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Abstract: Live streaming has become a well-liked way for businesses to boost
interaction and consumer engagement, ultimately leading to positive word-of-
mouth promotion. Word of mouth is crucial in business since it serves as a
reliable gauge for assessing a product's quality prior to purchase, hence reduc-
ing uncertainty in decision-making. Previous studies overlooked the benefits
of live streaming for word-of-mouth. Hence, the objective of this study is to
examine the emergence of word-of-mouth communication facilitated by live
streaming, employing the socio-technical approach and attachment theory.
This quantitative research has a total of 12 hypotheses. Data was collected
through the distribution of online questionnaires using purposive sampling, by
examined 319 TikTok Live Shopping users. The data was collected and ana-
lyzed using SmartPLS. Live streaming yields a favorable impact on user en-
gagement and viral marketing. Streamers exert significant effect on audience
engagement, fostering strong connections with the platform, user loyalty, and
word-of-mouth promotion. Consequently, marketers can optimize the utiliza-
tion of live streaming by collaborating with the most compatible streamers.
Additionally, this study discovered that vicarious expression does not have a
beneficial impact on platform attachment. This study suggests using live
streaming as a strategy to improve customer retention and build stronger rela-
tionships with customers, which offers insightful information for business ex-
perts in Indonesia. It addresses the constraints of previous research, which fo-
cused mainly on loyalty to brands in terms of transactions, by providing theo-
retical support for exploring the relationship between user stickiness and word-
of-mouth generation on live streaming platforms.
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INTRODUCTION

Live streaming is a new selling method that
simultaneously transmits audio and video data in
real-time to enable online users to watch or share
experiences, including buying or selling goods
(Thorburn, 2014). Viewers can also interact with
streamers and other viewers in real time (Hamari
and Sjoblom, 2017). Live streaming has a greater
chance of establishing interaction with the audien-
ce, but little research has focused on the advantag-
es of using live streaming. However, due to the gr-
owing popularity of live streaming, brands have no
choice but to engage in live-streaming sales in an
effort to retain customers (Zhang and Tang, 2023).
Therefore, it is crucial to research the benefits of
live streaming in Indonesia.

In Indonesia, several platforms provide live
-streaming shopping, such as TikTok, Instagram,
Shopee, and Facebook. However, this research fo-
cuses on TikTok because Indonesia is the second
country with the most active monthly users of Tik-
Tok in the world (Annur, 2021). The popularity of
TikTok has also soared since the Covid-19 pan-
demic. According to app analysis company Sensor
Tower, With 315 million downloads in the first
quarter of 2020, TikTok became the most popular
app worldwide (Annur, 2021). TikTok adds seve-
ral other functions, such as the live shopping fea-
ture to shop directly (Oh et al., 2017). TikTok is a
free social media application that can be used to
watch, share, and create short video clips (Ma and
Hu, 2021). Erdly (2021) stated that TikTok offers
a "unique" space for small business owners becau-
se it is a platform that can be used for creative ex-
pression. TikTok gives freedom to consumers and
businesses and offers them the opportunity to reach
their audience in a better way.

One of the efforts to retain consumers is to
continue to interact and build customer engage-
ment that can make customers become attached to
the brand or what is known as user stickiness. Due
to its significance in defining a user's commitment
to a platform, user stickiness is essential to live-
streaming shopping. Stickiness is a crucial indica-
tor of a user's desire to purchase because it shows
how often they are willing to revisit a site they have
previously shown interest in (Lin, 2007). This re-
search uses a socio-technical approach of the soci-
al system (interaction and identification) and tech-
nical system (synchronicity and vicarious expres-

sion) to measure user stickiness. Some researchers
use this approach to study online consumer behav-
ior. Attachment theory, which considers both plat-
form attachment and emotional attachment to stre-
amers, can be used to quantify user stickiness.
Customers can endorse or interact with other cus-
tomers to form word of mouth if user stickiness is
formed.

Live streaming has been the subject of sev-
eral previous research, including research from (Li
etal., 2021; Zhangetal., 2017; Zhengetaal., 2022),
which focused on the variables that affect cus-
tomer engagement, stickiness, and purchase inten-
tion. Other researchers have investigated the effe-
cts of live-streaming techniques and the variables
influencing impulse purchases (Lo et al., 2022).
On the other hand, not much is known about the
impact of live streaming on word-of-mouth. The
impact of stickiness on the spread of word of mo-
uth has been studied, but not in the context of live
streaming (Zhang et al., 2017). Because live stre-
aming is so new, much research hasn't been done
in Indonesia. The studies that have been conducted
in the past may not necessarily reflect Indonesian
culture or consumer behavior. Different nations
may experience different outcomes or reactions
when using live streaming (Li et al., 2021). Inves-
tigating how live streaming sales strategy affects
user stickiness and attachment and the spread of
word of mouth in Indonesia is very interesting.

From the background previously described,
user stickiness and word of mouth are essential fa-
ctors in sales. Live streaming has a greater chance
of establishing interaction with the audience, but
little research has focused on the advantages of us-
ing live streaming. Research by Li et al. (2021)
found that live streaming can encourage people to
form emotional bonds with streams and the plat-
form itself, making users more likely to stick arou-
nd. However, existing studies, such as that of (Zh-
ang et al., 2017; Zheng et al., 2022), did not ana-
lyze much of the advantages of using this strategy
for word-of-mouth formation. Also, word of mo-
uth is a cultural phenomenon that can differ accor-
ding to geographic factors and consumer generati-
ons, so the results of existing studies that have not
been conducted in Indonesia do not necessarily
follow consumers and culture in Indonesia. In ad-
dition, there are differences in the use of platforms
to social media, which are used as a forum for inte-
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raction. This study continues the study of Li et al.
(2021), which has 10 hypotheses and was re-tested
due to having a research gap, which is differences
in live streaming and geographic platforms becau-
se Lietal. (2021) research was conducted in China
only. Therefore, the ten hypotheses were re-tested
in this study, and two new hypotheses, H11: Visit
Duration positively impacts Word of Mouth and
H12: User Retention positively impacts Word of
Mouth, because there isn't enough study to illus-
trate how word of mouth develops as a result of
the utilization of live streaming. Therefore, this
study tries to examine whether the use of live stre-
aming has a significant effect on the formation of
important factors in sales, such as user attachment,
user stickiness as measured by visit duration and
user retention, and word of mouth, either directly
or electronic word of mouth in Indonesia using the
TikTok platform as a provider of live streaming
shopping services in Indonesia.

LITERATURE REVIEW
TikTok Live Shopping

TikTok offers a unique "Shoppertainment”
experience by combining things that make the co-
ntent fun and entertaining, followed by commerce
to drive business revenue and bring merchants, bu-
yers, and creators closer together, such as creating
opportunities for creators to communicate directly
and make the most of features such as live streami-
ng to increase sales of their products (Fikri, 2022).
TikTok live shopping combines TikTok live stre-
aming with TikTok Shop to enable consumers to
buy products without leaving the app (Southern,
2022). Through this feature, sellers can display va-
rious interesting content in real time. This content
can be in the form of product reviews, product un-
boxing, promos, or discounts. According to Fikri
(2022), the live-streaming feature of TikTok is wi-
dely used by Micro, Small, and Medium Enterpri-
ses (MSMEs) and influencers to market various
products to viewers, from clothing snacks to hou-
sehold appliances.

Socio-Technical Approach

A "socio-technical platform™ describes the
live streaming platform because it is a form of so-
cial media (Zhang et al., 2019). To study online
consumer behavior, some researchers use a socio-
technical approach. Hu et al. (2016), for example,

used a socio-technical approach to investigate con-
sumers' willingness to buy and discovered that
technological and social influences coexist to sha-
pe consumer behavior. It is possible to classify str-
eaming retail platforms as social technology plat-
forms. So, this research takes a socio-technical ap-
proach to look at how live streaming platforms are
affected by user attachment and stickiness. Wan et
al. (2017) stated that interaction and identification
are essential social elements. As a result, these two
social factors are used in this study. The term "in-
teraction™ describes the online interaction and ex-
change of information between users and stream-
ers or other viewers on live shopping platforms.
Identification involves assessing similarities be-
tween people, groups, organizations, and others
(Ng, 2015).

On technical factors, there are synchronic-
ity and vicarious expression. Synchronicity, or the
degree to which users communicate by simultane-
ously entering information and receiving feedba-
ck, is the primary technical feature of live-stream-
ing retail platforms. (Kirk et al., 2015). Users will
have a more positive experience with a platform if
they can use it quickly and easily (Christoph et al.,
2012). According to Manz and Sims (1981), vicar-
ious expression streamers are streamers' attempts
to demonstrate their product consumption experi-
ences in a way that causes viewers to have a simil-
ar experience. By showcasing items based on what
their viewers want, streamers help their audiences
better understand the products they're viewing
(Hong and Pavlou, 2014).

Attachment Theory

According to Whan-Park et al. (2010), at-
tachment can lead to motivation and action. The
degree of product involvement significantly affe-
cts the desire to engage in online product commu-
nities (Choi, 2013). User stickiness (e.g., live stre-
aming engagement) could be better explained by
attachment than by loyalty or contentment. (Li et
al., 2021). In a study of celebrity-fan connections,
Stever (2011) found that fans' connection to celeb-
rities diminishes the gap between them. The same
goes for the live-streaming shopping environment.
When the subscribers connect to the streamers,
they trust and follow them and can even buy prod-
ucts recommended or sold by streamers (Li et al.,
2021).
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User Stickiness

User stickiness is widely considered a pro-
xy for customer loyalty and has been shown to be
a strong predictor of purchase intention (Li et al.,
2021). Following research from Li et al. (2021),
user stickiness in this study is measured by visit
duration and user retention. According to Li et al.
(2021), visit duration is a user's visit to a website
or platform, while user retention is a customer ac-
tion where they continue to reuse products or visit
websites as a habit. According to Gawron and Str-
zelecki (2021), user retention is a positive custo-
mer experience that leads to customer retention or
repurchasing of products or services by satisfied
customers.

Word of Mouth

Guo et al. (2022) define word of mouth as
one of the most powerful marketing tools that in-
fluence consumer behavior and is defined as infor-
mal communication between people about feel-
ings about brands, products, organizations, or ser-
vices. In this analysis, "word of mouth” (WOM) is
used interchangeably with online and offline be-
havior, and WOM is defined as the positive inter-
active experience shared with others. And this re-
search's focus on WOM is solely on positive word
of mouth. Word of mouth formed from live stre-
aming shopping can be used as an online market-
ing strategy to help increase brand awareness and
brand sales and help streamers get more audience
(Cuesta-Valifio et al., 2022). In addition, Hong et
al. (2017) found that word of mouth has a crucial
influence on customers' online buying choices and
significantly impacts product sales.

HYPOTHESIS DEVELOPMENT

Online interactions give consumers a feel-
ing of immersion in a virtual world (Hudson et al.,
2019). Studies on social platforms and usage beha-
vior show that interaction influences user attitudes
towards specific social platforms, influencing us-
age intentions (Curras-Perez et al., 2014). Unlike
traditional ways of selling, live streaming shop-
ping helps streamers to talk to their audience dir-
ectly in real-time, thereby enabling more effective
interactions. Thus, watching live streaming makes
it easier to develop interactions than watching oth-
er types of content on digital media (Hou, 2019).
As a result, the more interaction the user has with

other streamers or viewers, the more likely the user

is to form an emotional attachment.

H1: Interaction positively impacts Emotional At-
tachment to Streamers.

Consumers who feel connected to an online
retailer are more likely to purchase and engage
with the retailer over time. (Hu et al., 2017). The
audience's emotional attachment to the streamer
will increase due to their similarity (Ladhari et al.,
2020). Viewers will identify with a streamer if they
think their personality is similar to the streamers.
As a result, the audience will respond positively to
the streamer and will be more likely to want to
form a connection with them.

H2: Identification positively impacts Emotional
Attachment to Streamers.

Streamers often only provide little product
information in text, photos, and live videos on live-
streaming shopping platforms. The consumer must
contact the seller immediately to discuss other sp-
ecifics and requirements (Lin et al., 2019). Accor-
ding to Tang et al. (2016), synchronization of live
streaming can facilitate interaction between view-
ers, enhancing the quality of live streaming con-
tent. When one viewer adds a comment, all other
viewers can immediately see it on the screen, and
this comment has the potential to impact the beha-
vior of the other viewers. In the meantime, when
streamers respond to comments, other users get in-
stantaneous responses. In real-time, streamers can
examine viewer comments and respond to them
via text and voice (Wang et al., 2019).

H3: Synchronicity positively impacts Platform
Attachments.

Consumers can lessen their hesitation about
product purchases and increase trust among those
who share similar physical attributes and values
by sharing values through instant interactions and
product testing (Lu and Chen, 2021). The know-
ledge of product information is enhanced for vie-
wers as streamers present products following their
needs (Hong and Pavlou, 2014).

H4: Vicarious Expression positively impacts Plat-
form Attachments.

Emotional attachment is a long-lasting, sta-
ble psychological relationship between users and
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services that influences motivation and behavior
(Lietal., 2021). Users are more inclined to intera-
ct with streamers and buy their recommended pro-
ducts when they emotionally bond with them. The
attachment of consumers to celebrities can result
in intense reactions (llicic and Webster, 2011).
User stickiness is comparable to interperso-
nal connection stickiness on live-streaming shop-
ping platforms. Therefore, the term "emotional at-
tachment to streamers" in this study denotes an
emotional connection that reflects the user's emo-
tional commitment and readiness to maintain or
improve their relationship with the streamer. Fur-
thermore, emotional attachment influences user
stickiness positively (Li et al., 2021). In this study,
stickiness was measured by visit duration and user
retention. As a result, this study suggests:
H5: Emotional Attachment to Streamers positiv-
ely impacts Visit Duration.
H6: Emotional Attachment to Streamers positiv-
ely impacts User Retention.

Emotional attachment to streamers is the
main aspect that motivates users to become more
emotionally attached to a platform because of the
relationship that develops between the streamer
and the consumer on the live-streaming purchasing
site. (Li et al., 2021). Many live-streaming shopp-
ing platforms encourage viewer-streamer interac-
tion, showing that emotional attachment to strea-
mers affects platform engagement.

H7: Emotional Attachment to Streamers positiv-
ely impacts Platform Attachment.

Maintaining the user-platform connection
requires platform attachment (Li et al., 2021).
User participation and retention rates can signifi-
cantly increase when users are attached to online
communities (Performativas et al., 2007). Many
features, such as real-time interaction, are availa-
ble on the live-streaming shopping platform to as-
sist consumers in their decision-making process.
People are gradually becoming accustomed to us-
ing this platform for sightseeing and shopping.
Systems that enable live-streaming attachments
can promote regular visits and active engagement
from users, thereby enhancing user retention. As a
result, this study suggests:

H8: Platform Attachments positively impact Visit
Duration.

H9 : Platform Attachment positively impacts
User Retention.

According to Liu et al. (2021), visitors who
stay on a website for a long time are more likely
to return. Xu et al. (2018) also found that the dura-
tion of a user's visit can positively affect retention.
Thus, this study proposes:

H10: Visit Duration positively impacts User Re-
tention.

When customers like a website's content,
features, goods, and services and stick with that
positive attitude, that's identified as user stickiness
(Wu et al., 2010). Zhang et al. (2017) found that
stickiness has a positive influence on the formati-
on of word of mouth. Therefore, this study consid-
ers that stickiness, as measured by visit duration
and user retention, can also cause WOM, so the
following hypothesis is proposed:

H11: Visit Duration positively impacts Word of

Mouth.

H12: User Retention positively impacts Word of

Mouth.

In forming the framework of the research
model, this study uses two reference journals. Li
et al. (2021), the first journal reference, experim-
ented with 425 users of the Chinese live-streaming
shopping platform Taobao Live to test a theoreti-
cal model based on attachment theory and a socio-
technical approach to comprehend the impact of
live-streaming services affect user stickiness using
user attachments. Because of the topics' similari-
ties, Li et al. (2021) research model was used in
this study. Limitations of Li et al. (2021) study is
that there is no explore culture because it only ex-
amines the results of data obtained from Taobao
Live users in China. So, with the research model
of Li et al. (2021), this research uses data from In-
donesia with a different platform, TikTok. The se-
cond reference journal is from Zhang et al. (2017),
who present a model for the relationship between
stickiness and customer engagement. The "Sina"
corporate microblog's users completed 260 valid
guestionnaires, which were then analyzed using
structural equation modeling. The difference be-
tween the research of Zhang et al. (2017) and this
research is their study examined company social
networks where the research focus was too large
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because it did not focus on just one sales method,
so this study decided to use the research model
from Zhang et al. (2017) to examine only one sales
method, live streaming.

In the study of Li et al. (2021), research
stops at stickiness or loyalty to a brand as seen
from visit duration and user retention. Meanwhile,
Zhang et al. (2017) research continues to form
word of mouth from stickiness. Stickiness and
word of mouth are two different forms of loyalty.
According to the literature, stickiness is a form of
behavioral loyalty, which is loyal behavior in the
form of consumer repurchasing. At the same time,
word of mouth is attitudinal loyalty, consumers'
commitment to a brand (Lemon et al., 2002). In
this study, a research model was built to examine
the relationship between user attachment, user
stickiness, and word of mouth from live streaming
usage and tested on the live streaming shopping
platform TikTok to find out whether the use of live
streaming, which forms user stickiness will have a
positive effect on word of mouth. So, the final re-
sult of establishing this research model is shown
in Figure 1.

Social System

g ."‘. /
H: X

METHOD

This quantitative research uses data collec-
tion through online questionnaires and has 12 hy-
potheses with a purposive sampling approach. Da-
ta was collected by distributing questionnaires on-
line to respondents in 2022 according to the follo-
wing criteria: the respondents must be at least 17
years old, using TikTok in everyday life, TikTok
Live Shopping users, have interacted with TikTok
Live Shopping / Streaming, have purchased a pro-
duct that was sold during TikTok Live Shopping,
and domiciled in Jabodetabek (Indonesia). Data
analysis was performed using SmartPLS. This stu-
dy uses 55 indicators in operational variables, as
seen in Table 1. A 7-point Likert scale was used to
represent respondents' answers using numbers 1
(Strongly Disagree) to 7 (Strongly Agree). This re-
search questionnaire used two questions: about the
platform (TikTok) and brands. In the questions for
visit duration, user retention, and word-of-mouth
variables in this study, respondents were asked ab-
out the experience of brand on TikTok. The brand
in this research question is seller who sells prod-
ucts and has TikTok account to sell their products.

User Stickiness

\"\.
",
/

Figure 1. Conceptual Framework
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Table 1. Variable Operational Definitions

Construct

Measures

Interaction
(Lin et al., 2019)

Synchronicity
(Yuping, 2003)

Vicarious
Expression

(Lietal., 2013)

Emotional
Attachment

to Streamers
(Renetal., 2012;
Wohn et al., 2020)

User Retention

(Lu and Chen, 2021;
Salamah et al., 2022)

Visit Duration
(Lu and Chen,
2021; Zhang et al.,
2019)

1. As a viewer, | can share my opinion with other streamers or viewers.
2. As a viewer, the streamer knows I'm paying attention.

3. As a viewer, | feel more connected to the streamer in real-time.

4. As a viewer, the host will give me plenty of opportunity to comment.
5. As a viewer, the streamer gives enough time to ask questions.

1. | can see the platform swiftly pass my comments through while watching live
streaming.

2. | quickly see what other people have said when | watch the live streaming.
3. | can see other people's comments right away when | watch the livestream.

4. | can see my feedback is quickly responded to by the platform when | watch the
live stream.

1. I can grasp what the streamer is attempting to express about the suggested prod-
uct by watching the live stream.

2. | can grasp the streamer's perspective on their experience with the product by
watching the live stream.

3. | can picture the streamer's intended message regarding the endorsed product by
watching the live stream.

4. | can picture what the streamer wants to say about the streamer's experience using
the product by watching the live stream.

5. 1 can guess what the streamer wants to say about the recommended product by
watching the live stream.

6. | can guess what the streamer is trying to say about their experience using the
product by watching the live stream.

. | feel like making friends with streamers.

. | feel like interacting with streamers in the future

. I'm interested in learning more about streamers.

. | feel a strong emotional bond with my favorite streamer.

. | feel close to the streamer.

. I'm happy when | see my favorite streamer.

. | browse this brand's Live Streaming Shopping almost daily.

. 1 used to look for this brand's live-streaming shopping videos when accessing
ikTok.

. | come back/visit this brand's Live Streaming Shopping often.

. I intend to continue using the TikTok live-streaming shopping platform.

. I will continue to use TikTok's live-streaming shopping platform in the future.
. I will regularly use the TikTok live-streaming shopping platform in the future.
. I spend a lot of time browsing this brand on TikTok.

. I usually spend much time watching this brand's live-streaming shopping.

. I plan to remain longer at this brand's live-streaming store to shop.

4. 1 would spend more time on this brand's live-streaming shopping than any other
brand.

5. 1 will extend my stay at this brand's live-streaming shopping.

N P O O & WO DN -

W NP OO~ W o
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Construct Measures
Platform 1. | feel like this live-streaming shopping site is a part of my daily life.
Attachment 2. | am attached to the live-streaming shopping platform TikTok.

(Zhang et al., 2017;
Lu and Chen, 2021)

Identification
(Wan et al., 2017)

Word-of-mouth
(Van Tonder et al.,
2017; Limoli, 2017)

3. | feel it is important for me to use this live-streaming shopping platform.
4. | prefer TikTok's live-streaming shopping service over other sites.

5. | get more satisfaction from using live-streaming shopping services on TikTok
than on other platforms.

6. | feel that using a live-streaming shopping service on TikTok is more important
than using any service on other platforms.

7. The overall experience | had on TikTok made me not going to switch to other
platforms.

8. | feel TikTok is a part of me.

9. | feel TikTok is an exceptional live-streaming shopping platform for me.
10. I can identify myself with TikTok.

11. | feel very attached to TikTok.

12. TikTok means a lot to me.

1. I see a lot of parallels between the streamer lifestyle and mine.
2. | possess many characteristics in common with streamers.

3. I think the value streamer shares my values.

4. | think my self-image matches the streamer's.

1. If asked, | will say positive things about this brand to others.
2. If asked, | would recommend this brand to others.

3. If asked, | would encourage others to use this brand.

4. | say positive things about this brand to other people.

5. I recommend this brand to people who ask me for advice.

6. | encourage friends and relatives to shop from this brand.

Table 2. Respondent Characteristics

Choices Frequency %
Gender Male 89 27,9%
Female 230 72,1%
Age 17-24 264 82,75%
25-32 43 13,47%
33-40 11 3,44%
>40 1 0,3%
Last Education High School 212 66,45%
Bachelor 103 32,38%
Master 4 1,25%
Occupation Student 226 70,84%
Private Employees 24 7,52%
Government Official 3 0,94%
Entrepreneur 11 3,44%
Freelance 27 8,46%
Unemployed 20 6,26%
Others 8 2,5%

Source: Processed Data (2022)
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RESULTS
Respondent Characteristics

Based on Table 1, the main test in this study
was done by an online survey via the Google form,
which 319 respondents filled in. Overall, the pro-
file of the respondents was dominated by females
aged 17-24 years; their last education was high
school and a student.

Validity and Reliability

Based on Table 3, all variables have
reached the minimum limit of AVE (0.5) and
Cronbach's Alpha and Composite Reliability (0.7)
to validate the variables and achieve good reliabil-

ity.

Structural Model Testing
The structural model is evaluated by look-

ing at the R-Square value and the significance lev-
el of the path coefficient. This study also measures
the Q square value to evaluate the structural model
by measuring the predictive relevance of this re-
search model. The R Square and Q Square values
of this study can be seen in Table 4.

Hypothesis Testing Results

This study used the t-value to see whether
there was a significant influence between the in-
dependent and dependent variables. Table 5 pre-
sents the results of the hypothesis test. Almost all
hypotheses are proven because the t-statistic value
is above 1.65, and hypothesis 4 is not proven beca-
use it has a t-statistic value of less than 1.65. Based
on the results, the Vicarious Expression variable
has no significant effect on the Platform Attach-
ment.

Table 3. Results of the Validity and Reliability Test

Validity Reliability
Variable Average Variance Conclusion  Cronbach's Composite Conclusion
Extracted (AVE) alpha reliability

Interaction 0,577 Valid 0,817 0,872 Reliable
Identification 0,789 Valid 0,911 0,937 Reliable
Synchronicity 0,617 Valid 0,801 0,865 Reliable
Vicarious Expression 0,651 Valid 0,821 0,882 Reliable
Emotional Attachment to 0,668 Valid 0,917 0,934 Reliable
Streamers

Platform Attachment 0,681 Valid 0,957 0,962 Reliable
Visit Duration 0,764 Valid 0,923 0,942 Reliable
User Retention 0,749 Valid 0,923 0,947 Reliable
Word of mouth 0,680 Valid 0,906 0,927 Reliable

Source: Processed Data (2022)

Table 4. R Square and Q Square

Variable R Square Q Square
Emotional Attachment to Streamers 0,547 0,538
Platform Attachment 0,616 0,500
Visit Duration 0,772 0,410
User Retention 0,636 0,431
Word of Mouth 0,461 0,283

Source: Processed Data (2022)
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Table 5. Results of the Hypothesis Test

Hipotesis Path Coefficient t-value Conclusion
H1: Interaction positively impacts Emotional Attachment to 0,321 5,838 Accepted
Streamers.

H2: Identification positively impacts Emotional Attachment to 0,514 9,554 Accepted
Streamers.

H3: Synchronicity positively impacts Platform Attachments. 0,121 2,653 Accepted
H4: Vicarious Expression positively impacts Platform 0,038 0,695 Rejected
Attachments.

H5: Emotional Attachment to Streamers positively impacts Visit 0,708 16,943 Accepted
Duration.

H6: Emotional Attachment to Streamers positively impacts User 0,206 3,111  Accepted
Retention.

H7: Emotional Attachment to Streamers positively impacts 0,120 2,202 Accepted
Platform Attachment.

H8: Platform Attachments positively impact Visit Duration. 0,627 10,383 Accepted
H9: Platform Attachment positively impacts User Retention. 0,398 6,097 Accepted
H10: Visit Duration positively impacts User Retention. 0,429 6,692 Accepted
H11: Visit Duration positively impacts Word of Mouth 0,329 4,328 Accepted
H12: User Retention positively impacts Word of Mouth. 0,382 4,971 Accepted

Source: Processed Data (2022)

DISCUSSIONS
The Effect of Interaction on Emotional Attach-
ment to Streamers

This study shows that, unlike traditional
ways of selling, live streaming shopping helps str-
eamers to talk to their audience directly in real-ti-
me, thereby enabling more effective interactions
to build emotional attachment to streamers. People
interacting with streamers are likelier to become
loyal and participate in streaming events. Interac-
tion can help build deeper communication with the
streamer, allowing viewers to understand the stre-
amer and bond with them better. It can also increa-
se trust between viewers and streamers. It is in line
with Li et al. (2021), who stated that if people fre-
quently interact with others, the audience tends to
like that person. Fiedler and Sarstedt (2014) also
found that users' engagement increases when they
can express themselves and form relationships
with others through social interaction.

The Effect of Identification on Emotional At-
tachment to Streamers

This study shows that Identification has a
significant effect on Emotional Attachment to Str-

eamers, which shows that when viewers perceive
that a streamer's personality resembles their own,
they are more likely to identify with the streamer
and develop a stronger attachment to and liking for
the streamer; this, in turn, strengthens the viewer's
relationship with the streamer. Identification can
help streamers create a stronger connection with
their audience in live streaming. Thus, identificati-
on can influence the formation of attachments with
streamers. Identification is the process of identify-
ing someone or something. Live streaming view-
ers can identify themselves with streamers in vari-
ous ways, such as identity, values, and so on, whi-
ch are similarities between viewers and streamers.
If viewers can identify with a streamer, they tend
to form an emotional attachment to that streamer.
A long-term relationship between streamer and vi-
ewer can be established when this happens. This
is consistent with the study conducted by Li et al.
(2021) and Hu et al. (2017), who also said that
identification with streamers will lead to ongoing
participation and interaction with streamers. Re-
sults from Ladhari et al. (2020) also said that the
similarities between viewers and streamers will in-
crease emotional attachment to streamers.
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The Effect of Synchronicity on Platform At-
tachment

This study shows that Synchronicity has a
significant effect on Platform Attachment. Synch-
ronization in this study includes technical factors
(technical systems), so it can be concluded that the
technical features in the live streaming platform,
synchronization, have the potential to enhance co-
nsumers' purchasing experience, thereby fostering
their loyalty to the platform. This is consistent wi-
th the findings of the study conducted by Li et al.
(2021) and Tang et al. (2016), who discovered that
synchronization during live streaming can support
viewers in enhancing the experience by interacting
with the content. The findings from Christoph et
al. (2012) also said that users will have a better ex-
perience if a platform enables them to enter infor-
mation, provide input, and receive feedback right
away. Users' experience will depend on how res-
ponsive the platformis to user input. If the synchr-
onization process on the platform is good, it can
make users become attached to the platform they
use

Effect of Vicarious Expression on Platform At-
tachment

Based on the results, Vicarious Expression
has no significant effect on Platform Attachment.
It shows that consumers may already be able to un-
derstand product information well because the live
streaming method is showing products and inter-
acting via video in real-time. So, viewers may al-
ready understand the recommended product beca-
use the footage shown is clear, and they can inter-
act well with the streamer. It could also be that the
interaction is so good that viewers don't have to
see the streamer displaying and demons-trating the
use of the product more fully. The vicarious ex-
pression does not have a positive effect on the for-
mation of platform attachments. This result is not
in line with the research of Li et al. (2021), who
stated that vicarious expression is a representative
expression of a streamer to show their consump-
tion experience using a product that can make the
audience feel the experience of consuming the
product, which in turn increases engagement with
the platform. Hamilton et al. (2016) assert that
streamers can give customers a complete under-
standing and make it simpler for both parties to de-
velop a sense of identity and belonging in virtual

spaces through facial expressions and body langu-
age.

The Effect of Emotional Attachment to Stream-
ers on Platform Attachment

According to this study, platform attach-
ment is significantly impacted by an individual's
emotional attachment to streamers, which shows
that if live streaming viewers have gotten a sense
of attachment to the streamer, then their following
behavior will continue to watch live streaming
from the streamer, which will cause them also to
become use platforms that provide live streaming
more often. This follows the research results by Li
et al. (2021), which stated that once someone has
developed an emotional bond with them, they are
more likely to engage with streamers or purchase
products they suggest. The findings from Stever
(2011) say that emotional attachment can explain
a person's behavior.

The Effect of Emotional Attachment to Stream-
ers on Visit Duration

The Emotional Attachment to Streamers va-
riable significantly affects Visit Duration, so it can
be said that emotional attachment to a streamer is
an emotional relationship with a streamer that can
reflect the user's emotional commitment and de-
sire to maintain or improve their relationship with
the streamer. It fits with the findings of Li et al.
(2021), which stated that individuals who have an
emotional bond with someone are more inclined
to engage with streamers. The findings of Stever
(2011) stated that viewers will spend more time se-
arching for information and buying products from
streamers they like.

The Effect of Emotional Attachment to Stream-
ers on User Retention

This research stated that Emotional Attach-
ment to Streamers has a significant effect on User
Retention, which shows that the longer viewers
watch a streamer, the more they will tend to devel-
op a sense of emotional attachment to the stream-
er. If someone has developed an emotional attach-
ment to a streamer from a brand they like, they will
extend the visit duration and revisit the brand's ac-
count more often. It is in line with the research of
Li et al. (2021), where the hypothesis that emoti-
onal attachment to streamers positively impacts
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user retention is accepted, with analysis in which
users' emotional attachment to streamers and their
desire to maintain or improve those relationships
are defined as emotional attachment to streamers.

The Effect of Platform Attachment on Visit Du-
ration

The Platform Attachment variable signifi-
cantly impacts the Visit Duration variable. There-
fore, attachment to the platform can encourage us-
ers to frequently use and participate actively, in-
creasing the duration of their visit, which is one of
the measuring tools of user stickiness in this study.
Platforms for live-streaming commerce offer tools
to help customers make decisions, such as a real-
time interaction area (Yang et al., 2022). Custom-
ers are rapidly growing accustomed to using this
platform for sightseeing and shopping. By having
a platform that is easy to use and accessible, con-
sumers can comfortably spend time exploring the
platform. The right platform will provide a pleas-
ant experience for users, allowing them to spend
more time exploring it.

This is in accordance with the results of re-
search by Li et al. (2021) that a consumer's emoti-
onal connection with a platform can positively af-
fect consumer attachment to that platform. Accord-
ing to Jiang and Dong (2008), attachment to the pl-
atform drives user loyalty to shopping sites. Find-
ings from Performativas et al. (2007) show that
engagement with the platform can significantly in-
crease user participation and retention rates.

The Effect of Platform Attachment on User Re-
tention

This study showed that attachment to the
platform could encourage users to frequently use
and participate actively, increasing their return vi-
sit behavior. The live-streaming shopping platform
provides features to assist consumers in making
decisions, providing a place to interact in real-time.
The right platform will provide a pleasant experi-
ence for users. A strong platform will also increase
user satisfaction, keeping them regularly returning
to the site. Customers are becoming more used to
using this platform to shop and sightseeing.

This is in accordance with the results of re-
search by Li et al. (2021), which stated that a con-
sumer's emotional connection with a platform can
positively affect consumer attachment to that plat-

form. According to Jiang and Dong (2008), attach-
ment to the platform drives user loyalty to shoppi-
ng sites. Findings from Performativas et al. (2007)
showed that engagement with the platform can sig-
nificantly increase user participation and retention
rates.

The Effect of Visit Duration on User Retention

This research shows that an increase in visit
duration can help increase user retention because
when customers spend more time on the website,
they will be more engaged and understand the pro-
ducts and services the brand offers. It will make
them more likely to visit the website repeatedly,
buy products, and become loyal customers. This is
in line with the findings of Liu et al. (2021), who
stated that users who spend a significant amount
of time on a website are more likely to return to
that website later. Xu et al. (2018) also found that
the duration of a user's visit can positively affect
retention.

The Effect of Visit Duration on Word of Mouth

This research's result shows that the length
of the visit has a favorable impact on word-of-mo-
uth. This is due to the fact that people feel more
satisfied the longer they browse a website or watch
live streaming. They'll be more likely to recomm-
end them to others and give positive reviews. This
is consistent with the study of Zhang et al. (2017),
which found that the length of a visit positively af-
fects the spread of word of mouth. Visit duration
has a beneficial effect on word-of-mouth because
customers who spend longer time on a website or
watching a brand live stream are more likely to
have a favorable opinion of the company or brand
and are more likely to suggest it to friends, family,
and coworkers. It can result in more word of mo-
uth. This is also corroborated by research from Wu
et al. (2010), which found that the length of a cus-
tomer's visit to a brand's website is a measure of
the stickiness of the brand or website.

The Effect of User Retention on Word of
Mouth

This study shows that User Retention has a
significant effect on Word of Mouth. Using visit
duration and user retention, this study evaluated
user stickiness. User retention is a form of sticki-
ness to a brand or website. User retention is a rep-
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resentative indicator of customer loyalty in the vir-
tual world. If consumers have a positive experien-
ce with a product or service, they are likelier to re-
commend it to their friends, family, and colleagu-
es. When consumers have developed retention be-
havior, they tend to recommend products or servi-
ces to others. This finding is supported by Yang et
al. (2003), who examined the relationship between
customer loyalty and WOM, in which it was found
that the loyal customers tend to develop positive
WOM. This research's result is in line with the re-
search of Zhang et al. (2017), which states that
user retention has a positive influence on word-of-
mouth formation.

IMPLICATIONS

Theoretical Implications. This research ex-
plores how consumers are driven to word-of-mo-
uth behavior when using live streaming, so this re-
search contributes to the literature on word-of-mo-
uth in the context of using live streaming strategi-
es. This study investigates the relationship betwe-
en attachment and stickiness in the development
of word of mouth, as seen through live streaming.
This study looks at how long a user stays on the
site and how long they remain as a user. This study
examines how the two stickiness types affect word
of mouth. In the past, only stickiness has been used
to measure loyalty. This research investigates the
additional impact of "stickiness" on word of mou-
th. Consequently, this study addresses a knowled-
ge vacuum in the literature, as prior investigations
solely concentrated on brand loyalty within the
context of transactions. This study provides a solid
foundation for considering the relationship betwe-
en user stickiness and word-of-mouth spreading
on live streaming platforms.

Practical Implications. Streamers have a co-
nsiderable influence on interactions with potential
buyers who are live-streaming viewers and will be
useful for increasing interactions in live-streaming
so that they can be used as innovations in market-
ing activities. Streamers can immediately answer
questions about products properly and clearly wh-
en consumers ask questions about products. Strea-
mers can respond quickly in order to engage with
viewers more. Consumers can be given the oppor-
tunity to interact with streamers and other consu-
mers who can increase the effect of the interaction.
Moreover, to pique viewers' interest and draw pos-

itive feelings from them, streamers may enhance
their professionalism and incorporate entertaining
elements into their live streams.

In this study, the platform attachment vari-
able significantly influences visit duration. Plat-
forms that provide live streaming can innovate to
increase efficiency and effectiveness, increasing
engagement with the platform and creating a good
live streaming experience. The platform may be
developed and optimized to attract more consum-
ers and elevate user-streamer and viewer interac-
tions. Live streaming platform managers should
strive to improve synchronization, which can enh-
ance consumers' viewing experience and increase
their purchase intentions, such as by optimizing
live-streaming shopping services.

In this study, there was no positive effect
between vicarious expression and platform attach-
ment. It may be due to the use of live streaming
that shows products in real-time via video so that
potential buyers who are live streaming viewers
feel that they have had enough of the information
provided by the streamer, so there is no need to
refocus on the way the streamer and streamer's ex-
pression introduces the product. Thus, this factor
does not affect the engagement to the platform sig-
nificantly.

Using the results of this study, marketing
professionals can make the most of live streaming
by collaborating with good streamers and attract-
ing an audience, both of which are necessary for
forming attachments with consumers. As the main
element in using the live streaming sales method,
streamers must try to create a good atmosphere in
live streaming to build their image and brand to
increase participation to the number of consumers.
Platform attachments affect user stickiness more
than emotional attachments to streamers. It may be
because consumers may not know streamers. Stre-
amers can change, so consumers may not recog-
nize them. Strong platform experiences increase
consumer attachment, which has a greater effect on
user stickiness. Platforms also make connecting
easier for users and streamers, boosting user enga-
gement. This study found that live streaming can
form user stickiness, which helps form word of
mouth. However, it can also be considered that
other factors, such as price factors and product cat-
egory factors (be it beauty products, food, and be-
verages, or clothing), can also have an indirect in-
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fluence on the use of a live streaming strategy,
which will later affect the formation of word of
mouth.

RECOMMENDATIONS

Based on the limitations of this study, future
research can try to examine the use of live stream-
ing with a questionnaire stimulated by one live str-
eaming content or with an experiment so that rese-
arch respondents can fill out a research question-
naire or run experiments with the same experience
as other respondents. Then, further research can
focus on the context under study, such as examin-
ing the use of live streaming from a TikTok acco-
unt that sells various products. It is more common
because many accounts on TikTok sell various pr-
oducts, not only special or official accounts from
a brand or vice versa; further research can focus
on just one brand. Future research can also exami-
ne the use of live streaming in one particular cate-
gory, such as beauty. In addition, future research
can also compare the use of live streaming on dif-
ferent platforms, such as comparing the use of live
streaming on TikTok and Instagram. Then, further
research can be conducted with samples using res-
pondents from different age groups, considering
that live streaming does not only apply but also af-
fects young people. Research with data from diffe-
rent age groups may yield different results. Then,
further research can examine data from samples in
other regions of Indonesia because the results ob-
tained may be different.

This research has several limitations, and
the first is live streaming content, which has many
variations, where on one TikTok account, the live
streaming content provided varies. Also, stream-
ers on TikTok accounts are not limited to just one
streamer, so the respondents of this study can fill
out a questionnaire while thinking about their ex-
perience watching a wide variety of live-streaming
content from one TikTok account. Second, this re-
search questionnaire does not mention that respon-
dents have to answer research questions by think-
ing of one live streaming content by just one strea-
mer from the TikTok brand account they choose,
so that when filling out this questionnaire, respon-
dents can fill in questions based on their experien-
ce watching live streaming from different stream-
ers to different content even from the same TikTok
account due to the large variety of live streaming

content. Then, on the questions for the interaction
and vicarious expression variables, this study does
not mention the platform in question (TikTok) so
that the respondents to this research can answer
this questionnaire by thinking about live streaming
from other platforms, even though in the screening
question the respondents have been asked to choo-
se one account of live streaming from the TikTok
platform they follow. Third, this research does not
focus on research on a particular category. Still,
this research examines the use of live streaming in
various product categories (beauty, food and bev-
erages, clothing, and so on).

CONCLUSIONS

This study seeks to determine whether the
use of live streaming significantly affects the for-
mation of essential factors in sales, such as user at-
tachment, user stickiness as measured by visit dur-
ation and user retention, and word of mouth, either
directly or electronic. This study has 12 hypothe-
ses, and based on the results, 11 hypotheses are
accepted, and 1 is rejected. Based on the explana-
tion and results of the analysis and the discussion
described, it can be concluded that live streaming
in Indonesia can form user attachments as measu-
red through emotional attachment to streamers and
platform attachments because they have a positive
influence. Then, this study also found that user at-
tachment formed from live streaming in Indonesia
can also form user stickiness as measured by visit
duration and user retention, which can form word
of mouth. Then, this research found that vicarious
expression, one of the technical factors of using
live streaming, does not affect the formation of
platform attachments. These results can occur be-
cause consumers feel sufficient about the infor-
mation provided by streamers when live streaming
is carried out. So, based on this research, the use
of live streaming as a sales strategy has a positive
influence on the formation of word of mouth, whi-
ch is assisted by user attachment and user sticki-
ness.
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