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MARKETING | RESEARCH ARTICLE

The effects of live streaming attributes on 
consumer trust and shopping intentions for 
fashion clothing
Earth Chandrruangphen1*, Nuttapol Assarut2 and Sukree Sinthupinyo3

Abstract:  Small individual sellers and retailers use live streaming as a direct selling 
channel to demonstrate and sell their products. This study proposes a framework that 
examines the influence of live streaming attributes on customer trust and intentions 
to watch and purchase fashion clothing. Drawing on prior literature, we examine an 
extensive list of 20 live streaming attributes including product attributes, seller 
attributes, and other related attributes. The study is performed on 476 Thai consu-
mers with diverse demographics. Results show that product quality and price trans-
parency significantly influence customer trust and intentions to watch and purchase, 
while seller’s image of being trustworthy and the quality of seller’s Facebook page 
only show weak relationships. Another finding is that seller pre-announcing their 
broadcast timing will encourage higher intention to watch. And as expected, the trust 
in seller positively influences trust in product. These findings suggest opportunities for 
sellers to focus their attention on important live streaming attributes to develop trust 
with their customers and increase their customer intentions to watch and purchase. 
The study concludes with discussion on managerial implications and future work on 
live streaming commerce for fashion clothing products.

Subjects: Marketing; Consumer Behaviour; Fashion & Beauty Industries  
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1. Introduction
Today, the usage of live streaming as a direct selling channel is growing in popularity. Live 
streaming is a broadcasting of real-time online videos where a person broadcasting the content 
is called a streamer. In live streaming selling of goods such as fashion clothing, streamers broad-
cast content related to the goods being sold and audience usually interact with the streamers and 
other audience via text chat. Streamers may try on the clothes and describe their properties and 
audience may interact with the streamers by asking questions, expressing opinions, or making 
purchase. Many small individual sellers use live streaming feature on Facebook to demonstrate 
products and conduct sales (Wongkitrungrueng & Assarut, 2020; Wongkitrungrueng et al., 2020). 
To become successful, fashion goods sellers should understand what factors they need to focus on 
to increase their live stream views and sales.

A number of prior studies have examined consumer behavior in live streaming shopping envir-
onments. Wongkitrungrueng and Assarut (2020) has studied perceived shopping values in live 
streaming and how they enhance trust and in turn lead to customer engagement. Cai et al. (2018) 
has examined certain live streaming attributes such as seller physical attractiveness and product 
information, while Hou et al. (2019) has examined factors such as seller interactivity, seller humor, 
and seller sex appeal. Sun et al. (2019) has examined attributes such as seller’s presentation skills, 
interactivity skills, and shopping guidance. However, the prior research is lacking in its studies of 
the possible shopping attributes, especially in the context of live streaming shopping for fashion 
clothes. Only Chandrruangphen et al. (2021) has explored some live streaming attributes in fashion 
clothes shopping through customer interviews.

Therefore, the study’s main objective is to investigate the live streaming attributes that motivate 
shoppers to watch and shop fashion clothes on live streams. In the following sections, we first 
review the background of live streaming attributes for fashion clothing shopping, before construct-
ing a conceptual model based on the theories that describe the influences of live streaming 
attributes on consumer trust and consumer shopping behaviors in live streaming.

2. Literature review and hypothesis development

2.1. Live streaming attributes for fashion clothing shopping
There have been a lot more studies in how traditional store attributes and online shopping website 
attributes affect consumer shopping intentions than those of live streaming shopping. Though the 
attributes are not the same, the formers share a lot of common attributes with the latter.

With regard to traditional shopping malls, several factors that affect consumer shopping behaviors 
have been studied including functionality, convenience, safety, leisure, atmospherics, self-identification 
(El Hedhli et al., 2013); product, service, location, facility, design, atmosphere, price, leisure (Johnson 
et al., 2015); merchandise assortments, services quality, and prices (El Hedhli et al., 2017).

With regard to online stores, Liang and Lai (2002) describes six motivation factors that affect 
how consumers choose stores (e.g., online order, search function, easy to sign up, home delivery, 
credit card payment, shopping cart feature), two hygiene factors (security and consistent style), 
and two media richness factors (e.g., product organization and navigational links). Chen et al. 
(2010) studies three related areas of website attributes: technology (e.g., security, privacy, and 
usability), shopping (e.g., convenience, trust, and delivery), and product (e.g., product value and 
merchandising). Other factors also include product assortment, product quality, price transpar-
ency, website convenience and product assortment (Davari et al., 2016; Kautish & Sharma, 2019).
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In live streaming shopping, Wongkitrungrueng and Assarut (2020) studies factors that influence 
consumer trust and shopping engagement. Some of the important shopping attributes being 
studied in prior literature include seller physical attractiveness, seller interactivity (Cai et al., 
2018); streamer interactivity, humor, sex appeal (Hou et al., 2019); seller’s product presentation, 
ability to answer questions, shopping guidance skills (Sun et al., 2019); product information, 
product interactivity, communication quality, enjoyment, trend setting, and social presence 
(Wongkitrungrueng et al., 2020). Chandrruangphen et al. (2021) finds additional factors including 
seller pacing or the speed at which seller moves from one item to the next, product personal 
appeal, price transparency, background ambiance, broadcast timing announcement, number of 
viewers, and seller Facebook page. Based on prior works, we summarize the list of shopping 
attributes in live streaming that could motivate shoppers to shop as shown in Table 1.

2.2. Trust in seller & trust in product
In e-commerce, trust is defined as the beliefs in something or someone based on their character-
istics, such as goodness, fairness, honesty, competence, and many others (McKnight & Chervany, 
2001). Trust in seller is defined as the customer beliefs in the seller based on seller competency 
and reliability to serve customer long-term interests (Crosby et al., 1990). Swan et al. (1999) finds 
that trust in salesperson creates successful sales relationship through positive customer attitudes, 
intentions, and behaviors. Trust in product is defined as the customer beliefs that the product will 
meet their expectations (Wongkitrungrueng & Assarut, 2020).

2.3. Customer engagement
Many studies have examined the topics of customer behaviors in shopping. In both online and 
offline context, customer intention to purchase has been studied extensively (Aghekyan-Simonian 
et al., 2012; Davari et al., 2016; Johnson et al., 2015). In live streaming shopping, Cai et al. (2018) 
and Sun et al. (2019) have studied factors that influence customer intention to purchase. 
Wongkitrungrueng and Assarut (2020) and Hou et al. (2019) have explored factors that influence 
customer trust and intentions.

2.4. Relationship among live streaming attributes, trust, and customer engagement
Based on prior studies, there are several live streaming attributes that might have positive influence 
on trust in product, trust in seller, and intention to watch the live streaming. These are as follow:

Seller image refers to the customer perception of the seller and the impression of what they 
expect from the seller. Aghekyan-Simonian et al. (2012) points out that product brand image and 
online store image reduces risk of online shopping which increases purchase intention. Leeraphong 
and Sukrat (2018) finds that seller reputation affects customer shopping intentions. Therefore: 

H1a/b/c. Seller image has a positive influence on trust in product/trust in seller/intention to watch.

Seller interactivity refers to the ability of seller to communicate with shoppers. By enabling 
shoppers to interact with seller, customer has more trust in the seller and trust in the product, and in 
turn affect engagement with the seller (Wongkitrungrueng & Assarut, 2020). Hou et al. (2019) also finds 
that streamers interacting with viewers affect the viewer intention to continue watching. Therefore: 

H2a/b/c. Seller interactivity has a positive influence on trust in product/trust in seller/intention to watch.

Seller presentation refers to the ability of seller to present products to shoppers. Sun et al. 
(2019) shows that product presentation in live streaming increases consumer engagement and 
shopping intentions. Therefore: 

H3a/b/c. Seller presentation has a positive influence on trust in product/trust in seller/intention to watch.
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Seller shopping guidance is the service given by knowledgeable salesperson to help guide 
shoppers to find desired products (Darian et al., 2001). Lee and Dubinsky (2017) suggests that 
online customers prefer to be assisted by salesperson and are likely to buy the recommended 
products. Sun et al. (2019) shows that personalized product recommendations affect consumer 
shopping intentions. Therefore: 

H4a/b/c. Seller shopping guidance has a positive influence on trust in product/trust in seller/ 
intention to watch.

Seller politeness refers to how much the shopper thinks the seller is a polite person. Shoppers 
are more inclined to trust and shop with sellers who are likable, friendly, and polite (Bateman & 
Valentine, 2015; Cai et al., 2018; Nicholson et al., 2001). Therefore: 

H5a/b/c. Seller politeness has a positive influence on trust in product/trust in seller/intention to 
watch.

Seller verbal attractiveness refers to how well the seller can talk to keep viewers engaged. 
Fraser et al. (2019) and Hennig-Thurau (2004) suggest that the ability of streamers to socialize 
with the audience helps build relationship and influences business success. Therefore: 

H6a/b/c. Seller verbal attractiveness has a positive influence on trust in product/trust in seller/ 
intention to watch.

Product assortment refers to availability of products in various qualities, styles, and sizes 
being sold (Bauer et al., 2012). Product assortment provides value to shoppers in terms of product 
variety and depth and breadth of selections which has positive effect on trust and shopping 
intentions (Kautish & Sharma, 2019; Rubio et al., 2017). Therefore: 

H7a/b/c. Fashion product assortment has a positive influence on trust in product/trust in seller/ 
intention to watch.

Product quality refers to the superiority or excellence of a product (Zeithaml, 1988). 
Chinomona et al. (2013) finds that perceived product quality positively influences customer trust 
and purchase intention. Additionally, stores that offer products of low quality would lose customer 
trust (Jarvenpaa et al., 2000). Therefore: 

H8a/b/c. Fashion product quality has a positive influence on trust in product/trust in seller/intention 
to watch.

Product trendiness refers to the novelty and uniqueness of the products (Workman & Kidd, 
2000). Ladhari et al. (2019) finds that young online female shoppers are attracted to trending 
products. Melewar et al. (2017) suggests that trendiness and innovation are related to brand trust, 
credibility, and loyalty. Therefore: 

H9a/b/c. Fashion product trendiness has a positive influence on trust in product/trust in seller/ 
intention to watch.
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Product brand name can be defined as the beliefs or attachments customers have about the 
brand (Wood, 2000). Web stores with reputable brands are associated with higher levels of brand 
trust (Ha, 2004). Ladhari et al. (2019) also finds that shoppers see brand value as implying higher 
trust towards well-known brands. Therefore: 

H10a/b/c. Product brand name has a positive influence on trust in product/trust in seller/intention 
to watch.

Product personal appeal is a measure of how clothing items carried by the seller appeal to the 
unique fashion taste of the shoppers. Ladhari et al. (2019) and Bento et al. (2018) suggest that 
women who shop fashion clothes follow brands that resonate with their fashion style. Customers 
trust judgment of salespersons who have unique personal style and fashion taste (McColl et al., 
2013). Therefore: 

H11a/b/c. Product personal appeal has a positive influence on trust in product/trust in seller/ 
intention to watch.

Pricing transparency is a measure of how pricing information is being communicated clearly. 
Davari et al. (2016) views that price transparency influences how customers perceive the quality of 
online stores. Therefore: 

H12a/b/c. Pricing transparency has a positive influence on trust in product/trust in seller/intention 
to watch.

The number of live stream viewers refers to how many viewers are watching the live stream. 
Shoppers feel that high number of viewers signifies a type of social proof that may indicate 
trustworthiness of seller or product (Chandrruangphen et al., 2021). Wang et al. (2020) shows 
that the number of viewers affect audience engagement. Therefore: 

H13a/b/c. The number of viewers has a positive influence on trust in product/trust in seller/ 
intention to watch.

The seller Facebook page refers to how well the page provides information about the seller and 
the products. Ruiz-Mafe et al. (2014) finds that users who perceive the FB fanpage of a brand being 
useful and who have high trust towards the brand will develop higher brand loyalty. Therefore: 

H14a/b/c. Seller Facebook page has a positive influence on product trust/seller trust/intention to 
watch.

Seller humor refers to the ability of seller to amuse the audience. Imlawi and Gregg (2014) 
and Hou et al. (2019) find that humor positively influences social network engagement and 
increases intention to continue watching. Therefore: 

H15. Seller humor has a positive influence on intention to watch.

Chandrruangphen et al., Cogent Business & Management (2022), 9: 2034238                                                                                                                    
https://doi.org/10.1080/23311975.2022.2034238

Page 6 of 29



Seller sex appeal refers to the physical attractiveness of the sellers. Cai et al. (2018) and Hou 
et al. (2019) show that seller physical attractiveness would motivate customers to watch live 
stream. Therefore: 

H16. Seller sex appeal has a positive influence on intention to watch.

Seller pacing refers to the appropriate speed in which the seller moves from one item to the 
next. If seller stays on a certain item for too long, the shoppers will feel bored and may leave the 
live stream (Chandrruangphen et al., 2021). Therefore: 

H17. Seller pacing has a positive influence on intention to watch.

Background ambiance refers to how shoppers perceive the environment seen in the back-
ground. El Hedhli et al. (2017) and Albayrak et al. (2016) suggest that ambiance in shopping malls 
affects customer willingness to patronize the mall. Therefore: 

H18. Background ambiance has a positive influence on intention to watch.

Broadcast timing announcement refers to how appropriately the seller announce the live 
stream schedule to the viewer ahead of time. It is important for shoppers to know when the seller 
would broadcast the live stream because they may need to manage their time (Chandrruangphen 
et al., 2021). Therefore: 

H19. Broadcast timing announcement has a positive influence on intention to watch.

As for the last remaining live streaming attribute, product pricing in online shopping has been 
well-studied and plays an important role in how shoppers behave (Grewal et al., 2003). Shoppers 
tend to shop expensive products that have well-known product brands and with well-known 
retailers (Forsythe & Shi, 2003). Leeraphong and Sukrat (2018) finds that pricing advantage may 
influence viewers to make impulse purchases. Therefore: 

H20a/b/c. Product pricing has a positive influence on trust in product/intention to watch/intention 
to purchase.

As Huang (2015) shows that product evaluation blogs increase trust in product, it can also be 
considered that products carried by trusted sellers could be more trusted. Escobar-Rodríguez and 
Bonsón-Fernández (2017) and Shareef et al. (2019) suggest that trust in online shopping may 
increase customer purchase intentions. Therefore: 

H21a/b/c. Trust in seller has a positive influence on trust in product/intention to watch/intention to 
purchase.

Customers who are satisfied with the product will trust the product and will lead them to 
purchase the product (Chinomona et al., 2013). Therefore: 

H22a/b. Trust in product has a positive influence on intention to watch/intention to purchase.
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As customers continue to explore more information about the product and receive more 
information about the product, they could be induced into making purchases (Babin et al., 1994). 
Therefore: 

H23. The intention to watch has a positive influence on intention to purchase.

2.5. Research model and hypotheses
Figure 1 draws on the above literature and adapted from the trust model in Wongkitrungrueng and 
Assarut (2020) to present a conceptual framework showing live streaming attributes that influence 
shopping intentions through trust.

3. Material and methods

3.1. Sampling
Data were collected through an online survey in Thailand. To reach live streaming shoppers, the 
questionnaire was advertised on Facebook for 10 days. Because we encouraged our respondents 
to complete the questionnaire, we offered to donate 20 Thai Baht for each completed question-
naire to a charity as a virtuous incentive in this study. The population includes all Thai Facebook 
users that have used live streaming feature to watch and shop for fashion clothes. Though the 
accurate number of the population cannot be determined, similar studies such as that of 
Wongkitrungrueng and Assarut (2020) has shown that the effective sample size using PLS-SEM 
could be between 150 and 246, where the minimum is based on 10 times the largest construct 
(Barclay et al., 1995) and the recommended average size is based on 246 (Shah & Goldstein, 2006). 

Figure 1. Conceptual framework 
of live streaming shopping attri-
butes that affect consumer 
intentions through trust is 
adapted from the trust model in 
Wongkitrungrueng and Assarut 
(2020)
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We collected the total of 476 Thai respondents. Of this total, 93% (n = 442) had made purchase 
and 58% (n = 276) were female. Most respondents aged over 36 (n = 185;38.87%) followed by 26– 
35 (n = 160;33.61%), then by those under 25 (n = 130;27.31%). Most of the respondents were 
singles (n = 329;69.12%), had a bachelor’s degree (n = 268;56.30%), had an average monthly 
income between 15,001 and 30,000 Thai Baht (n = 196;41.18%), worked as government employees 
(n = 198;41.60%), and lived in Bangkok (n = 88;18.49%).

3.2. Questionnaire and measures
Respondents were required to answer the screening question to ensure they have experience 
watching or making fashion clothing purchase through Facebook live streaming. The questionnaire 
was divided into three parts. The first part collected demographic data of the respondent. 
The second part included the measure of all live streaming attributes. An 8-item measure of 
product assortment was adapted from Davari et al. (2016) and Kautish and Sharma (2019). 
A 7-item measure of product quality was adapted from Davari et al. (2016) and El Hedhli et al. 
(2017). A 3-item measure of product trendiness and a 3-item measure of product brand name 
were adapted from El Hedhli et al. (2017). A 4-item measure of product pricing was adapted from 
Johnson et al. (2015) and El Hedhli et al. (2017). A 3-item measure of product personal appeal was 
created from Chandrruangphen et al. (2021). A 15-item measure of seller image were adapted 
from Cai et al. (2018) and Aghekyan-Simonian et al. (2012), which in turn adapted from Vázquez 
et al. (2002). A 7-item measure of seller interactivity was adapted from Hou et al. (2019). A 4-item 
measure of seller presentation and 4-item measure of seller shopping guidance were adapted 
from Sun et al. (2019). A 5-item measure of seller politeness was adapted from Bateman and 
Valentine (2015) and Cai et al. (2018). A 4-item measure of seller verbal attractiveness was created 
from Chandrruangphen et al. (2021). A 7-item measure of seller humor was adapted from Hou 
et al. (2019) and Wongkitrungrueng and Assarut (2020). A 6-item measure of seller sex appeal was 
adapted from Hou et al. (2019) and Cai et al. (2018). A 2-item measure of seller pacing was created 
from Chandrruangphen et al. (2021). A 4-item measure of price transparency was adapted from 
Davari et al. (2016). A 4-item measure of background ambiance was adapted from El Hedhli et al. 
(2017). A 3-item measure of broadcast timing announcement, a 2-item measure of number of 
viewers, and a 5-item measure of seller’s FB page were created from Chandrruangphen et al. 
(2021). And lastly, the third part included the measure of trust and consumer intentions. A 3-item 
measure of product trust, and 4-item measure of seller trust were derived from Wongkitrungrueng 
and Assarut (2020). A 3-item measure of intention to watch was derived from Hou et al. (2019) 
and a 3-item measure of intention to purchase was derived from Sun et al. (2019). Among this, 
the second and third parts of the questionnaire adopted a seven-scale Likert scale, with (1) 
representing total disagreement and (7) representing total agreement. Since all the respondents 
were Thais, the questions were developed in English and then translated from English to Thai.

4. Results
The PLS-SEM analysis was performed using SmartPLS software. The measurement model was used 
to test the reliability and the validity of the constructs, and the structural model was used to test 
the hypotheses.

4.1. Measurement model
The reliability of the constructs was tested using the individual loadings, composite reliability (CR), 
Cronbach’s alpha, and average variance extracted (AVE) (see, Table 2). To assess the reliability of 
the individual items, indicator loadings to be kept are at least 0.700. As a result, eleven items were 
dropped from the analysis (see Appendix). Final set of measurement items is shown in Table 2 
along with the values of Cronbach’s alpha, and CR to be above 0.8 indicating sufficient internal 
consistency. The convergent reliability was tested using AVEs for all the factors to be above 0.5 and 
CR to be higher than AVE, indicating adequate validity. The discriminant validity was tested using 
the heterotrait-monotrait ratio of correlations (HTMT) to be less than 0.9 and satisfied the Fornell- 
Larcker criterion indicating that each construct is distinct from the other constructs as it correlates 
with its own construct more than with other constructs (see, Tables 3 and 4).
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4.2. Structural model and hypothesis testing
In the results of structural model as shown in Figure 2, a coefficient of determination (R2) is 0.639 
for trust in products, 0.490 for trust in seller, 0.609 for intention to watch, and 0.653 for intention 
to purchase. This indicates that an adequate level of variability in the outcome of the data can be 
explained by the model. The paths and factors with p > .05 are omitted for simplicity. Table 5 
summarizes all the path coefficients and gives the results of the hypotheses.

In the results, product quality (β = 0.234; p < .003) and price transparency (β = 0.2; p < .001) have 
significant positive influence on trust in sellers which supports H8b and H12b. However, seller 
image (β = 0.157; p < .015) and the content on seller’s Facebook page (β = 0.175; p < .015) have low 
p-values but also low coefficients, indicating weak positive influence on trust in sellers but not 
significant enough thus not supporting H1b, and H14b. No other factor has significant influence on 
trust in sellers thus not supporting H2b, H3b, H4b, H5b, H6b, H7b, H9b, H10b, H11b, and H13b. None 
of the factors has significant influence on trust in products thus not supporting H1a, H2a, H3a, H4a, 
H5a, H6a, H7a, H9a, H10a, H11a, H20a, H12a, H13a, and H14a.

With regard to the role that trust in sellers and trust in products have on each other and on 
customer engagement, our results appear to show some similarities but also some contradictions 
as compared with Wongkitrungrueng and Assarut (2020). As for the similarity, our results show 
that trust in sellers could lead to customer behavior in terms of intention to watch (β = 0.308; 
p < .001) and intention to purchase (β = 0.283; p < .001), supporting H21b and H21c. As for the 
contradictory, while Wongkitrungrueng and Assarut (2020) finds that trust in products does not 
directly lead to any customer engagement, our results show that trust in products could directly 
lead to customer behavior in terms of intention to watch (β = 0.2; p < .01), supporting H22a but 
does not lead to intention to purchase thus not supporting H22b. Also, interestingly, while 
Wongkitrungrueng and Assarut (2020) has shown that trust in products leads to trust in sellers, 
our results show the other way around that trust in sellers could lead to trust in products 
(β = 0.621; p < .001) supporting H21a.

Our results also find that the pre-announcement of broadcast timing (β = 0.222; p < .001) has 
significant positive influence on consumer intention to watch the live stream which supports H19. 
However, pricing effect on consumer intention to watch has low p-value but also low coefficient 
(β = 0.101; p < .044), suggesting weak positive influence on consumer intention to purchase but not 
significant enough thus not supporting H20c. Pricing also does not have significant influence on 
consumer intention to watch, thus not supporting H20b. It is also interesting to note that seller 
pacing effect on consumer intention to watch has low p-value but also low coefficient (β = −0.104; 
p < .05) thus not supporting H17. And lastly, the intention to watch could lead to intention to 
purchase (β = 0.538; p < .001) supporting H23.

As for the remaining hypotheses, no other factors have significant influence on intention to 
watch, thus not supporting H1c, H2c, H3c, H4c, H5c, H6c, H15, H16, H7c, H8c, H9c, H10c, H11c, 
H12c, and H18. Interestingly, contradicting to the common belief, the number of live streaming 
viewers have no significant influence on trust and the intention to watch the live stream, thus not 
supporting H13a, H13b, and H13c. The seller’s Facebook page does not have significant influence 
on the customer intention to watch, thus not supporting H14c.

4.3. Indirect and mediating effects
Although some of the factors do not appear to have any direct effects on the customer intention to 
watch the live stream, but they may have indirect effects (Hayes, 2009). Therefore, we tested indirect 
effects using bootstrapping procedure with 5,000 samples feature in SmartPLS. Table 6 shows the 
results. Only the factors that have significant indirect effects on customer intentions are shown.

As Table 6 shows, while product quality, price transparency, and seller’s Facebook page do not 
have direct effect on intention to watch, each of them has indirect effect through trust in seller 
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(product quality, CI = 0.019 to 0.136; price transparency, CI = 0.024 to 0.113; and seller’s Facebook 
page, CI = 0.009 to 0.113), thus fully mediate the effect.

Also, interestingly, product quality and price transparency do not have direct effect on trust in 
product, but each has indirect effect through trust in seller (product quality, CI = 0.044 to 0.225; 
and price transparency, CI = 0.050 to 0.201). Trust in seller fully mediate the effect of each of 
product quality and price transparency on trust in product.

5. Discussion
This study examined the live streaming attributes that motivate shoppers to watch and shop 
fashion clothes on Facebook live streaming. We showed the relationships between live streaming 
attributes and the influence they have on consumer trust and intentions to watch and purchase. 
Our findings revealed how live steaming attributes including product quality, price transparency, 
seller image, seller Facebook page, seller pacing, broadcast timing announcement, and pricing are 
associated with customer trust and intentions.

The finding that product quality and price transparency have significant positive influence on 
trust in seller is consistent with prior studies. Halim et al. (2014) and Chinomona et al. (2013) 
showed that product quality has positive influence on customer trust and intention to purchase. 
Mittal and Agrawal (2016), Bertini and Gourville (2012), and Kim et al. (2020) showed that price 
transparency builds customer trust and enhances customer engagement and purchase intentions.

Also, the finding that seller image and seller Facebook page have weak positive influence on trust in 
seller is consistent with prior studies. Orth and Green (2009) showed that only some aspects of store 
image lead to trust (e.g., high service quality and frontline employee benevolence) but not the others 
(e.g., better pricing and product selections). Jung and Kim (2016) found that not all contents on 
Facebook page enhances brand trust. Specifically, comments made by brand does not impact 
customer trust, but posts made by other customers affect customer trust.

Our findings revealed that seller’s announcement of the broadcast schedule has a direct positive 
influence on customer intention to watch. This is due to the fact that some people are busy, so 

Figure 2. Results of structural 
model where paths and con-
structs with p > 0.5 were 
omitted.

Chandrruangphen et al., Cogent Business & Management (2022), 9: 2034238                                                                                                                    
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they need to know about the broadcast ahead of time to arrange time to watch. Consistent with 
the finding of Swan et al. (1999), who showed that salespersons should take their time with the 
customers explaining each product thoroughly without having the customers feel rushed, our 
paper found that seller pacing has weak negative relationships with customer intention to watch 
the live stream suggesting that live streaming sellers should not rush through the products but 
spend ample time on them.

Additionally, our paper found product pricing to have a weak direct positive influence on 
customer intention to purchase. This is due to most live streaming sellers offering products at 
very competitive prices, so customers feel very little incentive to make purchase decision based on 
pricing alone. And as indicated earlier, the influence on the purchase intention of fashion clothing 
in live streaming was shown to be dominated by the product quality rather than prices. Also, our 
findings revealed that customer trust in seller has a direct positive influence on trust in product 
which is consistent with Swan and Nolan (1985), who showed that salespersons can build trust 
with their customers through their experience and knowledge of the products, which in turn could 
positively influence customer attitudes.

Finally, we found that trust in seller and trust in product have a direct positive influence on 
customer intention to watch and then to purchase. This finding is consistent with Jarvenpaa et al. 
(2000), who found that customer trust in a store increases the intentions to shop from that store.

5.1. Theoretical contribution
This study contributes to the online social commerce research by being among the early studies on 
live streaming shopping. While focusing on the fashion clothing products, this study is among the 
first live streaming shopping studies to shed new insights in this product category. We extend 
recent live streaming shopping studies (Cai et al., 2018; Sun et al., 2019; Wongkitrungrueng et al., 
2020) that involve live streaming values, customer trust, and customer engagement by examining 
live streaming shopping attributes in affecting customer intentions to watch and purchase.

5.2. Managerial implication
This study provides insights that may benefit managers in online social commerce. Live streaming 
sellers can focus on creating more values in the important attributes to better serve their customers 
thus enabling higher intentions to watch and purchase. Sellers could carry higher-quality products 
and ensure that their product pricing is transparent, so that the customers would feel trusted and be 
more willing to make purchase from the sellers. Also, sellers could plan and preannounce their 
broadcast timing to give enough time for customers to manage their busy schedule.

5.3. Limitations and future research
Since the studies in the area of live streaming shopping is relatively new and still limited in numbers, 
especially in the areas of fashion clothing products, more research efforts in this area is needed to 
fully understand its impact on customer behaviors. This study is limited to one platform, Facebook live 
streaming, one product category, fashion clothing, and one country, Thailand.

In terms of product category, it is possible that the live streaming attributes may have different 
impacts on customer trust and behaviors in different product categories such as home organizers, 
fitness accessories, and small kitchen appliances which are more functional than stylish and fun. 
Moreover, in addition to Facebook live streaming, there are other popular live streaming shopping 
platforms such as Lazada and Shopee where the nature of users could be different, thus providing 
different results.

Lastly, the people in Thailand may behave differently in shopping behaviors as compared with 
shoppers in other countries such as China and the western countries. This means that the different 
population of the study and other antecedents such as different live streaming attributes could be 
incorporated into future studies.
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Appendix A. Measurement scales

Measurement scales

Seller Image

SIMA1* 1. Seller is seen as continuously 
improving features

SIMA2 2. Seller is seen as trustworthy

SIMA3 3. Seller is seen as offering good 
value-for-money

SIMA4 4. Seller is seen as being of excellent 
quality

SIMA5* 5. Seller is seen as being in fashion

SIMA6* 6. Seller is seen as being used by 
friends

SIMA7* 7. Seller is seen as a reputed seller

SIMA8* 8. Seller is seen as a leading seller

SIMA9* 9. The shopping with the seller is 
a prestige symbol

SIMA10* 10. Seller recommended by famous 
people

SIMA11 11. Seller you particularly like/find 
attractive

SIMA12 12. Seller in keeping with your lifestyle

SIMA13 13. Seller is likeable

SIMA14 14. Seller is approachable

SIMA15 15. Seller is very warm

Seller Interactivity

SINT1 16. Seller is effective in gathering 
viewers’ feedback

SINT2 17. Seller facilitates two-way 
communication between herself/ 
himself and viewers

SINT3 18. Seller makes me feel she/he 
wanted to listen to her/his viewers

SINT4 19. Seller gives viewers the opportunity 
to talk to her/him

SINT5 20. Seller responds to my questions 
very quickly

SINT6 21. I am able to obtain the information 
I wanted without any delay

SINT7 22. I feels I was getting instantaneous 
information

Seller Presentation

SPRE1 23. Seller gives me details of the 
product

SPRE2 24. Seller makes product attributes 
visible to me

(Continued)
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(Continued) 

Measurement scales

SPRE3 25. Seller makes information about 
how to use products visible to me

Seller Shopping Guidance

SSG1 26. Seller provides me with 
information on alternative 
products

SSG2 27. Seller helps me establish my 
product needs without any 
restrictions

SSG3 28. Seller helps me identify product 
attributes that fit my needs

SSG4 29. Seller provides me with product 
customization based on my 
requirements

Seller Politeness

SPOL1 30. Seller is friendly

SPOL2 31. Seller is approachable

SPOL3 32. Seller is polite

SPOL4 33. Seller is likeable

SPOL5 34. Seller is very warm

Seller Verbal Attractiveness

SVA1 35. I enjoy listening to seller talks

SVA2 36. Listening to seller talks is fun

SVA3 37. Seller is an attractive speaker

SVA4 38. Listening to seller talks is 
interesting

Seller Humor

SHUM1 39. Seller is funny

SHUM2 40. Seller is humorous

SHUM3 41. Seller is amusing

SHUM4 42. Shopping with seller is entertaining

SHUM5 43. Shopping with seller is a way of 
relieving stress

SHUM6 44. I enjoy shopping with seller

SHUM7 45. I forget my problems while 
shopping with seller

Seller Sex Appeal

SSA1 46. I think the seller is sexy

SSA2 47. I think the seller is good looking

SSA3 48. I think the seller clothing is 
revealing

SSA4 49. I think the seller has sexual 
suggestive behavior

(Continued)
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(Continued) 

Measurement scales

SSA5 50. The streamer was quite 
handsome/pretty

SSA6 51. The streamer was attractive 
physically

Seller Pacing

SPAC1 52. Seller moves through items at an 
appropriate speed

SPAC2 53. Seller does not spend too much 
time on any item

Fashion Product Assortment

FPAS1 54. Seller has a wide variety of fashion 
products to choose from

FPAS2 55. Current fashions and new products 
are easily available at this seller

FPAS3 56. Seller is a “one-stop-shop” for my 
shopping

FPAS4 57. The choice of products of this seller 
is sufficient

FPAS5 58. This seller carries a wide selection 
of products to choose

FPAS6 59. This seller serves the majority of 
my online shopping needs

FPAS7 60. Seller always have products in 
stock

FPAS8* 61. During my shopping with seller, 
I noticed stock-outs of products 
that were of my interest (reverse 
coded)

Fashion Product Quality

FPQU1 62. Seller offers quality fashion 
products

FPQU2 63. Seller offers reliable fashion 
products

FPQU3 64. Seller offers fashion products that 
last

FPQU4 65. Products sold through seller seem 
genuine to me

FPQU5* 66. Products sold through seller 
appear to be authentic

FPQU6 67. The products sold through seller 
are of high quality

FPQU7* 68. Seller carries low quality products 
(reverse coded)

Fashion Product Trendiness

FPTR1 69. Products sold through seller tend 
to be up-to-date and on-trend

(Continued)
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(Continued) 

Measurement scales

FPTR2* 70. Seller carries outdated products 
(reversed coded)

FPTR3 71. Seller carries new style products

Fashion Product Brand Name

FPBN1 72. Seller stocks “brand name” 
merchandise

FPBN2 73. Seller carries good brand names 
products

FPBN3 74. The products sold through seller 
are very well-known brands

Pricing

FPPR1 75. Most of the fashion products 
offered by the seller reflect a good 
price for the value

FPPR2 76. Seller offers good discounts

FPPR3 77. Seller has a great deal of value for 
the money I would spend

FPPR4 78. Seller has good prices

Fashion Product Personal Appeal

FPPA1 79. The fashion style of this seller 
appeals to me

FPPA2 80. Most of the fashion products 
offered by the seller reflect my 
fashion style

FPPA3 81. Seller offers fashion products 
matching my fashion style

Price Transparency

PTRA1 82. Seller does not have any “hidden 
costs” in the displayed price

PTRA2 83. I do not have to worry about being 
charged additional amounts when 
I purchase a product from this 
seller

PTRA3 84. Seller clearly mentions what 
charges will be added to the final 
price

PTRA4 85. The manner in which the seller 
prices its products is transparent

Background Ambiance

BAMB1 86. The atmosphere of this live stream 
is depressing-cheerful

BAMB2 87. The atmosphere of this live stream 
is dull/entertaining

BAMB3 88. The atmosphere of this live stream 
is boring/stimulating

BAMB4 89. The atmosphere of this live stream 
is drab/colorful

(Continued)
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Measurement scales

Broadcast Timing Announcement

BTAN1 90. Seller sufficiently preannounces 
the time of their live stream

BTAN2 91. I have time to preplan to watch 
the live stream

BTAN3 92. I have time to clear my schedule 
to watch the live stream

Number of Viewers

NVIE1 93. The number of viewers of this live 
stream is small-large

NVIE2 94. I think the number of viewers of 
this live stream is appropriate

Seller Facebook Page

SFBP1 95. I think other customers posted 
favorable comments on seller’s FB 
page

SFBP2 96. I think seller responds well in the 
comments posted on seller’s FB 
page

SFBP3 97. I think seller often shows evidence 
of recent orders being shipped on 
seller’s FB page

SFBP4 98. I think seller often updates new 
product information on seller’s FB 
page

SFBP5 99. I think seller’s FB page has 
sufficient number of followers

SFBP6 100. I think seller’s FB page has 
sufficient movements

Trust In Seller

TISE1 101. I believe in the information that 
the seller provides through live 
streaming.

TISE2 102. I can trust sellers that use live 
streaming.

TISE3 103. I believe that sellers who use live 
streaming are trustworthy.

TISE4 104. I do not think that sellers who use 
live streaming would take 
advantage of me.

Trust In Product

TIPR1 105. I think the products I order from 
live stream will be as I imagined.

TIPR2 106. I believe that I will be able to use 
products like those demonstrated 
on live stream.

TIPR3 107. I trust that the products I receive 
will be the same as those shown 
on live stream

(Continued)

Chandrruangphen et al., Cogent Business & Management (2022), 9: 2034238                                                                                                                    
https://doi.org/10.1080/23311975.2022.2034238

Page 28 of 29



© 2022 The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license. 
You are free to:  
Share — copy and redistribute the material in any medium or format.  
Adapt — remix, transform, and build upon the material for any purpose, even commercially.  
The licensor cannot revoke these freedoms as long as you follow the license terms.  

Under the following terms:  
Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.  
You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.  
No additional restrictions  

You may not apply legal terms or technological measures that legally restrict others from doing anything the license permits.

Cogent Business & Management (ISSN: 2331-1975) is published by Cogent OA, part of Taylor & Francis Group.  
Publishing with Cogent OA ensures:  
• Immediate, universal access to your article on publication  
• High visibility and discoverability via the Cogent OA website as well as Taylor & Francis Online  
• Download and citation statistics for your article  
• Rapid online publication  
• Input from, and dialog with, expert editors and editorial boards  
• Retention of full copyright of your article  
• Guaranteed legacy preservation of your article  
• Discounts and waivers for authors in developing regions  
Submit your manuscript to a Cogent OA journal at www.CogentOA.com   

(Continued) 

Measurement scales

Intention to Watch

ITWA1 108. I intend to continue watching the 
seller live stream in the future

ITWA2 109. I will always try to watch the seller 
live stream in my daily life

ITWA3 110. I plan to continue to watch the 
seller live stream frequently

Intention to Purchase

ITP1 111. I will consider the seller as my first 
shopping choice.

ITP2 112. I intend to purchase products or 
services through the seller

ITP3 113. I expect that I will purchase 
products or services through the 
seller
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