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Livestream Marketing: Using livestreams to generate
more profit

Wendy Lai, Ipsos Project Manager

Three years ago, livestream platforms were typically used in games or sporting events, and game
streamers could earn revenue through popularity and advertisements. However, the livestream has
changed tremendously over the past three years as streaming platforms have integrated online media,
video chat, social media platforms, and instant messaging to gradually develop this unique business
model. Livestream platforms began to spring up everywhere, as the livestreams on websites (Facebook,
YouTube, Instagram) and livestream platforms
(17, TikTok, Twitch, Live.Me) announced the
arrival of the livestreaming era. Anyone can
stream anything from selling seafood, doing
makeup, singing or live-chatting by simply
downloading the App onto their mobile phones.
Mark Elliot Zuckerberg, founder of Facebook,
said “Livestreaming is like having a TV camera in
your pocket, and anyone that has a mobile
phone can broadcast their content to the entire
world.” This clearly highlights the feature of
livestreams as it is “authentic” and “immediate.”

Livestreams can help public figures rid themselves of certain stereotypes since most of what they
usually say in public is scripted. Once they remove themselves from their formal status, they can display
their “true selves” on livestreams. After taking a step away from serious political issues, politicians can
display their approachable side and convey their issues or ideas in an easy way. Livestreams have also
provided amateurs with a way that can propel them towards stardom, so that they don’t need to wait
for a long time for an opportunity to show themselves. Amateurs only need a camera to display their
creativity and talents, attracting fans to follow or make “donations” to them. The online donation
system for some of the livestream platforms allows fans to send gifts or small amounts of actual money
to support the streamers directly, converting popularity into profit.

According to the survey conducted by the Market Intelligence Center (MIC) in 2017 examining the
behavior of Taiwanese people watching livestreams, the survey indicated that was found that 70% of
people prefer watching livestreams on Facebook. Half of the people choose to watch livestreams on
YouTube while the remaining population watch them on 17, Instagram or Live.me. The reasons why
Facebook and YouTube are the most popular livestreaming platforms is that both are free, and both
entered the livestreaming market early. They’re both social media websites that people are familiar
with, which has allowed these platforms to accumulate more content and streamers. 40% of the people
watch entertainment livestreams, 30% of the people watch livestreams of comedic or professional
information, and 20% watch streams of live news/events or pop music/concerts.

Livestreaming can be a tremendous business opportunity for brands that can convert popularity into
actual purchases. The key to livestream marketing is not just to create content like video marketing,
but also care about its “immediate” and the maximum amount of viewers that can be attracted to the
stream. Therefore, motivating people to view the streams is key to success. Attractive content or titles
can motivate people to view the streams, or providing a preview of the upcoming stream like a movie
trailer can also get people excited and eager to participate in the livestream.

For example, the founder of Perfection Chocolates, a company in Australia, made good use of
immediate and interactive livestreams to show how chocolate was made, answered fans’ questions
during the stream, and introduce customers to the world of chocolate. Livestreams eliminate geological



barriers and allow fans all around the world
to participate in the livestream. Many of the
new product launches or press conferences
also use livestreams so that engaged fans can
take part in the event. Brands can use
livestreams to create deeper connections
with the consumers and let them
comprehensively learn about the brand and
background of the product. Livestreams can
invigorate brands and provide them with a
way to communicate directly with consumers
using social media. Not only do livestreams
allow brands to have deeper connections
with people, they also help brands develop
concrete and relatable brand images.

2019 will be the year to take new technologies and marketing models into an even higher level. Brands
that learn about fans’ characteristics, develop suitable brand content and choose streamers that satisfy
fans will enhance their brand image, generate more popularity and widely discussions on social media.
All of the steps mentioned above will help brands to bring higher livestream marketing profits.

Ipsos is the global leader in branding and marketing research and has locations in over 89
countries across the world. Our creative solutions help us build strong relationships which lead
to better results for our clients. This has made us the trusted advisor and with all matters lead
by our industry expert from measuring, modeling to managing customer and employee
relationships.
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