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Abstract
Live streaming refers to a platform where streamers can
broadcast their content along with their own commentary,
and allows for communication between the streamers and
their audiences. In this work, we explored current practices
and experiences of streamers on their interactions and rela-
tionships with their viewers. We describe a preliminary line
of research understanding streamers’ needs to grow and
better understand members of their community.

Author Keywords
livestreaming; audience participation; customer relationship
management

CCS Concepts
•Human-centered computing → Collaborative and so-
cial computing;

Introduction
Prior research on live streaming has looked at motivations
and practices of streamers and viewers in various domains
such as the arts, and video games. Live streaming is a po-
tential business opportunity for many; however, streamers
constantly face issues on audience participation, engage-
ment, and growth. We turn to prior work in customer rela-
tionship management to understand techniques and frame-
works on how businesses engage with their customers and



how they achieve customer satisfaction and retention.

Related Work
Streamer-Viewer Interactions in Live Streaming
Prior work has looked at streamer and viewer motivations,
and current experiences of streamer-viewer interactions
across different domains. More specifically, researchers
have studied ways of increasing viewer influence and en-
gagement with live streams. Pascal et al’s work has inves-
tigated the impact of audience influence on the content of
live streams [4] and more recently explored audience-driven
games in live streams [5]. Wang et al has looked at the
impact of monetary incentives in live stream interactions
[7] and Yu et al has looked at the impact of gift-givings on
viewer engagement in live streams [8]. Both Wang and Yu
found that monetary incentives is highly correlated with the
socialization of streamers with their viewers.

Customer Relationship Management
Customer relationship management (CRM) has focused on
the technology for managing relationships and interactions
between businesses and potential customers [1]. Opera-
tional and Collaborative CRM focuses on the development
of business cultures and management systems, while An-
alytical CRM focuses on the analysis of customer data and
behavioural patterns to improve business decisions [2]. Sri-
vastava et al’s work has looked at how data analytics can
improve CRM functions like customer segmentation, com-
munication targeting, retention, and loyalty [6]. Kelly’s work
has explored impacts of different analytical CRM applica-
tions including: sales analysis, customer profile analysis,
loyalty analysis, customer contact analysis, and profitability
analysis [3].

Through the lens of analytical customer relationship man-
agement, we want to uncover the types of information stream-

ers’ want to learn from their audience and how it can help
grow their streams.

Methods
We conducted semi-structured interviews with 14 people
who stream regularly on both Twitch and Mixer. We began
by asking interviewees to recall their most recent stream-
ing experience on their platform, and then asked about their
general streaming experience. We then asked about their
current interaction and engagement practices with their
viewers, and inquired about positive and negative experi-
ences while streaming. Then, we asked about available and
desired information about their viewers, and their current
techniques and methods for building their audience. Inter-
views were conducted remotely and lasted around 30-60
minutes. They were recorded, transcribed, and are cur-
rently being coded by the authors.

Information Needs of Streamers
Through our semi-structured interviews, we found a set of
information streamers want to learn about their audiences,
which include:

Demographics
While some platforms allow streamers to categorize them-
selves as family friendly, mature audiences only, and etc.,
streamers are interested in learning more demographic in-
formation about their viewers including timezone, location,
gender, income, and more. Features like timezone and gen-
der provides a better overview of who their audience is, and
allows streamers to better personalize their content and
interactions.

Shared Interests
Streamers also want to learn about shared interests with
their viewers. Shared interests such as games and music



can inform the direction of the conversations and influence
the content of the stream. This can further personalize the
experience for viewers, and can encourage them to come
back and be a regular member of the community.

Feedback
Platforms provide metrics such as follower count, sub-
scribers, and chat activity, but outside of these numbers,
there is no systematic way for streamers to receive feed-
back from their audience. Streamers are interested in feed-
back such as what aspect of their stream is attracting view-
ers, what aspect of the stream do viewers enjoy the most,
or how they can improve as a streamer. This information
helps streamers identify weaknesses and strengths of their
content that can help them adjust accordingly based on
their personal goals as a streamer.

Contribution to Workshop
In this workshop paper, we present preliminary findings
on understanding the types of information streamers want
to know about their audience. Our goal is to better under-
stand how we can support their interactions and engage-
ments with the viewers. We hope to participate in this work-
shop to receive feedback and guidance on how to carry this
work forward, and to meet potential collaborators on future
projects on esports and gaming.
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