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ABSTRACT 

 

Nowadays, social commerce (S-commerce) has been pervasive and 
has become the mainstream sales and purchase channel. Live 
streaming as a form of S-commerce is the most popular and 
promising online commerce in recent years. Live streaming is 
based on real-time communication, which builds an instant 
relationship between live streamers and viewers, and this 
connection greatly helps emotional resonance and marketing 
promotion. As Generation Z gradually becomes the primary users 
of social media and their purchasing power continues to increase, 
it is significant for businesses and scholars to explore the internal 
connection between Generation Z and live streaming shopping. 
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However, even though there are many surveys and reports on 
Generation Z, their studies have not thoroughly analyzed the 
purchase intention of Generation Z on live streaming. Therefore, 
building a conceptual framework by integrating the technology 
acceptance model (TAM) and the uses and gratifications theory 
(UGT), this study measures Generation Z users' purchasing 
intention on TikTok, Chinese mainstream live streaming platform. 
The results identify that users' perceived ease of use, perceived 
usefulness, motivations for ritualized use, and instrumental use 
are significantly associated with their purchase intention through 
live streaming. This paper provides theoretical and managerial 
implications for scholars and marketers. 
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INTRODUCTION 

 

The widespread use of social media and its significant impact in 

all aspects is driving more innovation in new media genres, forms, 

and usage, and it's clear that live streaming and live streaming 

commerce are now on the cusp. Live streaming, a real-time and 

highly interacted platform, attracts people to watch, and allows 

live streamers and viewers to exchange content and emotion, 

which side-by-side drives quality marketing and aids the platform 

and live streamers in monetizing traffic (Lin et al., 2021b). 

Previous studies highlight that customer engagement, consumer 

trust, and followship positively correlate with live streaming 

purchase intention (Wongkitrungrueng & Assarut, 2020; Clement 

Addo et al., 2021). However, few studies' theoretical frameworks 
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combine intrinsic and extrinsic factors. Based on the previous 

research, this study attempts to merge two theoretical frameworks, 

the technology acceptance model (TAM) and the uses and 

gratifications theory (UGT), to explore the motivations that 

influence young customer purchase intention on TikTok live 

streaming from technology adoption, social, and psychological 

perspectives. 

Social commerce (s-commerce) has become the mainstream 

selling and purchasing pattern. As an extension of e-commerce, s-

commerce relies on social media (e.g., Facebook, TikTok) to enable 

more active information and social interaction between sellers and 

consumers (Abdelsalam et al., 2020). Also, it dramatically helps 

consumers make purchasing decisions and enhances customers' 

shopping satisfaction (Shin et al., 2021). According to Grand View 

Research on 2021 Social Commerce Market Share Report, the 

worldwide s-commerce market's overall size in 2020 reached 

US$474.8 million, which is estimated to increase by about 28% 

compound annual growth rate (CAGR) in the next eight years. In 

2021, China arguably took up the largest s-commerce market. 

About US$351.65 billion is contributed by China in sales, while the 

United States accounts for only a tenth of China's sales. Indeed, 

among various s-commerce in China, the live streaming industry 

has been the most popular and promising in recent years. 

Live streaming is real-time communication between companies 

and services and between organizations and consumers online 

(Zhang et al., 2020). Compared to other social media, synchronous 

interaction and social presence are the two unique features of live 

streaming, which help draw enormous users. Meanwhile, the 

conversion rate of live streaming commerce can reach 65%, which 

means live broadcast greatly motivates users to purchase through 

live introduction and promotion. China Internet Network 

Information Center on 47th Statistical 2021 Report on Internet 
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Development in China points out that, in 2020, around 617 million 

people were using live streaming in China, and about 66.2% of 

them were using live streaming to buy products through online 

streaming promotion. Moreover, according to the Grand View 

Research on 2021 Social Commerce Market Share Report, during 

the COVID-19 lockdown, the time people spent on social media 

increased, and China's s-commerce market experienced dramatic 

growth. Hence, live streaming, a brand-new social commerce 

pattern, is now accelerating the occupation of China's online sales 

market with the use of the brand-new economy model of "online 

drainage" plus "physical usage" (Sun et al., 2019). 

Generation Z, defined as those born between 1995 and 2009, is 

now the main force of live streaming and shopping. That is about 

264 million people in China, or 19% of China's population. What 

sets Generation Z apart from the rest of the population is that they 

were fully exposed to the Internet early, and their lives are 

inseparable from the Internet. All these data clarify that the 

explosive development of live streaming commerce cannot be 

separated from Generation Z. It is a clear and rigorous analysis of 

how live streaming affects Generation Z purchase intention that is 

crucial and helpful for guiding the growing market and companies, 

especially under COVID-19 period. 

Numerous research and investigations have been conducted on 

various s-commerce, including live streaming commerce (Hajli, 

2015). However, most of the prior studies focus on the factors 

influencing people's intention to watch live streaming, and some of 

them also investigate purchase intention on live streaming. For 

example, previous research examined source credibility (Todd & 

Melancon, 2018), entertainment and social interaction (Hou et al., 

2019), perceived trust, and engagement (Wongkitrungrueng & 

Assarut, 2020) impact on watching live streaming. In addition, 

studies have also looked at gender differences in motivation for 
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watching live streaming. Furthermore, the study of Clement Addo 

et al. (2021) better understands the effect of social factors on 

consumers' intention to purchase on live streaming platforms. 

However, although the analysis of purchase intention towards live 

streaming shopping attracts more and more attention, not many 

studies have narrowed down the respondents to Generation Z 

consumers. For instance, in Lin et al. (2021a) study, research 

participants under 30 years old were 37.99% of the total number of 

participants. Therefore, this paper will apply the conceptual 

framework combing TAM with the UGT to explore Generation Z’s 

purchase intention on live streaming. 

Live streaming has become one of the two crucial marketing 

channels in China, while the purchasing power of Generation Z, 

who are also the critical users of online social media, has gradually 

increased. Moreover, since TikTok's live streaming sales attracted 

more and more people's attention during COVID-19, exploring and 

analyzing the factors that influence or motivate Generation Z in 

China to purchase through live streaming has become increasingly 

valuable. 

 

LITERATURE REVIEW 

 
Live Streaming in China 

China is harnessing e-commerce, social media, and the star 

power of live streamers to enhance the digital consumers market 

by peddling products online, especially during the pandemic. 

According to China Internet Network Information Center on 47th 

Statistical 2021 Report on Internet Development in China, from 

December 2016 to December 2020, live streaming users increased 

by 79% (from 344 million to 617 million). The form of live broadcast 

in China also changed from the earliest real-time voice chat, such 

as YY Live in 2009, to video live broadcast, like Douyu TV, which 
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mainly focuses on the gaming industry (Zhang & Hjorth, 2019). 

Since then, the live streaming industry has developed rapidly, both 

content and channel. The wide range of live streaming includes 

games, sports, reality shows, concerts, and continuously emerging 

diverse content. Unlike traditional social media, live streaming 

helps viewers or customers build instant connections with 

streamers through interactions in real-time (Ma, 2021). It creates 

high customer engagement and interactivity, promoting value co-

creation (Kang et al., 2021).  

Notably, the booming live streaming industry promotes its 

services to be embedded into marketing campaigns, which 

unexpectedly sparkled and integrated with e-commerce (Lu & 

Chen, 2021). There are two typical modes of live streaming 

commerce in China. The first is embedding live streaming features 

into e-commerce applications or platforms, such as Taobao Live or 

JD Live, while the other is to expand e-commerce into live 

streaming, such as TikTok. The 2020 report from the Ministry of 

the Commerce People's Republic of China points out that in 2020, 

the total number of live streaming on e-commerce platforms 

increased by more than 24 million, and the total number of viewers 

has exceeded 120 billion. Also, the number of live broadcasts has 

surpassed 50 million, and the number of active live streamers or 

anchors has surpassed 550,000. 

Furthermore, the joint 2021 report by KPMG, Ali Research, and 

iResearch's report stated that the overall scale of live streaming e-

commerce increased by more than one trillion yuan in 2020 with 

an annual growth rate of 197%. The compound annual growth rate 

is expected to be 58.3% in the next three years. As a result, live 

streaming has become the standard marketing method and sales 

channel in the e-commerce market (Li et al., 2021).  

The boost of live streaming commerce in China draws 

comprehensive scholars and spurs many related research topics. 
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Previous studies have already explored consumers' purchase 

intention or motivations on live streaming platforms, customer 

engagement on live streaming commerce platforms, usage 

intention toward live streaming services (Lin et al., 2021a; Chen & 

Lin, 2018), user stickiness on live streaming platforms (Hu et al., 

2017). Based on previous research, this study will explore 

significant factors that motivate Generation Z customers to 

purchase through live streaming platforms. 
 

Generation Z and Live Streaming  

Generation Z refers to the age cohort born between 1995 and the 

early 2010s, also known as the first generation born in and 

surrounded by the Internet and the digital world (Djafarova & 

Bowes, 2021). Hence, they are frequent users, promoters, and 

creators of technology products. Due to their specific and typical 

features, Generation Z has become a heated topic in both business 

and academic fields. They have an extreme desire for material 

things, and their spending power exceeds their income level 

(Priporas et al., 2017). Also, Generation Z is likely to pursue 

instant or immediate results, directly influencing their impulse 

purchasing behavior. The newest or the original items tend to be 

extremely attractive to this generation. Some research also notes 

that Generation Z prefers platforms with interactivity features 

(Southgate, 2017) and user-generated content, or the platforms 

that can provide quick and convenient online transactions 

(Reinikainen et al., 2020).  

Although most of the research did not mention Generation Z or 

the relationship between Generation Z and live streaming, 

Generation Z does occupy a relatively large proportion of all survey 

participants. For instance, the respondents from 18- to 25- year-old 

accounted for 69% of total respondents (Camilleri & Falzon, 2020), 

while some studies (e.g., Zhou et al., 2021) on Chinese young 
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customers' purchase intention on live streaming, 55% of the sample 

are under 35 years old. Also, about 52.97% of respondents were 

under 29-year-old in Sun et al. (2019) 's study, and the participants 

who were under 30 made up about 51.6% of all respondents in Ma 

(2021) 's study. Moreover, some research on live streaming did not 

show the age distribution of respondents, such as the research 

using manual observation by Clement Addo et al. (2021). Therefore, 

it is still limited to understanding motivations that stimulate 

Generation Z to shop on live streaming platforms. Thus, in this 

study, the survey respondents will be narrowed down to only 

Generation Z to analyze better the significant factors influencing 

their purchase intention on live streaming platforms.   
 

The Development of TikTok Live Streaming in China 

According to the 2021 ByteDance report, TikTok's holding 

company, TikTok, is a short-video social application launched in 

2016 that aims to help users express themselves and document 

their lives. Two years later, TikTok opened the Chinese market 

with its improvisation, short duration, and high entertainment, 

and it became the most downloaded IOS app in the non-game 

category. According to the 2020 Douyin data report, it had over 600 

million daily active users (DAU) in January 2020.  

Several key factors have spurred and fueled TikTok's rapid 

growth in China. First, the high popularities of mobile phones, the 

Internet, and the maturity of 5G technology are the foundation for 

developing such video and live streaming applications (Zhou et al., 

2021; Chen & Xiong, 2019). Second, TikTok's enhanced 

recommendation algorithms and user-generated content are 

crucial to its success, making users addicted to the application 

(Scherr & Wang, 2021). Third, TikTok is strongly supported by the 

Chinese government, even though it is also heavily monitored and 

regulated (Kaye et al., 2021; Cunningham et al., 2019). In 2018, 
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TikTok became a new platform for disseminating government and 

media. According to 2018 Douyin Big Data Report statistics, 

TikTok has 5,724 government accounts, including courts, public 

security police, and traffic police. Furthermore, under the COVID-

19 pandemic, the Chinese government uses short video platforms, 

such as Kuaishou and TikTok, to spread public announcements to 

its citizens. Also, it considers live streaming commerce to ease 

economic pressure amid the pandemic.  

With the increasing number of users, the impact of TikTok in 

China is vast, continuous, and comprehensive. Notably, Chinese 

Generation Z users occupy the 66% share of the 500 million users 

of TikTok in Chin (Salamzadeh, 2021). Hence, the successful 

development of TikTok in China is also inseparable from the boost 

and preference of Generation Z. 

 

Technology Acceptance Model (TAM) 

TAM is a powerful model to help analyze and explain users' 

decisions to accept and adopt new technology. Based on the theory 

of reasoned action (TRA), a popular social psychology theory 

explaining people's behavior, TAM was developed to explore 

people's behavior and intention to use the technology. To be more 

specific, the critical adjustment is that in TAM, TRA's two 

variables, the individual's attitude towards its behavior and the 

subjective norm towards it, are turned into the individual's 

perceived ease of use (PEU) and perceived usefulness (PU) 

(Rauniar et al., 2014). Regarding the relationship, Davis (1989) 

clarifies further that PEU and PU will be affected by external 

factors. Second, these two elements of TAM can influence an 

individual's attitude towards the new technology. Lastly, 

individual PU and a positive attitude towards new technology can 

lead to a positive intention to use the technology.  
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Various researchers have already used TAM to explore and 

explain people's decision to adopt a technology or not, especially 

the new technology. It includes customers' using intention 

exploration to smartphone usage, television innovation (Tefertiller, 

2020), e-commerce adoption (Jahongir & Shin, 2014), social media 

usage, and online shopping (Mandilas et al., 2013), and live 

streaming. 

 

Perceived Ease of Use (PEU) 

Two vital dependent variables that may affect users' usage 

intention towards a system or technology in TAM are PEU and PU. 

PEU is the level at which one considers using a particular system 

to be effortless. In simple terms, it means people think the degree 

of easiness of adopting one technology and this degree will impact 

people's intention and actual use. Many studies found that users 

will be more likely to respond to advertising on social media and 

use online shopping (Vijayasarathy, 2004) when these technologies 

provide users with a strong sense of ease to use.  

Furthermore, besides the positive relationship between PEU 

and user's attitude, PEU can also predict and affect PU. For 

example, Camilleri and Falzon's (2020) study supports the state 

that people who perceive ease of the online streaming service will 

perceive the usefulness of this service with high possibility. Indeed, 

various studies show a significant relationship between PEU and 

PU (Ramayah & Ignatius, 2005). Based on previous research, this 

study proposes the following hypothesis: 

 

H1a: PEU is positively associated with perceived usefulness PU. 
H1b: PEU is positively associated with Generation Z’s attitude 
towards live streaming. 
H1c: PEU is positively associated with Generation Z’s purchase 
intention. 
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Perceived usefulness (PU) 

PU refers to people believing how much improvement will be 

brought from using a specific technology. As a critical variable, PU 

positively influences people's attitudes and behavioral intentions 

(Koufaris, 2002; Ramayah & Ignatius, 2005). Vijayasarathy's 

(2004) study indicates a significant association between customers' 

attitudes towards online purchasing and PU. Furthermore, there 

is a positive correlation between consumers' intention to use online 

shopping and their belief in its usefulness. Based on previous work, 

this research puts forward the following hypothesis: 

 

H2a: PU is positively associated with Generation Z’s attitude 
towards live streaming. 
H2b: PU is positively associated with Generation Z’s purchase 
intention. 

 

Uses and gratification theory (UGT) 

UGT is a popular approach to analyzing the nature of audience 

involvement and identifying why people use any medium from a 

social and psychological perspective (Papacharissi & Mendelson, 

2007). There are some basic posits of UGT, which are (1) 

individuals act with purpose, and individual needs guide the 

purpose; (2) individuals are the proactive audiences of the 

particular medium; (3) individuals can perceive and cognize their 

demands; therefore, they choose and use the particular medium to 

gratify themselves (Ko, 2000). Indeed, in the early stage of 

analyzing media effect, people considered more about the impact of 

the media on the individual rather than the individual's demands 

towards the media (Katz et al., 1973). However, after UGT came 

out and was widely tested, more researchers conducted various 

studies related to media usage and individuals' motivations. 

Firstly, it was fundamental to analyze the usage intention of mass 
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communication, especially television (Katz et al., 1973; Dimmick 

et al., 1994). Then UGT was extended to be applied in the 

exploration of the Internet (Ko, 2000), social media (Florenthal, 

2019; Menon & Meghana, 2021; Kaur et al., 2020), and now live 

streaming services (Hsu et al., 2020). 

 

Ritualized use (RU) 

Ritualized use means that people use the technology more out of 

habit or as a distraction, like entertainment, companionship, time 

consumption, or relaxation (Rubin, 1984). Compared to 

instrumental use, ritualized use tends to gratify an individual’s 

abstract needs (Lee-Won et al., 2018). In terms of overall exposure 

to digital technologies, most social media activities like live 

streaming are ritualistic in nature as a means to pass the time 

(Guo & Chan-Olmsted, 2015), so the following hypothesis is 

presented: 

 

H3a: RU is positively associated with Generation Z’s attitude 
towards live streaming. 
H3b: RU is positively associated with Generation Z’s purchase 
intention. 

 

Instrumental use (IU) 

Instrumental use refers to more practical needs or certain 

content or information seeking (Cooper & Tang, 2009). Goal-

oriented usage and satisfying information-related needs are 

considered the two main characteristics of instrumental 

motivation (Joo & Sang, 2013). Users often desire to obtain 

practical or substantive content for instrumental use rather than 

just satisfy abstract psychological needs. Furthermore, based on 

Camilleri & Falzon’s (2020) research, instrumental motivation for 

use eventually plays a significant role in users’ decisions on 
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whether to use certain media. Therefore, the following hypothesis 

is presented:  

 

H4a: IU is positively associated with Generation Z’s attitude 
towards live streaming. 
H4b: IU is positively associated with Generation Z’s purchase 
intention. 

 

Mediating effect of attitude towards purchase intention through 

live streaming 

Attitude refers to the human being’s mental states, like people’s 

feelings, opinions, and values. Many TAM applied studies proved 

that people’s attitudes are associated with their behavioral 

intentions. For instance, Florenthal (2019) demonstrates that 

young customers’ attitude toward brand content will directly 

influence their intention on specific social media sites. Also, Hung 

et al. (2016) and Huang and Shiau (2015) investigate the effect of 

attitude towards using various social media sites. Bianchi and 

Andrews (2018) also explore the relationship between the attitude 

of interacting with a retail brand on social media sites and its 

influence on purchase intentions. Notably, Chen and Lin (2018) 

indicate that the audience’s attitude toward live streaming 

positively affects subsequent watching intention. In this study, an 

attitude refers to the people’s opinion towards live streaming 

shopping on TikTok, and the following hypothesis is: 

 

H5a: Generation Z’s attitude towards live streaming mediates 
the relationship between PEU and purchase intention. 
H5b: PU and Generation Z’s attitude towards live streaming 
mediates the relationship between PEU and purchase intention.  
H5c: Generation Z’s attitude towards live streaming mediates 
the relationship between PU and purchase intention. 
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H5d: Generation Z’s attitude towards live streaming mediates 
the relationship between RU and purchase intention. 
H5e: Generation Z’s attitude towards live streaming mediates 
the relationship between IU and purchase intention. 

 

Based on previous literature, this study presented the 

conceptual model in Figure 1. 

 
 

 
 

Figure 1. Conceptual framework 
 

 

 

METHODOLOGY 

 

Data collection and sample characteristics 

In this study, an online questionnaire was designed and 

distributed through Chinese main social media (i.e., WeChat and 
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QQ) to investigate the motivations of Generation Z customers to 

purchase on the live streaming platform, TikTok. A valid sample 

of 271 Generation Z respondents is collected for subsequent data 

analysis.  
 

Table 1. Demographics of respondents 
Demographics Frequency % 

Gender Male 39.5 

 Female 60.5 

Age 12-15 4.4 

 16-18 11.8 

 19-22 57.6 

 23-26 26.2 

Occupation Students 47.6 

 Unemployed 1.5 

 Part-time 7.4 

 Full-time 43.5 

Monthly income Less than 1500 RMB 24.4 

 1501 - 3000 RMB 24.7 

 3001 - 4500 RMB 22.5 

 4501 - 6000 RMB 10.7 

 6001 - 7500 RMB 9.6 

 More than 7500RMB 8.1 

 

Table 1 displays the demographic profile of all respondents in 

percentage, including gender distribution (60.5% female, 39.5% 

male), gender (4.4% are ages 12-15, 11.8% are ages 16-18, 57.6% 

are ages 19-22, and 26.2% are ages 23-26), occupation (47.6% are 

students, 43.5% are full-time employees). 71.6% of the participant 

get a monthly income of less than 4500 Chinese yuan. 
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Measures and reliability tests  

The previous studies tested all the measurement items and 

modified them to adapt to the context of live purchasing intention 

on live streaming. The construction of measurement includes 

ritualized use (RU) and instructional use (IU), which were adopted 

from Joo and Sang (2013) and Camilleri and Falzon (2020). A five-

item measure of perceived ease of use (PEU) was modified from 

Tefertiller (2020) and Rauniar et al. (2014). Five items for 

measuring perceived usefulness (PU) were developed by Camilleri 

and Falzon (2020) and Yang and Lee (2017). Attitudes (AT) were 

measured using Al-Debei, Akroush, and Ashouri's (2015) research. 

Finally, the five-item purchase intention (PI) scale was measured 

by adopting and adjusting items in Kwahk and Kim's (2016) and 

Sun et al.'s (2019) studies. Meanwhile, the measurement scales 

were tallied using seven-point Likert scales with "strongly 

disagree" as (1) to "strongly agree" (7). 

Table 2 shows the convergent validity and internal consistency 

of the findings, which include: standardized factor loading (SFL), 

composite reliability (CR), average variance extracted (AVE), 

Cronbach's alpha (α), mean, and standard deviation (Sd) of each 

variable. All measurements employed in the study were supported 

by the Kaiser-Meyer-Olkin Measure of Sampling (KMO) and 

Bartlett's Test of Sphericity.  

 

Table 2. Test of internal consistency and convergent validity 
Construct/Items SFL CR AVE α Mean Sd 

Perceived Ease of Use (PEU) (Tefertiller, 2020; Rauniar et al., 2014) 
PEU1 Learning to use the 

TikTok live streaming 

service is easy for me.   

0.824 0.910 0.670 0.912 4.976 1.461 

PEU2 It is easy to get 

TikTok live streaming 

0.723      
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to do what I want to 

do.  
PEU3 I find it easy to use 

TikTok live streaming 

skillfully. 

0.860      

PEU4 TikTok live streaming 

service is easy to use.   

0.871      

PEU5 Interaction with 

TikTok live streaming 

is clear and 

understandable.  

0.805      

Perceived Useful (PU) (Camilleri & Falzon, 2020; Yang & Lee, 2017) 
PU1 TikTok live streaming 

helps me to know 

what I want in a 

faster way. 

0.777 0.899 0.641 0.920 4.844 1.425 

PU2 TikTok live streaming 

can improve the 

effectiveness of online 

shopping.  

0.785      

PU3 TikTok live streaming 

can assist online 

shopping.  

0.817      

PU4 TikTok live streaming 

is useful for online 

shopping. 

0.798      

PU5 TikTok live streaming 

is available 24/7 

anywhere and 

anytime.  

0.826      

Ritualized Use (RU) (Joo & Sang, 2013; Camilleri & Falzon, 2020) 
RU1 I use TikTok live 

streaming to escape 

from everyday life.  

0.682 0.877 0.590 0.859 4.751 1.390 

RU2 I use TikTok live 

streaming to pass the 

time. 

0.785      
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RU3 I use TikTok live 

streaming to relax.  

0.808      

RU4 I use TikTok live 

streaming to 

entertain. 

0.823      

RU5 I use TikTok live 

streaming for 

companion 

0.734      

Instrumental Use (IU) (Joo & Sang, 2013; Camilleri & Falzon, 2020) 
IU1 I can get information 

in TikTok live 

streaming about 

products or services. 

0.823 0.901 0.647 0.920 4.763 1.468 

IU2 TikTok live streaming 

informs the latest 

news or trends about 

brands. 

0.828      

IU3 TikTok live streaming 

helps me make a 

purchasing decision 

more quickly. 

0.801      

IU4 TikTok live streaming 

recommends the best 

products I can buy.  

0.767      

IU5 TikTok live streaming 

provides a better 

shopping experience. 

0.800      

Attitude towards live streaming (AT) (Al-Debei et al., 2015) 
AT1 I think it is a good 

idea to use TikTok live 

streaming.  

0.792 0.911 0.672 0.927 4.765 1.458 

AT2 I think TikTok live 

streaming is pleasant 

to use.  

0.804      

AT3 I think TikTok live 

streaming is worthful 

to use.  

0.843      



 

 

 

 

 

 

 
Hua and Chiu, MRIJ, 17(1), 65-99 (Jun. 30, 2022) 

 

 

83 
 

 

 

 

 

AT4 I think TikTok live 

streaming I valuable.  

0.818      

AT5 I think it is satisfying 

to use TikTok live 

streaming. 

0.840      

Purchase Intention (PI) (Kwahk & Kim, 2016; Sun et al., 2019) 
PI1 I would consider 

purchasing on TikTok 

live streaming in the 

near future.  

0.801 0.907 0.661 0.939 4.800 1.478 

PI2 I intend to purchase 

on the TikTok live 

streaming page in the 

near future.  

0.829      

PI3 The probability to 

purchase on TikTok 

live streaming is high.   

0.804      

PI4 There is a high 

likelihood that I will 

use TikTok live 

streaming for 

shopping.  

0.836      

PI5 I plan to purchase on 

TikTok live streaming. 

0.793      

 

Table 3. Test of correlation and square roots of AVE extracted 

Variable  PEU PU RU IU AT PI 

PEU 0.819      

PU 0.342** 0.801     

RU 0.255** 0.353** 0.768    

IU 0.357** 0.489** 0.381** 0.804   

AT 0.351** 0.414** 0.350** 0.398** 0.820  

PI 0.424** 0.497** 0.340** 0.439** 0.497** 0.813 

**. Significant at the 0.01 level (2-tailed). 
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Table 3 shows that the square root of AVE is significantly 

greater than its correlation values. Therefore, we summarized that 

the dataset is sufficiently adequate for further analysis because all 

variables have met the validity test (Fornell & Larcker, 1981; 

Farrell, 2010), and reliability test (Hair et al., 1998; Nunnaly & 

Bernstein, 1994) requirements. 

 

RESULTS 

 

The study uses version 4.0 of PROCESS by Hayes (Preacher and 

Hayes, 2008) in SPSS as a statistical tool to examine the 

conceptual framework, hypothesis, and the Sobel test (1982). The 

PROCESS analyzes the mediating variable by estimating the path 

coefficients between independent and dependent variables. In 

addition, the PROCESS provided valuable insights into the effect 

(i.e., direct effect, total effect, and indirect effect) of each variable 

through the presence of mediation (Hayes, 2018). Process Macro 

“Model 4” and “Model 6” were used to test the mediation effect. In 

running the bootstrap analysis, we followed the 5000 bias number 

corrected bootstrap samples and 95% confidence intervals to 

estimate the path coefficients. Also, based on Sobel (1982), 

mediating analysis shows that a mediation effect is established if 

the indirect impact is significant. The indirect effect occurs when 

one or more mediating variables influence the relationship 

between independent and dependent variables. 

 

Hypothesis analysis 

Table 4 shows the relationship of all variables. First, it shows a 

significant relationship between PEU and PU (H1a = .334, p < 0.01) 

and between PEU and AT (H1b = .350, p < 0.01). Also, PEU shows 

statistically significant direct relationship with PI (H1c = .350, p < 

0.01). Thus, H1a, H1b, and H1c are supported. Second, the results 
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also show that PU significantly influence attitude towards live 

streaming (H2a = .423, p < 0.01) and PU directly influence 

purchase intention (H2b = .351, p < 0.01). Therefore, H2a and H2b 

are accepted. 

 

Table 4. Test of direct effects, total effects, and indirect effects  
Constructs Effects Coeff SE t p Sobel 

PEU→PU→AT→PI PEU→PU .334 .056 5.978 .000  

 PEU→AT .350 .057 6.148 .000  

 PU→AT .340 .059 5.792 .000  

 AT→PI .301 .055 5.470 .000  

 Direct .217 .053 4.128 .000  

 Total .428 .056 7.672 .000  

 Indirect(AT) .141 .035   4.086** 

 Indirect(PU;AT)  .034 .014   3.312** 

PU→AT→PI PU→AT .423 .057 7.451 .000  

 AT→PI .356 .055 6.492 .000  

 Direct .351 .056 6.492 .000  

 Total .497 .055 9.387 .000  

 Indirect .151 .036   4.897** 

RU→AT→PI RU→AT .367 .060 6.120 .000  

 AT→PI .436 .050 7.770 .000  

 Direct .190 .059 3.430 .000  

 Total .340 .061 5.937 .000  

 Indirect .160 .042   4.810** 

IU→AT→PI IU→AT .396 .057 7.120 .000  

 AT→PI .388 .056 6.944 .000  

 Direct .287 .055 5.214 .000  

 Total .439 .055 8.023 .000  

 Indirect .153 .038   4.969** 

**. Significant at the 0.01 level (2-tailed). 
 

Third, in relations to ritualized use, RU significantly influence 

attitude towards live streaming (H3a = .367, p < 0.01) and PU 

directly influence purchase intention (H3b = .190, p < 0.01). Thus, 

H3a and H3b are accepted. Lastly, instrumental use (IU) 
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significantly influence attitude towards live streaming (H4a = .396, 

p < 0.01) and PU directly influence purchase intention (H4b = .287, 

p < 0.01). Therefore, H4a and H4b are accepted. 

 

Mediation analysis 

Furthermore, Table 4 also examined the mediating effects of 

attitudes towards live streaming and perceived usefulness. First, 

the model PEU→AT→PI total effect (H5a = .141, p < 0.01) is 

statistically significant. Second, the model PEU→PU→AT→PI 

total effect (H5b = .034, p < 0.01) is statistically significant. Third, 

the model PU→AT→PI total effect (H5c = .497, p < 0.01) is 

statistically significant.  
 

Table 5. Hypothesis testing results summary 

Hypothesis Results 

H1a: PEU→PU Supported 

H1b: PEU→AT Supported 

H1c: PEU→PI Supported 

H2a: PU→AT Supported 

H2b: PU→PI Supported 

H3a: RU→AT Supported 

H3b: RU→PI Supported 

H4a: IU→AT Supported 

H4b: IU→PI Supported 

H5a: PEU→AT→PI Supported 

H5b: PEU→PU→AT→PI Supported 

H5c: PU→AT→PI Supported 

H5d: RU→AT→PI Supported 

H5e: IU→AT→PI Supported 

 

Fourth, the model RU→AT→PI total effect (H5d = .340, p < 0.01) 

is statistically significant. Lastly, the model IU→AT→PI total 
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effect (H5e = .439, p < 0.01) is statistically significant. According to 

Sobel (1982), a mediating variable plays a vital role if the z-value 

exceeds the absolute value of two. Table 4 shows that all z-values 

based on the Sobel test are greater than two, so they are all 

significant. Table 5 shows the summary of the hypothesis analysis. 
 

CONCLUSIONS AND IMPLICATIONS 

 

Conclusion 

As the user base of social media grows and becomes more active, 

s-commerce becomes progressively more effective. This research 

investigates live streaming as one of the hottest social media 

activities of Generation Z. Based on statistical analysis, all the 

hypotheses were tested and accepted. First, perceived ease of use 

and perceived usefulness play a vital role in influencing 

Generation Z's attitude (Lin & Kim, 2016), and subsequently 

affecting customers' intention to purchase positively (Nurcholis & 

Ferdianto, 2021). Moreover, there is a tight association between 

perceived ease of use and usefulness (Ahn et al., 2004). Second, the 

examination of the UGT model indicates that Generation Z's 

motivation for ritualized use and instrumental use are also strong 

predictors of purchase intention.  

Those findings illustrate that the designers and developers of 

the live streaming application should pay more attention to the 

platform’s ease of use and usefulness, which can, directly and 

indirectly, influence Generation Z's acceptance of this application 

and their behavioral intention. While from the customer's 

perspective, satisfying social and psychological needs are also 

critical motivations for Generation Z customers to purchase on a 

specific live streaming platform or live streaming room. Under the 

COVID-19 pandemic, offline commerce pattern becomes tough, 

while live streaming attracts more active users. Therefore, it is 
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beneficial and imperative for retailers, companies, and even some 

local governments to deepen their understanding of why and how 

customers are likely to purchase on live streaming, which helps 

them overcome the challenge and achieve performance growth.   

 

Theoretical implications 

This research has some meaningful theoretical contributions to 

the investigation of live streaming commerce. Firstly, the explosion 

of the live streaming industry has attracted many scholars to 

explore, and the conceptual frameworks prior studies built are 

various. Some studies only applied and modified the UGT 

framework to examine users' motivations for live streaming 

(Florenthal, 2019; Menon & Meghana, 2021; Kaur et al., 2020), 

which analyzed effectively from intrinsic factors. However, some 

only applied the TAM model to investigate extrinsic factors. 

Although Camilleri and Falzon's (2020) study explored the users' 

motivation to live streaming technologies by combing both TAM 

and UGT models, this research did not investigate the effect of the 

attitude, which is a significant mediator. Also, in Joo and Sang's 

(2013) research on smartphone usage, the attitude was not 

included in the conceptual framework, which integrated TAM and 

UGT models. Hence, based on the previous studies, an integrated 

model of TAM and UGT model with the mediator attitude is 

applied in this research, which explains customer's motivation 

from technology adoption, social, and psychological perspectives.    

Second, this study focuses on Generation Z customers, which are 

more targeted. Previous literature reviews show that young 

generation respondents account for 50% or more of the respondents 

in most studies. However, no survey focuses on Generation Z as 

live shopping consumers. At the same time, as Generation Z youth 

gradually cross over to the working environment, which means 

their spending power gradually increases, the investigation of 



 

 

 

 

 

 

 
Hua and Chiu, MRIJ, 17(1), 65-99 (Jun. 30, 2022) 

 

 

89 
 

 

 

 

 

Generation Z consumers becomes increasingly necessary. It will 

bring new perspectives or inspiration to retailers' and corporates' 

marketing programs and live streaming platform's application 

features. 

 

Managerial implications  

This research findings inform some critical implications for live 

streaming platform developers, e-retailers or companies. First, the 

success of live streaming commerce needs the integration of 

features from live streaming, including perceived ease of use and 

perceived usefulness. The significance of perceived ease of use 

suggests that live streaming platform developers should develop or 

improve live streaming services, including interaction, shopping, 

and transaction functions, to enable audiences easy to use and 

adopt this new shopping channel. In terms of perceived usefulness, 

it is expected to enhance the service and content of live streaming, 

which provides a more convenient and pleasurable online shopping 

experience (Putro & Haryanto, 2015). Furthermore, the 

questionnaire result also points out that allowing live shopping 

anytime and anywhere is an essential indicator of perceived 

usefulness. The future's turning point in the live streaming 

industry might be pinned on the maturity of 5G technology and the 

renewal of mobile devices. Also, suppose customers perceive a 

higher degree of ease of use and usefulness. In that case, their 

attitudes towards intention to purchase will be more positive, 

while attitude is a significant antecedent of a customer's purchase 

intention.  

Second, the findings derived from this study provide some 

critical insights on live streaming content and styles to help attract 

more audiences and promote them to purchase. Facing the 

increasingly fierce and tough competition in the live streaming 

industry, attracting more targeted customers, and keeping user 
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stickiness are significant concerns for e-retailers and companies 

striving on live streaming. Long and Tefertiller (2020) indicate that 

with more real information and entertainment the users can get 

from live streaming, more genuine relationships can be built 

between users and broadcasters, directly influencing users' 

purchase intention. Furthermore, social media can be a great 

marketing aid, which significantly impacts the customer by raising 

brand awareness (Magbanua et al., 2021).  

Lastly, based on the results and previous literature, this study 

also suggests that e-retailers and companies must attach more 

importance to customers' social and psychological demands. More 

specifically, instrumental use is the primary motivation for 

customers to watch live streaming and purchase it. Furthermore, 

compared with other online shopping methods, live shopping 

requires users to stay longer, which requires the live streaming 

content to be highly attractive to customers. At the same time, 

several previous studies have shown that multi-faceted product 

description and display, detailed and reliable information, and 

timely interaction and communication are the main factors for 

customers to watch and shop live (Long & Tefertiller, 2020).  

On the other hand, ritualized use, including fun-seeking, social 

support, and time consumption, is also a crucial predictor of 

intention to purchase live streaming. Especially Generation Z 

customers, many of them are still teenagers. Young people 

habitually spend plenty of time on social media every day and are 

eager to find connections on social media. Therefore, designing 

differentiated marketing strategies with original and exciting live 

streaming content and style should be considered for e-retailers 

and companies. 
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Limitation and future research 

There are several limitations in this research and require 

further study. Firstly, this study only investigated one live 

streaming application in China, TikTok. Indeed, China's live 

streaming industry is enormous and has spawned many live 

streaming applications and platforms, including Kuaishou and 

ByteDance. Data collection and analysis for more top live 

streaming applications and platforms are expected in the future 

study. Furthermore, a demographic analysis should be included in 

the prospective study. For example, according to Long and 

Tefertiller (2020), gender differences in use level and rewarding 

expense are not that distinct, while genres and communication 

preferred are apparent. Apart from demographic research, we also 

suggest a cross-regional comparison and investigation of different 

generations of customers' purchase intention on live streaming. 

Especially under COVID-19, live streaming commerce is now an 

emerging industry, and retailers desire to overcome the challenge 

brought by the pandemic. Further research on this topic may 

provide more meaningful insights and suggestions for marketers. 
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