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Abstract. Live streaming has become one of the most prominent digital phenomena in recent years, changing the way 
individuals interact, consume content and shop online. This study aims to identify and analyze the factors that influence 
audience engagement in live streaming, including audience motivation, the role of social interaction, technological 
features, platform distribution, and popular genres. Through a systematic literature review approach, 27 articles from 
relevant ScienceDirect and DOAJ databases were selected for analysis. The study results show that audience 
engagement is mainly influenced by parasocial interaction (PSI), entertainment-based motivation (hedonic value), and 
practical benefits (utilitarian value). Technologies such as live chat, gifting, and data-driven recommendation systems 
strengthen viewing duration and audience loyalty. In addition, platforms such as Twitch dominate the gaming and 
esports genres, while TikTok Live thrives in the e-commerce space. New genres such as VTubers and travel offer 
opportunities to attract a wider audience with avatar-based interaction approaches and virtual experiences. The research 
also identified gaps in the literature, including a lack of studies on local platforms, new genres, and the impact of 
innovative technologies such as AR/VR. This study makes an academic contribution by summarizing key findings and 
providing strategic guidance for platform developers, streamers and businesses in creating more engaging and effective 
live streaming experiences. 
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INTRODUCTION 

Live streaming has emerged as a major digital phenomenon in recent years [1]. Live streaming has 
completely changed how people connect, communicate, and share their experiences all around the world, 
from social media apps like Instagram and TikTok to gaming-based websites like Twitch [1], [2]. According 
to recent data, live streaming is one of the content types in the digital ecosystem that is expanding the 
fastest, with over 60% of internet users worldwide having viewed it on multiple platforms [3]. The potential 
of live broadcasting to foster real-time interactions is one of the aspects that encourage this phenomenon. 
In addition to being passive consumers, viewers can take an active role by voting, leaving comments, and 
even giving streamers virtual presents [1], [4]. In contrast to on-demand video content, this engagement 
produces a more customized experience. For instance, platforms such as TikTok Live have made use of 
this functionality to boost user engagement, particularly among younger users [5]. 

Furthermore, new business models are being sparked by live broadcasting [4]. The idea of live shopping 
has gained popularity in the e-commerce sector since it provides a fun and educational purchasing 
experience. Customers can ask questions, watch live product demos, and get straight replies from the vendor 
[6]. This greatly raises purchasing intent in addition to fostering product trust. In other side, the gaming 
business employs live streaming to stage esports tournaments that draw millions of people each day, create 
communities, and exchange strategies [7]. The questions are what precisely keeps viewers interested in live 
streaming, why do certain streamers have a devoted following while others find it difficult to attract 
viewers, and what elements like platform trust, entertainment motive, and social connection have an 
identical impact in every situation. Given the fierce rivalry across platforms to draw and keep users, it is 
becoming more and more crucial to comprehend these topics. In a social and cultural setting, this 
phenomenon is equally pertinent. For instance, live broadcasting is now used not only for entertainment 
purposes but also to link buyers and sellers in internet marketplaces in nations like Indonesia [8]. Moreover, 
the popularity of the virtual youtubers who engage with viewers through digital avatars, demonstrates how 
quickly new live streaming formats can alter the nature of audience-content creator engagement.  

In light of this occurrence, the purpose of this study is to investigate the variables that affect live 
streaming audience engagement. The findings may be one of considerations for the similar research field 
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and offer useful information to the platform developers, streamers, and the other practitioners by gaining 
an understanding of topics like audience motivation, the significance of social interaction, the impact of 
technological features, and the most popular genres and platforms. Further, the following sections of this 
article describe the methodological points of the study implementation, analysis results, its discussion, and 
the conclusion at the end of the paper. 
  
METHODS 

This literature review study carried out sequentially within six stages (Figure 1). Specifically, the 
researchers used the preferred reporting items for systematic reviews and meta-analyses (PRISMA) 
approach (Figure 2) [9], [10] to select the literature data from two reputable academic databases (i.e., the 
ScienceDirect and DOAJ) in the data collection stage. The three keywords used in the searching stage were 
live stream, livestreaming, and live stream interaction. The selection process was conducted with the 
following two main criteria, i.e., publication timeframe and its relevance. This study selected articles 
published within the 2019-2024 timeframe to ensure the newness of data and focused on studies that 
addresses audience interaction, motivations, platform features, technologies, and genres in the context of 
live streaming.  

 

 
Figure 1. Research procedure 

 
The authors identified about 280 articles from both databases in the initial selection stage and selected 

around 27 relevant articles as the input data of the analysis stage. In the data analysis stage, the authors 
identified five thematic categories as the common patterns among the selected studies, i.e., the engagement 
factor, audience motivation, platform technology, platform distribution, and genre discussion. The 
researchers then discussed the selected articles by comparing each other in the interpretation stage. 

 

  
Figure 2. PRISMA diagram 

!"#
A%CD()(*+%I-
./01I

!"#"$%F'(
)%*+%$,

!2#
PC4C+%RS-
7C4(8*

!9#
7+/+-

W;DDCR/(;*

!<#
7+/+-=*+DI4(4

!>#
?*/C%@%C/+/(;*

!A#
PC@;%/-
B%(/(*8

!"#"$%F'(
-"#.+/ -$0$ 1/$23#.#(

!"#420#
!"#"$%F'(
5./6./+#

!"#"$%F'(
!"7*%0



 
 

87 
	

RESULT AND DISCUSSION 
There are five thematic points resulted in this study and its discussion, including the engagement factor, 

audience motivation, platform technology, platform distribution, and genre content. 
First, Figure 3 demonstrates the results of the literature analysis. Audience engagement in live streaming 

is influenced by several interrelated factors. Social and psychological interactions play an important role 
through PSI which creates a one-way emotional connection between viewers and streamers [11], [12], as 
well as trans-parasocial relations which encourage reciprocal interactions, increase viewing duration and 
purchase intentions [12]. It is supported by Mai et al. research [13] which shows that good parasocial 
interactions can increase trust in streamers. Stock et al. [14] also highlighted the importance of cyber social 
interaction which creates a virtual human relationship-based experience. Viewer motivation consists of 
hedonic value (entertainment) and utilitarian value (practical benefits), where Zhang et al. [15] showed 
hedonic value is highly influential in the entertainment and gaming genres, while utilitarian value is more 
dominant in the context of e-commerce [16]. Tang et al. [17] found that gifting features enable social 
recognition from the community. Technological aspects such as live chat and gamification contribute 
significantly to engagement [18], supported by data-driven recommendation systems that customize 
audience preferences [19]. The eye-tracking study by Mancini et al. [20] showed that chat interactions 
attracted more attention than other elements. Interestingly, the study by Zhang et al. [21] found that state 
boredom is also a significant trigger of engagement, especially during the COVID-19 pandemic, where 
people seek entertainment and social interaction through live streaming. All these factors work 
synergistically to create a rich experience and drive audience engagement with streamers and their 
communities. 

 

  
Figure 3. Audience engagement factors 

 
Second, Figure 4 elucidates that the viewers' motivations to engage in live streaming are rooted in various 

psychological and emotional values that can be grouped into four main categories. Hedonic value is the 
dominant motivation in the entertainment context, with Zhang et al. [5], and Li [12] found that engaging 
and interactive content increases viewing intensity, in line with the Uses and Gratifications theory. In the 
context of e-commerce, Febriyantoro et al. [16] showed that utilitarian value is an important motivation, 
where trust in the streamer's expertise increases the practical value and confidence of viewers to make 
purchases. Social status and recognition are also significant motivations, with Tang et al. [17] and Zhang 
[23] demonstrating that gifting not only improves the relationship with the streamer but also strengthens 
social status within the community, supported by the element of competition in gamification. Interestingly, 
Zhang et al. [21] identified boredom as a significant new driver, especially during the COVID-19 pandemic, 
with viewers using live streaming as a means of alleviating boredom and seeking emotional stimulation, 
facilitated by interactive features such as live chat. These motivations work synergistically to create deeper 
engagement between viewers and live streaming platforms, providing guidance for platforms and streamers 
to design more effective engagement strategies.  

Third, Figure 5 describes that the technology and platform features play a key role in creating engaging, 
personalized and interactive viewing experiences through various innovative features. Wang et al. [18] 
point out that live chat as the most influential feature encourages social discussion and a sense of audience 
participation, while in the context of e-commerce, Mai et al. [13] found that these interactions increased 
trust. The gifting feature, according to Zhang [23], not only affects streamer income but also enhances the 
social relationship between viewers and streamers, although the strength of this relationship may vary by 
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platform and context. Chen et al. [24] stated that data-driven recommendation systems help extend viewing 
duration by suggesting relevant content that matches viewers' preferences. Qian et al. [25] showed that 
gamification elements such as leader boards and virtual rewards increase audience loyalty by adding a 
competitive dimension. Recent research using eye-tracking technology by Mancini et al. [20] revealed that 
interactive elements such as chat are more attention-grabbing than static elements such as streamer faces or 
in-game advertisements, providing new insights for platform developers to prioritize the features that appeal 
most to the audience.  All of these technologies and features work together to increase engagement and 
create personalized and memorable experiences, helping platforms expand their user base and increase 
audience loyalty.  

 

  
Figure 4. Viewer motivation distribution 

 
 

 
Figure 5. Technology and platform features 

 
Fourth, Figure 6 shows that the platforms used in live streaming are diverse, each offering unique features 

and ecosystems that influence audience engagement. Li [22] and Jackson [26] point out that Twitch 
dominates the gaming and esports genres with features such as emoticons, live chat, and a solid community 
that creates emotional attachment, while Mancini et al. [20] highlighted those interactions on Twitch are 
not only centred on gaming but also social elements. In the context of e-commerce, Febriyantoro et al. [16] 
showed that TikTok Live became the main platform in Indonesia for product promotion by utilizing real-
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time interactivity between sellers and buyers, supported by an effective recommendation system. China's 
Douyu platform, according to Zhang [23], focuses on the gaming and gifting genres that are the main source 
of streamer income and an important tool for enhancing social relationships. Amazon Live introduced a 
unique format for e-commerce, where Asante et al. [27] found that interview formats were more effective 
in increasing engagement than tutorial or behind-the-scenes formats. Li [22] also revealed that Twitch 
became the home of VTubers who use digital avatars, attracting different audiences by utilizing aesthetic 
elements and unique interactions, expanding the scope from gaming to pop culture-based content. This 
diversity of platforms shows variations in features, target audiences, and monetization strategies, requiring 
further research to understand how the combination of these features affects engagement specifically. 

 

 
Figure 6. Platform Distribution 

 
Fifth, Figure 7 presents that the genre of live streaming plays an important role in determining the 

engagement patterns and motivations of viewers with various unique characteristics. Malyuk [28] and 
Mancini et al. [20] show that gaming and esports remain the most popular genres, serving as both 
entertainment and social tools that allow communities of players to connect with each other, with the esports 
subgenre attracting audiences through competition and gamification. In the context of e-commerce, 
Febriyantoro et al. [16] and Zhang [15] note the growing popularity of platforms such as TikTok Live, 
Amazon Live, and Douyu, attracting audiences with real-time product information and interactivity through 
live chat features. Li [22] pointed out the new phenomenon of VTubers who use aesthetic elements and 
avatar-mediated interaction to create unique viewing experiences that attract audiences seeking immersion-
based entertainment and pop culture. For sports and entertainment genres, Qian et al. [29] found that sports 
co-streaming on Twitch attracts viewers through shared creative experiences and community participation, 
supported by Mancini et al.'s [20] findings on the importance of interaction in sports and entertainment 
genres. [30] note the emergence of new genres such as travel that give audiences the opportunity to 
experience cultures and destinations virtually, creating strong emotional engagement. This diversity of 
genres reflects variations in audience needs and preferences, with gaming and e-commerce remaining 
dominant, while new genres such as VTubers and travel show potential for future growth.  

This study revealed that audience involvement in live streaming is driven by a combination of social, 
psychological, and technological elements that work together to provide a rich viewing experience. Social 
contacts, such as parasocial interactions (PSI) and trans-parasocial ties, were found to be significant drivers 
of audience engagement. These relationships foster an emotional connection between viewers and 
streamers, which not only boosts loyalty but also enhances viewing time [12]. Further, entertainment-based 
motivations (hedonic value) and practical rewards (utilitarian value) are compelling reasons for viewers to 
stay engaged, particularly in the context of e-commerce and gaming genres. Technology and platform 
features play a significant influence in increasing engagement. Live chat allows for direct communication, 
and data-driven recommendation systems assist platforms personalize content to user preferences [24]. On 
the other hand, things like giving and gamification not only inspire viewers but also provide broadcasters 
with opportunity to monetize. Recent eye-tracking research shows that viewers' visual attention is drawn to 
interactive aspects like conversation rather than static items like commercials or streamer faces, 
emphasizing the relevance of dynamic features in engagement [20]. The studies also demonstrate 
considerable differences across platforms and genres. Twitch, for example, remains the dominant platform 
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for gaming and esports, while TikTok Live and Amazon Live are booming in the e-commerce space. New 
genres like as VTubers and travel have the potential to draw a larger audience, yet research into these genres 
is still restricted. 

 

  
Figure 7. Genre distribution 

 
While many important findings have been revealed, there are some gaps in the research that may create 

opportunities for future research. The majority of studies focus on global platforms such as Twitch and 
TikTok, with minimal research on local platforms such as Douyu in China and the use of live streaming in 
developing countries such as Indonesia, where differences in social and cultural contexts are important to 
examine especially in terms of beliefs and motivations. Genres such as VTubers and travel that are growing 
in popularity still have limited research, especially on the impact of avatar aesthetics and virtual experiences 
on engagement. Current research focuses more on short-term engagement metrics such as viewing duration 
and purchase intent, requiring more in-depth research on the impact of long-term engagement on user 
loyalty. While features such as live chat and gifting have been widely researched, new technological 
breakthroughs such as eye tracking or augmented reality (AR) in live streaming are still in the early research 
stages. Gifting and e-commerce business models have proven successful, but more research is needed on 
the effectiveness of other monetization formats and strategies such as interactive advertising and brand 
collaboration. In addition, there is little research on the emotional and psychological impact of live 
streaming, such as the risk of addiction or the influence of boredom on content consumption. Based on 
these gaps, some suggestions for future research include: the use of a cross-cultural approach to compare 
audience preferences and behaviors across different geographical regions, the development of a more 
comprehensive theoretical framework to explain engagement in new genres such as VTubers and travel, 
research into the impact of new technologies such as AR and VR on audience engagement, the conduct of 
longitudinal studies to understand patterns of audience loyalty and retention, and analysis of the 
psychological impact of live streaming on consumer mental health, particularly in the context of digital 
addiction. 
 
CONCLUSION 

This research identified five key elements that influence audience engagement in live streaming, i.e., 
social interaction, motivation, technological features, platform and genre distribution. The findings show 
that parasocial interaction (PSI) and reciprocal social relationships are important factors in building 
audience emotional engagement. In addition, entertainment-based motivations (hedonic value) and 
practical benefits (utilitarian value) drive engagement in genres such as gaming and e-commerce. Platform 
technology plays a significant role with features such as live chat and data-driven recommendation systems 
amplifying viewing duration. Platforms such as Twitch and TikTok Live show an advantage in certain 
genres, while new genres such as VTubers and travel open up opportunities to attract a wider audience. 
However, there are still some research gaps, such as the lack of exploration on local platforms, the long-
term impact of engagement, and technological innovations such as AR/VR in live streaming. Future 
research is recommended to use cross-cultural and longitudinal approaches to provide deeper insights into 
the dynamics of audience engagement. The results of this study are expected to contribute to the academic 
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literature and provide strategic guidance for platform developers, streamers, and businesses in creating 
more effective and engaging live streaming experiences. 
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