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Abstract

Purpose – Gifting is a typical monetization strategy for live streaming platforms to motivate providers’ live content
contribution. However, research regarding the factors that affect individuals’ gifting intention is still at an infant stage.
Therefore, this study aims to investigate the factors that affect individuals’ gifting intention during live streaming.
Design/methodology/approach – The authors build a model to uncover the factors that affect individuals’
gifting intention from a streamer–content perspective, and the hypotheses are largely validated by online
survey data through structural equation model analysis.
Findings – Individuals’ perceived attractiveness of the streamers is significantly and positively associated with
gifting intention for leisure-related live streaming, whereas individuals’ perceived similarity with the streamers is
significantly and positively associatedwith gifting intention for leisure-related and non-leisure-related live streaming.
For live content-related factors, the individuals’ perceived utilitarian value of content is significantly and positively
associated with gifting intention for non-leisure-related live streaming, whereas the individuals’ perceived hedonic
value is significantly positively associatedwith gifting intention for leisure-related live streaming. Perceived symbolic
value is insignificantly associated with gifting intention for neither type of live streaming.
Originality/value – The research is an original work and significantly contributes to live streaming and
PWYW literature, and the findings derived from this study can guide live streaming platforms to regulate
individuals’ gifting intentions/behaviors better.
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1. Introduction
Given the rapid evolution of social technologies, live streaming, which is a typical type of
social media-enabled real time self-expression video show has shown a blowout development
(Lu, Yao, Chen, & Grewal, 2021). Industrial statistics indicate that the global video streaming
market size was valued at USD 50.11 billion in 2020, and is expected to expand at a compound
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annual growth rate (CAGR) of 21.0% from 2021 to 2028 [1]. A notable number of SNS
websites, such as Facebook, Twitter, YouTube are spending considerable resources on
integrating live streaming function into their websites, e.g. Facebook Live, Twitch and
YouTube Connect (Cai, Wohn, Mittal, & Sureshbabu, 2018). In China, Douyin and Kuaishou
stand out as two pioneers in user-generated live streaming. Meanwhile, Taobao, JD and other
e-commerce platforms have also leveraged live streaming as an alternative selling channel
(Lu & Chen, 2021).

To guarantee long-termsuccess, live streamingplatformshave utilized variousmonetization
strategies to induce users’ continuous content contribution and active engagement in live
streaming. One of the most typical strategies is in-session gifting, which is also called Dashang
in Chinese (Wang, Guo, & Chen, 2019). By sending paid virtual gifts, users can pay what they
want for the content providers, while the content providers and the platforms will share these
monetary rewards. This is quite similar to an established buyer pricing model—pay what you
want (PWYW) (Gerpott, 2017; Wan, Luo, Wang, & Zhao, 2017). PWYW usually involves the
complete delegation of the power to set prices to buyers in transactions, while the buyers decide
whether and how much they pay to sellers (Gerpott, 2017).

Previous studies have directed extensive attention to the factors that affect individuals’
PWYW intention or behaviors from perspectives of buyer, seller and product characteristics
(Gerpott, 2017). Meanwhile, designing strategies of PWYW, such as reference price design,
payment timing, procedure name framing, time limitation, anonymity of buyers and so on, have
also been discussed (Gneezy, Gneezy, Riener, & Nelson, 2012; Kunter & Braun, 2013; Schr€oder,
L€uer, & Sadrieh, 2015). However, most of these previous studies on PWYWmainly focused on
offline transactional scenes, such as restaurants, cinemas and concerts (Gneezy, Gneezy, Nelson,
& Brown, 2010; Kim, Natter, & Spann, 2009; Riener & Traxler, 2012). Only a few focused on
users’ donation or gifting behaviors on social content platforms. For example, Wan et al. (2017)
investigated the antecedents of users’ donation behavior on social media platforms from a socio-
technical systems perspective; Wang, Guo, and Chen (2019) examined the impact of the volume
of paid people on users’ Dashang intention. Some studies specifically focused on users’ gifting
behavior on live streaming platforms, and users’ relational identities (Li, Lu,Ma,&Wang, 2021),
audience size (Lu et al., 2021), while broadcasters’ emotion (Lin, Yao, & Chen, 2021) have been
demonstrated as effective factors that affect users’ gifting intention/behavior.

Despite these accumulative studies in PWYW and gifting, we postulate that several gaps
still exist considering the characteristics of live streaming. First, live streaming provides
various values for audiences. For example, one can obtain useful knowledge through
watching educational live streams; one can also release pressure through watching leisure-
related live streaming; one may also feel socially satisfied through expressing themselves in
live streaming show rooms. However, previous studies rarely consider the impacts of various
values of live streaming on users’ gifting intention. Second, a defining feature of live
streaming is its social feature: facilitating instant interactions among streamers and the
audience in a social environment for online activities. Therefore, streamer-audience dyad
characteristics play important roles in affecting users’ gifting intention, which are neglected
in previous studies. Third, previous studies seldom consider the various types of live
streaming when investigating antecedents of gifting, such as teaching, talent shows and
casual chatting, while they may actually regulate the impacts of streamer- and content-
related factors on users’ gifting intention.

Considering the gaps above, we investigate the factors that affect users’ gifting intention
in live streaming from a streamer–content perspective. We propose that users’ perceived
attractiveness (PA) of the streamer and perceived similarity (PS) with the streamer are
significantly and positively associated with their gifting intention. The users’ perceived
utilitarian, hedonic and symbolic value of live streaming are postulated as effective factors
that are significantly and positively associated with users’ gifting intention.We also consider
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the types of live streaming to unravel the various impacts of streamer–content related factors
on users’ gifting intention as a further explorative analysis. The findings will significantly
contribute to the literature of live streaming and PWYW, and also provide viable guidance for
live streaming platforms to regulate users’ gifting behaviors better by considering streamer
and live content-related factors.

The remainder of the paper is organized as follows. We provide a review of the literature
related to our current research, and propose the research model and discuss the constructs
and hypotheses. The subsequent section elaborates upon our research method and describes
the research site for collecting data. We present the statistical analyses and provide the
related discussion concerning the results. Finally, we conclude the paper with a summary of
our research contributions, limitations and potential future directions.

2. Literature review
To investigate the factors affecting users’ gifting intention in live streaming, this section is
related to literature streams of PWYW and live streaming monetization strategies.

2.1 Pay what you want (PWYW)
PWYW is a customer-centered pricing procedure. The seller provides products/services, the
buyer determines the final transaction price, and the seller can only accept the price (Kim et al.,
2009; Natter & Kaufmann, 2015). In this process, the buyer can choose to pay any price for the
products/services, including paying nothing (Gneezy et al., 2010). Gifting in our research shares
similarity with PWYW. Users can freely determine whether and how much they want to give,
which is similar to PWYW.Meanwhile, as the virtual gifts in our context are not free, users have
to pay some amount if they want to send virtual gifts, which is slightly different from PWYW.

PWYW is inconsistent with classical economic theory, which states that purely selfish
buyers would always take products without paying any money. However, customers do not
only consider monetary but also social, psychological, or moral transaction costs on markets
(Gerpott, 2017; Gneezy et al., 2010). Therefore, previous studies have directed extensive
attention to PWYW and involved two major research streams: the influencing factors of
PWYW and the consequences of PWYW.

For the influencing factors of PWYW, researchers have investigated various antecedents
from the perspectives of the buyer, seller, product characteristics and mechanism design
(Gerpott, 2017). From the buyer’s perspective, the buyer’s personal characteristics, which
comprise age, gender, income, social status and education level, will have impacts on their
voluntary payment intention/behavior (Bryant, Jeon-Slaughter, Kang, & Tax, 2003; Harvey,
1990). The price sensitivity and cultural background of buyers will also show impacts on the
payment price (Kim et al., 2009; Lynn, Zinkhan, & Harris, 1993). Some researchers also use
prosocial and equity theory to explain why consumers engage in PWYW activities (Adams,
1965; Carrell & Dittrich, 1978). From the perspective of sellers, the financial status, scale and
reputation of the enterprise will affect the willingness and price that consumers would pay
voluntarily (Aaker, 2009; Le�on, Noguera, &Tena-S�anchez, 2012; Lee, Baumgartner, &Pieters,
2015; Schl€uter and Vollan, 2015). From the perspective of products, the anchor price, product
quality, fixed cost, marginal production cost and quality uncertainty of products will have
direct impacts on consumers’ voluntary pricing (Greiff, Egbert, & Xhangolli, 2014; Kim et al.,
2009; Kim, Kaufmann, & Stegemann, 2014; Mills, 2013). Apart from the aforementioned
factors, certain procedure designs, such as external reference price, buyer anonymity and
procedure name framing can also affect the buyers’ PWYW intentions/activity (Gneezy et al.,
2012; Kunter and Braun, 2013; Schr€oder et al., 2015). The research regarding the
consequences of PWYW is relatively less. The major consequences comprise the price
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paid, buyer satisfaction, number of products sold and cross-selling (Kim et al., 2009, 2014;
Riener & Traxler, 2012). The recurring theme of these studies is that PWYW can benefit the
sellers and/or buyers if it is designed and implemented appropriately.

Previous studies on PWYW mainly focused on offline scenes, such as restaurants,
cinemas and concerts (Gneezy et al., 2010; Kim et al., 2009; Riener & Traxler, 2012). Few have
considered the online scenes. For example, some scholars have explored the users’ donation
behavior on Wikipedia and the PWYW behavior of electronic products on iTunes (Mak,
Zwick, Rao, & Pattaratanakun, 2015; Marett, Pearson, & Moore, 2012; Racherla, Babb, &
Keith, 2011). Wan et al. (2017) have made a preliminary exploration on the donation behavior
of users on social media platforms from a socio-technical systems perspective. Their results
indicate that donation intention is determined by the emotional attachment to the content
creator and functional dependence on social media, which are influenced by social and
technical factors. Wang et al. (2019) have investigated whether and how social signals,
such as the disclosed information about the volume of paid people, might influence the
consumers’willingness to Dashang. An ambivalent framework is proposed in their research,
indicating that such social signals may have both positive and negative effects on voluntary
payment.

2.2 Live streaming and monetization strategies
Live streaming, which is also referred to as live broadcasting, is a typical type of user
generated content (UGC) (Hu, Zhang, & Wang, 2017). As a special combination of multiple
media forms, live streaming comprises a streamer who uploads real-time video content such
as games, talent shows, daily life and so on (Hamilton et al., 2014; Hu et al., 2017). During live
streams, streamers can engage in dialogs and interactions with the audiences; meanwhile, the
audiences on the streamers’ channel can comment and communicate with each other in text-
based chat rooms (Hamilton, Garretson, & Kerne, 2014).

Compared with the rapid development in the practice field, studies have paid extensive
attention to live streaming, leading to twomajor streams of research. The first streammainly
focuses on investigating users’ engagement in live streaming. For example, based on social
identity theory, Hu et al. (2017) have investigated audiences’ continuous watching behavior
intention via a dual identification framework, which includes identifications with streamers
and audience groups. They found that the audiences’ identification with streamers and
audience groups are positively associated with their continuous watching intention. As live
streaming not only offers a real-time watching experience for audiences but also provides
opportunities to communicate and socialize among streamers and other audiences, frequent
interactions between streamer and audiences and interactions among audiences have been
deemed as efficient elements in attracting and maintaining users (Hamilton et al., 2014; Lim
et al., 2012; Smith, Obrist, & Wright, 2013).

The other stream focuses on variousmonetization strategies of live streaming, amongwhich
is live streamingmarketing and in-session gifting have receivedmuch attention (Chen,Hu, Lu,&
Hong, 2019; Lu&Chen, 2021; Lu et al., 2021). On the one hand, with thewidespread proliferation
of live streaming, the fusion of live streaming and marketing has become a successful
e-commerce business model, while live streaming commerce has surfaced as a hot topic in both
practice and academic discipline (Lu & Chen, 2021). On the other hand, gifting during live
streaming has also drawn attention. For example, Li et al. (2021) investigated how class and
relational identities may affect viewers’ gifting behavior and how social density moderates the
effects of identities on viewers’ gifting behavior. Lu et al. (2021) examined the impact of audience
size on viewer participation through a randomized controlled field experiment and found
consistent evidence for a positive causal relationship between audience size and average tipping
size. Lin et al. (2021) explored the impact of the broadcasters’ emotion on audiences’ engagement
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in live streaming and revealed that a happier broadcaster makes the audience happier, which
leads to further viewer tipping behavior.

Despite the accumulative research in live stream gifting, we propose that salient research
gaps still exist. On the one hand, live streaming is a process entailing streamers’ continuous
real time content contribution (e.g. talent shows, teaching or casual chatting), and streamer
and content are two fundamental elements during live streaming. Therefore, exploring the
factors affecting individuals’ gifting intention by considering both streamer-related and live
content-related factors is essential. On the other hand, previous studies in live streaming
gifting rarely consider the types of live streaming. In fact, various types of live streaming
exist. For example, some live streaming contents serve for leisure purposes, such as talent
shows; whereas some others serve for instrumental purposes, such as language teaching live
streaming. These various types of live streaming may potentially regulate the impacts of
streamer- and content-related factors on individuals’ gifting intention, which is largely
ignored in prior studies.

3. Research hypotheses and model
In this study, we investigate the factors that affect the individuals’ gifting intention from a
streamer–content perspective. In live streaming, the streamer acts as a central role inhosting live
for audiences. Streamers not only show their external physical characteristics, such as
appearance, voices, tones, body figures and so on, to the audiences (Lu&Chen, 2021; Park&Lin,
2020), but also spread internal thoughts, opinions and values to the audiences (Lu&Chen, 2021).
For streamer-related factors, we consider the individuals’ PA of streamers, which is a reflection
of individuals’ perception toward the streamers’ external physical characteristics, and PS with
streamers, which corresponds to the internal similarity between individuals and streamers, as
effective factors that arepositively associatedwith users’gifting intentionduring live streaming.
Previous studies have demonstrated the effectiveness of the individuals’ PA of streamers and
similarity with the streamers on purchase intention (Lu & Chen, 2021; Park & Lin, 2020).

Aside from streamer related factors, live streaming itself is a typical content product,
which conveys various values for individuals. Product values usually include utilitarian,
hedonic and symbolic value in marketing discipline (Ailawadi, Neslin, & Gedenk, 2001;
Babin, Darden, & Griffin, 1994; Keller, 1993; Park, Jaworski, & MacInnis, 1986). Utilitarian
value is instrumental oriented, which always serve for a functional or task-related purpose
(Mano & Oliver, 1993). Hedonic value usually results from fun or entertainment, which is
more subjective and emotional (Babin et al., 1994). By contrast, symbolic value always
satisfies individuals’ self-expression or social recognition needs (Keller, 1993). As a content
product, live streaming provides individuals with utilitarian value (e.g. learning through live
streaming), hedonic value (e.g. releasing pressure via watching live streaming) and symbolic
value (e.g. expressing oneself and obtaining social approval in live streaming rooms). Thus,
for live content-related factors, we postulate that the individuals’ perceived utilitarian,
hedonic and symbolic value of live streaming are significantly and positively associated with
their gifting intention. We detail the hypothesis elaboration as follows.

3.1 Streamer-related factors
3.1.1 Perceived streamer attractiveness and gifting intention. Source attractiveness has drawn
extensive attention in marketing research and has been repeatedly claimed as an effective
factor that can affect the consumers’ opinion, product evaluation and persuasiveness to sell
products (DeShields, Kara, & Kaynak, 1996; Joseph, 1982; Park & Lin, 2020). The
attractiveness of the source has increased the effectiveness of the endorsement of online
media (Park & Lin, 2020; Till & Busler, 2000). Consumers are more likely to form positive
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stereotypes about attractive endorsers, which would further increase the willingness to buy
an approved product (Erdogan, 1999).

The individuals’ PA of streamers will facilitate their positive evaluation and attitude
toward the streamer. For example, a well-dressed streamer with rich and vivid language
expression in live streaming is more likely to make an attractive impression on the audience.
With PA of streamer, the audiences will form a positive evaluation and attitude regarding the
ability and expertise of the streamer (Swartz, 1984), which would further trigger individuals’
gifting intention during live streams. Thus, we have the following hypothesis:

H1. Individuals’ perceived streamer attractiveness is positively associated with their
gifting intention.

3.1.2 Perceived similarity with streamer and gifting intention. Similarity attraction is a theory
that originated from social psychology, which proposes that people are attracted to others who
are similar to them in terms of personal characteristics, such as demographic and physical
characteristics, attitude, behavior, personality, values and so on (Byrne & Griffitt, 1969; Duck,
1973; Morry, 2005). Researchers usually adopt reward-based mechanism to explain why
similarity leads to positive evaluations, because similarity validates one’s views and it possesses
reward qualities (Byrne & Griffitt, 1973; Byrne, Griffitt, & Stefaniak, 1967; Pandey, 1978).
The reward-based mechanism is classified into two streams (Al-Natour, Benbasat, & Cenfetelli,
2010): 1) effectance-arousal and 2) uncertainty reduction (Baxter & West, 2003; Morry, 2005).
The effectance-arousal mechanism proposes that because attitudes lack objective verification,
individuals look to others for validation and positive reinforcers serve as stimuli for affective
responses (Byrne et al., 1967). The uncertainty reduction mechanism implies that similarity
offers the reward of decreasinguncertainty about a target individual (Berger&Calabrese, 1975).
This affords predictability about partners in interaction and enables them to communicate with
greater confidence and effectiveness (Baxter & West, 2003).

We postulate that individuals’ PS with the streamer will be positively related to gifting
intention due to following reasons. First, the individuals’ PSwith the streamers will trigger their
perceptions of the streamers as in-group members who understand and share their world-view,
whichwill facilitate gifting intention. Second, the individuals’ PSwith the streamer will ensure a
high level of shared language and topics between the two parties. Research has shown that
people with shared language may feel a closer bond with one another and be more likely to
support each other (Lu, Guo, Luo, & Chen, 2015). Third, the individuals’ PS can make
interactions more rewarding by improving interaction quality and efficiently reduce the
potential conflicts during the interaction (Al-Natour et al., 2010), which may further trigger the
individuals’ gifting intention. Therefore, we propose the hypothesis H2:

H2. Individuals’ PSwith the streamer is positively associated with their gifting intention.

3.2 Live content-related factors
Live streaming, as a virtual content product, provides various values for the audiences.
The consumers’ perceived value of products usually indicates their evaluation of product utility
based onwhat is received and given (Wan et al., 2017). Abundant prior studies have established
the positive relationships between perceived value and individuals’ attitude and behavior (Lam,
Shankar, Erramilli, & Murthy, 2004; Molinari, Abratt, & Dion, 2008; Wan et al., 2017).
In marketing literature, product values usually encompass three types, i.e. utilitarian value,
hedonic value and symbolic value (Ailawadi et al., 2001; Babin et al., 1994; Keller, 1993; Park et al.,
1986). We will provide a detailed elaboration on the relationships between the three types of
values conveyed by live streaming and individuals’ gifting intention.

3.2.1 Perceived utilitarian value and gifting intention. Utilitarian value is described as
instrumental (e.g. functional, task-related) and related to cognitive evaluation. Utilitarian
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value is linked with the notion of product performance and usefulness (Mano &Oliver, 1993).
For example, savings, convenience and product quality can be classified among utilitarian
values or benefits (Chaudhuri & Holbrook, 2001; Ailawadi et al., 2001). Previous studies have
demonstrated the important role of utilitarian value in affecting individuals’ various attitudes
and behaviors, such as adoption intention (Yuan Zhang, &Wang, 2022), satisfaction (Eggert
& Ulaga, 2002), purchase intention (Akram et al., 2021), etc.

We focus on live streaming utilitarian value, which is a functional value regarding
individuals’ perception of obtaining knowledge, useful information and advices from live
streaming. For example, an individual can learn English or singing skills through live
streaming. When individuals perceive a high utilitarian value of live streaming, they will
have a higher intention to gift the streamers.

H3. The individuals’ perceived utilitarian value (PUV) of live content is positively
associated with their gifting intention.

3.2.2 Perceived hedonic value and gifting intention. Hedonic value is more subjective and
emotional, which resultsmore from fun and entertainment than from task completion (Babin et al.,
1994; Holbrook & Hirschman, 1982). Pleasing properties such as consumer aesthetics, variety
seeking or exploration, enjoyment are hedonic values or benefits: they are non-instrumental,
experiential and affective. Hedonic value has been proven to be effective in generating positive
consequences, such as adoption and purchase intention (Akram et al., 2021; Yuan et al., 2022).

We consider the hedonic value of live streaming as individuals’ emotional happy feelings
cultivated through watching live streaming. For example, one can release pressure and
obtain hedonic values through watching leisure-related live streams, such as talent shows,
casual chatting, funny shows, etc. When individuals feel high hedonic value from live
streaming, they will have a higher intention to gift.

H4. The individuals’ perceived hedonic value (PHV) of live content is positively
associated with their gifting intention.

3.2.3 Perceived symbolic value and gifting intention. While perceived value is often
conceptualized as bi-dimensional, some researchers include a third dimension, indicating
that symbolic benefits such as self-expression or social recognition are additional
gratifications, different from hedonic perceptions. Keller (1993) and Park et al. (1986) make
a clear differentiation and describe symbolic value as less product-related than hedonic
benefits, including self-expression, social approval and self-esteem. Symbolic value has been
deemed as an important antecedent that affects the consumers’ evaluation of products,
especially luxury products/brands (Shukla & Rosendo-Rios, 2021), while symbolic
uncertainty associated with the products has also been discussed in previous research
(Casta~no, Sujan, Kacker, & Sujan, 2008).

In a live streaming context, individuals can acquire social values through live streams. For
example, individuals can express their opinions and views by sending comments in chat box
in live streaming, through which all other audiences can see what the focal individuals
express due to communication visibility of live streaming (Lu & Chen, 2021). Meanwhile,
individuals can also directly communicate with the streamer by applying real time
connection. Therefore, live streaming provides effective ways for the mass audiences to
express themselves and acquire social approval within the group. When the individuals
perceive high symbolic value from live streaming, they will have a higher gifting intention.
Thus, we have the following hypothesis:

H5. The individuals’ perceived symbolic value (PSV) of live content is positively
associated with their gifting intention.
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Thus, we propose the research model as illustrated in Figure 1. Moreover, we control the
potential impacts of individuals’ gender, age, education, income, live streaming watching
experience and live streaming gifting experience.

4. Data and measurement
4.1 Data collection
In this study, we consider gifting on live streaming platforms. Given the rapid development of live
streaming platforms in China (e.g. Douyin and Kuaishou), various types of live streaming have
emerged. For example, some streamers are talent anchors and usually show special talents during
their live streams, such as singing, playing piano and so on. Some streamers are professional in
teaching, and they teach courses in language, computer programming and so on. Except for the
professional streamers, some people will also share personal feelings, opinions and views of the
things around them during live streams. To better motivate streamers to contribute live contents
continuously, most live streaming platforms have incorporated gifting as an effective way for the
audiences to express appreciation and affection toward streamers and “pay”whatever they want
to the streamers, typically in the form of paid virtual gifts. It is worth noting that there are no free-
paid gifts in a live streaming context, which differs from traditional PWYW in which individuals
can pay nothing. On live streaming platforms, if an individual wants to support the streamer
without paid virtual gifts, then he or she can give free thumbs-up (“Dianzan” in Chinese) for the
streamers. Thus, live streaming provides us with an appropriate context to investigate what
factors affect the individuals’ intention to gift, considering the salient role of streamers and live
contents.

We used an online survey to obtain data. The questionnaire consists of 17 self-report items
in total. We also included the individuals’ gender, age, education level, income level,
experience inwatching live streams and experience of gifting in live streams in the survey. As
the survey was conducted in China, the questionnaire was translated into Chinese, and then a
backward translation was conducted to ensure consistency between the Chinese and English
versions.

Figure 1.
Research model
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For the data collection, we relied on the professional data collection service offered by the
Wenjuanxing website (https://www.wjx.cn/), which helped us randomly select live stream
audiences and remove invalid questionnaire responses. To ensure the suitability of potential
respondents, we included pre-screening questions to ask respondents if they had watched live
streams in the past three days and which platform(s) they had watched from. Only those who
reported “yes”weregivenaccess to thequestionnaire.Meanwhile, it isworth noting thatwedidnot
consider live streaming commerce shows, as it aims to sell products, which is not the focus of this
study. These respondents were then instructed to answer questions by recalling their latest
experience of watching live streaming in the past three days. Finally, 516 respondents completed
the survey. After eliminating invalid samples with contradictory answers on one original and
reversed worded item, 455 valid cases were retained. Table 1 shows the demographic information
of the sample.

4.2 Measurement items
Measurement items for PAwere adopted fromPark and Lin (2020). Items for PSwere adopted
fromFeick andHigie (1992). Items for PUV and PHVwere adopted fromYuan et al. (2022) and
Jahn and Kunz (2012). Items for PSVwere adopted from Steg, Vlek, and Slotegraaf (2001) and
Steg (2005). Items for gifting intention (GI) were adopted from Wan et al. (2017), which
originally focused on donation intention in social media platforms. The concrete
measurement items for each construct are listed in Table 2.

5. Results
5.1 Measurement model
As the data were collected in a cross-sectional survey, the commonmethodmay pose a potential
threat. According to Lu andChen (2021), Harman’s one-factor test was conducted by explorative

Items Frequency Percentage

Gender Male 189 41.54%
Female 266 58.46%

Age Under 25 68 14.95%
25–34 269 59.12%
35–44 87 19.12%
45 or older 31 6.81%

Education level Secondary school or below 24 5.27%
Junior college 62 13.63%
Bachelor 342 75.16%
Master 26 5.71%
PhD 1 0.22%

Income level (Yuan) Under 5,000 86 18.90%
5,000–9,999 207 45.49%
10,000–14999 100 21.98%
15,000–19999 39 8.57%
20,000 or higher 23 5.05%

Live streaming watching experience Very low 17 3.74%
Slightly low 49 10.77%
Medium 221 48.57%
Slightly high 142 31.21%
Very high 26 5.71%

Gifting experience on live streaming platforms Very low 34 7.47%
Slightly low 150 32.97%
Medium 157 34.51%
Slightly high 64 14.07%
Very high 50 10.99%

Table 1.
Demographics of
respondents (N 5 455)
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factor analysis. Results have shown five factors with eigenvalues above 1. The first factor
explained 37.463% (<40%), indicating that CMB is not a problem (Hair et al., 1998). In addition,
the correlation matrix showed that all bivariate correlations are below 0.90, whereas CMB

Constructs Items Constructs Items

Perceived Attractiveness
(Park & Lin, 2020)

The streamer givesme a good
feeling
The streamer is not attractive
(reverse)
The streamer catches my
attention

Perceived
Similarity (Feick &
Higie, 1992)

The streamer and I share
similarities in tastes and
preferences
The streamer has similar
values and beliefs with
me

Perceived Utilitarian
Value (Yuan et al., 2022)

The content of the live
streaming is functional
The content of the live
streaming is useful
The content of the live
streaming is practically
meaningful

Perceived Hedonic
Value (Jahn &
Kunz, 2012)

Watching the live
streaming is enjoyable
Watching the live
streaming makes me feel
relaxed
I feel pleasant when
watching the live
streaming

Perceived Symbolic
Value (Steg, 2005; Steg
et al., 2001)

Involving into the live
streaming makes me feel
socially acceptable
Involving into the live
streaming can help me make
a good impression on others
Involving into the live
streaming would improve the
way I am perceived

Gifting Intention
(Wan et al., 2017)

I am very likely to send
virtual gifts to the
streamer
I would consider gifting
the streamer in the future
I intend to buy the
virtual gifts for the
streamer

Variables V1 V2 V3 V4 V5 V6

Cronbach’s alpha 0.841 0.752 0.754 0.803 0.816 0.770

rho_A 0.842 0.778 0.764 0.834 0.818 0.773

AVE 0.759 0.799 0.670 0.714 0.730 0.685

VIF 1.817 1.502 1.895 1.853 2.449 -

V1: PA 0.871

V2: PS 0.423 0.894

V3: PUV 0.477 0.521 0.818

V4: PHV 0.522 0.402 0.512 0.845

V5: PSV 0.628 0.449 0.590 0.629 0.855

V6: GI 0.355 0.351 0.383 0.387 0.340 0.828

Table 2.
Constructs and items

Table 3.
Descriptive analysis of

the constructs
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appears when there are high correlations (r > 0.90) (Tarafdar, Maier, Laumer, &Weitzel, 2020).
Therefore, common method bias is not a risk in this study.

The convergent validity of the constructs is validated by examining the average variance
extracted (AVE) and the internal consistency of the indicators (i.e. rho_A). Table 3 shows that
all the values fulfilled the recommended thresholds. To evaluate the discriminant validity, the
AVE needs to be compared with the square of the correlation among the latent variables
(Chin, 1998). The diagonal elements of Table 3 contain the square root of the AVE. All AVEs
are greater than the off-diagonal elements in the corresponding rows and columns,
demonstrating the discriminant validity. The convergent and discriminant validity is also
examined by factor loadings of each indicator (Chin, 1998). Factor loadings and cross
loadings are calculated and presented in Table 4. Inspection of loadings and cross loadings
further confirmed that the observed indicators have adequate discriminant and convergent
validity. Finally, the discriminant validity is examined with the heterotrait-monotrait
(HTMT) ratio. Table 5 shows that the HTMTvalues ranged from 0.426 to 0.781; as they are all
below 0.850, in which the discriminant validity is confirmed (Lu & Chen, 2021; Voorhees,
Brady, Calantone, & Ramirez, 2016).

PA PS PUV PHV PSV GI

PA _1
0.858 0.367 0.424 0.489 0.569 0.301 

PA _2
0.895 0.370 0.408 0.447 0.526 0.314 

PA _3
0.860 0.369 0.414 0.430 0.546 0.314 

PS _1
0.332 0.869 0.426 0.318 0.344 0.276 

PS _2
0.417 0.919 0.500 0.395 0.450 0.346 

PUV _1
0.368 0.421 0.814 0.390 0.469 0.307 

PUV _2
0.402 0.441 0.861 0.448 0.504 0.348 

PUV _3
0.404 0.419 0.778 0.418 0.475 0.280 

PHV _1
0.468 0.330 0.447 0.882 0.558 0.384 

PHV _2
0.427 0.349 0.430 0.863 0.517 0.333 

PHV _3
0.430 0.353 0.424 0.786 0.525 0.240 

PSV _1
0.595 0.371 0.516 0.589 0.840 0.271 

PSV _2
0.512 0.364 0.510 0.474 0.857 0.307 

PSV _3
0.508 0.417 0.487 0.556 0.867 0.292 

GI _1
0.298 0.322 0.334 0.307 0.303 0.854 

GI _2
0.258 0.260 0.298 0.308 0.245 0.806 

GI _3
0.324 0.288 0.318 0.346 0.293 0.822 

Table 4.
Factor cross loadings
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PA PS PUV PHV PSV GI

PA
PS 0.527
PUV 0.600 0.688
PHV 0.636 0.518 0.659
PSV 0.761 0.566 0.753 0.781
GI 0.440 0.456 0.500 0.478 0.426

Hypotheses Path STDVE T Statistics β

– Gender → GI 0.046 1.344 0.062
– Age → GI 0.059 1.022 –0.061
– Education → GI 0.048 0.740 –0.036
– Income → GI 0.054 0.448 –0.024
– Watching Experience → GI 0.059 0.729 –0.043
– Gifting Experience → GI 0.041 0.074 –0.003
H1 PA → GI 0.070 2.093 0.146*
H2 PS → GI 0.055 2.802 0.154**
H3 PUV → GI 0.063 2.628 0.165y
H4 PHV → GI 0.069 2.940 0.203**
H5 PSV → GI 0.087 0.177 –0.015

Note(s): yp < 0.1, *p < 0.05, **p < 0.01, ***p < 0.001

Table 5.
Heterotrait-Monotrait

(HTMT) ratio

Table 6.
The results of

structural equation
modeling analysis

Figure 2.
Testing results
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5.2 Structural model
We adopted the SmartPLS software to test the hypotheses. SmartPLS is widely used for
structural equation modeling and can deal with small-sample and non-normal data (Lu &
Chen, 2021). Table 6 and Figure 2 summarized the test results. The control variables,
including the respondents’ gender, age, educational level, income level, experience of
watching live streaming and experience of gifting in live streaming are not significantly
associated with respondents’ gifting intention. Most of the hypotheses are significantly
supported. For live streamer-related factors, the respondents’ PA of the streamer (β5 0.146,
p < 0.05) and PS with the streamer (β5 0.154, p < 0.01) are both significantly and positively
associated with gifting intention. For live content-related factors, the respondents’ PUV
(β5 0.165, p< 0.1) is marginally and significantly associated with gifting intention, while the
hedonic value (β5 0.203, p< 0.01) of live streaming is significantly and positively associated
with gifting intention. However, the PSV of live streaming is insignificantly associated with
gifting intention. The variance explained for gifting intention is 0.219.

5.3 Importance–performance map analysis
We also conducted the Importance–Performance Map Analysis (IPMA) to identify the
importance (i.e. the structural model total effects) and performance (i.e. the average values
of the latent variable scores) of independent latent variables (H€ock, Ringle, & Sarstedt, 2010).
To increase the analyzed endogenous latent variables’ performance level in the future, actions
should be taken along lines that have a relatively high importance and relatively low
performance (Lu & Chen, 2021).

Figure 3 illustrates that the construct total effects of PA, PS, PUV and hedonic value on
gifting intention are 0.146, 0.154, 0.165 and 0.203, respectively. The construct performances of
PA, PS, PUV and hedonic value on gifting intention are 64.474, 72.058, 71.634 and 69.737,
respectively. PHV is the most impactful factor for increasing gifting intention. However, the
performance of PHV is relatively low, indicating itsmajor improvement potential. The second

Figure 3.
Importance-
performance map
analysis of GI
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factor with improvement potential is PUV, as the importance of it is larger than that of PS,
whereas the performance is relatively lower compared with PS.

5.4 PLS-MGA analysis
On live streaming platforms, various types of live streaming do exist. Based on the analysis of
whether the specific live streaming serves for leisure purpose or not, we categorized all live
streaming in our sample into leisure-related live streaming and non-leisure-related live
streaming according to one survey question asking the types of live streams that the
respondents have watched. In the questionnaire, we provided some live stream types, such as
talent shows (e.g. singing, dancing, etc.), personal life sharing, teaching (e.g. language,
computer programming, etc.), live news and so on, for respondents to choose. If the
respondents cannot fit the live streams they watched into any types we have provided, then
they can choose the “other” choice, and fill in the specific types. Finally, in our sample, only six
respondents chose “other” choices, and the type they filled in is “game streaming”, which is
also a type of leisure-related live streaming. To verify whether live streaming types (i.e.
leisure-related and non-leisure-related) affect the results, we conducted a PLS multi-group
analysis (PLS-MGA).

Before conducting PLS-MGA, we used MICOM to test measurement invariance based on
permutation algorithm (Henseler, Ringle, & Sarstedt, 2016). MICOM is used to determine
whether significant intergroup differences are due to inter-group differences in constructs.

Composite Correlation c value
Bias-corrected 95%
confidence interval Permutation p-value

Compositional
invariance?

Compositional invariance
PA 0.999 [0.992, 1.000] 0.658 Yes
PS 0.998 [0.992, 1.000] 0.307 Yes
PUV 0.998 [0.987, 1.000] 0.699 Yes
PHV 0.995 [0.991, 1.000] 0.174 Yes
PSV 0.996 [0.990, 1.000] 0.313 Yes
GI 0.999 [0.995, 1.000] 0.645 Yes

Composite Mean Difference
Bias-corrected 95%
confidence interval Permutation p-value

Equal mean
values?

Scalar invariance
PA �0.080 [�0.190, 0.190] 0.400 Yes
PS �0.184 [�0.198, 0.184] 0.055 Yes
PUV �0.171 [�0.189, 0.184] 0.072 Yes
PHV �0.154 [�0.178, 0.177] 0.104 Yes
PSV �0.105 [�0.168, 0.185] 0.269 Yes
GI �0.049 [�0.199, 0.177] 0.599 Yes

Composite Variance difference
Bias-corrected 95%
confidence interval Permutation p-value Equal variance?

PA 0.129 [�0.262, 0.246] 0.342 Yes
PS 0.143 [�0.328, 0.344] 0.401 Yes
PUV �0.148 [�0.384, 0.362] 0.428 Yes
PHV 0.074 [�0.306, 0.308] 0.654 Yes
PSV 0.108 [�0.269, 0.261] 0.438 Yes
GI �0.066 [�0.433, 0.414] 0.784 Yes

Table 7.
Measurement

invariance for the two
groups
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Table 7 corroborates the configural [2], compositional and scalar invariance assuring “full
measurement invariance”.

Based on the establishment of measurement invariance, we conducted the PLS-MGA
analysis. Table 8 shows the results and some interesting findings have appeared. For non-
leisure-related live streaming, only PS with the streamer (β 5 0.201, p < 0.05) and PUV
(β 5 0.249, p < 0.05) of live streaming content are significantly positively associated with
gifting intention, whereas PA of the streamer, PHV and symbolic value are insignificantly
associatedwith gifting intention. For leisure-related live streaming, the individuals’PAof live
streamers (β 5 0.152, p < 0.1) is marginally and significantly associated with gifting
intention, and PSwith the streamer (β5 0.123, p< 0.05) and PHV (β5 0.291, p< 0.001) of live
streaming are all significantly and positively associated with gifting intention; whereas PUV
and symbolic value are insignificantly associated with gifting intention.

6. Discussion
Gifting has been widely adopted by live streaming platforms as a typical extrinsic strategy,
with the expectation to motivate live streamers to contribute live contents continuously. In
this study, we built a model to test the factors that are associated with individuals’ gifting
intention during live streaming by considering live streamer-related and live content-related
factors simultaneously. The five hypotheses in the model are validated via online survey
data. H1 is partially supported, indicating that individuals’ PA of live streamers is marginally
significantly associated with their gifting intention in a positive way for leisure-related live
streaming. A possible explanation may be that individuals usually care more for the live
streamers’ appearance, emotions, voices, tones and so on, during leisure-related live streams,
as themain purpose of watching this type of live streaming resides in the pursuit of recreation
and entertainment, and attractiveness of streamers is one important factor that constitutes
such recreation and entertainment. However, for non-leisure-related live streaming, the
individuals’ main purpose is instrumental-oriented, such as learning and obtaining useful
information, thereby excluding PA of streamers from their focus. H2 is supported, indicating
that the individuals’ PS with the streamers is significantly and positively associated with
gifting intention in the groups of leisure-related and non-leisure-related live streaming. As a
significant departure from previous studies that focus on offline PWYWscenarios, this result
highlights the importance of similarity between streamers and audiences on live streaming
platforms. As individuals usually build social connections with streamers whom they are
interested in and involve in a continuous watching behavior on the platforms, similarity
cultivation will play a salient role in affecting individuals’ attitudes and behaviors, such as
gifting intention. H3 is partially supported, as the result reveals that the individuals’ PUV of
live streaming content is only significantly and positively associated with gifting intention
for non-leisure-related live streaming group. This is reasonable when we consider the nature

Path

Group (non-leisure-related live streaming,
N 5 198)

Group (leisure-related live streaming,
N 5 257)

STDVE T statistics β STDEV T statistics β

PA → GI 0.114 0.999 0.114 0.084 1.812 0.152y
PS → GI 0.081 2.501 0.201* 0.062 1.994 0.123*
PUV → GI 0.108 2.296 0.249* 0.078 1.483 0.116
PHV → GI 0.110 1.134 0.125 0.070 4.140 0.291***
PSV → GI 0.159 0.648 �0.103 0.088 0.615 0.054

Note(s): yp < 0.1, *p < 0.05, **p < 0.01, ***p < 0.001

Table 8.
The results of multi-
group analysis
between different types
of live streaming
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of leisure and non-leisure-related live streams. Non-leisure-related live streaming usually
serves for the individuals’ instrumental purposes. Thus, individuals will providemoreweight
on the utilitarian value of the live contents. Similarly, the individuals’ PHV of live contents is
significantly positively associated with gifting intention for leisure-related live streaming,
indicating that H4 is partially supported. H5 is not supported, as the individuals’ PSV is
insignificantly associated with gifting intention neither in leisure-related nor in the non-
leisure-related live streaming group. A possible explanation is that symbolic value is usually
related to the individuals’ explicit purpose, such as showing off, obtaining social approval
from others and so on. However, interaction in live stream shows cannot fully fulfill such
explicit purpose.

7. Theoretical contributions and practical implications
Our research makes several theoretical contributions. First, this study contributes to live
streaming literature by uncovering the factors that affect the individuals’ gifting intention
during live streams. As a typical form of a social content platform, live streaming has drawn
extensive research attention recently. Numerousprevious studies have focused on investigating
the factors that influence users’ various engagement behaviors in live streaming, including
gifting (Chen et al., 2019; Hamilton et al., 2014; Hu et al., 2017; Lu et al., 2021). As a significant
departure from previous studies, we built a model by considering live streamer-related factors
(i.e. PA and PS) and live content-related factors (i.e. perceived utilitarian, hedonic and symbolic
value), and uncover the links between these factors and individuals’ gifting intention.
Meanwhile, this study unpacks whether the associations between these factors and gifting
intention vary across different types of live streaming, i.e. leisure-related and non-leisure-related
live streaming. The research findings significantly enrich the research stream of live streaming
gifting. Second, this study contributes to PWYWliterature. Different fromprior PWYWstudies
that mainly focused on offline transactional context (Gneezy et al., 2010; Kim et al., 2009; Riener
& Traxler, 2012), we considered gifting on live streaming platforms, which is an online context,
andweproposed the individuals’PAof the streamer and similaritywith the streamer as specific
constructs that reflect novel characteristics of live streaming. A systematical investigation
into the factors that are significantly associated with individuals’ gifting intention will further
broaden the landscape of PWYW research.

There are some practical implications that needed to be noted.With the rapid development
of live streaming, gifting has become a typical strategy for live streaming platforms to
incentivize streamers to contribute live contents continuously, especially high quality
contents. Therefore, the platforms need to understand the factors that are significantly
associated with individuals’ gifting intention in different types of live streaming, through
which they can strategically regulate individuals’ gifting intention/behaviors accordingly.
For example, we found that individuals’ PS with the streamer and PUV of live contents are
significantly positively associated with their gifting intention for non-leisure-related live
streaming. The platforms can encourage streamers to focus more on similarity cultivation
with the audiences during their non-leisure-related live streaming, and emphasize on
providing utilitarian value for the audiences. By contrast, for leisure-related live streaming,
we found that individuals’ PA of the streamer, PS with the streamer, and PHV of live content
are significantly and positively associated with their gifting intention. Therefore, the
streamers can direct further efforts to increase their attractiveness during live streaming,
such as better clothing and improved layout of broadcasting environment. Cultivating
similarity regarding tastes and values with the audiences is useful in leisure-related live
streaming. Finally, as PHV is highly associated with individuals’ gifting intention in a
positive way, streamers can take effective actions to enhance the entertainment of live
streaming. For example, talent streamers can intersperse some casual chats with the
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audiences during their talent shows, specifically, they can extract some interesting replies
from the audiences and further interact with the audiences based on these replies.

8. Limitations and future directions
There are three limitations in this study, which further shed light on future research
directions. First, this study specifically focuses on live streaming context. In live streaming,
streamers and live contents play parallel important roles in affecting the individuals’
attitudes and behaviors. Therefore, we adopted a “streamer–content” perspective to build our
research model. However, this may not be the case for other social content platforms, such as
the Q&A community. Thus, the external validity of our research model needs further
investigation. Future research can apply and/or adapt this model to other social content
platforms to evaluate its external validity. Second, we adopted cross-sectional survey data to
test the hypotheses, and thereby cannot clearly identify the causal relationships
between independent and dependent variables. Future research can take experiments or
use objective panel data to clarify the causal impacts of streamer-related and live content-
related factors on individuals’ gifting intention/behavior further. Third, we do not consider
irrational gifting in this research. Irrational gifting sometimes happens, especially for leisure-
related live streaming. The underlying factors that affect irrational gifting may differ from
regular gifting, such as infatuation with the streamers. Therefore, future research can
specifically focus on irrational gifting and explore the factors that may affect this special
behavior.

Notes

1. https://www.grandviewresearch.com/industry-analysis/video-streaming-market

2. Running MICOM in SmartPLS usually automatically establishes configural invariance. The
statistical output does not apply to this step and is not shown.
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