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ABSTRACT

FacebookLivehasbecomeanimportantresourceforbothmarketersandonlineshoppers.Ithas
providedcommunicationopportunitiesforbusinessesandchangedthehabitsofconsumers.Thisstudy
adoptedthemeans-endchain(MEC)modelandusedtheladderingmethodtoconductone-on-one
in-depthinterviewswith40FacebookuserswhohaveusedFacebookLivedemonstrationstomake
buyingdecisions.TheoverallhierarchicalstructureofMECallowedlinkingofproductattributes,
consumptionconsequences,andfinalvalueperceptionstodrawahierarchicalvaluemap(HVM).
Theresearchresultsshowthataffordablepricesandfulfillingdailyneedsarethemostimportant
product attributes that customers consider. The live webcast demonstrations generated purchase
intentionandconsumption.Theultimatevaluestowhichtheparticipantsinthisstudyattachedthe
highestimportancewere“perceptionofjoy,”“perceptionofsatisfaction,”and“perceptionofvalue.”
Recommendationsareprovidedforbusinessesusinglivewebcastingaspartoftheire-commerce
programs.
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1. INTROdUCTION

Live webcast video has become common in today’s internet environment, and it is of growing
importanceaspartofthecontentmarketingstrategyofbusinessesadvertisingandpromotionviathe
internet.Contentmarketingmeansprovidingqualitycontenttocustomersandprospectsthatgoes
beyondthesimplegoalofsellingproductsbycreatingabondbetweenthebusinessandtheaudience.
Suchcontentbuildscredibilityandtrust,establishesthecompanybrandasaleaderintheindustry,
andbuildsloyaltytoturncustomersandprospectsintofansandadvocates(Bullas,N.D.a).
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Onecategoryofcontentmarketingthathastakenongrowingimportancetomarketersislive
streamingvideo,orwebcasting.Livewebcastingistheuseofvideostreamingtechnologytoprovide
valuablecontent tocustomersandprospects (Ma&Mei,2019).Themost significantdifference
betweenlivewebcastingandtraditionaltelevisionorpre-recordedonlinevideoisinteractivity.Live
webcastingenablesviewerstoprovideinstantreplies,endowingthemwithasenseofparticipation.
Inadditiontointeractivity,livewebcastsfulfillthecontentmarketinggoalsofbuildingcredibility
andloyaltyamongviewers,inawaythatisinexpensive,convenient,includinginonlinemarketing,
dailymeetings,andlivebroadcastofactivities.

The Livestream website conducted a survey with New York Magazine, gaining over 1,000
responses,andfound that the three topplatformsfor livevideowereYouTube(70%),Facebook
Live(66%),andLivestream(45%)(Livestream,2018).Butalthoughtheprofessionalpresscontains
countlessarticlesaboutusinglivevideowebcastingforcontentmarketing,littleattentionhasbeen
paidintheacademicliteraturetousinglivevideoformarketingcommunication.Asaresult,there
islittlepeer-reviewedinformationavailableabouthowconsumersrespondtolivevideowebcasting
frombusinesses,andhowwellitactuallyleveragespurchases.

Asaresult,theauthorsdeterminedthattheacademicliteraturewouldbenefitfromascholarly
studyofthepurchasingdemandsandmotivationresultingfromlivevideobusinesswebcastingas
partofamarketingcommunicationsplan.

The researchers chosemeans-end theoryas a framework forunderstanding thehierarchyof
beliefsthatguidetheconsumer’sactionsandjudgements(Gengler&Reynolds,1995;Grunertet
al.,1995;Woodruff&Gardial,1996).TheresearchersalsochooseFacebookLiveasitsplatformfor
datacollection,becauseisitparticularlypopularinTaiwan,thesiteofthisstudy.

Thefollowingopenresearchquestionsguidedthisstudy:

1. Whataretheattributesconsideredbyconsumersusinglivewebcaststodecidewhethertopurchase
aproduct?

2. Whataretheconsequencesexperiencedbyconsumersusinglivewebcaststodecidewhetherto
purchaseaproduct?

3. Whatarethevaluejudgementsaboutoutcomesmadebyconsumersasaresultofusinglive
webcaststopurchaseanduseaproduct?

1.1 Significance of the Study
Thisstudyissignificantbecauseitfillsagapintheacademicliteratureabouthowpurchasingdemand
andFacebookLiveusebytheconsumeraffectsthewaytheyultimatelyassignvalue.Previousstudies
havefocusedonsocialcommerceandlivewebcastingseparately.Thisstudycombinesthesetwo
themesandconductsin-depthinterviewswithusersofFacebookLivebasedonMeans-EndChain
theorytounderstandtheconsumers’purposeinmakingtheirpurchasesandhowtheyvalueFacebook
Live.Thestudyalsoprovidesrecommendationsforenterprisesastheytodevelopbothsoftandhard
physicalfacilitiesandsaleschannelsinthefuture.

2. LITERATURE REVIEW

Globalinternettrafficfromvideoswillmakeup82%ofallconsumervideotrafficin2020andlive
internetvideowillgrowby15-foldfrom2017to2022(Cisco,2018).Facebookusersspendatleast
threetimesmoretimewatchinglivevideocomparedtovideosthatarenotlive(Savage,2016).

Initially,liveonlinevideosweredominatedbyvideogames,whichnotonlyallowedtheaudience
towatchthetacticsofprofessional-levelnetizensanduniquesecretskillsofwell-knowngameexperts,
butenabledplayersindifferentplacestointeractwitheachother(MIC,2017).Now,however,the
contentof internetvideo is all-encompassing.Liveonlinevideo includesentertainmentviewing
(66.5%),sportscompetitions(25.5%),news(21.2%),andshopping(10.9%)(TWNIC,2017).
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