4 1 1 6V 6 a 1'% U W
nagnan1sunwsawansuwadnlafurguaunguny
WoANIIUNIsAnaUlaZavauIlng

Facebook Live Strategies and Consumers’ Decisions in
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Abstract

The objectives of this research were to study 1) strategies used to sell fashion
products with live streaming via Facebook Live; 2) Facebook Live fashion products watching
behavior of consumers; 3) consumers’ satisfaction with the factors of communication with
fashion sellers via Facebook Live; 4) consumers’ buying decisions and their attitudes
regarding buying decisions; 5) the relationships between demographic factors and buying
decisions; 6) the relationship between consumers’ Facebook Live fashion products watching
behavior and their decisions to buy; 7) the relationship between the factors of commu-
nication with fashion sellers via Facebook Live and consumers’ buying decisions and their
attitudes regarding buying decisions; and 8) the role of family and friends in consumers’
decisions to buy fashion products seen on Facebook Live.

This research used mixed methods. For the qualitative part, the key informants
were 4 fashion product sellers who had 9,000 or more followers on Facebook Live. The
data collection tool was an interview form. Data were analyzed using descriptive analysis.
For the quantitative part, a questionnaire was administered to a sample of 418 consumers
who watched live streaming of fashion products via Facebook Live. The samples were
chosen using multi stage sampling. Data were analyzed using frequency, percentage,
mean, standard deviation, chi square and Pearson’s correlated coefficient

The results showed that 1) the fashion sellers used 4 strategies: (a) making the
video streams fun so people would want to watch, (b) building credibility of the presenter
and the channel, (c) using persuasive communication involving the 4Ps of marketing, and
(d) providing good after-sales services. 2) Most sample consumers watched the live streams
at home on their smart phones 1 or 2 times a week. They normally watched during the
time period 20:01 — 23:00 when they had free time. They participated by clicking “like,”

following and sharing. They were mainly interested in apparel, followed by handbags. 3)
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Consumers were highly satisfied with the marketing mix information that they received,
with the presenters in the video streams and with the communications technology through
Facebook Live. 4) After watching, 32.3 % of consumers decided to buy the products, 61%
were undecided and only 6.7% decided not to buy the products. They had a highly
positive attitude about their buying decisions. 5) Consumers of different sex and different
age groups made different buying decisions. 6) Facebook Live fashion products watching
behavior was related to consumers’ decisions to buy. 7) Three factors of communication
related to Facebook Live broadcasting, consisting of (a) satisfaction with 4Ps marketing
mix information, (b) satisfaction with the presenters, and (c) satisfaction with the Facebook
Live technology, were all related to consumers’ decisions to buy and their attitudes
toward their decisions to buy. 8) The role of family and friends was not related to con-

sumers’ decisions to buy fashion products seen on Facebook Live.

Keywords: Selling Strategies / Live Video Streaming / Facebook Live / Purchasing Decisions

/ Fashion Products / Consumer Behavior
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