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ABSTRACT

In the digital era, where technology plays a significant role in daily life,
online live performances have become a new alternative that allows both artists and
audiences to fully meet each other's needs. Online platforms have emerged to address
demands aligned with the evolving behaviors of viewers. Modern platforms such as
TikTok, YouTube and Facebook have become primary spaces for live streaming and
audience interaction. Audiences not only consume content but also actively
participate in supporting content creators through digital donations, such as purchasing
virtual gifts. This supportive behavior among audiences not only provides an additional
revenue stream for content creators but also serves as an effective tool to meet the
behaviors and demands of modern audiences.

This research examines factors Influencing audience decisions to purchase
digital gifts to support artists in live music performances via online platforms.
The primary objective is to explore and analyze the determinants affecting audience
decision-making while enhancing the understanding of event organizers, content creators

and artists. The study employs factors derived from the theoretical frameworks
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of Unified Theory of Acceptance and Use of Technology (UTAUT) and Behavioral Reasoning
Theory (BRT). Data collection was conducted through structured questionnaires and
the data were analyzed using quantitative methods. The results indicate that
performance expectancy, social influence, facilitating conditions and financial benefits
significantly influence decision-making. However financial concerns do not have
a statistically significant impact on the audience's decision to purchase digital goods or
gifts in support artists during live music performances via online platforms.

The findings of this study aim to provide a deeper understanding of
the factors influencing audience decisions to purchase digital gifts to support artists
during live music performances via online platforms. The results are intended to
benefit show managers, content creators and artists by recommending the integration
of qualitative data analysis with quantitative analysis and extending the study to
the organizational level, including platform developers. These efforts aim to enhance
digital gifting systems to support artists, uncover relevant factors in greater depth and
design user experiences that are both engaging and memorable. Such initiatives will
contribute to building trust in the platform and increasing its likelihood of success

in the future.

Keywords: Online live performances, Digital platforms, Artist support, Digital gifts

Ref. code: 25676502037382QLR





