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Recently, social-commerce on social networking sites has become a 
low-cost, easy alternative to e-commerce whereby individuals can 
easily set up their own account to sell products (Wongkitrungrueng & 
Assarut, 2018). According to PwC’s (2016) Total Retail Survey, 30% 
of a sample of Asian online shoppers have purchased directly via a 
social media channel.  
 
In China, with live streaming becoming increasingly popular, it has 
been used by corporations and individuals on social networking sites 
to demonstrate how products are used, to compare different products 
and to answer customer questions in real time. In particular, live 
streaming allows corporate- and individual-sellers to reveal their 
faces and personalities, which brings the offline selling techniques 
back to the online world (Hajli, 2015). This has led to the emergence 
of a new form of social commerce called live streaming shopping.  
 
As consumers can interact with corporate- and individual-sellers in 
real time, live streaming shopping enables an immersive shopping 
experience and an interpersonal connection (Haimson & Tang, 2017). 
Consequently, the sense of social presence among consumers, 
which refers to the salience of the interpersonal relationship (Short, 
Williams & Christie, 1976), is enhanced through live streaming. The 
high degree of social presence developed from two-way 
synchronized communication between consumers and sellers can 
result in high consumer trust through reducing their uncertainty 
(Wongkitrungrueng & Assarut, 2018).  
 
However, research on live streaming in China as a new social-
commerce approach is still at a nascent stage. Research in the past 
mainly focused on platform characteristics and the motivations of 
consumers to engage in social-commerce activities. This research 
project will consist of several studies that analyze the conditions and 
contingencies associated with live streaming shaping consumer trust. 
It will aim at answering the following research questions:  
 
1) What factors drive the popularity of live streaming shopping in 
China? 
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Chen and Lin (2018) and Sjöblom and Hamari (2017) examine the 
motivations of viewers to use live streaming in general, not limited to 
live stream shopping. The study will build on these studies, but focus 
on live streaming shopping only. A mixed method approach will be 
adopted which combines interviewing live streaming sellers and 
surveying consumers. The aim of the study is to clarify the 
antecedents of engaging in live streaming shopping.  
 
2) How is social presence formed through live streaming shopping in 
China?  
The study will conceptualize social presence shopping through 
understanding interpersonal activities taking place in live streaming 
social-commerce. A qualitative approach will be employed which 
conducts interviews with consumers who engaged in live streaming 
shopping experiences.  
 
3) How are utilitarian value, hedonic value and symbolic value 
represented in different forms of live streaming? 
Utilitarian value refers to products’ expected utility, which is 
recognized by consumers as a fundamental need to fulfill through a 
shopping experience (Babin, Darden & Griffin, 1994). Hedonic value 
reflects emotional benefits of a shopping activity, which is often 
associated with the level of playfulness that consumers experience 
(Jarvenpaa & Todd, 1997). Symbolic value refers to shopping as a 
social act to build relationships and create consumer’s identity (Firat 
& Venkatesh, 1993). All three values are argued by 
Wongkitrungrueng and Assarut (2018) to influence consumers’ 
engagement in live streaming social-commerce. This study will 
investigate the representation of each value through conducting 
content analysis on actual live streaming social-commerce in China.   
 
4) To what extent do corporate-sellers and individual-sellers affect 
consumer trust through live streaming differently?  
The study intends to explain unique mechanism through which 
corporate-sellers and individual-sellers affect consumer trust, 
respectively. An online experiment will be conducted to manipulate 
the sellers of live streaming social-commerce and examine 
whether/to what extent consumers respond to the experiment 
conditions differently.  
 
 
Keywords: Live streaming, social network, corporate communication, 
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media, organization studies or from related fields.  
✓ Excellent results in first degree/graduate study.  
✓ Explicit interest in and motivation for scientific research.  
✓ Experience with qualitative and quantitative research 

preferred.  
 
Language:  

✓ IELTS: 7.5 (min. 6.0 for all subs.) or TOEFL: 100 (min. 20 for 
all subs.) 
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