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Abstract 

Social media live streaming, in the form of live video and user stories, is widely used by influencers, organisations 

and individuals to connect with their audiences. Its popularity is well-established in a range of theoretical and 

managerial contexts. However, there is a lack of scholarship on the role of this phenomenon on consumer decision-

making. Filling this gap in the research is essential due to the importance of consumer decision-making in 

marketing and brand strategy development in organisations. Therefore, the purpose of this paper is to explore and 

outline the nature of the influence of live stream on the consumer decision-making. The study was part of a 12-

month Netnography consisting of participant observation and social media monitoring of brand pages and branded 

hashtags on social media platforms, Facebook, YouTube, Twitter and Instagram. A thematic analysis revealed 

five main themes and a conceptual model is proposed which outlines the social media live stream’s influence on 

consumer decision-making at each stage.  

Keywords: Live Stream, Social Media, Consumption, Decision-making process, model, content analysis, 

Netnography 
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1. Introduction 

Extant research has established social media’s influence on human behaviour [1, 2, 3]. Projections of global 

social media use approximates that about 4.41 billion individuals will be members of social networks by 2025, a 

penetration rate of about 56.7% [4]. This is significant for marketing research since social media’s influence 

extends to consumer decision-making [5]. Social media is identified as a useful platform for customer 

relationship management [6, 7] while amplifying marketing communications through integration of user-

generated content and electronic word of mouth [8, 9, 10]. Research into social media’s influence on consumer 

decision-making is essential to support development of best practice in marketing and consumer-brand 

relationship strategies.  

 

While research has widely discussed various elements of social media and its influence on consumer behaviour 

[11], gaps still exist that need to be filled to support more effective management of consumer-brand 

relationships. This paper addresses three main research gaps regarding social media’s influence on consumer 

decision-making. It is essential for academics and practitioners alike to gain insight into these areas since as [12] 

argues that brand post characteristics influence consumer engagement and action. Firstly, we examine the nature 

of live stream’s influence on consumer decision-making, which has not been given adequate attention in the 

literature. This line of investigation is important to situate live stream within an organisation’s social media 

marketing plan based on insight into its impact on consumer decision-making. Social media’s candid user-

generated nature [13] and the dynamism of customer engagement [14] requires the establishment of best 

practice standards for the effective use of the various forms of content to manage interactions with users. The 

second gap sees the paper adapt the model of Engel, Kollat and Blackwell [15] to reflect the influence of the live 

stream within social media on the decision-making process. Applying this model to this form of content is 

important to establish whether there is practical relevance of this models’ approach of simplifying consumer 

behaviour to this evolving social media live environment. Thirdly, the study explores the motivations of 

engagement with live stream and how that influences consumer decision-making.  

 

The purpose of this study is to outline the factors of influence on consumer decision-making exerted by live 

stream content and user stories on social media to support useful and effective social media marketing strategies. 

In line with this purpose, the paper makes three main contributions to the consumer research literature. Firstly, 

we identify the influences of live stream content on consumer-decision-making by categorising its position 

amongst the situational influences categorised by Engel, Blackwell and Miniard [16]. Secondly, the study 

examines live streams characteristics as a form of content (video/user story) and a platform of consumer-brand 

engagement and how this dual nature influences the consumer decision-making process. Thirdly, we propose a 

conceptual framework of consumer decision-making as influenced by other users via live stream content 

designed to inform social media marketing strategies.  

 

This article’s contribution provides insight into consumer decision-making research and the use of social media 

to manage consumer relationship with a focus on live stream content. We define live stream content as a form of 

computer-mediated communications, e.g. in video format, with one or more speakers shared in real-time, that 

expresses user perspectives on a range of topics. This form of content has become widely used by organisations, 

influencers, celebrities and the average user. Live stream’s interactivity demonstrates brand and consumer-

community engagement and its influence on consumer behaviour [17, 18]. This area is increasingly receiving 

interdisciplinary attention [19,20]. Therefore, it is relevant to investigate how live stream influences consumer 

decision-making. This knowledge will support more effective social media marketing plans for organisations 

and practitioners while giving researchers more insight into human behaviour on social media. This study is 

significant due to the strategic importance of customer acquisition to an organisation’s social media 

performance [21] and the brand loyalty and commitment that effective management of a social media brand 

community endears among brand lovers [22].  

 

The study will utilise a qualitative methodology in the form of Netnography as originally developed by Robert 

Kozinets [23]. With the support of Participant Observation and Social Media Monitoring, the study investigates 

the nature of social media’s live content on the consumer decision-making. There are several rationales for using 

this approach discussed in Section 3, but the appropriateness for using online methods of research to explore the 

influence of an online platform on human behaviour was a major driver of this choice. Its relevance to the 

platform and the behaviour being observed enhances its effectiveness in fulfilling the purpose of this study. This 

article is structured as follows: Section 2 examines the theoretical background and the research framework 

guiding the development of the study while Section 3 outlines the methodology and its rationale; Section 4 

shares a summary of the findings and Section 5 discusses the various implications of the findings; Section 6 

concludes the article by showing how the research gaps are filled by the study.  
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2. Theoretical Background 

2.1. Modelling Consumer Decision-making 

There are several models of consumer decision-making by academic and industry stakeholders. Engel, Kollat 

and Blackwell’s (EKB) seminal model [15] has linearly presented phases: 1) problem recognition, 2) 

information search, 3) evaluation of alternatives, 4) purchase, and 5) post-purchase evaluation. The model’s 

persistent relevance [24] is evidenced by its multifaceted application across a range of contexts [25, 26]. It has 

been heavily critiqued in the literature. For instance, Bettman [27] raised concerns about the individualistic 

approach of the model and Makudza, Sandada and Madzikanda [28] argued that the model made the consumer 

decision-making unnecessarily complicated. Engel, Blackwell and Miniard [16] addressed some critiques by 

highlighting the situational influences of the process and adding an outcome of divestment. While Osei and 

Abenyin [29] argue that the seminal model and its adaptations fail to define the composite variables clearly and 

does not adequately account for the reasons for the power of the situational influences on decision-making, the 

current study will investigate its application of the model and the relevance of the concepts to the social media 

context of live stream content.  

 

Despite Osei and Abenyin’s [29] criticism, subsequent models have built on EKB’s model. For example, the 

Nicosia Model [30] explains consumer behaviour by illustrating how messages from the company influence the 

customer motivation [31]. Meanwhile, Howard and Sheth [32] included the situational influences of the 

decision-making process. Additionally, Fang [33] investigated intentions and purchase behaviour online, 

exploring the relationship between the company’s online strategies and buyer characteristics. Kim, Ferrin and 

Rao [34] considered the role trust, perceived risks and benefits exert in influencing consumer decisions online. 

Darley, Blankson and Luethge [35] provide further support by discussing the various influences examined by 

the stages of EKB’s model. Researchers such as Sihi [36] and Martin, Pagliara and Román [26] demonstrate the 

application of the model to contexts within augmented and virtual reality and smart technologies. These 

discussions attempt to map the model neatly to the digital context which is not always appropriate due to the 

dynamic nature of the online space and the behaviour of consumers therein. Karimi, Holland and Papamichail 

[37] argued that such mapping is not feasible within online purchase decision-making processes and proposed 

five higher-level phases that they claim is more realistic in its depiction of consumer behaviour. These phases: 

context setting, initial exploration, cognitive exploration, review and refinement and final choice do still show 

consumer behaviour in a structured process even as the authors demonstrate more complexity than that seen 

within EKB’s model [15]. The continued application of the model to the range of contexts experienced by 

current customers and the variance of results of investigations into its appropriateness is a strong reason for this 

study to determine whether it maps neatly or whether there are any variations to be accounted for in proposed 

context. 

 

2.2 Factors influencing Consumer Decision-Making 

The conceptual framework outlined at Section 2.5 depicts factors within the social media space that influence 

consumer decision-making. This framework is important to delineate since the consumer decision-making 

process has been characterised as a method of risk management regarding choice [38, 9] and understanding the 

factors of influence will support the development of best practice within marketing management. Researchers 

have explored factors of influence such as the marketing communications mix [38, 39, 40], age and gender [41], 

motivational cues, personal characteristics, and group influences [42]. With the evolution of technology, 

research has shown that social media has adopted an influential role in consumer decision-making [43,44] with 

its own factors of influence. These are identified herein as engagement, intention, decision and evaluation. 

 

2.2.1 Engagement 

Customer engagement (CE) on social media has been given a measure of importance in the literature. CE has 

been agreed as a multi-dimensional construct [45] with main drivers of trust and satisfaction [46]. Extant 

literature has conceptualised CE with cognitive, affective and behavioural aspects [47, 48, 45], while discussing 

its drivers and consequences regarding individuals, brands and the consumer-brand relationship [49, 50]. CE has 

been studied for its importance to company performance [51, 52, 53]. It is defined as the interactivity between 

stakeholders in online brand communities [54] has varied conceptualisations in the literature. It is a behavioural 

concept according to Fehrer et al [47], a psychological state according to France, Merrilees and Miller [55] and 

Lima, Irigaray and Lourenco [56] and collaboratively affective, cognitive and behavioural in nature [57, 48]. 

The multi-dimensional nature of CE is a critical factor in its influence on consumer decision-making. 

Wongsansukcharoen [58] show that the various layers of CE boosts relationships with brands and community 

members and influences intention, purchase and purchase evaluations within consumer decision-making. 

Similarly, Nikolinakou and Phua [59] posit CE’s influence on consumer decision-making and the success of 

social media marketing campaigns. As such, engagement is identified as a core element of this study’s 
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conceptual framework, the proposed model in examining live stream’s influence on the consumer decision-

making process.  

 

2.2.2 Intention 

Within the literature, intention is conceptualised as an essential element in decision-making. The relationship 

with engagement [60] is crucial to guiding individuals in making decisions to purchase or re-purchase a brand. 

Researchers link intentions to the persuasiveness of marketing communications [61] and the relationships forged 

in social media through engagement [62]. While some researchers consider intention as a critical outcome of CE 

[63, 64], its discussion should not be restricted to purchase intention. Additional intentions include further 

intentions to engage with brand and community members [65, 48] and intentions to contribute to the positive 

experience of the community [66, 8]. These are acted on by giving live demonstrations of product/brand use, 

reviews, tutorials, unboxing videos, troubleshooting and other forms of actions and advocacy in social media 

especially live streams and user stories. These actions then further produce intentions within the individual and 

other users [67]. Therefore, intentions and its consequences are identified in this study as essential to the 

consumer decision-making process.  

 

2.2.3 Decision 

Similar to intention, this factor within the conceptual framework is two-pronged including decision to purchase 

and decision to engage with the community. Live streaming contributes to CE levels by building the perception 

of usefulness [68, 69], which Dolan et al [70] argue inspires further co-creation activities within social media. 

From a different angle, Chen and Lin [71] show that live stream’s entertainment levels are measures of an 

individual’s decision to engage with these videos. These are powerful aspects of decision, a crucial, named 

phase of the consumer decision-making process. Marchand, Hennig-Thurau and Wiertz [72] contend that user-

generated content posted within the release week of a new product inspires an increase in sales demonstrating an 

influence on the customer decision-making process. Furthermore, Wongkitrungrueng and Assarut [73] in a 

related study note the effect that live videos have on the trust built between viewer and quality of the product. 

Marchand, Hennig-Thurau and Wiertz [72] argue that the measure of social recognition garnered by posting 

reviews is an inspiration for users to post on social media. The social recognition and capital [74] influences the 

decision for further engagement, which can be an indicator of brand loyalty [75], community loyalty [76] or a 

measure of both. Brand loyalty being a consequence of the evaluation phase of the decision-making process 

[77]. The decision to engage with the community is motivated by the need to help others avoid the wrong choice 

[68]. Therefore, in deciding to share live stream content, individuals are helping to remove the risk in decision-

making of other users.   

 

2.2.4 Evaluation 

Evaluation is another named phase of the consumer decision-making process that is placed within our 

conceptual framework. Evaluation has been the assessment of consumer experience and product/service quality 

among several levels e.g. price, utility, hedonic benefits, convenience and self-efficacy among others [78, 79]. 

Live stream and user stories allows individuals to share their evaluation among these and other factors with 

other users. Therefore, evaluation is scaled up to influence consumer decision-making among users earlier in the 

decision-making process than the poster and possibly to influence the evaluation of others in the post-purchase 

phase.  Research argues that this post-purchase evaluation has a greater impact on consumer decision that 

marketing communications because it shows the real lived experience of the consumers [80] and trusted reviews 

positively influences purchase intentions [81]. Live videos can provide a real face to the reviewers which breaks 

what Hajli [82] describes as the anonymity of social media therefore building the trustworthiness needed to 

influence decision-making [10]. Evaluation allows customers to measure their experience against their pre-

purchase expectations [8]. However, there is a gap in the literature regarding the influence of live video stream 

and user stories on the consumer decision-making process. This gap is necessary to fill, within this study, due to 

the growing ubiquity of live video and user story among social media users and the financial and reputational 

benefits of brands effectively integrating this within their social media marketing.  

 

2.3. Social Media’s Influence on Consumer Decision-making 

Brands’ acknowledgement of social media’s influence on consumers’ decisions is reflected in their use of social 

media marketing within their communications mix [83, 84]. There are several features ascribed to social media’s 

influence on the consumer decision-making process. Firstly, social media’s interactivity between members is an 

agreed driver of decision-making [8, 85]. Secondly, social media is self-expressive [86] which is another useful 

feature in its influence [87, 88]. Thirdly, social media’s ability to nurture consumer-brand relationships 

influences decision-making [89, 90, 91]. Interactivity, self-expression and relationships support the development 

of brand commitment within individual [92]. Therefore, understanding the nature of social media and its various 

aspects (e.g. content type or platform) on decision-making is essential to developing and executing effective 
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customer relationships management strategies on social media. The level of brand passion and social 

identification [93, 90] is a powerful aspect of the influence of social media on consumer decision-making. 

Furthermore, Zhu, Chang and Luo [94] argue that the nature of the online community creates the credibility that 

influences consumer choice. Therefore, the reviews [95], user-generated content [96], and connections [61] 

within the online community shape the consumer decision process. The conversation about social media’s 

influence has not, in adequate depth, considered the role of the specific content i.e., the live stream covered 

within this paper. This is essential to support effective use of this content type by organisations to form 

sustainable relationships within social media brand communities. 

 

2.4. Social Media Live 

Platforms like SnapChat and the defunct Vine and Periscope introduced another evolution within social media, 

that of the live video stream and user stories. The popularity of these apps and their dynamic form of content 

which would disappear after twenty-four hours inspired established platforms such as Twitter, Facebook, 

Instagram, YouTube and LinkedIn to include live stream content within their service provision. The growing 

ubiquity of live stream and user story content [13, 97] is drawing interdisciplinary research attention. Gensler et 

al [98] noted that there are powerful implications of the real-time nature of social media. However, specific 

attention needs to be given to the effects of live video and user stories on consumer decision-making. While live 

streaming has been shown to have great potential in reducing industry losses due to travel restrictions in 

COVID-19 [99] and to influence tourism consumption behaviour more broadly [13], this study considers the 

need for greater insight into live video’s influence on consumer decision-making.  

 

The nature of communication within social media had already broken the speaker-receiver dyad [100]. Meisner 

and Ledbetter [19] show the relational aspect of live stream can lead to loyalty among viewers through the 

connection between creator and viewer. The powerful links between customer-brand relationships, commitment 

and brand success and consumer decision-making [101] warrants greater investigation into the role of live 

stream as tools of relationship management to influence consumer decision-making. Research argues that live 

video provides the engaging audience and discussion which platforms had not previously afforded. Frobenius 

[102] referred to YouTube videos as monologues whereas Bründl, Matt and Hess [103] determined that live 

stream’s synchronous nature enhances the consumer experience on social media. However, this research goes 

further by exploring the influence of live video and user stories on the consumer decision-making process. 

 

2.5. Conceptual Framework 

This study’s conceptual framework (figure 1) maps the inter-related factors of influence (section 2.2) within live 

video and user story against the consumer decision-making process. Engagement speaks to CE with the 

community and the brand and is demonstrated in the creation of user-generated activity and responses to brand-

generated activity. Engagement, in this case, is linked to the interactivity of social media [104]. This study 

conceptualises the consumer decision as a process, within the social media environment, that is informed by 

engagement with brand-related information shared by users and company. The second factor of intention is two 

pronged: intention to purchase and intention to engage with the community, often by sharing consumption 

experience or interacting with the content shared by other users. Intention in both prongs is thereby shaped by 

engagement [105]. Decision, a named stage in the consumer decision-making process, also covers two aspects: 

the decision to purchase and decision to publicly review or share experience. Evaluation can be scripted or 

spontaneous, but live video and user story facilitates the public sharing of the individual’s evaluation with the 

individual’s network and the wider brand community. This public evaluation influences both intention and 

decision of self and others. These inter-related factors then inform the identification of need (problem 

recognition), the search for information, the evaluation of alternatives and the purchase decision and what to 

expect thereby shaping their post-purchase evaluation as well.  
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Figure 1 – Conceptual Framework 

 

3. Methodology 

3.1 Research Approach and Method 

This study was part of a twelve-month investigation into social media brand communities and consumer 

behaviour. The data was collected using Netnography, the qualitative methodology developed by Kozinets [23, 

106]. Methods were participant observation and social media monitoring in which posts were mined from brand 

pages and brand-related hashtags on Twitter, Facebook, YouTube and Instagram. An initial data set of five 

thousand posts was cleansed to five hundred posts. Data cleansing was applied to add structure to what is 

considered unstructured, real-time data on social media [107]. The process of data cleansing removed 

duplicates, all identifying information and unclear language. The types of brands and posts included in the study 

are described in Table 1. The posts were chosen from live stream videos and user stories on the named social 

media platforms and includes brand-generated and user-generated content. The sampling method was purposive 

for posts and brands. The first step was in choosing the brands according to set criteria which were 1) an 

engaged presence on social media; 2) responsiveness to content i.e. replies to and from the brand and 

individuals; 3) global appeal of the brand. The brands were selected based on their multiple appearance on 

Forbes’ list of most influential brands on social media, which is an industry-related and respected chart of social 

media brand leaders. This methodology enhanced the validity of the study by supporting the “trustworthiness of 

the research findings” [108] by collecting data in real-time, in the words of the participants, directly from the 

environment, i.e. social media, under investigation.  

Collection Process Brands Types of Posts Cleansing Criteria 

Participant Observation in 

brand pages and hashtags 

in the form of commenting 

and sharing user-generated 

reviews of brand use. 

 

Social media monitoring 

and mining of posts in 

brand pages and brand-

related hashtags for user-

generated and brand-

generated posts. 

Apple, L’Oréal, Coca 

Cola 

 

Criteria for choosing 

brands 

 

Global appeal 

Engaged presence on 

social media 

Interactivity 

Multiple appearances on 

Forbes list of most 

Brand-generated (30% of 

sample) and user-generated 

(70% of sample): live video 

and user-stories.  

 

Tutorials, demonstrations, 

review videos, unboxing, 

reaction videos 

 

Criteria for post inclusion in 

study: 

 

Clarity of meaning, 

Gained a response,  

Written in English,  

About a brand in 

sample 
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influential brands on 

social media 

Interactivity and 

responsiveness 

Relevance to the brand and 

the community 

Table 1 Collection process and Criteria 

 

3.2 Social Media Monitoring and Participant Observation 

Social media monitoring is a valuable tool in the “medium of the digital age” [109]. Branthwaite and Patterson 

[110] described the method as scraping media sites for spontaneous opinions about brands. This method was 

used because it captures participants’ sentiments in their own words. Uncovering influencers’ perspectives as 

well as the target population [111] helps brand managers understand their audiences’ decision-making process. 

Hashtag tools SocioViz and TAGboard were used for the collection of the posts. Participant observation’s 

ability to actively collect data about individuals’ behaviours in a naturalistic environment [112 113] is the main 

reason for using the online version of this research technique. Costello, McDermott and Wallace [108] argue 

that the effectiveness of Netnography is directly related to human involvement in the communities being 

researched. Participant observation, in this case practiced by making posts about brand use, asking for opinions 

on specific products and replying to others’ posts, was used as well to maintain researcher involvement in the 

communities under investigation. This human involvement in the process of data collection supports the co-

creative process of these communities and keeps the ethos of Netnography as separate from other forms of 

online data collection [113]. Within this study, the process of participant observation was supported by 

monitoring and analysing archive data which Kozinets [113] argues is a strength of Netnography. 

 

3.3 Data Analysis 

The data collected via Netnography was analysed through two methods: thematic analysis and content analysis. 

Using thematic analysis, the posts were analysed using analytical software nVIVO, first through a process of 

coding, using descriptive and in vivo coding as outlined by Saldaña [114]. The codes were then combined 

through a process of categorisation, to produce five main themes that outline how the activity of the content 

form support consumer decision-making. Thematic analysis is a rigorous approach with relevance to this data 

collection method and research approach [115]. Content analysis was applied to analyse the social media posts 

and interactions for their meaning [116] and sentiment [117]. The aim for analysing the content in this manner 

wad to identify the links between the posts and their meanings to the consumer decision-making process. 

According to Wang et al [116], content analysis is an appropriate manner of analysing social media content for 

meaning. Therefore, this research continues the emerging practice of analysing social media posts and profiles 

for their significance to a particular area of research. The aim of using content analysis in this way is to make 

valid inferences from the texts [118]. Following the experience of Tsugawa and Kito [117], the content analysis 

began when the data was cleaned to make sure each post being analysed fits the criteria of being about a brand 

in the sample, and sentiment analysis determined the positive or negative opinions to the content and the related 

brands. 

 

4. Summary of Findings 

The data set revealed five main themes (Table 2): (1) knowledge and opinion share, (2) information search, (3) 

credibility development, (4) competitive analysis and (5) community motives.  Below is a discussion of each of 

them and the stages of the consumer decision-making process they influence based on the thematic analysis. 

Themes Content type 

Knowledge and Opinion Share Review videos, tutorials, demonstrations, unboxing videos, 

comparative discussions, reaction videos and opinion pieces.  

Information Search GIFs, troubleshooting video requests, comments on videos 

Credibility Development Live video, user stories, tutorials, demonstrations, reviews, reaction 

videos, unboxing videos 

Competitive Analysis Live video, user stories, tutorials, demonstrations, reviews, reaction 

videos, unboxing videos 

Community Motives Live video, user stories, tutorials, demonstrations, reviews, reaction 

videos, unboxing videos 

Table 2: Summary of Findings: the key themes 

 

4.1. Knowledge and Opinion Share 

Within this theme in the data set (Table 3), users share their brand experience and knowledge using live stream 

content (videos and user stories). Posters are new or long-standing customers or industry professionals. Live 

streaming is used for content such as reviews, tutorials, demonstrations, unboxing videos, comparative 

discussions, reaction videos and opinion pieces. For example, review videos give an in-depth account of one’s 
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experience with the brand. They share whether the experience met or fell short of expectations and the 

likelihood of repurchase. The content in this theme addresses the post-purchase evaluation of the reviewer, 

while influencing the pre-purchase stages of the viewers, which are essential stages of the consumer decision-

making process. Reactions to the posts (e.g., comments, likes, shares) reflect their influence, often stating 

explicitly whether the products will or will not be purchased based on the content. The live nature means that 

the poster can respond in real-time and in text form, to comments, after filming the video. Therefore, one 

observes the synchronous and asynchronous influence of the live stream on consumer decision-making. 

 

Knowledge and opinion share in these videos is not limited to the original poster. Commenters also share their 

knowledge and opinions, either disputing or confirming the experience of the original poster. Tutorials and 

demonstrations are often performed by industry professionals who use the videos (e.g., make-up artists or hair 

stylists using their professional experience) to show the functionality of the products (e.g. foundation or hair 

dye). However, the most engaged videos (e.g., hair dye or make-up application) are from average individuals 

who are relatable to those who may not have need for these products in a professional setting. These videos 

build the social capital of the posters and influence intent to purchase and decision of viewers.  

Unboxing videos, which show user reactions to purchase of new products e.g., technology products, are 

recurrent in the data. These candid videos show first impressions of the product, demonstrating post-purchase 

evaluation (on the one hand) and influencing pre-purchase stages (on the other hand). Users post live 

comparative discussions and reaction video discussing brand developments, e.g., launches and developments, to 

examine the meaning for the brand and its competitors. This may be a positive evaluation, lauding the brand for 

its superiority or it may be a negative response to the brand’s competitive positioning.  

Each of these knowledge and opinion share facets combine to create the social influences within the platforms 

that inspires the beliefs, attitudes and intentions toward the brand that lead to purchase while informing post-

purchase evaluation or outcomes. Knowledge and information share demonstrates engagement of the original 

poster as well as commenters while helping to, as seen in the quotes in Table 3, generate intention to buy which 

leads to the ultimate decision whether to purchase the brand. The knowledge and opinion share also gives 

posters the opportunity to share their evaluation of the brand publicly. Therefore, this theme relates to all four 

factors of influence within our research framework.  

 

Theme: Knowledge and Opinion Share 

Thematic analysis Source Content Participant Quotes supporting the Theme 

This theme was interpreted 

based on the engagement 

within various content types 

around live video stream. 

These include live unboxing 

videos, live demonstrations 

and troubleshooting videos. 

The quotes were taken from 

the captions, comments and 

content of the various posts. 

In the content, users share 

their experience with the 

brands and the knowledge 

they have gained with others 

in the social media 

community. This knowledge 

includes sharing why the 

brand leads competitively, 

teaching how to install, 

upgrade or fix hardware or 

software and demonstrating 

cool actions that can be 

taken with the brand’s 

products. This knowledge 

share influences purchase 

intent and the decision to 

purchase of members of the 

community. You also see 

influence due to the 

Review videos, tutorials, 

demonstrations, unboxing 

videos, comparative 

discussions, reaction videos and 

opinion pieces. 

“Let’s talk about the iPhone X and why there is only one 

argument from android users which is about technology” – 

Live Video Caption 

 

“My dream has come true !!Unboxing time! Unveiling my 

new Macbook pro. This is simply Amazing!”  - Live Video 

Caption 

 

“Completed the MacBook Upgrade” – Post Caption 

 

“I love my MacBook. I have owned it less than two years 

without the issues experience of muggle technology. True 

Wizard tech” – User Story Caption 

 

“This is a life-saving new feature on iPhone. Learn more 

and share.” – Post Caption 

 

“I think it is better to hold down power button and volume 

up button simple way to get the same result.” Live Video 

Caption 

 

“Does this apply to all iPhones or just this model?” – 

Comment on a live video 

 

“Thank you. This is good information you shared” - 

Comment on a live video 

 

“Glad to be unboxing my new iPhone and discussing the 

new features e.g. wireless charging, new photo effects. 
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comments in the posts that 

show shared experience or 

ask follow-up questions. 

Will share whether you'll need a new case” – Live Video 

Caption 

 

“I ordered my wife and my phone yesterday. Glad to 

finally get it done.” Comment on a live video 

 

I share a cool trick on Iphone on how to close your safari 

tabs instantly  Video post caption 

Table 3: Knowledge and Information share Theme 

 

4.2. Information Search 

Live streams create the opportunity for consumers to search for information that influences their decision-

making. The information search may confirm a pre-existing opinion and create solidary with other consumers. 

Alternatively, they may have no previous experience or opinions regarding the brand. The data set (Table 4) 

showed that the information required includes utilitarian aspects such as features, usage, capacity and strength as 

well as hedonic elements such as affective reactions based on the pleasure received from using the brand. 

Information search is directly related to the problem recognition, search and alternative evaluation within the 

decision-making process. Users are able to search the social media sites for videos that may already contain the 

answers to the questions they possess. Therefore, the user is demonstrating initiative even in the act of 

consuming content that is aimed at passive users of a brand community. The addition of the brand related 

hashtag is a deliberate act of community search, to ensure that the information gained comes from those with 

experience of the brand. Information search is a form of engagement with the social media community that 

reflects our factors of influence in Figure 1 and research framework. This helps with the alternative evaluation 

of the individual as well by seeing the post-purchase evaluation of original posters in the form of reviews and 

videos. As can be seen in Table 4, this information search can be about pre and post purchase elements. The 

quotes can also show the intention to be influenced by the information received where we see questions 

regarding choices faced by the participants.   

 

Theme: Information Search 

Thematic Analysis Source Content Participant Quotes supporting the Theme 

The quotes that support the 

development of this theme 

are from live videos and 

their comments. The content 

displays individuals 

searching for information in 

a variety of contexts. They 

include showing a fault on a 

device, asking for and 

receiving advice. The receipt 

of advice demonstrates a 

relationship between 

information search and 

knowledge share themes. 

Individuals also asks about 

costs for products, reviews 

of product and brand 

experience or quality. These 

searches have consequences 

for the users who will decide 

whether to purchase or use 

the products/brands 

reviewed. 

GIFs, troubleshooting 

video requests, 

comments on live 

videos 

“I am deciding between MacBookPro and MacBook Air. I 

appreciate any advice.”  

 

“Those loreal masks are great for my face. I just want to know if I 

should spend more money on the Glam Glow Ones. Will they do 

the same job?” 

User showing live video of a fault on phone purchased received 

following comments: 

 

“You need to restart the phone” 

“That means you should update the software” 

“I had this same experience” 

 

“Can anyone advise approximately the cost of a laptop screen?” 

 

“Can you say more about the graphics and CPU features and its 

usefulness for designers and players?  

 

“Do you know when the new software will be released?”  

 

“How much do you think the Macbook weighs?”  

 

“Will it charge with the pop socket?”  

 

“What is going to be different about the new iPhone?”  

Table 4: Information Search 

 

4.3. Credibility Development 

According to the data (Table 5), this theme shows that three main stakeholders gain credibility with live stream, 

whether videos or stories: the user, the brand and the community. The user develops credibility as an influencer. 
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This credibility leads to social capital, which the user can leverage to aid the brand or to sell their own offerings 

to the community. On the other hand, the user also gains confidence in decision-making. The brand’s credibility 

is enhanced or harmed based on the amount of positive or negative reviews within the platform. The brand gains 

credibility based on its response appropriately to harmful reviews or experiences. The user with the negative 

review can then be turned into a brand champion based on the brand taking their comment seriously and 

redressing the harm done to the brand experience. The community gains credibility because its reputation as 

useful grows in the industry. For instance, organisations such as Forbes and Statista will measure the 

engagement of the brand community and rank them in comparison to other brands within the same industry and 

all brands overall. The credibility is supported by increased engagement with that user/poster and positive 

comments, reactions to their posts. This credibility is related to the factors of influence (Figure 1) by helping to 

generate intention and supporting decision making based on their trust of the brand and other members of the 

social media community. 

 

Theme: Credibility Development 

Thematic Analysis Source Content Participant Quotes supporting the Theme 

The posts that support this 

theme demonstrate the 

credibility that users gain 

from sharing their reviews, 

knowledge and experience. 

The quotes display support 

for opinions or information 

shared by users. This shows 

the legitimacy of the 

community member as a 

source for information and 

reflects the level of influence 

that is exerted on the views 

and actions of other 

members in the community.  

Live video, user 

stories, tutorials, 

demonstrations, 

reviews, reaction 

videos, unboxing 

videos 

Below are comments from posts that display engagement but also 

the theme: 

“You are rcorrect. They made a mistake with Maps … “ 

 

“You are my idol, man!” 

 

“You are educating people. This was a good move to invest money 

in this version.” 

 

“Your videos are constantly very useful!”  

 

“I enjoy how great you are! 

 

“Very good Demo” 

 

“You’re the man can’t wait to get mine tomorrow and my Apple 

Watch!” 

 

“You made me happy doing this Live on Facebook” 

 

“I love your quick tips keep it up I use them every time you post 

them thank you!!!” 

 

“You're amazing thanks for keeping me up to date!!!” 

 

“I love the tips that you share with us. Thank you.” 

 

“Thanks a million! Your tips are invaluable!” 

 

“Now this is why I love following you” 

 

“I just tried it and it's a fabulous tip. Keep the tips coming. 

Awesome.” 

 

“You always come up with the best stuff” 

Table 5: Credibility Development 

 

4.4 Community Motives  

Individuals desire to be a valued part of the brand community on social media, which speaks to the human need 

to gather with people who share interests. The brand community aids consumer decision-making and brand 

loyalty. The motivation of membership within a social media consumer community pushes the consumer 

decision-making process beyond purchase and includes outcomes such as satisfaction or dissatisfaction as well 

as relationship with the brand and other users. The community motives (Table 6), therefore, are aligned with the 

themes of knowledge share within the videos but also within the information search and credibility 

developments observed in the study. Community motives influence search, alternative evaluation and outcomes 
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phases of the consumer decision process. Brands also use live video with the motive to build community. They 

create their own Facebook or Instagram Live videos with behind-the-scenes interviews and events to keep their 

fans engaged and connected in the feeling of co-experience. Community motives displayed by participants also 

reflect an intention to engage with community of similar minded consumers, therefore relating to two factors of 

influenced outlined in this study’s research framework.  

 

Theme: Community Motives 

Thematic Analysis Source Content Participant quotes supporting the Theme 

This theme shows the 

motivation of the collective 

in finding a community that 

shares similar views on the 

brand. This is seen in the 

captions and comments on 

the posts asking for actions 

based on agreement and 

participation in established 

rituals e.g. unboxing videos, 

tutorials.  

Live video, user 

stories, tutorials, 

demonstrations, 

reviews, reaction 

videos, unboxing 

videos 

Tag an iPhone user – share if you agree – (Caption on live video) 

 

New information on iPhone operating system for my fellow iPhone 

users – (Caption on live video) 

 

Glad to be of help!  Remember that this also works with your Mac. 

(Caption on live video) 

 

I am pleased to be joining the @Apple family today with a brand-

new #MacBookPro 

 

Anybody experiencing the same? #macbookpro #highsierra #apple 

@AppleSupport 

 

Am I the only one who actually *likes* the touch bar on 

MacBooks? #webdevelopment #MacBookPro 

 

Guess who has joined the @Apple family!? ME! I am so happy 

with my new #MacBookPro 

Table 6: Community Motives 

 

4.5 Competitive Analysis 

Live stream content and responses in the data show that competitive analysis mediates not only alternative 

evaluation but also outcomes such as satisfaction, dissatisfaction or relationship development. These videos 

analyse how brand developments (e.g., events, new releases, marketing communications campaigns) will affect 

the brand’s positioning in relation to its competitors. Competitive analysis (Table 7) speaks to useful 

information that can create a perception of the brand that is positive or negative and demonstrates how the brand 

serves both utilitarian and hedonic motives of the shopper. This information is useful to those in the 

conversation in real-time and those who will view the information later. Stories that evaporate after twenty-four 

hours gives the influence a stopwatch. The competitive position of the brand is influenced by the amount and 

quality of the discussion within this specific theme as users learn specifics about the searched brands and how 

said brand compares to competing brands. Competitive analysis speaks largely to evaluation within the factors 

of influence in our research framework, by demonstrating how the brand compares to other alternatives.  

Theme: Competitive Analysis 

Thematic Analysis Source Content Participant quotes supporting the Theme 

This theme, displayed in live 

video, captions and 

comments shows that 

individuals use the 

community to compare their 

chosen brands with 

competitors. This could be 

in terms of actual 

performance of the company 

and its brands or predictions 

of what a new launch will do 

to the sector (e.g. destroy all 

phones). Here they also ask 

what the community thinks 

about the brand and its 

competitors and which is 

Live video, user stories, 

tutorials, demonstrations, 

reviews, reaction videos, 

unboxing videos, comments 

“Some phones! This iPhone destroys all other phones” 

 

“The Android is very fragmented. This is true” 

 

“ Apple normally washes off Samsung in benchmarks until 

the next generation is released and even then the next 

generation does not meet it on single core tasks” 

 

“Every killer app ppl use - think Instagram, Uber, Snapchat 

etc was released on iOS first for a reason” 

 

“When r u going to compare it with Samsung 8 plus” 

“IPhone 8+ or Note 8? In the market for a new phone. What 

one do you like between the two?” 

 

“Samsung had all these features years ago” 
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better re: certain criteria 

such as quality and service.  

“For a moment I thought this was a shared memory of the 

Samsung s6..... Nope the new apple phone... Old features....” 

 

“Which has Better coverage Maybelline or Loreal?” 

 

“Which is the better phone Samsung note 8 or iphone 8 tell 

me please” 

 

“Thank you for your review of the new Samsung, I am 

choosing between the new S8 plus or the iPhone 7 Plus, I 

appreciate any advice.” 

 

“Samsung 8 plus compared to iPhone 7 plus” 

 

iPhone was around long before Android and is now learning 

these features. This is why I will stick with my Samsung’ 

Table 7: Competitive Analysis 

 

5. Discussion of Findings 

5.1 Confirming the Relevance of the EKB Model to the social media community 

This article complements researchers such as Hilvert-Bruce et al [119] and Ashman, Solomon and Wolney [24] 

by investigating the impact of brand-related live stream content on the consumer-decision-making process. We 

show that live stream content exerts an influence on consumer decision-making which is both synchronous and 

asynchronous due to the ability to view in real-time and/or later. This research confirms Viswanathan’s [120] 

work by demonstrating the link between social media content type and consumer decision-making, though we 

extended the discussion by focusing specifically on live video and user stories. Consequently, our study 

illustrates that Engel, Kollat and Blackwell’s [15] model has relevance to the social media community, while 

making the adaptations that accommodate for the dynamic nature of the platform. These adaptations are needed 

to address Osei and Abenyin’s [29] criticism of the failure of the seminal model to successfully define its 

concepts. In outlining the motives and influences that the content type exerts on individual progress through the 

consumer decision-making as well as the consequences and actions, this study supports the relevance of the 

model in line with Ashman, Solomon and Wolney’s [24] use of inter-related phases to account for the linear 

nature of this traditional model.  

 

5.2 Nature of Social Media Environment on the Decision-Making Process 

Furthermore, we categorise the nature of the influence exerted by developments within the social media 

environment and its role at each stage of the consumer decision-making process. We observe that influence of 

the researched content types is apparent at each stage of the model. We have also identified an additional 

outcome, i.e., of relationship/commitment to the brand and community. This additional outcome is supports 

[121] who showed commitment to community is a strong factor of consumer decision-making in digital 

communities. To extend the insight of their study, we demonstrate that participating in live video and user 

stories shows a measure of commitment to the brand and community, by ensuring there is useful information to 

enhance the experience. Similarly, Simon, Brexendorf and Fassnact [122] argued that individuals desire to 

contribute to the positive experience of others in the community. We determined that live videos and user stories 

are a tangible manner of fulfilling that desire.  

 

Live videos and user stories influence consumer decision-making because they are specific and match, in some 

circumstances, viewer requests. This increases the relevance and viral potential of the content. Therefore, we 

argue that communication, relationship, community and virality combine to strengthen social media’s role in 

consumer decision-making. Live content integrates the factors that influence the consumer decision-making 

process as outlined by [35, 26]. Within these videos, one learns from one’s reference groups, engages with the 

marketing mix, and responds according to one’s personal characteristics, an action that builds on the work of 

Belk [123]. Social media creates a culture that allows customers to develop beliefs, attitudes and intentions [35] 

and find community. We show that live video allows users to demonstrate input, process and decision phases of 

the consumption process [35, 26], which helps to influence perceptions and moderate behaviour. Community 

motives and credibility development motivate the engagement-based themes of knowledge and opinion share. 

The interconnection of the themes show that the consumer decision-making process is multi-layered and 

problematic to depict in a logical, straight process. While, these themes support the Darley, Blankson and 

Luethge [35] concept of individual motives, we show that the content types also serves a communal purpose.  
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5.3. Social Media Live Content and the Research Framework 

Live streaming demonstrates the elements of this study’s research framework in several ways. Firstly, live 

content is evidence of brand and community engagement, displaying a psychological connection with these 

stakeholders [55]. Secondly, as seen in the data, live content affects the intention to purchase the brand. The 

reviews can cause either intention to purchase or avoid the brand due to the consistency of experience among 

users. The development of brand awareness from several sources (brand and user-generated) paints a multi-

dimensional vision for the viewers who build intention to purchase for the brand and intention to further engage 

with the brand. In acts of reciprocity [124], they share their own experience with the community that supported 

their own decision, which is the third element of the research framework. Finally, in giving reviews and 

participating in unboxing videos, this content acts as a collective form of post-purchase evaluation, the fourth 

feature of the research framework.  

 

5.4 Conceptual Model 

The conceptual model (figure 2) depicts the progress of consumer decision-making within the social media eco-

system. Our study confirms the relevance of Engel, Kollat and Blackwell [15], an argument supported by Fang 

[33], Kim, Ferrin and Rao [34] and Martín, Pagliara and Román [26] who show that while they recommend 

changes, they do not repudiate the model. Our conceptual model retains the original phases of the model. 

However, we have added motives and consequences as nurtured by the social media environment and the 

actions and consequences related to decision-making and community engagement. The motives and influences 

section addresses the antecedents of the process and positions the social media community as a reference group 

that drives community motives and social influences. This section of the model speaks to the motives of actions 

such as knowledge share in terms of building credibility. These are additions to established motives such as 

individual characteristics [35] while showing the nature of the online environment such as its quality and 

experience as motivating factors in progressing through the decision-making process. We also depict within the 

motives and influences section of the model credibility development, community motives and competitive 

analysis and their link to the consumer decision-making model.  

 

The actions and consequences portion of the model demonstrate the results of engagement with the brand 

community on social media. These include the sense of virtual community as discussed by Blanchard [125], the 

realisation of that desired social capital and credible voice, continued engagement with and commitment to the 

community and brand by continuing to share knowledge and use that community as a source of information 

when searching. These actions include knowledge and opinion share and information searching as seen in the 

model. These can influence and be influenced by engaging with the consumer decision-making model shown by 

two way arrows in our conceptual model. Our model supports the Uses and Gratifications theory [126] because 

the viewer actively engages with the live content based on desired outcomes.  

 

This model adds the outcome of relationship, whereby satisfaction with the brand experience and the 

community enhances the consumer-brand and consumer-community relationships. We account for the criticisms 

of Engel, Kollat and Blackwell’s [15] model by demonstrating the inter-relationship of the various influences of 

consumer decision-making and considering the consequences including the need to start the process again in the 

event of dissatisfaction.  This goes further than Ashman, Solomon and Wolney [24] who argued, like this study, 

that the model is relevant but need some significant adaptations. Their attempt separated the model in sections 

(Input, process, decisions) and tried to account for the influences. This study proves the phases identified in the 

EKB [15] model apply within social media. While there are some additions, such as credibility development and 

community motives due to the expressive nature social media content, the model itself remains applicable in 

investigating consumer decision-making.  

 

Our findings showed that the factors of influence outlined within the research framework (Figure 1) of 

Engagement, Intention, Decision and Evaluation, are displayed within social media brand communities, guiding 

consumer decision-making of the individuals therein. In participating within knowledge and opinion share and 

information search themes, participants demonstrated engagement with the brand that helps to guide as 

discussed under those sections (4.1 and 4.2 respectively) their decisions to purchase or not a particular brand. 

Knowledge and opinion share also links to the evaluation stage of the framework, whereby individuals are able 

to show publicly their level of satisfaction with the brand, in real-time or on review through unboxing videos 

and other forms of live video content. The themes of credibility development, competitive analysis and 

community motives link directly to the intention and evaluation states where these motives are showing an 

intention to purchase the brand and an intention to engage with the brand’s social media community through 

hashtag search or on the brand pages. Collectively, these themes speak to the ultimate decision, whether that 

decision is to purchase the brand or engage with its social media community. These aspects are seen in the 

motives and influences section of the model (Figure 2).  
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Figure 2: Conceptual Model: The effect of Live Social Media Content on the Consumer Decision-Making 

Process. 

 

5.5 Theoretical and Practical Implications 

The findings of this study hold several implications for theory. Firstly, we provide insight into the influence of 

live stream content on consumer decision-making by positioning this content type among the situational 

influences named in the Engel, Blackwell and Miniard Model [16]. This insight is vital for academics in 

supporting student understanding of the social media environment and its influence on consumer behaviour and 
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for academic engagement with industry. Secondly, this study’s categorisation of live video and user story as 

forms of content and a platform of consumer-brand engagement illustrates the emergence of additional 

outcomes of relationship and commitment within the consumer decision-making process. Outlining these 

additional outcomes are useful for academics and practitioners alike to understand the nature of the consumer-

brand relationships formed due to engagement with these forms of content. Thirdly, we develop a conceptual 

model of consumer decision-making, as influenced by live stream content, which demonstrates the motives and 

power of the consumers in influencing each other’s consumer decision-making process. This framework will 

inform social media marketing strategies by showing how practitioners can strategically incorporate live stream 

content especially user-created content within their marketing communications. The power of this content type 

and engagement platform to influence decisions and establish brand salience in the perceptions of individuals 

therefore aiding their consumption decisions means that brands and marketers must be proactive in integrating 

this content type and engagement platform within their marketing and engagement plans. Finally, this paper 

identifies aspects that are unique to live content, synchronous and asynchronous viewer consumption, as 

material to its role in influencing the consumer decision-making process.  

 

6. Conclusion 

6.1 Summary 

The study’s novelty in proposing a framework to demonstrate the influence of live stream social media content 

on the consumer decision-process was informed specifically by the EKB [15] version, which was linear and the 

Engel, Blackwell and Miniard [16] model that introduced the situational influences and additional outcomes. 

This study had three brands from various industries (technology, cosmetics and beverage) but noted the 

observed influence across all three product categories. In defining live stream social media content (in this case, 

live video and user stories) as both content type and engagement platform, we observed influence at each stage 

of the consumer decision-making process. For instance, the thematic analysis saw themes such as knowledge 

and opinion share emerge to demonstrate how the actions of experienced consumers in the post-purchase phases 

can influence other social media users in the pre-purchase stages of consumer decision-making. This study 

addressed several research gaps. Firstly, we examined the nature of the influence of live streaming on consumer 

decision-making. Credibility development and community motives are essential influencers consumer decision-

making by generating engagement with the social media community and content and driving purchase 

intentions. Secondly, the conceptual model adapts EKB’s [15] version for the social media environment, 

exploring how the live content elements of the eco-system supports the motives and influences of the process 

e.g., making the social media community a reference group and generating the credibility as sources of 

information. By extending the discussion of this model to the social media’s live content, this study shows that 

model remains relevant to the current climate. However, the dynamic nature of the platform and changes to 

consumer behaviour means there are some additional aspects of motives and behaviours as shown by the 

thematic analysis and the conceptual model in figure 2 to be included in discussion of the model. Thirdly, users’ 

motivations for engagement pre and post purchase via making and commenting (knowledge and opinion 

sharing) on live videos and user stories, supports the concept of reciprocity to a community that influenced their 

own decision-making. This speaks to individual and communal motives in the consumer behaviour. The 

synchronous and asynchronous nature of engagement within this content shows that social media live has a 

multi-directional and vital influence on consumption decisions and warrants further investigation by researchers 

and practitioners.  

 

6.2 Limitations of the study 

While the study has applicability across several industries, due to its sample of brands being sourced from three 

different sectors, there is a need for further research to consider the universal applicability of the conceptual 

model. Secondly, there was no accounting for demographic features (e.g., age, nationality or gender) in the 

study. Finally, this was an exploratory, qualitative study, which often leaves itself open to critiques especially 

since the sample chosen was immersed within the communities under investigation.  

 

6.3 Recommendations for Future Research 

Future studies may want to consider exploring more features and characteristics such as demographic influence 

on live stream engagement and consumer decision-making. Additional studies could adopt quantitative or mixed 

methods to investigate the strengths of the relationships in the conceptual model. Further investigation should 

also consider other forms of digital content, smart technology or AI, and the applicability of the conceptual 

model to those contexts.  
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