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ABSTRACT

The objectives of this research were 1) To study the consumer insight regarding consumer purchasing behavior
on low involvement products from live commerce of Millennial generation, and 2) To develop a conceptual
framework to study lifestyles, motivation and vendor characteristics factors affecting Millennial’s purchasing on
low involvement products from live commerce. The qualitative research using in-depth interview was conducted
with 10 millennials who have experienced in purchasing low involvement products from live commerce. The
data were analyzed through the content analysis. The finding showed that the virtual perception of products,
convenience, product quality, vendor interactivity, vendor presentation, vendor shopping guidance, and vendor
verbal attractiveness were the main factors influencing consumers to purchase or stay tuned through the live
commerce. The results showed that lifestyles, motivations and vendor characteristics were suitable for a
conceptual framework, exploring the factors affecting Millennials' purchasing on low-involvement products. The
finding would benefit to the e-commerce business owners as a basic guideline for the business operation and
used as the hypothesis testing framework in the descriptive research.
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