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Introduction. As livestream shopping creates an environment for evaluating product 
details in real-time while building relationships with others (Yin et al., 2023), this channel 
provides value directly and triggers diverse consumer motivations and value-driven 
responses. By 2026, livestream sales in the US are projected to reach $68 billion, 
growing by 36% since 2023 (Yltävä, 2025). Existing research has explored intentions to 
livestream influenced by factors such as perceived value, entertainment, and social 
interactions (Chen & Lin, 2018). However, limited attention has been paid to the 
underlying motivations of luxury consumers in the livestream shopping context. This 
study aimed to investigate luxury consumers’ motivation to participate in livestream 
shopping and how their livestream satisfaction affects their perceived risk, brand 
attitude, and purchase intention.  

Literature Review. According to self-determination theory (SDT), “to be motivated 
means to be moved to do something” (Ryan & Deci, 2000, p. 54). SDT suggests that 
individuals differ in how they experience motivation and the types of motivation that drive 
their behavior (Ryan & Deci, 2000). According to the theory, two types of motivation 
have been suggested: intrinsic motivation, which relates to the innate value of an action, 
and extrinsic motivation, which is driven by external rewards or outcomes associated 
with the action (Ryan & Deci, 2000). In this study, the intrinsic motivation for livestream 
shopping includes the consumer’s curiosity and desire to seek information (Kim et al., 
2011). In contrast, the extrinsic motivations of livestream shopping are the sales 
promotions offered and the effort required by the consumer to participate in the 
livestream (Huo et al., 2023). Furthermore, consumer value theory provides a foundation 
for understanding the perceived value associated with livestream shopping, including 
hedonic, utilitarian, and social dimensions (Ng et al., 2023). Given the evolving nature of 
livestream shopping and the inherent information asymmetry, uncertainty reduction 
theory (URT) provides a useful framework for understanding this emerging phenomenon 
(Hwang & Youn, 2022). Consumers’ satisfaction with the event serves as a way to 
reduce their perceived risk related to livestream shopping as they are able to gain a 
better understanding of the offering through their participation (Hwang & Youn, 2022). 
Perceived risk negatively impacts consumers’ purchase intentions in livestream 
shopping, while brand attitude affects their purchase intention (i.e., Song & Liu, 2021). 
Thus, the following hypotheses are suggested. 

H1–H7: Consumer motivations—hedonic value (H1), utilitarian value (H2), social 
presence (H3), curiosity (H4), seeking information (H5), sales promotion (H6), 
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and consumer effort (H7)—significantly influence consumers’ satisfaction with 
the livestream shopping event.  

H8–H9: Consumers’ satisfaction with the livestream shopping event negatively 
influences perceived risk (H8), while positively influencing brand attitude (H9).  

H10: Perceived risk negatively influences brand attitude 

H11–H12: Perceived risk (H11) negatively influences purchase intention, while brand 
attitude (H12) positively influences purchase intention.  

Method. The online survey was developed using Qualtrics. The researchers collected 
responses and compensated participants through Prolific. The targeted participants 
were US luxury consumers who were at least 18 years old and had participated in a 
livestream shopping event within the last 12 months. The survey instruments included 
measures of hedonic value, utilitarian value, social presence, curiosity, information 
seeking, sales promotion, consumer effort, satisfaction, perceived risk, brand attitude, 
and purchase intention, adapted from existing literature (i.e., Papagiannidis et al., 2017; 
Kim et al., 2011; Huo et al., 2023; Yin et al., 2023; Song & Liu, 2021). A total of 357 
responses were used in SmartPLS for final data analysis using partial least squares 
structural equation modeling.  

Results. The structural and measurement models were examined. Path results show 
that hedonic value (H1: β = 0.146, p < .05), social presence (H3: β = 0.211, p < .01), 
curiosity (H4: β = 0.263, p < .001), sales promotion (H6: β = 0.104, p < .05), and 
consumer effort (H7: β = 0.139, p < .05) significantly affect satisfaction, while utilitarian 
value (H2: β = 0.054, p > .05) and seeking information (H5: β = 0.061, p > .05) were not 
supported. Satisfaction influences perceived risk and purchase intention (H8: β = -
0.166, p < .01, H9: β = 0.673, p < .001). Perceived risk negatively influences brand 
attitude (H10: β = -0.089, p < .05), while the effect of perceived risk on purchase 
intention (H11: β = 0.112, p > .05) was not supported. Lastly, brand attitude significantly 
affect purchase intention (H12: β = 0.514, p < .001).     

Discussion & Conclusion. The findings of this study indicate that various aspects of 
the livestream event influence consumers’ satisfaction with livestream shopping. For 
instance, the consumers’ perceived hedonic and social value of a livestream shopping 
event are key motivators influencing their livestream satisfaction. In contrast, their 
perceived utilitarian value was not relevant to their satisfaction. This finding could 
suggest that consumers perceive livestream shopping as a more emotional and social 
channel. Other key motivators influencing livestream satisfaction included the 
consumers’ curiosity, the opportunity for a discount or other exclusive benefits, and the 
effort required to use the channel. When consumers are satisfied with livestream 
shopping, their perceived risk associated with livestream shopping decreases, while 
their attitude toward the brand increases. The consumers’ perceived risk negatively 
affects their brand attitude; however, brand attitude positively affects purchase intention. 
Managerial implications of this study include tailoring livestream offerings to increase 
consumer satisfaction by emphasizing the hedonic and social value of participating. In 
addition, by offering livestream events that allow consumers to learn more about 
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products and brand history, get exclusive product discounts or benefits, and minimize 
the effort required to participate in livestream events, luxury brands can increase 
livestream satisfaction. Improving livestream satisfaction is important as it positively 
influences brand attitude and purchase intention while decreasing perceived risk with 
this emerging channel. This study provides theoretical contributions by extending 
consumer value theory, SDT, and URT to the context of luxury livestream shopping.  
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