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Abstract. In the competitive game streaming industry, deep interaction has be-

come one of the key ways for game streamers to cultivate audience loyalty. This 

research constructs a theoretical model that sets the interactive mode of game 

streamers as the independent variable, flow experience as the mediating variable, 

and behavioral loyalty as the dependent variable. After identifying various fac-

tors, it explores how interactive mode creates an immersive live-streaming expe-

rience for viewers, thereby encouraging them to repeatedly watch live streams. 

This empirical study employed a questionnaire survey method, targeting active 

viewers on mainstream game streaming platforms as the sampling group, and 

collected a total of 159 valid responses. During the data analysis phase, the re-

search employed methods such as correlation analysis and regression analysis for 

data processing. The research indicates that interactive mode must act through 

flow experience to influence behavioral loyalty. This finding indicates the crucial 

role of flow experience as a psychological mechanism. 

Keywords: Game Streaming, Interactive Mode, Flow Experience, Behavioral 

Loyalty, Full Mediating Effect. 

1 Introduction 

As China’s live-streaming gaming market continues to expand, audiences’ enthusiasm 

for watching game livestreams has grown steadily [1]. They can access these 

livestreams on their favorite streaming platforms, and in doing so, interact directly with 

streamers [2]. The preceding paragraph describes how the game streaming industry is 

currently in a growth phase. At this stage, online streaming platforms and content cre-

ators cannot afford to relax; they must focus on an audience retention rate. Streamers 

interacting with audience can build trust and increase audience’s willingness to spend 

[3]. Interaction between live streamers and viewers keeps audiences watching the 

stream. [4]. Therefore, investigating the impact of interactive mode on audience behav-

ioral loyalty can provide insights into deeper underlying mechanisms. 

This study was conducted in the following steps. To start with, it first defined key 

concepts: interaction mode, flow experience, and behavioral loyalty. Next, it examined  
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how interaction mode influenced flow experience, along with the impact of flow expe-
rience on behavioral loyalty. Lastly, it verified the mediating role of flow experience 
between interaction mode and behavioral loyalty. This research employed a question-
naire method for data collection. For this, it designed and distributed structured ques-
tionnaires—the key strength of this method is that it allows for quantitative analysis of 
relationships and influence pathways between different variables. The study has two 
main objectives: one is to validate the path model and examine the mediating role of 
flow experience in the relationship between game streamers’ interaction modes and 
audiences’ behavioral loyalty; the other is to put forward practical recommendations 
for enhancing game streaming content quality and improving audience retention rates. 

2 Literature Review 

2.1 Flow Experience 

Flow experience is defined as a state of complete immersion in an activity [5]. For e-
commerce livestreaming, product information, interactive content, and entertainment 
elements can all boost audience’s flow experience [6,7]. When it comes to game
streaming, interactivity turns audiences into active participants—this happens via real-
time feedback and emotional resonance, which in turn creates a flow state [3]. 

This study takes game streamers’ interactive modes as its starting point to explore 
how multidimensional interactive modes influence audience immersion. 

2.2 Interactive Mode and Flow Experience 

In the realm of e-commerce livestreaming, interactive mode refers to the interaction 
methods selected by streamers during live streaming processes, encompassing the
forms of interaction between online streamers, products, and participants [8]. This in-
teraction mode encompasses communication between the streamer and the audience, as 
well as interactions among audience members [9,10]. 

During game livestreams, streamers interact with the game content. the interaction 
between game streamers and content allows the audience to gain gameplay information, 
satisfying their cognitive need [11]. This cognitive need enables the audience to im-
merse themselves in the livestream. 

Are there more specific mode within this interaction? Can interaction mode influ-
ence the audience’s flow experience? 

Therefore, this research propose the following hypothesis: 
H1: Interaction with participants can positively influence the flow experience. 
H2: Interaction with game content can positively influence the flow experience. 

2.3 Flow Experience and Behavioral Loyalty 

In the field of game streaming, audience’s behavioral loyalty is defined as the behavior 
of viewers repeatedly watching their favorite streamer’s channel [12]. Streamer 
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strengthen loyal relationships by delivering live content and engaging with viewers 
within their live stream [13]. In the realm of game streaming, the flow experience gen-
erated during live interactions can enhance audience behavioral loyalty, and does its 
impact unfold as envisioned? 

Therefore, this research propose the following hypothesis: 
H3: Flow experience can positively influence behavioral loyalty 

 

In Figure 1, the target model demonstrates that the interactive mode can positively 
influence flow experience, and that flow experience can positively impact audience be-
havioral loyalty. Within the target model, flow experience play a fully mediating role. 

Fig. 1. The target model. 

3 Method 

3.1 Procedure 

This study employed a questionnaire survey method to collect research data on China’s 
game streaming market, which used the Wjx online questionnaire collection platform. 
China’s live streaming market is experiencing rapid growth, with over 75% of live 
stream viewers being under the age of 35 [4]. The questionnaire was first pretested 
(N=30) and revised to ensure its reliability and validity. For the formal survey, we used 
convenience sampling—distributing questionnaires via social media platforms and
streamer fan groups. This study only included respondents who had had prior experi-
ence watching gaming livestreams in the survey. Data collection ran for two weeks, 
which gave this study 165 completed questionnaires. After that, this study excluded 4 
invalid ones—these came from respondents who’d never watched a game livestream—
leaving this study with 159 valid samples (valid response rate: 96.4%). 
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3.2 Sample 

This study collected a total of 159 valid questionnaires, with the sample primarily con-
sisting of young individuals. In terms of gender distribution, female respondents ac-
counted for 47.17%, while males constituted 52.83%. Regarding age, 86.16% of re-
spondents were between 18 and 25 years old, 10.69% were aged 26 to 35, and those 
over 35 years old collectively represented 3.15%. Regarding weekly live-stream view-
ing duratio, 40.25% of respondents watched less than 1 hour, 40.25% watched 1–2 
hours, 13.84% watched over 5 hours, while only 5.66% watched 3–4 hours. Regarding 
game streaming platform selection, Douyin dominated with an absolute majority at 
66%, followed by Huya at 6.29% and Kuaishou at 6.29%. Other platforms like
Xiaohongshu and Bilibili accounted for a smaller share. 

3.3 Measures 

This study employed three constructs. this research identified existing questionnaires 
in the literature and modified them based on the context of game streaming, employ a 
5-point Likert scale, with response options ranging from 1 to 5, 1 indicates strong dis-
agreement, while 5 indicates strong agreement. 

Interaction with participants (IWP). The three items of this construct were developed 
by adapting scales from prior research [8]. The higher the participant option score, the 
more they enjoy interacting with live stream participants, which include both the
streamer and other viewers watching the live stream. 

Interaction with game content (IWGC). The three items of this construct were de-
veloped by adapting scales from prior research [8]. The higher participant scores on the 
questionnaire, the more valuable information they gained from the streamer’s interac-
tion with the game content. This information includes gameplay tips and other insights. 

Flow experience (FE). The six items of this construct were developed by adapting 
scales from prior research [6]. 

Behavioral loyalty (BL). The five items of this construct were developed by adapting 
scales from prior research [12]. 

4 Analysis 

4.1 Reliability and Validity 

Specific information regarding reliability and validity testing can be found in Table 1. 
These findings indicate that the questionnaire is both reliable and valid. This research 
measured the reliability of the scales using Cronbach’s alpha coefficient. The alpha 
coefficients for all four measured variables exceeded the 0.85. Validity was assessed 
using the KMO and Bartlett’s tests. Bartlett’s data showed P<0.01, while KMO>0.7. 
The minimum factor loading is 0.696, which falls within the acceptable threshold range, 
thus permitting further analysis. 



 

0.940 0.883 

Behavioral loyalty 
(BL) 

The Impact of Interactive Game Streaming Mode on Audience …             727

Table 1. Reliability and validity analysis 

Variable Question Std. Loading Cronbach’a KMO 
IWP 1 0.868 

Interaction with participants(IWP) IWP 2 0.915 0.874 0.729 
IWP 3 0.900 
IWGC 1 0.899 

Interaction with game content(IWGC) IWGC 2  0.937 0.918 0.738 
IWGC 3 0.948 
FE 1 0.862 
FE 2 0.876 

Flow experience FE 3 0.885 
(FE) FE 4 0.877 

FE 5 0.893 
FE 6 0.885 
BL 1 0.857 
BL 2 0.840 
BL 3 0.696 0.869 0.825 
BL 4 0.843 
BL 5 0.818 

4.2 Model Fit 

Table 2 illustrates the data regarding model fit. The f 2 value indicates the contribution 
of independent variables to the dependent variable. Data in the table show that the val-
ues for all three hypotheses exceed 0.40, indicating substantial contributions from in-
dependent variables to the dependent variable. The coefficients of determination (R²) 
for the three hypotheses were 0.308, 0.436 and 0.625, all exceeding the minimum 
threshold of 19% [7]. This indicates that the model possesses a certain degree of ex-
planatory capability. 

Table 2. Effect size and coefficient of determination 

Prediction f 2 R 2 
IWP → FE 0.445 0.308 
IWGC →FE 0.773 0.436 
BL → FE 1.667 0.625 

4.3 Hypothesis Testing 

Table 3 displays the numerical values for the correlation between the hypothetical test 
and the path. The correlation coefficients for H1, H2, and H3 are all greater than 0.5. 
Their significance levels are all less than 0.05. The above data indicate that all hypoth-
eses are valid. 
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Table 4 indicates that the mediating path in this study exhibits an indirect mediating 
effect. The results of the data analysis indicate that the direct mediating effect in this 
research is not significant. This study employed the bootstrap method to validate the 
existence of the mediating effect. On the path from IWP to FE to BL, the values in table 
4 indicate a significant indirect effect (0.345, t=6.93, p<0.01). On the path from IWGC 
to FE to BL, the numerical value indicates a significant indirect effect (0.511, t=8.560, 
p<0.01). 

Table 3. Reliability and validity analysis 

Hypothesis Relationship among variables Coefficient p Testing 
results 

H1 IWP → FE 0.555 ** Support 
H2 IWGC → FE 0.660 ** Support
H3 FE → BL 0.791 ** Support

Table 4. Results summary of mediating effect testing 

Indirect path Indirect effect Total effec  t p Testing 
results 

IWP→ FE→ BL 0.345 0.398 6.930 p<0.01 Support 
IWGC→ FE→ BL 0.511 0.589 8.560 p<0.01 Support 

5 Discussion 

This study reveals the underlying mechanisms through which streamer-participant in-
teractions and streamer-content interactions influence user loyalty by validating the me-
diating role of flow experience between streamer interaction patterns and audience be-
havioral loyalty. The findings indicate that these two interaction models indirectly en-
hance user loyalty, specifically by fostering a state marked by high focus, immersion, 
and pleasant flow. Here’s what this means: it confirms interactivity does more than just 
pass along information—it’s also critical for nurturing deep psychological immersion 
and emotional bonds. For future work, adding moderating variables to develop moder-
ated mediation models could help us gain a richer grasp of boundary conditions, going 
beyond just surface-level understanding. 

6 Conclusion 

This survey’s results show that flow experience plays a full mediating role between 
interactive mode and behavioral loyalty. Specifically, the interactive modes game
streamers use don’t have a significant direct impact on audience’s behavioral loyalty—
instead, they affect it indirectly by strongly boosting flow experience. From this, the 
research further concludes that the core value of interaction between game streamers 
and their audiences is creating an immersive experience for viewers. This immersive 
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experience, in fact, is the fundamental driver behind audience’s behavioral loyalty. Be-
yond this, the study offers valuable insights for future game streaming research: it shifts 
the focus away from external interaction forms and toward the psychological experi-
ence of audiences. Future research should focus on how different interaction strategies 
precisely trigger flow experience and explore other potential mediating variables for in-
depth investigation. 
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