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[Abstract]

Based on Social Exchange Theory, this study aims to examine the motivations behind live streaming
viewers' intentions to provide paid sponsorship. Premised on the similarity between the motivations for
gift-giving and paid sponsorship, this research integrates factors from digital gift-giving models and
customer value models. Applying the S-O-R framework, the research model establishes experiential and
obligatory attitudes from the gift motivation model and emotional and social values from the customer
value model as Stimuli. Social presence and perceived enjoyment serve as the Organism, and the
intention to provide paid sponsorship is defined as the Response. For data collection, a survey was
conducted on 377 live streaming viewers who had previously made sponsorships exceeding a certain
amount. Ultimately, 349 valid samples were analyzed using Structural Equation Modeling (SEM). The
results indicate that experiential attitude, emotional value, and social value significantly influenced social

presence, which in turn affected the intention to provide paid sponsorship.
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I. Introduction

20259 71& AMA 2fol¥ AEW(Live Streaming)
A e 1,06090 2oy [1], A Al
(Youtube) 2fo]8 AE2]Yo] 98 SA(HIA) £A
197} 469, 3F=29] 19]= 4,400 2 zlo]H AEZ]
A AR Rgtotder AAR oz 2fo]B AEYR] &

g U AY 2t oyt vinE 4 gl AR A
l—sH siod [2], /\Eatﬂ }\]XI—Q 1049 7‘250(;‘1 g2 }\(-)]
I—EEP 7—]& 7(11:!]—0}_,1 011;} [1].

+=(Google)dl| o]o] A AA && 7A7F 7MY e &
APl EQl f-RHEE, 7|E0] =obd Aol AET AfH]
A OF ofye} gtojd ALY, & W50 AES Shal
. (Youtuber)2h=
M2e BALS 5ot [4] oS SEE mEY x2

J128(Youtube Partner Program)of 71Qlsto] ZEIX A]
7(47(}01] II}E -\J'_I /\010 HH_‘?_HP7]E 5= \.l.-JiLj a}o]}:l
W52 A= ottt [5]. wobe FRIZE ARSI Al
R0l Fao] =EEL oof T Pl 205 HiEst
+ YAl g2 2fo]8 w2 ’*JH*“(Super Chat)ol2}=
259 A= Y511 9tk ok AFAZE R 1 A
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II. Preliminaries

1. Related works

1.1 Social Exchange Theory

1958 Homanso] 9J5f A2 AA|E ALS]A wglo]=
2 e} Aol s -2l Bl 7Kg ad
S Pgo Aeloinl, Helebd AEFolS Kalelo]
BEA [10]. L& 7HRle] &
(Reward)'o] L e§-5of =i '
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1.2 Gift-giving Motivation
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QQloz 2 AFloA] AREEIT

ol AEAIY] sdo] Fa]oolg7t Alget £l
Ozt Bgo s Uef= 25A &7](Reciprocity)ol] 7|5t
ghe 71E A+ [16], S92 Z2|olo|E o] FAMA &
o= destEe 84 54 &7|(Relationship
Maintenance)?] Zglole= At [17], AHilo] Eolsh=
Fa]ofo]e{e] At &Eo] A|&E7]E High= ofA &
7](Altruistic Motivation)?} ZH&-stth= HLofA] 1 7]
gk A2 4 oot (18]

g 5ol 571 8200 A+ ot d1s0] o)
oA et & AHolx= Fig 19 Wolfingbarger
(1993)9] H=509 &7l= Al 7] 220 %
(Experiential), 2] 2A(Obligated) 291 &= 7}X]& ARESH
t} [19].
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Fig. 1. Wolfinbarger(1993), Three gift—giving
motivation factors and items

1.3 Consumption Value Theory

AH]7HR]o]&(Theory of Consumption Values)2 A
BRte] A PO} ofi, S4 4E/8Mc0] Here MY
st7] 8l e mgog w7k JiX|(Customer Value)
S J|vto= FH20]. ARJA W o]Eo] W& o] 1
A'olep AaArgo] ] AFATHH, Au|x} 71 of
22 AR Seloleke 4n] 9IS 53] Qe TR
530l FOIUR o] AESHt TRIEA 4H] 71 wd%E
& A= ARA/ARIA JIRIE ARgSHET, ol 7IE
AFEE sliAst A 7K1 24 Y AHIY 55
H9] ¥-S Foll Wi AR Esa wEd oF,
AR ZIRE B AT(HE) oA A9 RI91E &
AIsIAY 2478 D& 7IAI' 2 ARESHuAL St [21].
AH[A} 71A] O] 20| TR, AR f& U2 U
gh FOlE Fol SARI 7HA] THo] Zijolt, 2UR=
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B UollM A9 AR e sk AR 7HRE B8
SHA QIARICY [20]. #9F of2} RRHete] AMA de

1.4 Perceived enjoyment and Social presence

AN A3 7158 2J(TAM:  Technology
Acceptance Model)9] ‘X|7te EjE'%& AMA B, &
b =2 o=} wRAglo] dojuh= Aol tigt AREAL
o] A W2 ARSI [22). ole 78R3 Y
e & A24" -840 Held 59 Wiart 2o]ld AE
2 g5 7eA EHS vtgshs v, 2 A A
AR FRHY ARRlA £HS A4lshe HE V)54 B
7F otd A B g AH&siT

Ate]A ExfiZd(social presence) 719 YA dat T
Alo] A S LAINA Fddat HAPZE AAE /NS Q)
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At RS Fdsts 71 Aol £E [21].
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III. The Proposed Scheme

1. Methodology
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Table 1. Demographic Statistic
Male 231 (66.2%)
Sex
Female 118 (33.8%)
Twenties 144 (41.3%)
Age Thirties 151 (43.3%)
Over Forties 4 (15.4%)
Gaming 211 (60.5%)
Favorite Food (24 9%)
Category Chat (5.4%)
etc (9.2%)
Less than 1 hour 131 (37.5%)
Watch Time | 1 ~ 2 hours 179 (51.3%)
/ Day 2 ~ 3 hours 35 (10.0%)
over 3 hours (1.2%)
1 time 209 (59.9%)
ez 2~5 times 133 ( 381%)
Fre-quency - 5
/ Month 5~10 times (1.7%)
over 10 times (0.3%)
2. Research Model
A8 9LES E3f S-0-R R&o] o AME =7
9] AN (Experiential) =7], 4“7‘*(Obhgated)%7]

oF AH|AF 71A] o] &2] T7JA 7HX|(Emotional Value)2t
A& 7FR|(Social Value)S AFHStimuli)o.2, X]7i=
Z£7]-&(Perceived Enjoyment)d} ARS]A EX}7HSocial
QA olnl, A& el QR Ee)
= ‘?_PS(Response)i = A2 S Fig 29 o] =
20191 & 12719] 714e Astech
bge Hiol 498 9239, Hot o9 92349,
H3E 2794 29 71, Has ARl 29 )7t 2
7190 2709 QRA(KZHe EA 5 AR A ER ) G
T2 Rl Ao ARsiglon, Hoe |71 A1
£7150], Ho= AR EAlZTo] 242F 9E3-Q1 R|4A1% 9]
Lot RS 9wo T2 vRle Aor AR5k
7ol ThE 2 AEAl 718 AdE 5ol 2ol AU
IR EY 2Qls2 iR st AdEQ =0 9= Ul
A= A4-=0] Q= vl 5Ysh A=(Stimuli) 2 A&
Lo ool EAE & oyt A= 5o w3t 2| A
= 509 299 2tz Oﬂigﬂmi 712 AHgS}]
of F2]7} glthal HHsiIth E5h AH|AL 71K OIEQ
Q01 IA| f-& ol 7:.”%79.//‘}@q =
712 vlgts o b Aol 2 292 4 o}ﬁ'lh
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. —
Experiential
- HS Intention to
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Enjoyment 5b watch
H
Social . Intention to
Emotional Value [~ N Presence | |Heb Donate
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Fig. 2. Research Model

IV. Result
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Table 2. Convergent Validity Result

Criteria Factor Var FL CR AVE
Experiential EAT 0.788
. ) EA2 0.853 | 0.761 | 0.565
Stimul- Attitude EA3 0811
Gift-Givin OA1 0.688
Motivation | Obligated 0A2 | 0751 | 0.747 | 0.568
Attitude - ' '
0OA3 | 0.810
Emotional EVI 0.762
. EV2 0.863 | 0.780 | 0.543
stimul- | Value Ev3 | 0.859
Customer -
. SV1 0.745
Value \S/Zﬁlz' SV2 | 0719 | 0.696 | 0.505
SV3 0.788
Perceived RET 0.750
. RE2 | 0.831 | 0.768 | 0.584
Enjoyment I oEs 10,776
Sirsg;s SP1 | 0.829
Social SP2 0.832
0.856 | 0.598
Presence Sp3 0.788
0.846
Intention to W1 0.866
continuous W2 0.817 | 0.837 | 0.633
Res- Watch IW3 0.688
ponses Intention to ID1 0.811 | 0.726
Donate ID2 0.791 | 0.876 | 0.527
ID3 0.777 | 0.854
~ SR Organisms.
Experiential g
ST e
py

/42/ N Social i1 |Intentionto
Emotional Value 7'2 — A Presence | | a8 Donate
09’
Social Value g

Fig. 3. SEM Result

V. Conclusions
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