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Abstract

This study aims to examine the impact of live-streaming e-commerce on customer
engagement through identification. Through analyzing results of an online survey, we
discover that parasocial relationships and self-verification generated by live-streaming
e-commerce positively affected identity, further leading to the enhancement of customer
engagement. In addition, the moderating effect of fear of missing out is significant. This
study offers a comprehensive understanding of the psychological mechanism of live-
streaming e-commerce viewers by exploring relationships among psychological factors,
identity, and customer engagement. It fills the research gaps and expands the scope in
researching the live-streaming of e-commerce. It also extends social identity theory to the
field of live-streaming e-commerce.

[ Keywords ] fear of missing out, identification, live-streaming e-commerce, parasocial
relationships, self-verification
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(& A FE A R & i 38 2 Hﬁiﬁ%mﬁAi%ﬁ% I R A At — AR A
o SET RO G e S5 F YA BE (Ashforth and Mael, 1989) » FF 2 HF5EaE

156



NTU Management Review Vol. 32 No. 1 Apr. 2022

(&l N GRIFIE S NV & 2 R BA AR T Ry 22 AR R B2 IE [ 52 % (e.g., Brown,
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&R B

ho - A

Przybylski et al. (2013) FEHLGERZVBAIBES » FLARTE(E RS ELE AT A 148
Ealep s [ER—TEIEE - HE 2 - B H Mtk B IEETILE B E A mrIigkans -
e sg & A LS A s - a SR  EHMERE AR - EES
s BB A (5 AERE (Lai, Altavilla, Ronconi, and Aceto, 2016) ° Przybylski et al.
(2013) A FeE IR E FTREIRIS H B ERm - 323 A TRE H 1% (Autonomy) ~ HES]
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(Competence) AIFHREETE (Relatedness) * 35 =& {E#8 .2/ OB SRR R EBF - B &
A BRI E -

ITAFE - BRI 228 e (o R R A AR 3 1Y 25 {18 7 T B DA S e 21 3 26 Y EHUE A
N4 GHUEE# (Information Overload) 2 | » JHE & EIE LD EHEIRFERLEEN - L
HLT A2 T B (A B AR (558 IRV SE BB B (Chrristopher, 2018) © Alt (2015) Hil Przybylski et
al. (2013) B - BN EE G I A B e 2 BT Ry - EEFFESEE R (2014)
Wang, Xie, Wang, Wang, Zhao, Chu, Nie, and Lei (2018) £ Tefertiller, Maxwell, and
Morris (2020) f5H! » BB ECE o BEBRAVFIA ~ (BRAITT Ry » = ie B R A (I RS i 5
TEE A BE O Eh BNt A Bt A SR - (EAHE A S E AR SRR E R - kA
SEIRZVE L g R R LINRERIT K - EAEEZHIE IaFEE - 5 E 8 it 2t
HE B DU B B 35 oK (Lai et al., 2016) ° 51411 Facebook BE%i /& B /> FF B[] {75 e
RGBT R - EFLFF I ECEE - ST &8 Facebook B FHFZE
DAHEFRF Bt A\ K% - Christopher (2018) RIf5HT » JE 2 IE & (2 BEBL RS FH = 20T
Wi N A BRAYI AT E - DU o e BB I S B T -

B RV R BH B E Ty - Hodkinson (2019) E Kang et al. (2019) HYHF
getat - E A BGEIFE A RIERRIF H R B ERE - BRFEIEIREE R
SNECHIE R - OB ) IVRMEERENIBHE BT OK - s T 20 - HHE
FHERIUTENR - YOBRINLZREREZIHEK » L HE & BRI N ZRITE et —
B iEER © Osemeahon and Agoyi (2020) HiEHLUERZES R 2 HE L EAFE - 8
IR T 3 S BRI Y R S AR AR (T RESC - SRR T At M i S R i R 3 AR
JERRAL - RIBLERS T 22 B « A » EnE R R R o S R B o R @ N R B
NIRRT - PIAEE R 5 ) S AL R R R A A B L R E 1T B & -

A - fEERRERIERES - BEERERBIEAM A E N EAETHIEE) -
& SN AR ZGR - ATREEE L H BB R IE 29 - B E R
FERAE N EEHUE (Overmyer, 2016) ° HHE 2 » MW EEFZVES - &8
A EE T REE FIOSE A ERRE T ER L ARAEENE - EHEMSELHEEEE
RIS BCERE ZENE - EEINSEAERE N EIR R E LS -
s b T EREE  nhEE - SnhEEEnE &R (R B R — B SRRV - JRED > SRR
MBS R E RS E R BT - Blpt e B~ B ERY Bt & R - BB
SKE BEpEE b R P —FE S B R R B AL - MHEEE  DIENEE H & 77
A DA H B R — BRI L RS IIEE R E MR SEE 2 EAREE - fREa D
FEmit - AR HER -

H8 : FHENEEIRRE - SnER e g i LRt & BA CR R0 R (H8a) HYRZEE

& sE LEEFE (H8b) ¥ 2 B2 -
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S hEI R
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Ao &t R - B SRR » (B L A A 2 i (A B
& o AT EEERH Likert CESREER (1 AFRIFEREE ~7 RFIFEFRE) -
Hep HEXIEOIERAER BB ESEEEEREMNEER EME SR
LB EIEZZ H Rubin et al. (1985) - it BEElit FRAME R BB EETEEEER
L P R S LA R P A RO B R B A%+ EIE{ECE Xiang et al. (2016) © ALl
TR ERBREECEE ERERITE LM E LN BRERR  EEZ2EH
Tseng and Lee (2018) - EFF FHBE—HMEE B ER LM A BB SRR - &
IHZ2% H Elbedweihy et al. (2016) © it ff B Fo— B 7 FoRe H AR R A B 2o
FIRRREE - REIEIEILE Elbedweihy et al. (2016) ° SHlifR B & — 200 E 76 5 05 5L El A B
HMESHIRRE - BETHZ22% H Moliner et al. (2018) °
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ERYIEREELEEERAERER AR EWEE - HES2%EH Hu et al.
(2017) - it HREEE R HBEERF ERES P M AFEE - EEEME Hu et
al. (2017) » fLFEFEEE R BB SRR EB B 2 AEEE - EEZ2%H Qiao
et al. (2021) < SEIRZVEER HEE B FINHEEE BB BT EE NS [EEE
J - BEIEZ:% H Przybylski et al. (2013) - B 28l 7F B E B8 E BB
T AR RN~ TSR T % ARIEE - BEIEZ% H Hollebeek et al. (2014) -

= R

AWPZeR S REE - AR B RSN SurveyCake BERIE A A RIEERE
Ao HEE T AR AL - R A HEE B R E RS T 0 7% Facebook
LINE ~ #ti55 &334 + Instagram » Deard F 55 8GE A B B AR EREHIHE S
HEITHEE -

M E HRPAH R HE - MEE—E 7 E a8 E R EmE
PRI - WHISERE VG - BECHERB T i - BIEE - BB - BE X
DRSS S HSEME - DAEE B S RITCE SR - MG a2k~
I DU B TR W ELRE R e R BB - G528 (DB B By
T ERAIH BT AR ST BEIE - 55 =800 BORZ MR HE (E A EEAE R - fiETER]
Tl BEREE  IRIRIRTE ~ B ~ MO o BRI 2 MREIEE R - A SRR
A FH B Z (441) ~ 7-ELEVEN B Lg% (100 9T 558 ) ~ ZF R Mmie
77 (100 7T 5 58 ) 1E R hifsassy -

#& Kolmogorov-Smirnov (KS-test) 737287~ » AW FEHIIE R AERBIRIEFE RE
SEC - RIGEE DR /N /72 (Partial Least Squares; PLS) ' SE{THIE IS4+ #5
RIS AT DU R ek - KER IS i -

E2 ~ RETIRTE
— ~ Mk PERR T
A 2 IER MBS E 2020 41 F 23 HE 2020 42 A 22 H il >
FEFLULE] 651 13 o ANHFZTHH R A GRSy « fEEaRTZ | E 0 BB E

PRARDAYREIE b 2 AHEEEE KB —ROT ~ BERHEREE « REERTE

1 PLS 22— flEAG T REBEALRYMET AT /5% - B AR B B R TH I MR A By 7 BT i - TRV
TH.Z M BYRIRE AL AT AR — i BURR TR RS R B AR 20 - PLS Sl AW IR Z BoR B REJ R |
&SI -
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EHBEENYE  REEROrEEN ER T HEN SR (REEESE— N
)~ HERBF R EEENER T EWAE - BIFERHTEE S o fHFRiE 2 ki
it 51 (3% - BREBE 600 {77 o Hirf 58.8% B2k » 41.2% BT - 69.1% HIWH
BH /MR 30 3% -

= BS

AHFFC(E BB FE AR 1| BN  ARBFFE# %~ Cronbach’s o {E/THL .82 ZI
97 HRIR 7 B BERIFWEE - BEHM RS E (Composite Reliabilities;
CR) fH/THA .90 £ .97 » BRI .6 » FnEA RIFHINE—EE - P98 REFEIE
(Average Variance Extracted; AVE) {H/TA .72 £ .86 Z[H » BRI 5 FrREA R
HIU SRS (Fornell and Larcker, 1981) = [LAh » ARFFEE RN R & &H AR .7
FrBA RIFRIRUE -

ARWFFEER- A Harman’s [R5 i I3 [F] /7758 5 (Common Method Variance)
[t/ (Podsakoff and Organ, 1986) ° #RER LRI A RET » A AR N H—{E R+
Y24 A AT Z fERE JTRIR 50% © 5591 » ARiF5EIRTE Mossholder, Bennett, Kemery,
and Wesolowski (1998) HYfa il » P ETEAN A BE— A el - #5538 A 8 /&
REIE 2 AR A K e 0.5+ H 23R IR e B % R+ | - ARIFFEE
PUE AT 72 2R S A o B B — A - B 3 (A A B d B S BRI TR 2R
RO E (d ULS=3.17 1 d G = 1.90 B KA R BE(EREE R 2 _EIR 0.545 »
NFI = 0.80 * SRMR = 0.06 * RMS-theta = 0.16 ) BB —KFE#a5 4E 0 {E (d ULS =
229 H1d G=1.64 AR EEEEEREZ LR 0.893 » NFI=0.81 » SRMR = 0.05 »
RMS-theta = 0.15) ZEANK o AAERER - BRI MR E IL[E A B R E -

BLAh - &R 2 i rl B RE N R ARG T R S F =S o Hair, Black,
Babin, Anderson, and Tatham (1998) %A B Y FIETIFHEE © 2 75% B E Y
AVE 2SR AR A 25 A R (R B AE EH{E (Hair et al., 1998) o« AHF5%.2 &5
MELNSR 2 B - (R EBISUEE T2 4E -

Ho o BRI R (R SR EREREEARE LR 87
T BE R [E 8 AR )Ry .89 » LMERNEI B AR TRy 83 - BAR 2B BAREE TR
74 - PLS P ATHESREUT - AR A G RIFRUMERE ST - BRI 3 ~ E
28R e

= B
H1 2R Esr B R 20 - APsers s - BERERE (6= 27t =
4.86 > p<.001) ~ it BEREME] (B=.29 » t=5.07 * p<.001) ~ FLFHEE[E (B= .35 t=6.55"
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=1 BERENEIMNE

e HIERA HE=aRE Fio% Z#E CR  AVE Cronbach’s a
BEETFHEME 3 .90
BHEETH ETEtE2 81
HERE  EETETE 1 87 490 156 .92 .73 88
EETEME 4 .83
AL E 1 .85
TtEHR AL E 2 .84
HERIG  AEE 4 87 516 149 .92 .73 88
AL S 3 .87
R E 2 .87
iR R 4 .83 5.11
HERIR  SAETE 3 80 138 91 72 87
i .88
BREFEHR 1 .91
E%ﬁiﬂ% BEEEXBEH 3 .90 461 161 94 .83 .90
* HETARE M2 92
EBEFH 3 .92
Eﬁgn—“&'l'i R — 5 86 491 147 92 80 .88
* S EE 91
EiEE:RF 3 .90
BEEIERE EHEBEERE1 .83 472 154 .91 .78 .86
BEEERFE 2 .91
TtAFER[E) 2 .86
e )
B Eggﬂg :13 _g; 492 150 91 72 87
TtEFEEE 4 .85
RhEERE) 3 .86
REEEEE  MARERE 2 .89 499 138 .90 73 .82
RREER[E) 1 .82
BEEZE 9 .84
BEEZEH 2 .86
xR 7 .88
BAE 22 3 .90
x4 .89
FEx 2 —_— 83 513 1.41 97 74 97
BEE R 1 .84
BEEZE 10 .80
BEEZH 5 .86
BEEZEL 8 .84
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*2 BERMERER
mE &% HR BHE R M S8 HE H E#EZ
mE .86
miE .88 .85
BHRF .85 .85 .89
B .86 87 .88 .86
mtE .86 .89 .89 .89 .85
i .81 .85 81 .86 87 .86
mE .86 .86 .88 .86 .88 82 .90
BB .81 81 .89 .87 .87 .80 .89 .90
e .80 79 .88 .83 .88 81 .89 91 .93
FEZ 82 .83 .82 .82 .82 .80 .82 77 77 .86
3 BEiE - ERERERGR LR - BT ERER 0 L - SEETERER 0 B5A =
BEREFEH M E = d#HEH B &8 - REER N BR = BEEE
oA - i@ = itBFEERE 0 RE = RHEEEE - B2 = RS -

p <.001) HIEAFEZEZEFEE 20 o ARG R R RS Hia » Hib » Hic » H2 {&
REHBERT - iR ERREBERE LR - AR ER 0 BERETE
TEERATR (B=.27 » t=4.99 » p<.001) ~ MLEHEEIL & RATR (8=.20 » 1=4.88 * p<.001)
IEAFE B ERE LA - (Bt it &R B LR R BER T EE (B=-.04
t=.72" p>.05) ° KIFFEHERTFHR H2a » H2c > R H2b » H3 f2 H it & R
R EAFER LA - AR - BTt gR =15 r=321>
p <.01) THEHEEITERITR (B =18 » t=3.96 > p <.001) * ‘gt G RALE (B =30
1=7.59 " p<.001) it BFREEZ R R - ARHF RS SR S FF(RGR H3a » H3b
H3c  H4 fRa%#oit R R S IR 2 LR E] - AWFIeiEREs - B Hl &R
R(B=21>1=342>p<.0l)  MWEELEFRLE (B=.45"1=8.50 " p<.001) HiLE
FAALZ SRR  (Ht B S R (R LR RE R R A (b= .03 0 1= 48>
p>.05) o AWFFEHER T FFE Hda » Hdc > SZFF Hab -

H5 ~ H6 ~ H7 IR EREERGH - BB g ERs 850 E - A Foss FEr -
BB FEER—FE (B=20"1=3.72"p<.001) itEFEET—FE B=25"1t=434"
p <.001) IEMBEEZEER TR HREE R -SH BRI RERZ R E#E
(B=.10"1=1.86"p>.05) - AWFFEHFZFF R H5a » H5b » 32 HSc « 5L
FERIREER > ERTEEE B B=.090t=1.65"p> .05 WEEE 2 B =
03 1= .54 p> .05 Hit B ZIRAEE  Hit AR B EL LR
SR ERE (=27 0 t=15.66 ° p <.001)  AWFFEHERZFHERR Hob » ~=2F Hoéa »
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Hé6c ° [E]FF - ARFFeis SRR B TFEER 2 B=-041=.57"p> .05
THEEE—EE (B=.06 =101 p>.05) BEEEEZ RN EE  HREEK
— R SRR SR B (B =26 t=4.15 p < .001) ° AHFFCHE BT F B
H7c » R3Z$f H7a > H7b » § 1% * Sobel test B KE < HIBF ~ itEE - SufEEE
RN BER EAEREEE (RFR4) -

ERCEX-Z-X o EA
21
B ERE o
AR A G A
.03
Sh R AR AL G B M4
4250*** #i;g?;;?&]’a] DQF*k gggg&gg
A Aaf—n
AR A KB e
10 KL
SR KB — I
—— FEEE
2 BRENMAE
AW R R R REEIL N - Je TR T - A5 RS - A EEE R —

{lEAIZ2 - AIfERE 74.80% & » (55 31T Cronbach’s a {H £y .93 « TG RERE
R o ARUFFCREII B ER A EETERA DM - ESFTETR 1 ~ 3.99 HiE
EIRZLEHR] (FE264 X)) - SEIEANRY 4.01 ~ 7 ByEnER2ERB] (35309 L) >
M SEI 80k 4 & 46 27 AR DA ER (B PERAE M =273 SD =
79 » ERERZVEMAERE M =547 » SD=179 - K52 E RIAHRIHEST PLS 4047 -

9 A R T B A e R R R R - (2 - PLS 08T (32 3) B ErE IR A BI7E
Tt Bt & R REEEE (8= .20 > 1 =339 p < .01) ~ ERETEHT &R i
A (f=.28 t=3.72 p<.001) EFEEHK—FME->ERHLEEF =24 1=3.09 "
p<.01) iEEER—EHE-ERERRE B= 27 1=2.81°p<.01) WEEK
M- EREERLE (B=.22t=3.05"p<.01) it EFT -t BEEER (8= 36 0 ¢
=4.88 > p<.001) * fLfREHFR—EME— SRR (8= 37 t=4.19 > p<.001) » EIEE
RE—EEEZE (b= 28 ' t=3.32 ' p<.01) it EFEE > REE 2 (=36 ' t=4.95"
p <.001) AU B = NS E R 2 AR Y
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3N ER KB RZVEM B B g AR B R (8= 31
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=Rt B B IR — B it B R BRR R 22 8 5 BB VU8 LR Tt & B (AR
R R E 20 BB ER T RS HER TR FAREE 2 ;
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4 Sobel Test NIRRT
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FEETEREE - W RKEERERE » mitEEH P 2 M E R RS = -
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EHLLERRS THEERE - BURM DU R R - SRR UM L R
BEHAEEREE W o (S SIS S s 5 R R DUR SR A El
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Straight into Your Heart: The Effect of Live-Streaming
E-Commerce on Consumer Engagement

Yu-Xian Wu, Institute of Marketing Communication, National Sun Yat-sen University

Ya-Ching Lee, Institute of Marketing Communication, National Sun Yat-sen University

1. Purpose of the Research

In recent years, live-streaming e-commerce has increased consumer engagement,
boosted sales, and created considerable economic benefits. Therefore, to understand the
identity consumers acquired through the livestreaming, to see why this results in higher
participation, and to perceive how to bring the best benefits of the livestreaming economy
into play.

Customer engagement refers to the contact intensity of individuals with content or
activities initiated by consumers or organizations, which reflects the psychological state of
consumers’ active involvement and interaction with focus objects (such as brands) (Islam,
Rahman, and Hollebeek, 2017). Customer engagement represents the cognitive, emotional
and behavioral engagement generated by the interaction between consumers and brands
(Addo, Fang, Asare, and Kulbo, 2021). Customer engagement can enhance purchase
intention, customer response, and recommendation, making it an important brand strategy
that can create competitive advantages and enhance the customer relationship.

However, few studies have explored customer engagement in livestreaming
e-commerce. According to the Meaning Transfer Model proposed by McCracken
(1989), a celebrity contains a variety of meanings from the characters, traits, values, or
achievements in their profession or personal life. He/she then transfers the meanings to
the endorsed product brand and subsequently to the consumers who purchase the product/
brand. The meaning transfer may simultaneously trigger a sense of identity (Brown,
2015). In the context of live-streaming e-commerce, consumers may identify with the
live-streamer, community, and brand to be associated with the characters, traits, values,
or achievements of that live-streamer, community, and brand. In this study, by combing
parasocial relationships, self-verification theory, social identity theory, and Fear of

Missing Out (FOMO), we are able to consider the co-occurring mutual influence of live-
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streamers, customers, and brands, to enrich the connotation of customer engagement
research, and explore the important factors affecting the customer engagement of live-
streamer e-commerce. This study aims to examine the influence of viewers’ pseudo-social
relationships and identity verification, understand the moderating effect of FOMO, and
investigate how identity affects customer engagement. Finally, we provide the results and

relevant suggestions for the livestreaming e-commerce industry.

2. Methodology

The subjects of this study are viewers who have watched livestreaming e-commerce
before or recently. We choose the convenience sampling method and collect our
samples through an online questionnaire created via SurveyCake. On the first part of the
questionnaire, first each subject will see the statement of purpose for this study. Next, the
screening questions ask the subject about his or her viewing experiences of livestreaming
e-commerce, including details about platforms, live-streamers, brands, number of times
viewing, viewing duration, number of times purchasing, and purchase amounts, to
confirm his or her suitability for this study. In the second part of the questionnaire, we
ask respondents to indicate their agreement/disagreement on items for variables (live-
streamer parasocial relationships, community parasocial relationships, brand parasocial
relationships, live-streamer self-consistency, community self-consistency, brand self-
consistency, customer engagement, and FOMO) based on their typical or most recent
experience of watching live streaming e-commerce. The third part asks the subjects to fill

in their demographic information.

3. Findings

In this study, we use Partial Least Squares (PLS) to analyze data results show that
live-streamer identity, community identity, and brand identity positively affected customer
engagement. The live-streamer parasocial relationships during live broadcast and the
parasocial relationships of brand positively affect the live-streamer identity during live
broadcast. On the other hand, livestreaming has significant effects on community identity

in terms of live-streamer parasocial relationships, community parasocial relationships, and
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brand parasocial relationships. The effect of live-streaming e-commerce on brand identity
is also significant.

We also discover that live-streamer and community self-consistency positively affect
live-streamer identity. The effect of community self-consistency on community identity is
significant. Brand self-consistency has a significant effect on brand identity. In addition,
the Sobel test shows that the mediating effect of live-streamer, community and brand
identity is significant.

For people with high FOMO, community self-consistency has the strongest influence
on the live-streamer identity, followed by live-streamer self-consistency, brand self-
consistency, live-streamer parasocial relationships and brand parasocial relationships.
The strongest influence on community identity is community self-consistency, followed
by brand parasocial relationships, community parasocial relationships the third, and live-
streamer parasocial relationships the last. The strongest influence on brand identity is
brand self-consistency, followed by brand parasocial relationships, live-streamer parasocial
relationships the last. The strongest influence on customer engagement is community
identity, followed by live-streamer identity, and brand identity the last.

For people with low FOMO, the strongest influence on the live-streamer identity
is the live-streamer parasocial relationships, followed by community self-consistency,
brand parasocial relationships the third, and live-streamer self-consistency the last. The
strongest influence on community identity is brand parasocial relationships, followed
by community self-consistency, live-streamer parasocial relationships the third, and
community parasocial relationships the last. The strongest influence on brand identity is
brand parasocial relationships, followed by brand self-consistency. The strongest influence
on customer engagement is brand identity, followed by community identity, live-streamer

identity the last.

4. Research Limitations

First, the sample composition of this study is mostly students, and we distribute more
than 80% of the questionnaires to Facebook and Instagram. Therefore, we suggest that
future studies should cover more different occupational and age groups, and distribute

questionnaires to more diverse platforms to improve the representativeness of samples and
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the generality of research results.

Second, this study relies on participants’ retrospective self-reporting data to measure
the pseudo-social relationships and self-verification experience. However, retrospective
self-reports may produce biased assessments of experience. We recommend future
researchers conduct their studies during the live-streaming and have viewers answer
the questionnaires and share their fresh impressions, thus improving the accuracy in the
measurement of the variables in viewer experience.

Thirdly, this study is a general study of livestreaming e-commerce and does not bring
product-related influencing factors into the scope of our discussion. We suggest future
studies take these factors into consideration when investigating on customer engagement
in the context of live streaming e-commerce.

Fourthly, there are various types of live-streamers. Some recommend only a single
brand, others recommend multiple products and brands, and still others even have their
own brands. This study focuses only on live-streamers that recommended a single brand.
It is suggested that future studies compare the differences between these various types of
live-streamers.

Fifth, this study reveals that there may be other factors (such as excitement) that
interfere with the effect of FOMO on identification and customer engagement. It is

suggested that future research further investigate the interference of other possible factors.

5. Contribution

This study complements existing social identity theory in exploring the consumer
psychology of livestreaming e-commerce. Previous studies on customer engagement have
ignored the needs of individual reference objects, self-definition, and self-construction in
community business. Besides, most of the past studies on identity are conducted within
a single form of identity. This study subdivides the concept of identity into three specific
forms, these being personal identity, community identity and brand identity, to make the
existing identity research more complete and enable us to better understand the impact
brought by live broadcasting.

This study proposes an architectural integration. The innovation of this study lies

in extending the live-streamer identity, community identity and brand identity of live-
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streaming e-commerce, and establishing the mediating effect of live-streamer identity,
community identity and brand identity on customer engagement. Finally, this study
discovers transfer effects of associations among parasocial relationships, self-verification,
and identity.

Secondly, this study includes more possible self-verification reference objects in
livestreaming e-commerce, and investigates how viewers evaluate the consistency between
themselves and different reference objects (i.e., live-streamers, other audiences, brands),
thus affecting their sense of identity. The innovation of this study lies in that, unlike
previous studies most of which investigated pseudo-social relations or self-verification
caused by a single object, it directly affected the identity of a single object. This study
established that there are three kinds of pseudo-social relations and self-verification as well
as a transfer effect between the three kinds of identity. Fourth, FOMO has never been taken
into consideration in previous studies on live streaming e-commerce. This study confirms
that those with high FOMO, compared with those with low FOMO, would enhance the
influence of live-streamer identity and community identity on customer engagement.

Overall, this study has a more comprehensive understanding of the psychological
mechanism of viewers of live streaming e-commerce, explores the influence of viewers’
psychological factors on identity and customer engagement, provides a new research
perspective for live streaming e-commerce and customer engagement, makes up the gap
in previous e-commerce consumer psychology literature, and expands the research in the

field of live streaming.
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