforms.

State the purpose and contribution of the paper: unveiling critical psychological and experience-based determinants.

Literature Review
Summarize research on live-streaming commerce and digital consumer behavior.

Review conceptual frameworks (e.g., Technology Acceptance Model, Stimulus-Organism-Response, Trust-Risk model).

Discuss factors studied in previous literature: platform trust, streamer credibility, social proof, product type, platform features, perceived enjoyment, and perceived risks.​

Identify unsolved questions (e.g., moderating effects of product type or prior experience) and justify your research focus.

Methodology
Detail your research design: e.g., quantitative survey, field experiment, or lab experiment.

Describe sample selection, survey/instrument design (including scale measurement), and data collection procedure.

Explain model development and hypotheses (e.g., influence of trust, social pressure, perceived risk).

Outline analytical methods: structural equation modeling, regression analysis, mediation/moderation tests.​

Results
Report descriptive statistics of the sample.

Present findings from main analyses (e.g., significant predictors of trial intention, strength of effects).

Include mediation/moderation results and hypothesis testing.

Discussion
Interpret the results and relate them back to the literature.

Discuss theoretical implications (e.g., extensions or contradictions to prior work) and practical implications (strategies for platforms and marketers).

Acknowledge research limitations and propose directions for future research.

Conclusions
Summarize the key findings and their contributions.

Re-emphasize the importance of identified determinants for both scholarship and industry.


2. Introduction

Live-streaming e-commerce has rapidly become one of the most dynamic segments in global retail, blending interactive video content with online shopping experiences. According to the 2025 Cognitive Market Research Report[footnoteRef:1], the global live-streaming e-commerce market was valued at $6.32 billion in 2021 and is projected to reach $19.87 billion by the end of 2025, experiencing a compound annual growth rate (CAGR) of over 33%. The market size is categorized by platforms, including mobile apps, desktop/web platforms, smart TVs, and other devices. Furthermore, the author predicts that by 2033, the live-streaming e-commerce market will reach $196.368 billion, growing at a compound annual growth rate (CAGR) of 33.154% from 2025 to 2033.  [1:   Swasti Dharmadhikari ‘Live streaming E commerce Market Report 2025 (Global Edition)’ August 2025] 


However, a significant number of people have not attempted to purchase from or even watch any live-stream platforms. Some consumers may limit themselves to one or a few platforms or shops without exploring new options. It would be valuable for the industry to identify the key determinants of consumer trial intention for live-streaming platforms.
Trial intention refers to a consumer's willingness or plan to test a new product, service, or platform before making a purchase or committing to ongoing use. It represents an initial stage in the consumer decision-making process, where individuals progress from mere interest or consideration to actively participating in a trial or test experience. This intention is crucial as it bridges the gap between awareness and adoption, influencing future purchasing behavior and customer loyalty.
In the context of live-streaming platforms, trial intention reflects consumers' readiness to engage with a new platform such as watching a stream, interacting with streamers, or making an initial purchase through live commerce. Existing literature highlights its significance but also reveals gaps in understanding the psychological, social, and technological factors that drive this behavior. For instance, while trust, perceived ease of use, and social influence have been examined, there is still limited knowledge about how habit formation, impulsivity, platform design elements, and consumer personality interact to shape trial intentions specifically within live-streaming commerce. Additional empirical and qualitative research is needed to unpack these complex dynamics and develop effective engagement strategies for this emerging market.
The purpose of this paper is to reveal critical psychological and experience-based factors that influence consumer trial intention on live-streaming platforms. By drawing on established theoretical frameworks such as the Theory of Planned Behavior (TPB) and Trust Theory, this study seeks to enhance understanding of how factors like perceived value, trust, attitude, subjective norms, and perceived behavioural control collectively shape consumers’ willingness to engage with live-streaming commerce. While previous research has highlighted the importance of these determinants in driving online purchase intentions, their specific interactions and relative influence within the live-streaming context remain insufficiently explored (Apasrawirote and Kritcha Yawised, 2022).
Furthermore, this work aims to bridge existing gaps by examining individual differences in consumer behavior, such as impulse control, habit formation, and responses to social influence and linking experiential outcomes, like customer satisfaction and content engagement, to actual behavioural intentions and subsequent purchases. By integrating marketing mix components with content and influencer dynamics, the study clarifies how interactive and immersive live-stream experiences can convert viewers into active buyers. These insights not only advance academic theory on digital consumer behavior but also provide practical implications for live-streaming platforms seeking to optimize user acquisition and retention strategies in the rapidly evolving e-commerce landscape.







3. Literature review

3.1 Live-streaming commerce

Live streaming has emerged as a highly effective marketing channel, facilitated by advancements in technology and accessible through personal computers and smartphone devices (Chia-Chen and Yi-Chen Lin, 2018). 

Users engage with anchors by accessing instant information, which fosters a sense of immersion during live-streaming interactions (Qing and Jin, 2022)

3.2 Theory of Planned Behaviour (TPB)

The Theory of Planned Behaviour (TPB), suggested by Ajzen, Icek (1985, 1991), is a widely recognized psychological framework that explains and predicts human behaviour. It asserts that behavioral intention is the immediate precursor to actual behavior and is influenced by three key factors, namely Attitude, Subjective Norms and Perceived Behavioral Control (Ajzen, 1985, 1991). 

Attitude
Subjective Norms
Perceived Behavioral Control
Behaviour
Intention









3.3 Consumer Trial Intention



Figure 1: Theory of Planned Behaviour

It also explains consumer behaviour in live-streaming e-commerce in the following ways:

Attitude: This refers to the consumer’s positive or negative evaluation of trying or purchasing through live-streaming platforms. It encompasses their beliefs about whether live streaming provides an enjoyable, convenient, or trustworthy shopping experience. A number of studies strongly suggest that attitude in e-commerce has a positive correlation with purchase intention (Zhang et al., 2019; Jadil, Rana, and Yogesh K. Dwivedi, 2022). A study suggests that a consumer's attitude significantly influences their intention to continue making online purchases through social media (Mohammed and Ferraris, 2021).

Subjective Norms: Subjective norm refers to an individual's perception of the overall social pressure to engage in (or avoid) a particular behaviour. If a person believes that significant others support (or disapprove of) the behaviour, they are more (or less) likely to intend to carry it out (Armitage and Conner, 2001). This factor involves the perceived social pressure from friends, family, or influencers regarding the decision to engage in live-stream shopping. Strong social endorsement can significantly increase the likelihood of a consumer's intention to try this shopping method.

Perceived Behavioural Control: It refers to a person's belief in own ability to effectively carry out the behavior in question (Ajzen, 1991). This reflects the consumer’s belief in their ability to effectively use the live-streaming platform. It includes aspects such as ease of use, trust in the platform, and confidence in the security of transactions. More recent studies highlights that perceived behavioral control and trust significantly impact individuals' active participation in online shopping within social media stores (Sembada and Koay, 2021).

In the context of live streaming, the Theory of Planned Behavior (TPB) elucidates how these factors influence customers' intentions to try or adopt a specific platform. For instance, favorable attitudes toward the interactive and entertaining elements of live streams, coupled with strong endorsements from influencers (subjective norm) and confidence in the platform's usability (perceived control), significantly boost trial intentions .

This model allows marketers and platform developers to identify and strategically focus on the psychological and social factors that are most likely to convert viewers into active customers in live commerce settings.

Research on the Theory of Planned Behaviour has advanced significantly since its introduction more than twenty years ago. Early studies primarily focused on testing the theory's predictive validity across various behavioural domains. After a number of contemporary investigations, remains a robust model for understanding and predicting behavior, with ongoing research expanding its explanatory power to incorporate spontaneous processes and contextual influences beyond the original constructs of the three factors. (Ajzen, 2011)


3.3 Perceived Ease of Use (PEU)

Perceived Ease of Use (PEU) originated from the Technology Acceptance Model (TAM) introduced by Davis (1989), it is defined as the degree to which a person believes that using a specific system or technology would be effortless (Davis, 1989). TAM is widely used to understand technology acceptance, measuring how users perceive ease and usefulness as determinants of adoption intention.

When consumers consider shopping online, the perceived usefulness (PU) and perceived ease of use of products (PEU), along with their trust in the online store, are important factors (Heijden, Verhagen and Creemers, 2003). More research studies find out, for example in the information systems setting perceived ease of use is a key determinant of users' attitudes toward using tablet personal computers, in addition to perceived usefulness (Park and Pobil, 2013). Similarly, in the educational context, perceived ease of use has been widely utilized in studies examining the acceptance of educational technology (Huang et al., 2012). A study conducted by Ramayah (2006) has also empirically validated how interface characteristics influence perceived ease of use, which in turn affects users' intentions to engage with an online library (Ramayah, 2006).


3.4 Quality of Experience

Live-streaming marketing is highly interactive and engaging. The live-stream marketing environment enhances consumer experiences by fostering a stronger sense of presence and interaction, creating an immersive shopping atmosphere (Wongkitrungrueng, Dehouche and Assarut, 2020). Research also highlights live streaming facilitates bidirectional communication between streamers and consumers in a real-time interactive manner, offering consumers an immersive shopping experience and emotional value through interpersonal interactions (Wohn, Freeman and McLaughlin, 2018). 

Researchers explored why audiences continue watching live video streaming platforms and proposed a framework highlighting dual identification with the host and the audience group, the findings indicate that both types of identification enhance viewers' intention to keep watching. Audience identification with the host is influenced by parasocial interaction and self-congruence, while identification with the audience group is shaped by involvement, cognitive consensus, and emotional contagion. Additionally, the type of content moderates these relationships (Hu, Zhang and Wang, 2017).

Research indicates that positive emotions positively influence consumers' intentions to make impulse purchases. When an individual's emotional response intensifies through feelings like happiness, pleasure, or enjoyment, and it is more likely to stimulate impulse buying behaviour (Jee et al., 2025).

Good content marketing resulting in high quality of experience. Research indicates that content marketing on social media leads to positive attitudes and purchase intentions. This type of content provides a way to segment audiences and customer profiles by analyzing their preferences, needs, lifestyles, and attitudes toward brands, as well as their intentions to shop online (Park and Lin, 2020).

3.5 Social Influence

Social influence refers to the way an individual's decisions are affected by interactions with others, where their beliefs, attitudes, or behaviors are shaped by the presence and actions of people in their social network (Ma, Krishnan and Montgomery, 2014). The typical result of social influence is that our beliefs and behaviors increasingly align with those of those around us. Influence can also occur when we perceive that others possess valid knowledge regarding a particular opinion or issue, leading us to rely on that information to make informed decisions (Niosi, 2021).

Rooted in the Unified Theory of Acceptance and Use of Technology (UTAUT) and other social influence models, this construct captures how peer pressure, recommendations, and influencer endorsements affect consumer intentions (Venkatesh et al., 2003).	Most existing studies focus on the impact of live streaming on consumers by examining streamer attributes and the characteristics of the live experience. Live shopping can enhance transaction conversion rates, primarily by offering real-time, multi-directional information and creating an engaging shopping atmosphere (Zhou, 2021). 

In addition, researches have shown that the perceived informativeness and entertainment value provided by influencers greatly influence customers' trust levels. When influencers deliver high-quality, relevant, and accurate information, consumers are more inclined to view them as credible and trustworthy, which enhances trust in both the information and the brand endorsements they promote (Lou and Yuan, 2019; Patmawati and Miswanto, 2022).

3.6 Trust and Perceived Risk

Trust constructs stem from research in online consumer behavior and e-commerce, focusing on consumer confidence in product authenticity and platform security. Recent studies in e-commerce have found that customer trust is potentially even more crucial in the online marketplace than in traditional retail environments (Sullivan and Kim, 2018). This is due to the fact that most purchases in online marketplaces occur without face-to-face interaction interactions that occur between buyers and sellers and across significant geographical distances, preventing online consumers from physically examining the products (Fu, Yan and Feng, 2018), it is essential to assist vendors in establishing a trusting relationship with their customers (Kalia, Arora and Kumalo, 2016). 

Not only related to social influence, a more credible livestreaming information source enables users to more easily internalize the information psychologically, which fosters a positive consumer attitude toward that information (Rungruangjit, 2022). In another words, it enhances trust and reduces the perceived risk by customers. Streamers and viewers play a vital role in this interaction. Streamers not only showcase and demonstrate products but also offer purchase guidance and suggestions to encourage consumers to exhibit behaviors that align with the expectations of others (Park and Feinberg, 2010). The establishment of a trusting relationship between viewers and streamers is practically crucial for fostering engagement and encouraging purchases, particularly due to the swift development of live streaming (Guo et al., 2021).

Product quality is essential for consumers' intentions to try and purchase items, and it becomes even more critical in the context of online shopping and live streaming. Research has shown that inconsistencies in product quality are a major factor contributing to customer dissatisfaction with live-streaming e-commerce purchases. Such inconsistencies also diminish their likelihood of making repeat purchases or recommending the service to others (Chen and Li, 2020).

Perceived risk involves the uncertainty and potential negative outcomes of purchasing a product or service. Bauer (1960) studied risk-taking in consumer behavior and its marketing implications, noting that consumers evaluate options based on their goals, preferences, knowledge, and risk tolerance. Marketing seeks to provide relevant information and stimuli to influence consumers' perceptions of uncertainty and importance, ultimately encouraging purchases (Raymond A. Bauer, 1960).

Perceived risk is often recognized as a key factor inhibiting online and live-stream purchasing behavior (Featherman and Pavlou, 2003). Perceived risk refers to a trustor's assessment of the chances of experiencing gains or losses, without taking into account their relationships with specific trustees (Jarvenpaa, Tractinsky and Vitale, 2000). Research on subjective consumer behavior suggests that perceived risk is associated with feelings of insecurity and the potential outcomes of a consumer's actions. This perceived risk in using or purchasing a product or service can discourage a consumer from making a purchase (Author and Andrews, 2012). Sarkar and Khare (2017) have identified perceived risk as a direct antecedent variable influencing customers' attitudes toward using an online store (Sarkar and Khare, 2017).

4. Methodology

Methodology
Research Design: Quantitative study using a structured survey questionnaire.

Data Collection: Online questionnaire distributed to live-streaming platform users, targeting a sample size of at least 300 respondents to ensure statistical power.

Measurement Scales: Adopt validated measurement items for constructs (Perceived Ease of Use, Trust, Perceived Risk, Social Influence, Quality of Experience, and Consumer Trial Intention) from prior literature, measured on a 7-point Likert scale.

Data Analysis: Use Structural Equation Modeling (SEM) to test the measurement model and structural relationships among constructs and hypotheses.

Control Variables: Demographics like age, gender, prior experience with live streaming.

Hypotheses
H1: Perceived Ease of Use positively influences Consumer Trial Intention.

H2: Trust positively influences Consumer Trial Intention.

H3: Perceived Risk negatively influences Consumer Trial Intention.

H4: Social Influence positively influences Consumer Trial Intention.

H5: Quality of Experience positively influences Consumer Trial Intention.

Rationale
Perceived Ease of Use is expected to encourage trial by reducing effort and uncertainty (Davis, 1989). Trust mitigates concerns about live-commerce credibility, positively affecting trial (Gefen et al., 2003). Perceived Risk raises uncertainty and inhibits trial (Forsythe & Shi, 2003). Social Influence shows consumer dependency on opinions of peers and influencers (Ma et al., 2015). Quality of Experience reflects immersive, engaging content which enhances satisfaction and intention (Guo et al., 2021).​

This approach provides a comprehensive empirical framework to understand how psychological and social factors drive consumer trial behaviors on live-streaming platforms, aligning with recent research in e-commerce and digital marketing contexts.​

5. Results

6. Discussion


7. Conclusion
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