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Background Determinants of livestream sales Implications for Ubox sales
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Business-to-consumer (B2C) food sales have Model w/ product category and month*year OLS & IV models for Ubox sales (excl. promotion
increased steady through e-commerce fixed effects estimated using data on products sales), profits and product variety w/ product
platforms, particularly following the pandemic with LS promotions: category, month*year fixed effects and controls
(Montagner 2020; Chang and Meyerhoefer for seller type:

log(LS sales;y) = a+y-Zy + B' Xy + ¢

2021). B2C companies increasingly utilize social ,
+umonth*year + &t Yip =a+y-LSsales; + B'Xyy + ¢

media platforms for marketing, but little is

: +umonth*year + Eit
know about how these promotions affect sales Regressor Coeff. v

or product variety (Penn State Extension 2021). Promotion cost (NT $10K/min.)  -0.019** X Dependent var. oLS (y) v (y)
) x Ubox sales (excl. promo) 24,149* 86*
We analyze social media livestream promotions Internet celebrity (0/1) 1.947 X Ubox total profit 9,007%** 19*
using business transaction data from Ubox, the Length of promotion (min.) 0.010** X No. of items sold on Ubox 179%* 18***
Iar'gest agri-food e-commerce platform in Maximum audience <0.001 X No. of products sold on Ubox 3.85 0.51
Taiwan: v Ubox product variety 0.06* 0.02
Product type 0.095 X Notes: (1) Product variety is 1 — HHI,, where HHI, is
* Weekly sales transactions for January 2016 — Orders per min. 0.961* calculated from the squared shares of the quantity of
individual duct Id withi h cat ; (2
pecember 2019 Number o ikes 0.003*** Firt stage ot = 4211 f monthlevel dustanng
* 6 product categories (frozen food, fresh fruits g ’ g
& yegetables, whole grains, non-alcoholic * Five variables identified as potential IVs « After addressing reverse causality, a $1
drinks, other foods , non-foods) increase in LS sales increases Ubox sales by
* N=1,247 Ubox social media livestream $86, profits by $19, and the number of items
. - @) xuraniini @5 mncuns @mowsms @uwsn  @men Ozr o sold by 18 per week
Livestream (LS) promotion model: Bl -co: soor scev ssmay momm memm  immmv EEeMv  meE  ammav * No evidence that LS promotions increase

product variety

* LS promotions are cooking shows or product
demonstrations

* Products are sold directly by farmers at a
discounted price during the promotion
* Ubox applies their usual 10%-15% margin,

but subtracts shipping & storage costs

* After the promotion ends, customers can

order product on Ubox at the regular price
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